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Abstract 

[n this study the researcher has chosen to focus upon the multiple ways by which Timket has 

playing for the tourism development of the region. A descriptive method with both quantitative 

and qualitative research approaches were used to undertake the research. Through the help of 

various mechanisms an attempt is made to collect the necessary data from tourism businesses, 

officials, local communities, tourists and also from the churches found in the city. To analyze the 

already collected data, the researcher used SPSS (Statistical Package for Social Sciences) to 

describe frequency distribution, percentage, and paired I test of the quantitative data whereas the 

qualitative data was first grouped into the category they belong and thus narrated accord ing to 

the meaning it bears. The findings of this study revealed out that indeed Timkel in the city of 

Gondar has all-round contribution, i.e. image making, economi c benefit, place marketing, and 

socio-cultural values, for the development of the city's tourism. However it could be stated that, 

currently, the centre's potential in attracting an increased number of domestic and international 

tourists has not been reali sed. Therefore, problems of marketing and promotion, a clash of 

interest priority, lack of co-ordination among stakeholders, accommodation, service pricing and 

others are all inside the destination. For the sake of sustainability, thi s finding al so caut ioned that 

an inclusive approach involv ing key stakeholders of the destination is urgent. 

Key words: culture; tourism; cultural tourism; festival and festival tourism 
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Chapter- One 

1.1 Introduction 

---
----~ 
ADDIS ABA 'l,~ lJ { _ •• :' 'n • I 

AKAKI CAMPUS LIBPJ,RY [ 

In the postmodern society, culture becomes the main agenda fo r deve lopment. Al the same 

time various methods are also used as a vehicle to foster the culture-development 

relationsh ip. In thi s regard , the development of slJstainable cu ltura l tourism is believed as one 

of the too ls which will acce lerate the mainstreaming of culture in to development. 

Despite the in itiation to li nk one another's development is a relatively recent phenomenon, 

culture and touri sm had very long years of salutation. However, the main point of departure 

comes during the second half of the 20th century when the comb ination of the two terms 

which is cultural tourism began to be recognized as a di stinct product category (Mbaiwa, 

20 II). As Richards (2005) po in ted out that, thi s does not mean that cultural touri sm is a 

completely recent phenomenon. "What has changed is the extent of cu ltural tourism 

consumption, and the forms of cui lure being consumed by cultural tOlll'isis" (p.26). 

According to a research by Richards (2005), from its rise till thi s day cu ltural tourism deserves 

priority ill touri sm policy making process all over European countries. Currently, cultural 

tourism is among the wo rl d's fastest growing sector with a 15% of an annlJal growth rate 

(UNESCO, 20 12). As ind ispensable features of culture, festiva ls and special events are also 

increasingly considered as touri sm attractions (Hinch & Delamere, 1993). There is a growing 

demand among the developed countri es for tou rist attraction centers of nati ve themes. As the 

multifaceted contribution of festivals get escalated recogni tion, several governments in the 

developed cou ntries sought to provide their people with manuals clarifying on tile effect ive 

practice of festiva ls and spec ial events (Chae-ko & Schaffer, 1993) . Thus, festival organ izers 

are using the histori cal and cultllral themes of their society to deve lop annua l festivals and to 

attract visitors (Raj, 2003). 

Accord ing to the UN ESCO repo t"t of 20 J 2, cultural tourism among the deve lopi ng countri es 

of Afri ca is considered as a lucrative market, given their cu ltural he ri tage and substantia l 

labour force. 
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1.2 Statement of the Problem 

In the fierce comptetion oftoday's travel and tou rism, the importance of local festivals in 

promoting touri sm goes to the extent, Felsenstein and Fle ischer (2003: 285), while in some 

instances "time-honored existing loca l cultural or religious events have been rev ived or 

repackaged as tou rism events, in other cases new festivals have been in vented for the singu lar 

purpose of drawing new visitors to a city or reg ion ." The main reasons For the popu larity of 

fest iva ls as a touri sm promotional (001 are that Festiva ls can help a place to get on the touri sm 

map thro ugh posi ti ve image building, it can expand the touri sm season and touri sts' length of 

stay and economic impact generators (Felsenstein & Fleischer, 2003; Raj, 2003 ; Reid , 2006). 

Therefore, festi va ls are considered as best examples of susta inab le tourism practice 

(McKercher, Mei , & Tse, 2006). 

In sp ite of the presence of events and festivals both month ly and annually in the unique 

calendar of (mainl y religious festivals) Eth iopia, very little effort is done to introduce fest ivals 

into the tourism market . These celebrations in the country can provide a wide array of 

alternat ive tour ist attract ions so that it can be the main touri st attraction centers for those areas 

where there is no other tourism destination center or as a means to diversify the tourism 

attractions in the already touri st ic areas. But the problem is, as Getz (2008) noted, in most 

cases there is no relationship estab li shed between festivals and touri sm so that most festivals 

remain to be isolated and appear less for their touri sm appeal. 

There have been some attempts to study festival s and special events of Ethiopia in general and 

the EOTC's celebrat ions in particular (Bantalem, 20 I 0; Walelign, 2007; Kaplan, 2008). But 

there is insignificant attempt in the areas of linking these festivals with tourism . For example, 

Bantalem (20 I 0) clea rl y showed the time when the major annual celebrations of the EOTC 

fa ll s and in its ex pl anation, it resembles to a guide book. In a sim ilar fa shion, the works of 

Walelign (2007) and Kaplan (2008) revolves around the socio-cultura l and political 

significances of the festivities. These people take the case of the two major EOTC festivals of 

Timket and Mesqe/ to showcase the relationship of the festi va ls and the socio-cultural and 

politi ca l aspects of the country. Hence, still these studies did not clearl y ind icate the 

contribution of the festi vals in promoting touri sm of the country. By considering th is gap, 
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therefore, thi s study has tri ed to investigate the overall to uri sm contribution of the Timkel 

festival celebration in the city of Gondar. 

1.3 Objective of the Study 

The overall objective of the study is to investigate the contribution of Timkel festival 

celebration in attracti ng and promoting tourism with specific reference to the city of GondaI'. 

Specific objectives: 

In line with the major objective, the study aims at: 

. :. 

. :. 

. :. 

.:. 

Identi fyi ng how the Timkel festival can help to improve the image of the destination . 

Identi fyi ng the main economic and social impacts of the fest iva l on the commun ity . 

Examining how the Timkel festival can promote tourism of the city . 

Demonstrating the perceptions of different stakeholders towards touri sm development 

thro u g~ Timket festival in GondaI'. 

1.4 Research Questions 

This research stud y aims at answering the fo llowing research questions: 

» What do participants/touri sts think of the Timkel festival? 

» What aspects of the festi va l can encourage tourists to come and visit? 

» Is there any mechan ism used to get the benefits of the festiva l and if yes, does it really 

function in a better way? 

» What do the different stakeholders think abou t the fest iva l and what can they do? 

» How can th is festival boost touri sm of the hosting commun ity? 

1.5 Significance of the Study 

Understanding different mechanisms, which can boost touri sm of a certain area, is one of high 

importance to tou rism entrepreneurs and to local governments as we ll . Therefore, inevitably 

the outcome of thi s research wi ll have multi -dimensional signi ficances both to the people 

involving in the tourism sector and to the government of the country. In add ition , the outcome 
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of the research can serve as a spotlight to scho lars who want to conduct fu rther in-depth 

studies on festiva l touri sm or related issues in the area, 

1.6 Scope of the Study 

This study is limited to the contribution of Timket festiva l celebration in developing touri sm in 

the city of Go ndaI'. Obviously, Timket is a nat ionwide celebration among the Orthodox 

Christian communities of the country, but the scope of this study is limited in particular 

reference with the city of GondaI'. Moreover, the researcher tried to include concrete ideas and 

suggestions on how to properly uti lize thi s resource, 

1. 7Limitation of the Study 

Despite its much significance, the researcher by no means believed that thi s study is 

comprehensive, In the economic value of Timket, multiplier and induced econom ic effects are 

not included because these issues need a deep analyt ica l discussion by themselves, As a result, 

the econom ic value of Timket in th is study is confined to those businesses injected with the 

initial spending of tou rists, 

1.8 Ethical Considerations 

All research participants who were involved in the study were upon the ir wi llingness and 

consent. Part icipants either to survey questionnaire or interview were informed about the 

objective of the research prior to their actual participation, Regardi ng the right to pri vacy, the 

researcher den ied to give the right name of the paltic ipants, In all cases, names are kept 

con fid ential thus co ll ective names like "one of the hi gher offic ial s" " informants" and 

"participants from tourism businesses" were used in the study, 

1.9 Organization of the Study 

This study is divided into five chapters, The first chapter deals with introduction of the stud y, 

statement of the prob lem, objectives of the study, scope, sign ificance and lim itation of the 

study, The second chapter presents review of re lated literature frol11 various journals, books, 

thesis, and other documents and studies conducted , It also contains the conceptual framework 
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of the study. The third chapter is about the background to the study and research methodology 

used in thi s st ud y. Chapter fo ur deals with data presentation, resul ts and di scuss ion. The final 

chapter, chapter five, presents conclusion and recommendations of the study. 

1.10 Operational Definition of Key Terms 

Culture: though diffi cul t to define, culture is a way of life of people includ ing their skills, 

atti tudes and way of expressions such as celebrations (either reli gious or secular) and 

festi va ls. 

Tourism: is a short term travel by tourists outside the place where they normall y li ve and 

work to a touri st attraction sites and the acti vities during their stay. 

Cultural tourism: implies for the consumpt ion of both tangible and intangible cultural 

heritages by people outside of that part icular cultural sett ing. This will include a visit 

to cultural sites, buildings, arti facts, art, reli gious centers, festiva ls and ceremonies by 

tourists. 

Festival: in thi s study festi va ls are defined as religious ce lebrations ce lebrated by a particular 

society that the festiva l is in due attention. 

Festival tourism : defin ed here as a visit conducted by tourists to a destinat ion outs ide of their 

locale and with an intention to parti cipate in a festi va l. 
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Chapter Two 

Review of Related Literature 

The review of related literature palt of the study focuses on theories and concepts on culture 

and cultura l tourism, fest ivals, festivals in Africa and Eth iopia, and other related variables 

which will affect and relate with th is top ic. 

Over the last few years scholars from different parts of the world have dealt with the above 

issues from different perspectives. In thi s review an attempt has been made to analyze such 

issues and in addition to thi s the assessment also has tried to describe the operational 

definitions of key terms used in the study. 

2.1 Definitions and Conceptual Considerations of Culture 

Following the outburst in the use of cultural celebrations for tourism in the last three decades, 

the literature on cultural touri sm also proliferated. Furthermore, the need to assess the multi­

dimensional influence of culture on postmodel'l1 society attracts scholars drawn from 

anthrop~.w, economics, sociology and other fi eld s of study. 

But before defining cultural tourism we have to see the meaning of the term culture. The term 

cu lture is always controversial concept among scholars. Scholars from di ffe rent fields of 

special ization treated culture differently. As a result, there is no single common agreed 

definition uJlon cu lture and different scholars define it differently. In the Impact a/Festivals 

an Cull ural Tourism Raj (2003) studied that despite the increas ing importance of cul tu re over 

the last two decades there is no commonly agreed upon definition on it. The question that 

troubles these scholars is to what extent the definit ion should be wide enough to embrace the 

vast scope of the terln. One may need to ponder on Ayoade's clai m that "onen, people 

trivialize the limi tless scope of the term with definition s of cultu re as simply music, sin ging 

and dancing. To them. the goal of culture is nothing but enterta in ment" (in Mbakogll, 2004: 

37). 

Perhaps an all embracing definition , Andah define it as: 
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Cu lture embraces al l the materia l and non-materia l expressions of a people as well as the 

processes with which the expressions are comm uni cated. It has to do with all the social, 

ethical, intellectual, scientific, art isti c, and technologica l expressions and processes of a 

people usually ethically andl 0 1' national ly 0 1' supra-nat ionally related, and usual ly living in 

a geograph icall y contiguous area ; what they pass on to their successors and how these are 

passed on. (ibid) 

In thi s definition of cu ltu re, it is not difficult to understand ho w culture is so large with 

complexity. iVlbakogu (2004) emphas ized "whatever cultlll'e is, it delinitely regu lates our li ves 

by unconsciously shapi ng our attitudes, values, goals behav ior 01' personality. From all 

indication , man is defin it ely noth ing without culture" (p.37). In short. cul ture is beyond a way 

of li fe and it is also beyo nd enterta inment. Even, as Dabagh ian cited in iVl bakogu (2004: 37) 

stressed, " .. . the pri de 0[' an y society li es in its culture since no society in the world cou ld be 

considered great without reference to its tradition and culture." 

2.2 CultUl'e in the Postmodern Society and the Development of Cultural 

Tourism 

Currently, academic ians identified two basic concepts of culture: cu lture as a process and 

culture as a product. Culture as a process is the anthropological perspectives of cu lture, 

"which regards culture as codes of conduct embedded in a specific socia l group" (Richards, 

2005: 22). Whereas the culture as a process emanates from the tourism perspect ives of 

culture. Through tourism , culture is transformed from being a process to culture as a product 

(ibid). 

Cultural motives for travel purpose existed since the very past but it was considered as 

exclusive privi lege for small numbers of the noble society (Richards, 2005). This trend also 

continues up until the rise of mass touri sm mainly in the 1940s when touri sts began to be 

attracted by package holidays and excursions (Edensor, 2009). 

However, the second half of the 20th century is a milestone period in the hi story of cu ltura l 

touri sm development. Toffler argued that the 1960s and 1970s is a peri od of ' cultural 

exp los ion' by wh ich dramatic growth in the di versity and availab ili ty of cu ltura l products 

were witnessed (in Richards, 2005: 14). In thi s period, many cultural institutions including the 
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UNESCO were established to create a link between cultu re and development. A large number 

of conference leaders also began to stress on culture. For example, in 1970 in the 

Intergovernmental Confe rence on the Administrative and Fi nancial aspects of Cultural 

Polic ies in Venice, Rene Maheu, the then UNESCO Director-Genera l's message to the world 

was: 

Man is the means and the end of development; he is not the one di mensional abstraction of 

homo economicus, but a li ving real ity, a hu man person, in the infi nite variety of his needs, 

hi s potentials and hi s aspi rations ... in the concept of development the centre of gravity has 

thus shifted ti'om the economic to the soc ial, and we have reached a point where th is sh ift 

begi ns 10 approach the cultural. (Mbakogu, 2004: 40-41) 

Following Maheu's speech, many conferences were held around the world . The main theme 

of these confe rences revolves around the mainstreaming of cultu re into development agenda. 

f urthermore, to strengthen the relat ionship between cul ture and development the World 

Decade for Cultu ral Development was ini tiated and ce lebrated between 1988- 1997 (ibid). 

The deve lopment of cu lt ura l products for one's economic and soc ial development is fu rther 

rea li zed thro ugh tourism since recent periods. To define, "cultural tourism is a problematic 

concept, however, because it consists of two elements, 'culture' and ' touri sm', which are in 

themselves di fficult to defi ne" (Richards, 2005 : 21). McKercher and Du Cros, questioned, 

what is cultural tourism? Th is seemingly simple question is actuall y very diffi cult to answer 

because there are almost as many defini tions of cul tural tourism as there are cultural Touri sts 

(in Csap6, n.d.). 

However, the UNWTO have created a narrower and more practica l de fini tion of cultu ral 

tourism, which refers to the "movements of persons fo r essentiall y cultural motivations such 

as study tours, perfo rm ing arts and cultu ral tours, travel to fest iva ls and other cultural events, 

visits to sites and monuments, travel to study nature, folkl ore or art, and pilgrimages." In a 

simi lar vein, Silberberg defined it as a "visit by persons from outside the host community 

moti vated wholl y or in part by interest in the historical, arti sti c, and scientific or 

li festyle/heri tage offerings of a commun ity, region , group or institution" (1994: 2). Cultural 

touri sm comprises a trave l to festival s, carniva ls, religious events and to other theatrica l 

productions (Getz, 2008; Okech, 2000; Mbaiwa, 20 I I). 
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As stated earlier, the convergence of culture and tourism is not accidental rather it is brought 

by the gradual change in the social and economic phenomenon of the modern or postmodern 

era (Richards, 2005). The phenomenon on the boom of cultural tourism was as a result of 

changes rooted both from the suppl y side and the demand side of touri sm. As Hughes (20 I 0) 

has observed in the 1960s and 1970s different cities of Europe and the West were busy in 

making strateg ies of city visions, city boosterism, city market ing, amenity improvements, 

conservation and greening. These cit ies were striving to coin an ep ithets that enable them to 

get on the map and so as to attract investors and new sources of private wealth and both 

business and leisure tourists. 

First and foremost, the city marketing groundswell of the late 20th century brought a paradigm 

shift of local authorit ies-tl'om managerial ism to entrepreneurial ism (Harvey, in Hughes, 2010: 

121). This paradigm shift marked, Hughes continue, the inclusion of pleasure as a central 

motivation for a wide range of social act ivities in the profess ionali zed discourses of city 

management. The fierce competition among cities and the inc lusion of pleasure further 

advanced to include the "economically underexploited" temporal periods [festi ve times]. Th is 

is mainly the feature or what Hughes called the "leisure revolution" (120). 

On the other hand , from the demand side, the touri sm consumption pattern was changed with 

the ri se of Special Interest Tourism (S IT). Now tourists wander to find educational 

advancement, aesthetic judgment, improvement of self and society, facilitated by higher levels 

of di sposable income, a lower retirement age and better levels of health amongst older age 

groups (Richards, 2005). There were also "compelling politica l arguments too for the 

development of cu ltural touri sm. The deve lopment of cultural touri sm strategy has been 

closely linked to the estab l ishment of nat ional identity" (ibid, 21 2). 

Consequently, culture in the contemporary societies is seen as a transfonnative power of 

development. Spectacles and festi vals are no longer "disc rete and iso lated events but are 

rationa ll y procl uced and scientifically managed by bureaucratic organizati ons for instrumental 

purposes, especially tourism-ori ented revitali zation" (Gotham, 2005). Th us. culture in the 

postmodern day is primaril y promoted for economic, rather than cul tu ra l ends (Richard s, 

2005; Raj, 2003), 
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2.3 Facts and Figures on Cultural Tourism 

Though the period immediately after the Second World War was characterized with the boom 

in the development of mass touri sm, yet much consideration was given to the sun, sea and 

sand touri sm. However, as stated in the prev ious topic, the dramati c changes that ari se later in 

the 1980s marked for the boom of cultural events. In thi s period, both the tourists and the 

desti nation organ izers wa nted the deve lopment of new destinations based on cultural 

possessions. For instance, in 1982 and 1992 the Travel and Leisure Magazine conducted a 

research that wi ll assert the deve loping nature and changing patterns of cu lture through time 

as important motivator of trave l and according to the survey research carried out: 

Respondents were asked in 1982 and again in 1992 "what is very important when planning 

trips?" In the 1980's cultural, historical or archaeological treasures were impol1ant to 27% 

of frequent travelers compared with 50% in the I 990s. Understanding culture was 

important to 48% in the 1980s compared with 88% in the 1990s ... this is reflected in data 

showing the dramaticall y increased importance of culture as a travel motivator. 

(S ilberberg, 1994: 7) 

Moreover, Garrison Keillor's ( 1995), the then United States Director fo r touri sm, speech to 

the Wh ite House Conference on Travel & Tourism further strengthens the idea that the 

increas ing im portance of cu ltu re in the current time is not in question: 

We need to think about cultural touri sm because really there is no other kind of tourism. It's 

what tourism is ... People don't come to America for our airports, people don't come to America 

for our hotels, or the recreation facili ties .... They come for our culture: high culture, low 

culture, middle culture, right, left, real or imagined --- they come here to see America. 

htl p:1 Iwww. nasaa-ans. orglal1works/ct _contents. shtm I 

Despite its apparent prom ise, it was not usual to use the term "event touri sm", by wh ich the 

festival touri sm is the subset of it, until 1987 a time when The New Zealand Tourist and 

Publicity Department reported: "Event tourism is an important and rapidly growing segment 

of international tourism ... " (as cited in Getz, 2008: 405) . On the other hand , in academic areas 

the term "event studies" first coined by Getz in the Sydney's Events Beyond conference in 

2000. However, there were many professional associations even before 2000 such as; the 
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International Assoc iation of Fairs and Expos itions (IAFE) which is fo rmed in 1885, the 

Internat ional Association for Exhi bition Management which is fo rmed in 1928, The 

International Festiva ls and Events Assoc iation which is formed in 1955, Meeting 

Profess ionals International (MPI) which is formed in 1972, The International Special Events 

Society (I SES) which also fo rmed in 1987 and others which deal about carni va ls and many 

arts and sports-specific associations (Getz, 2008). 

Currently, according to the UNESCO report of 2012, cultural to uri sm that reli es on tangible 

and intangible cultu ra l assets accounts for 40% of world tourism revenues and is a growing 

sector, ri sing by 15% every year, three times more than the average growth in touri sm as a 

whole (5%). Festiva ls, as ind ispensable features of culture, boost the rap id development of 

cultural tourism to host communit ies (Raj , 2003). It is unique to uri st attractions (Gursoy, Kim 

& Uysal, 2004). Festiva ls and other events such as business and sport events are a new wave 

of alternat ive tourism and it is described as "emerging giant" (Getz & Fri sby as cited in 

O'Sulli van & Jackson; 2002 : 326) or as "growing fo rce in the touri sm industry" (Chacko & 

Schaffer, 1993: 475). 

2.4 Festivals: Meaning and Nature 

Festivals are an occasion "celebrat ing community va lues, identity, ideo logies and conti nuity" 

(Getz, 20 10: 2; Getz, Andersson & Carlsen, 20 10: 31). O'Su lli van and Jackson (2002) po inted 

ou t that fest iva ls are celebrations related with the social we ll being and surviva l of a 

community. These celebrat ions are occasions for a community for showcasing who they are. 

Falass i illustrated th is idea that fes ti va ls are a program of di splay for 'what a communi ty is all 

about' (i n O'Sull ivan & Jackson, 2002 :327). 

In their scope, however, to Pieper fes tivals are onl y religious ceremonies and rituals (in Getz, 

20 I 0). Turner (1975) preferred to use the term ritua l instead of festival for religious 

celebrations. But in contrast to th is, Getz (2005) has demonstrated that there is no widely 

accepted typology of a fest ival and he defined them as "them ed, publ ic celebrations" (p.21). 

In the context of Eth iop ia. Walelign (2007) fo und that terms li ke festi va l, ritual and ceremony 

are ambiguous to disti ngu ish and more importantl y the term ritual is non-ex istent either in the 
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( in the Ethiopian Orthodox Tewahido Church. According to hi s assert ion, the people 

to use the word be 'af 0 1' amel be 'af which is eq ui va lent with terms like ceremony and 

,val. Consequentl y, to give recognition of the Ethiopian Orthodox Tewahido Church 

,derstandin g of the terms and as a possessor of the festiva l under study the researcher used 

.hese terms in terchangeably. Thus, as the working definitions of thi s paper the term "festival" 

or "ceremon y" is con fined to religious sacred celebrations. 

Getz (1991) has forwa rded that fest ivals and public ce lebrations are held starting from the 

ancient time of human life and Duffy (2009), most of their foundat ion is the pagan and 

religious fa ith of ancient communit ies. 

Despite the origins of most festiva ls traced back to the ea rl y periods of human societies, the 

use of these festivals as a vehicle for tour ism development and promotion is a recent 

phenomenon. As di scussed above, the transformative process is invo lves a combination of 

reasons. Uniqueness is the nucleus of festivals for tourism attraction. "Much of the appeal of 

events [or fest ivals] is that they are never the same, and you have to ' be there ' to enjoy the 

unique experience full y; if you miss it, it's a lost opportunity" (Getz, 2008: 404). Fest iva ls and 

spectacles, Duffy (2009), are different from everyday activities in fo rmalizing its own space, 

time and behavior. As Getz stated, the special appeal offesti vals is from the innate uniqueness 

of each events in showcasi ng the dest ination's rich cultural heritage, local tradit ions, ethn ic 

backgrounds and cu ltural landscapes (in McKercher et aI. , 2006). For that reason, festiva ls in 

nowadays are important opportunities to a destinat ion in its tourism related contributions of 

image building, economic impact generators, tourist att ractions, overcom in g seasonality, 

contributing to th e deve lopment of local communities and businesses, and supporting key 

industrial sectors (Raj , 2003). 

2.5 Conflicting Interests and Controversies over Festival Tourism 

The use of publ ic spectacles and celebrations for tourism resulted in a conflictua l panacea. 

Th is situation is more severe in cases of religious festi vals. In fact, festivals confirm Pearce's 

(1991) definiti on of tourism attract ion as "a named site with a specific human 01' natural 

feature wh ich is the focus of vis itor and management attention" (p.46) and scholars have no 
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reservation over it. However, starting from the term "festival touri sm" to the deta il s of its 

contribution, there are many, if not most, controversies among scholars. 

As the defin ition of cu lt ure depends mainly on context, the anthropological definition of 

culture is quite different from those of the economists and planners of development. From the 

anthropologist perspective, for instance, Greenwood ( 1977) has argued, "cultu re in its very 

essence is something that people believe in implicitly" (137) . Therefore, to these scholars, a 

local culture is something incred ibly possessed by that particu lar society. He furthe r argued 

that the anthropological defin ition of culture instructs us "to understand why the 

commoditizat ion of local cu ltu re in the tourism industry is so fundamenta lly destructive" 

(ibid: 13 1). 

[n contrast, undoubtedly and increasingly, intell ectuals from economics and tourism 

perspective emphasize on the multipurpose of festivals and culture is seen as a product which 

is ready to be sold. Thus, festiva ls are continuously promoted to attract touri sts, to boost local 

economy, cata lyst fo r ex isting business, to build images and the social wel lbeing of a 

commun ity (e.g. Getz, 2008; O'Su llivan & Jackson, 2002; Raj , 2003; Duffy, 2009; Hinch & 

Delamere, 1993). The pub lic celebrations are taken as lucrat ive markets of the "natural 

resource or as part of the come-on" (Greenwood, 1977). Contemporary economi sts and 

planners deal ing with tourism regarded local festiva ls and ce lebrations as the exact place: 

Provid ing the tourist the 0pp0l1unity to see how the local communities celebrate their 

culture and how thi s effects the community development, it also helps the vis itors to 

interact with the host communi ty and hel p people to enjoy and meet thei r leisure needs. 

(Raj ; 2003: para. II ) 

However, MacClancy strongly decried the proponents of the above quotation that "the 

introduction of tourism [to local ways of li vingjmay have a positive effect, however, because 

local people wi ll rea li se the significance of selling cu lture to tou ri sts" (in Mamad i, 2004: 10). 

Greenwood (1977) takes this statement further: 

It is not clea r that when activities of the host culture are treated as part of the "come-on" 

without their consent and are invaded by touri sts who do not reimburse them for their 

"servi ce." In this case, their activities are taken advantage of for profit, but they do not profit, 
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culturally. The onlookers [tourists] often alter the meaning of the activities being carried on by 

local people. Under these circumstances, local culture is in effect being in expropriated, and 

local people are being exploi ted. (Pp.130-131) 

It means that commoditization of local culture for the mere purpose of tourism would destroy 

their intrinsic values to that particular community and changed it from being intrinsic to being 

extrinsic va lue. The debasement of cu lture by tourism is particularly worse in public 

celebrations related with re li gion and Sacred rituals. MacCanneli argued that presenting local 

culture to tourism purpose creates what he called "staged authent icity" so as to lose its 

meaning (as cited in Mbaiwa, 20 II: 292). Though there is varied definition of authenticity 

from different perspect ive, Cohen argued that "staged authenticity undermines genu ineness or 

authentic cu ltural products since it succumb to tourists tastes which may not necessaril y 

reflect the authentic cu lture" (ibid). 

The controversy seems non stoppable as long as culture is continued to be regarded as 

lucrative market of the tour ism. However, to assure the sustainable growth of the tourism 

sector and to minimize the negative effects of tourism on culture, scholars stressed on 

effective planning and management. Moreover, the touri sm should be participatory and 

interactive. According to Wall , if tourism is to contribute to sustainable development, then it 

must be economically viab le, ecologically sensitive and culturally appropriate (in Mbaiwa, 

20 II ). This can be achieved through, Mbaiwa (20 II), "the adoption of stakeholder approach 

that integrates all the ideals of the stakeholders in the [dest ination) area" (299). 

2.6 Festivals and Tourism in Africa 

Tourism by itself is the most underdeveloped industry in Africa and according to Ishii (2009) 

Africa receives on ly 3.2% of international tourism receipts in 2008. Of this North Africa's 

share is 52%. The travel and touri sm industry accounts for 3.3% of the total GOP. In terms of 

Country, Africa's main tourism destinations namely Egypt, South Africa, Morocco and 

Tunisia attract 75% of the tourism receipts of the continent in the same year. Africa' s touri sm 

rece ipt is main ly co ll ected from Safari and beach tou ri sm. In addition, its touri sm is mai nl y 

imprisoned to the conventional 3s (sun, sea and sand) tourism destinations. The share of 
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c. African culture in the tourism development of the continent is just like a drop in the 

ocean (Mamadi, 2004; Mbaiwa, 20 I I; Akama, 2000). 

However, Ishii (2009) Africa, unlike the substantial market and delivery challenges, is a 

resource-rich continent. In terms of cultural resources, Africa is endowed with authentic and 

di stinctive culture in order to draw tourists from major touri st generating countries. The 

A TLAS (the European Association for Tourism and Le isure Educat ion) Africa international 

conference which is held in December 2000, Mombasa, Ken ya, ev idently portrays new 

tourism potential strategies for the African commun ities through cu ltural tourism 

development. Accord ing to thi s conference the cul tural resources of the continent, probably, is 

the most important resource it possesses in the absence of large industries and other 

manufacturing. Most A frican countries possessed a heterogeneous population by which, 

Nyakaana (2000) argued that cultural difference, in which diversity is harmonious ly 

integrated, is then pra ised for the variety and color it adds to an otherwise bland scene. Also 

"cultural diversity forms patt of the tourism industry's primary assets and arguably, is what 

many tourists travel to find ... " (235). 

Currently, accord ing to the UNESCO report of 20 12, cu ltural touri sm in Africa is rapidly 

expanding with an annual a growth rate of 13.9%. The worldwide organ ization of the WTO 

(World Tourism Organ ization) and UNESCO in collaboration with governments of the 

respective countries are launching a project to develop cultural touri sm in Africa. The case in 

point is the Slave Trade route of Western Africa (Christie & Crompton , 200 I). There are also 

countries like Botswana that launched the development and diversification of tourism through 

the traditional religious practices of its people (Mbaiwa, 20 I I). 

2.7 Festivals and Tourism in Ethiopian Context 

Culture as a travel motivation had long years of existence in Eth iopia also. As an assertion we 

can take the very point made by Donald Levine in Greater Ethiopia that "the very inclination 

to go on pilgrimage is notable pan-Ethiopian trait" (1974: 50), thus Axum Tsion, Kulubi 

Gebriel, Lal ibela, GondaI', Dire Sheikh Husen, Debre Libanos are among the notable religious 

pilgrimage centers in Ethiopia. Pankhurst (1994) takes this idea further that "pi Igrimages are 

important features in many Ethiop ian societies" (933). The pilgrimage 10 these shrine places is 
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made on prescribed occasions of the Saint ' s day. However, until the curren t time the idea to 

link tourism and these religious festival s is very limited. In fact, a very large numbers of 

pilgrims and touri sts came to visit these festivals . But it is very difficult to know the share of 

these festivals in the touri sm development of the country, 

The tourism sector is confined to a certain region where either natural or built up attraction 

sites are found, For instance, Bantalem (20 I 0) wrote the various intangible cultural festivals 

of the Ethiopian Orthodox Tewahido Church, However, hi s book gave much emphasis for the 

time when these festi vals fall and the meaning and symbolic representations of these festivals 

in the church. Similarly, Walelign (2007) also pointed out the social value of Mesqel and 

Timkel religious ce lebrations. 
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2.3 Conceptual Framework of the Study 

Image building, being an alternati ve touri sm attract ion, supporting existing touri sm businesses 

and encouraging new start-u ps, geographical distribution of touri sm are among the tourism 

related roles of festi va ls (Raj, 2003), Thus, the conceptual framework of thi s study gave due 

attention for these contributions, Consequentl y, the contribut ions are grouped into four major 

roles of the festi va l. As Timkel is the nucleus of the process, it is prefe rred to locate at the 

center of the framewo rk , Timkel then would furnish its contribu tion to reach the tourism 

development fo und in the outer sphere of the framework through the attributes mentioned in 

the boxes, 

Figure 1. Conceptual Framework of the study 
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Chapter Three 

Research Methodology 

3.1 Description of the study 

3.1.1 A Geographical outline 

GondaI' is found in the northwestern part of Ethiopia with 748km road di stance from the 

capital Addi s Ababa and 182km road distance from Bahir Dar, the capital of Amhara 

Regional State. The city of GondaI' lies with latitude and longitude of 12036'N 37028'E. It has 

an altitude of2,200m above sea level with a temperate climate. According to the data obtained 

from GCMCB, the average annual rain fall of the city is I, l72mm and it has an average 

annual temperature of 29°c. Current ly the city has more than 300,000 popu lations with an 

annual growth rate of 5.2%. The city is divided among 12 city administrative kebels and 10 

suburbs. In terms of size, GondaI' is the third largest city in Eth iopia followin g Add is Ababa 

ancl Dire Dawa (Wazema promotion, 20 13). 

The city is situated between Angereb River in the east and Qeha Ri ver in the west. GondaI' is 

surrounded by seven hill s to the north and west and opens to the fertile Dembya plains that 

border Lake Tana 's nOItheastern shore (NGTCO, n.d.). 

3.1.2 The City of Gondar-A Historical Overview 

Though the history of Gondar as a cap ital of Ethiopia started with the coming of Emperor 

Fasilades (1632-1 667) to power, the name GondaI' dates back to the date of Emperor Amda 

Tsion (1314-1344) wh ich is some three hundred years before the reign of Emperor Fasilades 

(GCCTD, 2013). In hi s book, A History of the City of GondaI', Solomon (2005) has also 

pointed out the various assumpt ions which are rel ated with the reason why Emperor Fasilades 

chose GondaI' for capita l-a pl ace that was insignificant before hi s time. Emperor Fasilades 

establi shed a permanent capital at Gondar for hi s country by cracki ng the phenomenon of 

rovi ng capitals that dominate the hi story of medi eva l Ethi opia. Since the com ing of Emperor 
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Fasilades. Gondar exoerienced manv develonments. Art. architecture. tIade and commerce 

were the most prominent developments of the city (ibid). 

Figure 2. Map of the city of Gondar from the Amhara Regional State of Ethiopia 
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Emperor Fasilades and his successors bui lt many churches and Castles wh ich brought a new 

"center stage" to the development of art and architecture in the country (ETO, n.d.: 16). The 

period of Castle bui lding in Gondar lasted in the 1760s. However, since the period of their 

construction, the Castles and churches with their magnificent architecture gave Gondar to 

what Solomon said "an air of grandeur" (2005: 5) and continues to be the main tourist 

attraction centers. As a Bulletin published by the ETO in the 1960s explained, the beauty of 

its landscape, its ancient monuments, its contemporary life and its fabulous history all are the 

motives behind a tourist to travel Gondar. The easi ly accessible and closely situated 

monuments of the city are one of the largest groupings in the continent of Africa and as a 

result the city got the reputedly name "African Camelot" by the UNESCO. 

Apart from the built up attractions of churches and Cast les, the city is also known for its 

wealthy intangible living cu lture of the society. 

3.1.3 Timket in the Ethiopian Orthodox Tewahido Church 

The EOTC is endowed with innumerable heritages that have both tangible and intangible 

elements. For several hundred years the EOTC is the custodian of the physical and spiritual 

heritage of the society (Bantalem, 2010). It conserves many treasures that have not only 

religious elements but also secu lar objects such as memorandums and costumes of influential 

persona li ties. Besides its physical attractions, the church is a lso known for fascinating annual 

religious celebrations wh ich typify the calendar of the country. Til11kef is considered as the 

highest and greatest of all these religious celebrations. According to the EOTC, the word 

Timket is derived from the Ge 'ez word ASlrayo which is to mean " reveal" (ibid). 

Accord ing to the teaching of EOTC, in Eth iopia the celebration of Til11kel might have dated 

back to the time of King Gebre Mesqe l in the 6th century A.D ( in Walelign, 2007). To exp lain 

the various developments of Timket in different time frame, he pointed out that: 

Unti l the reign of Yukuno Amlak (1270-1285) the feast of Til11ket was a single day 

affair. .. during the reign of Yukuno Amlnk, Abune Tekle Haimanot (the then Abune of 

the Ethiopian Orthodox church) ordered every church in the country to celebrate the 
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festival of baptism by taking tabots from the church and pass the night in baptismal 

places with prayers and songs. (ibid: 48) 

The EOTC celebrated Timket as a mark of commemoration to the baptism of Jesus Christ by 

John the Bapti st in the river Jordan. Today, Timket is a three day festivity by which it fa lls on 

January 181h
, 191h and 201h (Tir 10, II and 12 of Ethiopian calendar) of every year. On the first 

day of the fest ival, earl y in the afternoon, the Tabol (repli ca of the Ark ofthe Covenant) from 

each church is carried out and taken to a nearby ri ver, lake or manmade dame. In Timket 

celebration it is rare to see when a Tabot spends these days alone rather all nearby robots 

gathered so that to spend the night (two nights for the Archangel Michael Tabot) in a tent 

based at the shore of a river or the prepared water body. 

This first day of the festivity is ca ll ed keiera, taken from the Amharic word, 'ketere ' which is 

to mean maki ng a dam as it is usual to make a pond in some places where there is no enough 

river water for the celebration of Timket (Bantalem, 20 I 0). On this day, but in the coming two 

days also, the colorflJll y garbed priests, shaded by parasols and followed by huge throngs, are 

seen bearing the rabots th rough the streets. The older fo lk of the parish join the solemn 

procession, while the young people play the game of gugs' on horses. Other wait by the river 

to where the Tabots are taken, singing, danci ng, or playing genna2 (ETO, n.d.). 

The religious dogma call believers to spend their night time with the Tabots. People from each 

church's sebeka3 come to celebrate the night with the Tabots. For these people it is mandatory 

to bring food and drinks ca lled Yetabot Erat The night of Timket is therefore leaved behind 

when some si t together, others pray for overnight vigil while the priests are on kidassie (the 

Mass service). 

J Gugs- is a horse galloping game. 
} Genna- is a game for male adults and boys aile! played in a fi eld consisting or tvvo teams. It is played in a 

stick I ike hockey. 

j Scbeka- it is a church administrative system specifYing to which parti cular church a follower belongs. 
This is not sect division rather the tal lowers are allocated for each church for the pmpose of 
church Administration. 

; Yztaaot Eral- is a dinner taken and eaten at the time of Til1lket, thus for the collective. Anyone who does 
not bring Yetabo; Erat, most probably, fo llows a social pu nishment. 
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Early in the morning of Timkel, which is the second day of the festivity, the water body is 

surrounded by the priests, thus offering their pra ise to God in accordance with the religious 

doctrine. The Patriarch (or mostly a priest) gives a bless ing to the water through a big Cross as 

a preparation for sprinkling over the heads of the congregation which is considered as the 

climax of the Timket celebration. Now the water is sanctified and opened to everyone! The 

priests began to hand out the holy wate r over the heads of the believers wh ile the entourages 

move towards the water body to receive a splash and others immerse th ei r body into the water. 

Th us, the foll owers renew the ir Ch ri stian vows. 

At about ten or cleven of the morning of that day the Tabals, except to the Tabat of Archangel 

Michael began their journey back to their respective churches. The fa ithful escorted the 

Tabats in a more colorful ceremony with a variety of trad itiona l and religious songs (see also 

Bantalem, 20 10: 83). The Tabats while they come back to their homes, take a break at a very 

few considerable places and these places are common for the coming year as a breaking point 

fo r the Tabals. The entrance of these Tabals to their respective church does not mean that it is 

the end of the ceremony rathe r there remains one more day ca lled Kana zegeliLa. The day is 

dedicated to the Archangel Michael so that in terms of crowd it is not less than the previous 

two days. The Tabat to the Archangel Michael is be li eved to spend one more night in the 

absence of Its counterparts and two days out of Its own church . Once blessed in the earlier 

day, the priests ancl the fo llowers who had been accompanying their parish Tabats now came 

to the turn of Are-hangel Michael and escOlted to the respect ive chu rc h. When the Tabal of the 

Archangel Michacl knocks the door of the church to get into the Holy of Holies, the end of the 

Timkel celebration among the followers of the EOTC came to an end , thus waiting its rotation 

, in the coming yea r. But still this does not mean that the celebration ends as soon as the 

Tabat 's entrance rather continues even to the even ing of that day. 

To say a litt le abollt what is interest ing either for tou rists or pilgrims, it wo uld be important to 

quote what the ETO had said: 

Many ingredients of the Ethiopian Coptic ceremonies have been taken over from the 

Oid Testa!tlent rituals. Also, the re li gion has for the most part, rlevelopecl in isolation 

fl'om other intluences, except that of the church in Alexandria. The ri tual is thus 
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, . unique in the Christian world. Indeed, Timkel is a "must" for those who would like to 

see how Ethiopians celebrate a major fest ival, for those who are keen to observe the 

various dances and songs and learn how Ethiopians really enjoy themselves, and for 

those who would study in general the various colorful traditions and habits which set 

Ethiopian apart from the rest of the world (n.d.: 2). 

The key concept of the quotation is there fore uniqueness. The Tabat, the chu rch's musical 

instruments such as the Tsenatsil, the Kebera and many other belongings of the church are 

distinctively unique to Ethiopia in accompanying church ceremonies. In addition, it is 

marvelous to see the Turunba when heralding the beginning of Timket festivity , the Kale 

Egziabher5 by which the priests give their praise to God is also so lely owned by the Ethiopian 

Orthodox Tewahida Church, emanated from the teachings of Saint Yared. 

3.1.4 Timket ill the City of GOlldar 

\ 

Despite [he festival being celebrated throughout the whole parts of the country, Timkel in 

GondaI' has 11 highe!' status. The strong faith observed among the com munities of GondaI', the 

presence of many Tabats (iiterally called fotty-four Tabats) and the emblematic Emperor 

Fasilades bathi'Oom all contribute to make Timket especial in Gondar. Unlike to other areas in 

Ethiopia, the Tabals in GondaI' are taken to the pool of the 17th century Emperor Fas ilades 

bathroom th at serves as the Till1kele Bahir (Baptismal Sea) during the celebration of 7lmket . 

The bathroom was built during the olden times of Emperor Fasi lades (r. 1632-1 667). 

According to different sources, the Emperor built the pool as an effort to restore the Orthodox 

faith and to rebaptize those who were converted into Catholicism by his father, Emperor 

Suseneyos (Bantalcm, 20 I 0; ETO, n.d.). The bathroom is found nearl y two kilometers fa r 

from the Imperial Palace. A beautiful wide ranged garden surrounds the pool. An ancient 

ground plus one bui lding is al so found to the other sides of the rect~ngu!ar bathroom . The 

building connects to the shore by a dual-arched bridge. According to the ETO, the pool has a 

70m length and 40m width (n.d.). A short wall wh ich has carved doors in all of the four sides 

, Kale Egziabher- is the liturgica l service of the EOTe 10 be performed at the time of church service. 

23 I P ag e 



c 

surrounds the pool and there is a stage that framed the edge of the bathroom. At this day, most 

of the time the pool is dry and it is during the annual celebration of Timket that the bath is 

filled with water diverted from the nearby Qaha River. 

Figure 3. A photo showing the celebration of Timket at the pool of Emperor Fasilades in 

Gondar. 

Source: From face book social media. 

Nevertheless, the proudly people of Gondar coin an epithet to their city as the "city of forty­

four Tabots", it is only a few numbers of the Tabots that come out to celebrate the three day 

Timket celebration6 According to an informant from NGHS, the reason why is as a result of 

miraculous elements followed when these Tabots leave their church compound (KI-I , 2013, 

16th April) . Therefore, the Tabots in charge of the Timket celebration are on ly eight. To name 

these churches: 

6 According to an interview wi th NGHS, currently there are around fifty-two churches in the city alone. 
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I. Menbere Mengist Medihanialem 

2. Oebre Genet Atatami Kidus Michael 

3. Oebre Tsibha Eli fi gn Giorgis 

4. Oebre Hiruan Abba Jalie Tekle Haymanot 

5. Oebre Selam Fit Michae l 

6. Metimke Melekot Yohanes 

7. Oebre Sibhat Qaha Eyesus 

8. Kidus Fas il ades 

The first five of the Tabors are fo und in the surro undi ng of the Imperial Palace which is the 

center of the city. Whereas the last three are a li ttle far from the other and relatively nearer to 

the bathroom of Em peror Fasilades. Kidus Fasilades Tabot is currently found in the church of 

Oebre Sibhat Qaha Eyesus. Based on the informat ion obtained from GCCTO and EOTC 

North GondaI' Hagere Sibker, the building that is fou nd at the center of the pool currently 

serving as a home for the Tabots during the celebration was origina ll y a church building for 

Saint Fasi lades (NGCTB, n.d.). To save the Tabot from burning, during the invasion of the 

Dervishes of the Mahdi's Sudan (in 1888) that the church Fathers took the Tabot of Saint 

Fasil ades and sent it to the nearby Qeha Eyesus church and still remains there. 

3.1.5 The J ustification fo r the Selection of the Study 

Tourists lI'om every co rner come to see the faithful GondaI' peop le while the people are in 

religious emotions. As a resul t of the large numbers of tourists now Timket in GondaI' 

resembles to be cal led as "Timket touri sm". As stated from the outset, though Timket is 

celebrated all over Eth iopia, it is more celebratory in GondaI' in a way that is unusual to other 

places. Starting from a few days before the eve of Timket, the city of Gonda I' becomes 

populated by touri sts and religiously motivated pilgrims. Sometimes, even it might be an 

illu sion for most late comers to get a bedroom for their stay. 

To sum up, Timkct in Gondar left an imprinted lasting impress ion in the minds of Timket­

goers and remains for the nostalgia. All th is privi leged circumstance is as a result of the city's 

affluence of culture. Thus, the arriva l of a large number of tourists is the researcher's 

background to choose study ing Timket in the city of Gondar. In additio n, the recently initiated 
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effort made by GCCTD to use the potentials of Til17ket for touri sm development of the city 

further stimulates the resea rcher to undel1ake thi s study. 

3.2 Research Design and Methodology 

Relevant and necessary data is needed for any research to reach to the linal conclusion and to 

answer the research qucstions. The research was designed to employ a dcscriptive method 

with both quantitat ive and qualitative approach . To collect the necessary and relevant data the 

researcher used various methods. 

3.2. t Study Area, Population and Sampling 

The central focus of thi s research study is Til17ket fest iva l celebration in the city of Gondar, 

Northwest of Addis Ababa with 748km road di stance t1'om the Capital. 

Based on the information obta ined from Gondar tourism office, the number of tourists 

gathered in the festiva l :5 difticult to determine as the festival is free to everyone and since it 

is a religious celebration. However, based on their assumption, touri sts would number aro und 

40,000-45,000. 

Therefore, accord ing to O' Leary's (2004) ca lcu lation, the sample size is 38 1 at a confidence 

interval of 0.05. However, as the nature of the qualitative data limits the size of the sample, 

the researcher took 184 samp le sizes to be co ll ected through survey questionnaire. That is, the 

researcher considers the remaining sample size of the population was addressed through the 

q,! alitat ive clata gathedn g procedures. 

So if thi s is th e case, both purposeful and availability sampli ng we re used so that the 

researcher can get the necessary data about the study. Here, the purposeful sampling 

procedure was used to collect data from tourism officials, tourism related businesses, and 

church Fathers whereas the availability sallipling was used for touri sts. In addition, snow ba ll 

sampling was also used at a minimal level in the case of the local community. 

3.2.2 Soul'ces of Data 

The study w;ed .both primm'y and secondary data. Thus, the primary sources were the locals, 

tourists (both non-residence Ethiopians who li ve outside of Gondar and forei gners), tourism 
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entrepreneurs including hoteliers, restaurant owners, supermarkets, photo shops, transport 

service providers, tour guides in the town, travel agencies and tour operators as well as 

government bodies (e.g. tourism offices at local level), cultural houses including night clubs, 

souvenir shops, and Church Fathers. When the data was collected from these informants, due 

consideration was given to include informants who have a different societal status. 

3.3 Methods of Data Collection 

3.3.1 Questionnaire 

From the outset in the proposal part of the research , the researcher had a plan to administer a 

survey questionnaire for both domestic and international tourists. However, as a resu lt of the 

international tourists' willingness, the researcher was obliged to convert the already prepared 

survey questionnaire for international touri sts into a form of interview. But a separate 

structured survey qu estionnaire was adm in istered fo r domestic tourists as it was intended 

through availability sampling technique. The questionnaire for the domestic tourists was 

administered in Amhnric version. 

3.3.2 Key Informant Interview 

The resea rcher developed in-depth interview of sem i-structured questions to be conducted 

with the local community, foreign tourists, tourism businesses, and government institutions. 

The interviewees were selected purposively by which the informants are assumed to be 

responsible. But in the case of international tour ists, the researcher approached randomly 

based on their avai lability. In addition, in order to reach the sample and address the data 

needed that cannot be addressed through questionnaire, in-depth intervi ew was conducted 

with domestic tourists. 

3.3.3 Participant Observation 

Beside the information obtained from the paIticipants 111 various mechanisms above, the 

researcher made participant observation throughout the festival and had field notes. The 

researcher spent the ni ght times of Timket with the bel ievers in the pool. 
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3.3.4 Document Analys is 

The researcher also conducted necessary and re liable in formation by reviewing the avai lable 

documents and made a link between differen t variab les on the contribution of fest ivals for 

tourism. This method then helped the researcher to cross check and triangul ate the data 

obtained through interview and questionn ai re. In th is case, data available in the form of 

recordings, fil es, photographs and official reports were used. 

3.4 Methods of Data Analysis and Interpretation 

After co llecti ng the necessary data, the next step was to analyze and interpret the data that has 

been obta ined through the various mechan isms. In analyzing and interpreting the data 

obta ined through survey questionnai re, the researcher used version 16 of statistical package 

for social sciences (SPSS). Descri pti ve statistica l ana lysis (i. e. frequency and percentage) and 

inferential statistics (paired I test) were used. 

For the data obta ined through qualitative methods, first the researcher sorted out the 

information or the raw data into the category they belong and give meaning to those data 

obtained fi'om primary and secondary sources through themat ic organ ization and 

triangulation. 
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Chapter Four 

Data Presentation, Results and Discussion 

4.1 Demographic Profile of Sample Respondents 

The questionna ire survey was administered for domestic touri sts at the time of the three day 

festivity in the city of Gondar. To get touri sts willingness and attention, this survey was 

conducted in hotel s where tourists were accommodated and at a time when they sat for coffee 

or tea. Every evening of the three days Timket festival, the researcher was traveling around 

hotels, restaurants, traditional coffee houses and cultural night clubs and others for 

observation, interview and di stributing questionnaire when appropriate. FUlihermore, as a 

"must see" for many first timers, a few numbers of questionnaires and interview data were 

collected in the Imperial Palace of the Gondarine kings. In add ition, the researcher also spent 

the night times of the fest ivi ty in the pool for observation and interview. The researcher 

approached touri sts randomly and first asked them if they were willing to participate in the 

survey. Accordingly, two days after the closi ng ce lebrat ion on January 22nd, 184 

questionnai res were co ll ected. The exclusion of 33 questionnaires resulted in 151 final usable 

responses for data analys is. The researcher decided to throw out these surveys as invalid when 

three consecuti ve questions, ou t of the first fi ve items, were left blank and others were not 

filled out by respondents 

Table I below shows the demographic information of sample respondents. Demographic 

profile of sample respondents is very imperative for cu ltural tourism so that the tourism sector 

seeks to target and important to know who demands these cultural attractions (S ilberberg, 

1994; Alzua, 0' Leary & Morrison, 1998). 

Consequently, the researcher tri ed to present a brief clarification of those respondents. 99 

(65 .6%) of the sample respondents are males, showing a significant sex di fference from 

female respondents, 52 (34.4%). In the case of Timkel, men tend to be cul tu rall y-oriented than 

women. However, this is not consistent to what Si lberberg (1994) demonstrated in a research 

conducted in Eu rope and North Ameri ca, most of the cult ura l tourists are females. Although, 

S%~rberg (1994) pointed out th at most cultural tou ri sts tend to be older (above 50 years old), 
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the Ontario Cultural and Heritage Tourism Product Research (2009) has presented as 

"cultural tourists can be of any age" (p.1 0). In the case of Timket the largest age category is 

those found between 2 1-30 (47%), followed by those aged between 31 -40 (27.2%). Thus, in 

case of Timket a large number of domestic tourists are youngsters. [n add ition, to look at the 

educational background of the sample respondents, 82 (54%) of the respondents are Bachelor 

degree holders followed by 34 (23%) of the respondents as above Bachelor degree. This 

profile of Timket tourists also fi t the assumption that relatively cultural to uri sts have a higher 

level of educational atta inment than other tour ists and are usua ll y inc li ned to visit cultural 

attractions (S ilberberg, 1994; Ontario Cultural and Heritage Tourism Product Research, 

2009). To elaborate the reason why the cu ltura l tourists are more culturally oriented, Akama 

(2000) pointed out that these types of tourists are usua ll y sought a unique experience from the 

conventional mass tourism of sun, sea and sand through deeper and enriched educational 

experience. Consequentl y, the provision of appropriate cu ltural attractions and adequate 

interpretation services would be very crucial to provide enriching cultura l experience for these 

enlightened to uri sts (ib id). Furthermore, regarding the month ly income level of sample 

domestic tourists on Timket festi val, 6 1 (40.7%) of the respondents responded as they gain 

more than 3,000ETB per month, 42 (28%) between 2,00 1-3,000ETB. Thus, the data further 

strengthens the idea that cultural tou rists eam more money and spend more money at a 

destination (ibid), but if the product offered is significantl y better than that of compet itors 

(Buhalis,2000). 

Generally, this profile of sample respondent tourists is important in case of marketing and 

promotion of the festival. This socio-demographic profi le of respondents should be kept in 

mind when viewing the remai nder of the results sect ion. 
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Table 1. Demogra phic profile of sa mple qucstionnaire rcspondents . 
.----_. 

Demogra ph ics Va lue Frequency % 

Sex Male 99 65.6 

Female 52 34.4 

Age 18-20 5 3.3 

21-30 71 47 

31-40 41 27.2 

41-50 22 14.6 

Over 50 12 8 

Marital status Single 83 55-

Married 63 42 

Divorced 5 3 

Widowed 0 -

Educationa l No formal educat ion 0 -

background Universi ty Student 12 8 

College Dip loma 23 15 

BA Degree 82 54 

Above BA Degree 34 23 
I .~----

Type of Unemployed/house wi fe I 1 7.3 

employment Self-emp loyed 20 13.3 

Private sector 50 33 

I 
Public sector 70 46.4 

Retired 0 -
, 

Month ly income Below 1000 ETB* 4 2.7 

1000-1 500 ETB 4 2.7 

150 1-2000 ETB 28 18.5 

~ 
2001 -3000 ETB 42 28 

More than 3000 ETB 61 40.4 

Type of Hotel 109 72.2 

I accommodation I Tent 0 -
I 

lI sed Guest house 0 -
VFR (visiti ng Ij' iends ' and relatives ' 42 27.8 

home) 

cquency of visit Repeat visitor 43 28.5 

First time visitor 108 71.5 

SO!I I'CC: The researcher's survey, 2012/2013. 

Notc: • in tbe table implies for Ethiopinn birr. 
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4.2 The Contribution of Timket for Tourism Development in Gondar 

As discussed earl ier in the literature part of the study, at the current time festiva ls have multi­

dimensional significances both from the supply and demand side of touri sm destinations. But 

in the case of this paper. a foclls is given for the supply side (or from the host community's 

perspective) as the study is to assess the fest ival's contribution in deve lop ing tourism . First to 

say a little as a spring board, much has been said about the contribution of fest ivals and 

special events. Despite its multitude advantage, what is most visi ble to po li cy makers or event 

organizers is the economic value. Hall (in Raj , 2003) stressed, "economic analys is of events 

provides one aspect of why events are held and the effects that they have on a region. 

However, while many of the econom ic impacts of events are quite tangible many of the soc ial 

are not" (para. 17). H inch and Delamere (1993: 131) take this idea further, "the economic 

implications associated with them [festivals] are substan ti al, yet their social implications may 

be even more profound." Therefore to avo id such discrepancy, the researcher tried to di scuss 

the most noticeable significances of festiva ls in specific reference to Til17ket: the image 

building value, economic value, place marketing va lue and other social and cultural values. 

Thus, in the fo ll owing section data presentation and discussion of lhese values of Timkef 

festiva l will be provided by twisting the data gathered through va rious mechanisms. 

4.2.1 Image Bnilding Value 

Yuan and Chong (2007) have descr ibed a country or a city Image as the "public's overa ll 

sensation and comprehens ive impression of [the counlry] or the city, in vo lving each aspect of 

the society, culture, economy, environment and so on" (p.2S6). 

In the contemporary world where cities are increasingly compete for inward investment and 

tourism, those cities with either low visib il ity or a poor image wil l not even be considered 

(Reid, 2006; Prentice & Andersen, 2003). To get on the map, as Harvey stated , the cities are 

expected to express their personality, enhance their status and advertise the ir position on a 

global stage. In thi s regard , festivals and specia l events provide cities with the best 

opportunities of image building (in Reid, 2006). In the process of image building, special 

events and festi va ls, in theory, are important not on ly for the short-term rise in to uri sm 

volume but also for improv ing a destination's image and bu ilding a destination' s brand for 
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sustainable development. According to Yuan and Chong (2007), hosting festi va ls and special 

events causes "the people to subconsciously form a kind of cognition transformation between 

"the event" and "the city" and to correspond the host city to the special events" (p.256). 

According to Yabibal (20 10), as a result of disastrous drought and famine, Eth iopian tourism 

industry in genera l is suffering from bad image of the destination or the country among 

international touri sts. It is common to hear touri sts being surpri sed by the clear difference 

between the negat ive image they had and their actual experience. 

Thus, hosting festi va ls and special events can be important tool to scratch out bad public 

impress ion of a place, which is cons idered as obstacle for the social, econom ic and cultural 

development of that parti cular place (S ilvestre, 2009). Therefore, Timket can be the best 

opportunity in showcasing that Ethiopia has much more than poverty. A more positive 

endorsement from a foreign tourist when explaining about hi s experience in Timket said: 

J r~commend people in America to come to Ethiopia-it is not like 1985 people died 

on the street like most people sti ll think of Ethiopia, that is, the famine left 

stigmatized Ethiopia. So that is the big message. It is not anything what yo u think 

it looks like-the mountains, the fi elds, the countryside, the peoples' culture like 

Timkel all are tota ll y differe nt and anti ci pating. (K IA, 200 13, 20th January) 

In addition to thi s idea, another foreigner who cmne to vis it Timkel in GondaI' for the second 

time and Ethi opia lor hi s tenth time also sa id the follow ing when explaining the clear 

discrepancy between the negative impressions he had previously and actual experiences he 

got: 

... 1 rea ll y, rea ll y love your country! That is why I did book and visited again and 

aga in. Ethiopia is known to the outside world by war and famine . But the reality is 

not fo r the bad images the media give us in Europe. The bad cou ntry which is 

unfortunatel y. (KI-5 , 20 13, 20th January) 

From this, one can easi ly understand that to uri sts who get the opportunity to visit the city are 

never tired of aclm irin g it. A fter visitat ion, the touri sts develop a kind of positi ve image over 

the destination. 
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In addition, as a reli giou s festival, Timkel in Ethiopia is becoming a special brand for Gondar. 

A domest ic tourist who came to visit Timket in GondaI' explained: 

I came from Axum. Start ing from my chi ldhood, I heard about Timket celebration 

in GondaI' as it is magnificent! I heard from my fam ilies, and also from media such 

as te levision and radio. All magnifies the beauty of the festiva l with a thrilling 

speech. The nature of the celebration is astonishing not only to Gondarine but also 

to others who came to visit the festival. In Gondar Timket you can get what you do 

not get everywhere in Ethiopia. (KI-I, 20 13, 191h January) 

From this quotation , we can understand that touri sts are clearly attaching the celebrat ion of the 

festival to this city as unique. Despite the festival is celebrated throughout Ethiopia in the 

same day, Timkel in Gondar is something specia l. To expla in thi s unique feature of Timkel in 

Gondar other than other parts of the country, a group of tourists demonstrated that: 

Timket is marvelous in Gondar to see devotee fro m Eth iopian Orthodox chu rch , strong 

faith and be li ef, to see the meaning of Timkel when people swim in Emperor 

Fasilades's bathroom. It is also astounding to see the many Tobots in the parade to the 

pool. (KI-2, 2013, 191h January) 

Here, what should not be left is al so that most tourists assumed GondaI' as home for many 

Tobots (replica of the Arc of the Covenant) and the community as a model of Orthodox 

Christians. Regard less of their religion, most domestic tourist who eame to GondaI' at this 

time relates the epitome of Timket with age-old devotion of the community in and around the 

cit.y. The tourists consider this trip as an opportunity to see Timket insilZl. When asserting this 

impression, a group of domestic touri sts stated the following: 
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The main reason to come here is to celebrate the Timket religious fest ival at the 

right time and in the right place where GondaI' is assumed to be the place for many 

Tobots and center of Christianity. We are both Catholics and Orthodox Christian, 

so as a Ch ri stian it is this time that gave us the best opportunity to see this 

Christi?n tradition. We came here not clue to the lack of Timket in our dwe ll ing but 

we are keen to know this ce lebration from its source. (1< 1-3, 2013, 201h January) 
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Therefore, Timket is undoubted ly important for the town to rai se, Si Ivestre (2009:6) the "city 

profile, acqu ire prest ige and enhance its status". 

In add ition, the data obtained through questionnaires also supports the assumption obtained 

through the qual itati ve data. 

Table 2. Image building va lue of Timkef festiva l in Gondar. 

Variable 
Value Frequency Percent 

Public facts about Timket strongly disagree 6 4 

festival in Gondar. Disagree 4 2.6 

Neutral 12 8 

Agree 82 S4.3 

Strongly agree 47 31. 1 

Total lSI 100.0 

Source: Researcher's survey, 2012/2013. 

As it can be viewed from the above table 2, 82 (S4.3%) of domestic respondents "agreed" that 

their relati ves and lor friends to ld them good facts about Timket festival in Gondar. 47 

(31.1 %) of them chose "strongly agree". 

[n addition, respondents were also asked if they know other people who have a good opinion 

on the festi va l though these persons are not the sources of their in format ion. Consequently, 

only 6 respondents (4%) answered as most people helshe knows did not have good opinion on 

the festivity. Whereas the rest, 49 (32.S%) and 78 (SI.6%) answered "agree" and "strongly 

agree" to the question respectively. As a five likert sca le, though there were "neu tral" and 

"disagree" va lues, no one responded to these va lues. On the other hand , out of the lSI sample 

respondents, it is only 139 of the respondents that provided the ir answers to thi s question 

whereas the rest 18 (12%) respondents were taken as miss ing value. These tourists either 

know people who have good opinions on the festiva l or their fami li es and relatives to ld them 

good facts about Till7ket. Therefore, from this we can understand the festival' s capacity in 

bu ilding the city' s image to domestic touri sts. 
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Thus, undoubtedly, Timket is go ing-a ll out to develop the image of the city of Gondar. The 

image. of the religious festival is so strong that outside the city of GondaI', even 

internationall y, now Gondar is known fo r Timket. In nowadays, Timket heightens the 

perception of the domest ic people to genuinely speak as "Timketin kasalefu ayker begondar 

new en)i!" Consequent ly, a ll these he lped for the good word of mouth as an im portant too l of 

marketing and promotion. 

4.2.2 Place Marketing Value 

Ashworth and Voogel (2000) have demonst rated that place or city ma rketing as "a place 

product , and then proposed to develop and promote it to appeal and meet the needs of 

ident ined customers, such as touri sts, investors and new immigrants, and maximize the 

effic ient soc ial and economic fu nction of the area concerned, in accordance with whatever 

goals have been estublished" (in Yuan & Chong, 2007: 255). ln order to market a place, the 

imago' is fundamental to it. 

Festiva ls and special events are tour ist attract ion in their own stand. Getz (2008) has argued 

"events are an important motivator of tourism, and fi gure prominently in the deve lopment and 

marketing plans of most destinat ions" (p.403). A fest iva l can serve as a touri sm attraction to 

extend the tourists' length of stay, extend the tou ri st s'eason, distri bute tourism geographicall y 

and it is also important in promoting a place as better to li ve, to work and invest (Raj , 2003). 

In add ition, fest iva ls are im portant marketing opportun ities (CNN, 20 10). 

First to discuss the level of tourism attraction of Timket, as shown in tab le 3 below, only 5 

(3.3%) respondents rated the festiva l as "none or insignificant reason for trip" to Gondar. 

Whereas, 32 (2 1 %) and 92 (61 %) of the respondents rated the festiva l as "important reason 

for trip" and "main reason for trip" respectively. 
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Table 3. Timket festival as tourist attraction. 

Value 
Variable Frequency Percent 

Importance of the Timket none or insignificance reason for trip 5 3.3 

fest ival for visiting some reason for trip 17 11.3 

GondaI'. important reason for trip 32 21 

main reason for trip 92 61 

Total 146 96.6 

Missing 5 3.3 

Total 151 100 

Source: The researcher' s survey, 2012/2013. 

Therefore, tl'om this one can rea lize that Timket is an attract ion in its own right by enticing 

people to come and visit it in the city of GondaI'. Timket forms an intrinsic part of the touri sts ' 

trip and a m?,jor motivator for se lecting the destination. Apali from the domestic touri sts and 

pilgrims, tourists are attracted to Timket as fa r as America, Europe, Korea, Japan, china, and 

Austral ia. I-Je.nce, as long as Timket appea led to non -local visitors to come and visit, it is 

considered as tourism attraction in its own right. 

January 18, 2013. early in the afternoon, the first day people have been awaiting for had 

finally arrived! With no word to say the crowd, there were enormous people on the main 

streets of the town. Some of the crowd singing and dancing had started moving to the main 

square, Mesqel Square, where five of the Tabots meet and others still running for a space in 

the bathrooll1. But still there was also another crowd who were watching the breathtaking 

Timket crowds paraded with the Tabots via window spots and on top of buildings and towers. 

Transport service was totally closed. Afier finishing it's near!y two kilometer journey when 

the eveningfalls, the Tabotsfinally arrived to its seclusive tower. Now the noi;), crowd awaits 

its turn in the morrow and was replaced by overnight vigil. At about 2:00pm folks began to fill 

the pool compound again. This crowd was not ended until the third day o,/the festiv ity. (The 

researcher's observ<1t ion) 
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Figure 4. A photo showing the crowds of both pilgrims and tourists attending Timket 

celebration. 

Source: A photo taken by the researcher, 2012/2013. 

Of course, the GCCTD has no concrete data that shows the number of tourists coming to visit 

Timket each year. As a religious ceremony, participation in the festivity is free and this makes 

difficult to calculate the exact number of touri sts. The Royal Enclosure is a "must see" 

attraction for many first-time visitors and what the office did is simply presenting the number 

of touri sts who came to visit the Royal Enclosure during the month of January as the accu rate 

number of visitors to Timket festival in the city. 

..-1:1 . _ 
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Table 4. Number of tourists who visit the Imperi al Pa lace (Fasi l Ginb) in 20 12 (2004EC) and 

the received income in cash. 

Month of Number Income in Number Income in Number 
No. the yea r of ETB of ETB of free 

foreign domestic visitors 

tourists tourists 

I. September 1,777 2,082,644.00 2,623 1,054,446.00 -
2. October 3,403 3,988,3 16. 00 2,579 1,036,758.00 -
3. November 2,845 3,334,340.00 2224 894,048.00 -
4. December 2,489 2,917, 108.00 19,099 1,096,878.00 15,700 

5. January** 3,480 4,078,560.00 26,190 1,511 ,367.00 20,000 

6. February 2,985 3,242,924.00 4,942 1,287,867.00 -
7. March 1,674 1,909, 188.00 3,776 1,517,952.00 -
8. April 1,974 2,313,528.00 5,478 2,385,456.00 -
9. May* 812 951,664 5,378 830,934.00 -

Source: Annual report of GCCTD, 20 12. 

Note: * in the tab le shows the month for a relatively low number of international tourist 

arrival and the income obtained from them whereas the month of January - the double star 

indicates the highest number of to uri st arrivals and also the highest received income which is 

a total of more than 5,589,927.00 ETB. In addit ion, it was also in thi s month that the highest 

number of free visitors (20,000) was reg istered. Here there shoul d not be regret for the free 

visitors, though they did not pay entrance fee to the site we should not fo rget that as long as 

these tourists are in the city, they are served in a hotel, restaurant, local transport and also 

might go for shopping. 

Sim il arly, in the month of January, 20 13 (2005EC) the Palace experienced the highest number 

of both international and domestic tourists (3,447 international tourists and an approximate of 

7,300 domesti c touri sts). This number, although a bit less than the previous year, is the highest 

number compared to the number of tourist arriva l witnessed in the months of the same year. 

Therefore, the presence of Timkel in the month of January increased the volume of tourism to 

the city of GondaI' and touri sts spent mo re. 
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Another quality of a festival is that tourists are pass ionate to vis it other nearby touristic areas 

in the time before and after the festival. Festivals are a powerful way of spread ing travelers 

across the destination, moving them out of the gateway cities and into further places and 

pockets of interest (CNN, 20 I 0). 

Table 5. Geographical distribution of tourists. 

Variable Value Frequency Percent 

Have you been to other destinations Yes 120 80 

around Gondar these days? No 31 20 

Total lSI 100 

Source: The researcher' s survey, 20 12/2013. 

From table 5 above, it is clear to see 120 (80%) of the respondents respond "yes" whereas 31 

(20%) of the total respondents respond "no". From this, obviously, one can recognize most of 

the tourists who come to visit Timkel in Gondar also visits other tourist attractions found in 

the city and its environs as adjunct/secondary destination. Based on this information, the 

Royal Enclosure of Gondarine kings, Churches of Debre Birhan Sillasie and the Qusquam 

complex in the city are the most crowds in hosting tourists coming to visit Timkel. These sites 

are considered as a "must see" for many first-timers to the city. The 2012/2013 (2004EC) 

repOit of the GCCTD also confirmed that 75% of the foreign tourists and 40% of the domestic 

touri sts who came to visit Timkel also visit these sites. Accordingly, from January 17-21,2012 

alone the Roya l Enclosure tourist site was vi sited by an average of 500 tourists per day. In 

addition, the Felasha village, and the Lake Tana shore of Gorgora are also the most frequently 

visited co-incidence destinations. The tourists, though their main purpose is to be in Gondar 

for Timket, al so visited these attraction sites through walk-in or as excursionist. 

The Timket celebration in Gondar is alsa known for circulating tourists to nationwide tourist 

outlets. For example, two friends as a foreign tourist demonstrate that "our main reason to 

come Ethiopia is for Timkel holiday, for vacation. Before we get into Gondar, we visited Dire 

Dnwa, Harar, Semera, Dessie, Lalibela , Addis Ababa, and Bahir Dar" (KI-6, 2013, 2011> 

January). So, tourists who came to ce lebrate Timkel in Gondar also introduces with other 
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destinations of the country. The location of the city be ing on the legendary hi storic route and 

its geographical proximity to main touri st destinations of the country such as to Axum, Bahir 

Dar, Lalibela and to Semein Mountains further helped the touri st dissemination effect. 

Figure 5. A photo showing the crowds of Debre Birhan Sillasie by tourists who came to 

attend Timket in Gondar. 

Source: A photo taken by the researcher, 2012/2 103, 

Another advantage of festivals and special events is there capac ity to increase the tourists' 

length of stay because they b!'ing in new money. According to the data obtained from 

GCCTD, at a normal period the average tourists' length of stay is two days. As shown in 

figure 6 below, 20 (13.3%) domestic tourists respond "only one day", 85 (56.3%) domestic 

tourists respond "2-3 days", 26 (17.2%) of the respondents respond "4-5 days" and 12 (8%) of 

the respondents respond "more than 5 days". Therefore, there is no significant difference 

between the towns' average length of stay at the normal period and average length of stay 

during the time of Timket. Another study which was conducted last year also revea led out that 

despite its plenty and diversified attractions, the big number of tourists stay short periods of 

time in the city (Biruk, 2012). 
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Figure 6. Tourists' length of stay (in percent) 

4-5 days 

2-3 days 

1 day on ly 
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Source: The researcher's survey, 20 12/20 13 . 

However, th is may be due to the informati on that the domesti c tourists obtai n before their 

departure from home. 133 (88%) of the domesti c touri sts answered "yes" whereas only 18 

(12%) of them answered "no" when asked "Do you have information about the f estival before 

departure at home? " Therefore, the pre-hand information helped these touri sts to plan their 

full itinerary earli er at home and as a result they are less interested to spend more days out of 

their plan. Neverthe less, thi s is not consistent in the case of many intern ational touri sts. A 

couple as a fore ign touri st sa id : 

421 Page 

We came here mainly for the Semen Mountains. We heard about the place from 

one of our fri ends who came here abo ut ten years ago. Based on his 

recommendation we spent five days and fo ur nights in the Semen Moun tains. But 

Timkel in Gondar is accidenta l here to stay in the town of GondaI'. It is co­

incidence. For other fo ur or fi ve days we are in the town of Gondar but these days 

are planned here after we arri ve at GondaI'. Because we did not have enough 

informatio n about Timket in Gondar at home so we planned to stay these days here. 

(KI-7, 20 13, 18th January) 
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From the above quotation, it is clear to understand as a resu lt of the lack of information at 

home tourists are ob liged to reshuffle their schedu le again and stay longer to attend the 

festival. Most of the time these tourists either do not get information at home or if they get 

information by luck, it is unsatisfactory. For example, a touri st explained: 

Of course I had in format ion about Timket from France that is also from guide book but 

it is not as such sat isfacto ry. But after I came here in Ethiopia, I ask local people about 

when Timket is and where it is more celebratory and finally I get GondaI'. (KI-8, 20 13, 

19th January) 

Table 6. Future plan oftourists for return visit. 

Variable Value Frequency Percent 

I wi ll definitely visit strongly disagree 3 2 
the fest iva l again. Disagree 5 3.3 

Neutral 18 12 
-

Agree 59 39 

strongly agree 66 43.7 
- - ----

Total 151 100 

Source: The researcher's survey, 2012/2013. 

In tab le 6 above, 59 (39%) respondents respond "agree" and 66 (43.7%) of them respond 

"strongly agree". Therefore, from th is we can be aware that there is a good futu rity for the 

market trends of Timket festiva l in the city. Furthermore, one respondent among the domestic 

tourists replied : 

Whatever the cost increases, 1 give Ill y vow not to miss even one of the fo rthcoming of 

Timket in GondaI'. It is a SiZe? until God let me to have the age to live, I spend Timket 

here in Go ndaI' because it is by His [God] wi ll ing I am li ving. (KI- I, 2013, 19th 

January) 

7 Sile'~ a votive pledged to a higher power for seeki ng something fulfilled and in th is context it is a votive 

promis,~d Ilot to miss the future of 7i'mket in Gonda I'. 
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However, there should be a cautioned that there are also others who did not have the intention 

to vi sit this festival again particu larly among the fo reign tourists. For them, thi s impression is 

not due to the di ssatisfaction they experience in their actual vis it rather they had other 

routines. For instance, to suppOli this idea one foreign tourist asserted that, "probably we may 

not come back to th is place again because we never go to the same place twice and because 

there are so man y places to see" (KI-9, 2013, 20th January) . Though these tourists said this, 

probably what is romantic to the future of the city is their determ ined commitment to 

recommend their country' s people, fri ends and relatives. One forei gn respondent stated that: 

I am not sure to come back quick ly to Timkel festival again because it is a very 

long, long trip for us but I would have no hesitation to tell my friends and relatives 

to come and to be here for the festival. Because the people are peaceful and 

friendly and the festival's processions, the young people' s dancing, singing, and 

walking all are incredible. (KI-l0, 20 13, 19th January) 

This idea is not the limited to one respondent rather almost all of my informant asserted that 

they would have no any reservation to recommend their families and fr iends and even some of 

the informants have a future plan to come with their girl ti'i ends, with their chi ld ren and 

fam ily as a whole. 

Table 7. Tourists as place promoters. 

Variable Value Frequency Percent 

Neutral II 7.3 

I would strongly recommend a 

visit to Timkel in Gondar to my Agree 83 55 

friend s and relativesl fami lies 
Strongly agree 52 34.4 

Tota l 146 96.7 

Missin g 5 3.3 
1--

Total 15 1 100.0 

Source: The researcher's survey, 2012/2 01 3. 
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As it can be seen in the above table 7, it is found that onl y II (7.3%) respondents who respond 

as "neutral" whereas the rest 135 (89.4%) of the respondents rated from "agree" to "strongly 

agree". 5 (3.3%) of the respondents left it blank. Thus, the tourists are important as advocators 

of Timket in GondaI' in recommending their families and friends as a "m ust" place to visit. 

This state of affair is highly important in the absence of we ll organized marketing promotion 

strategies from the side of the stakeholders of the destinat ion . 

4.2.3 Socio-CuItural Value 

Most of the time data on social and cultural issues are difficult to estimate empirically and as a 

result the researcher tries to explain thi s topic based on the data gathered through interview, 

observation and secondary data. 

In Time for Culture, EM DA write that "fostering an environment that both enhances and 

supports the reg ion's cu ltural and hi storical assets is fundamental to developing sustainable 

and creat ive communities, as we ll as a better quality of li fe" (in Maughan & Bianchini , 2004: 

42). A festival can develop the arts and cultural life of local communities and in turn the 

tou ri sm benefited much. Accord ing to Teodori and Luloff "community involvement, 

including support for a fest ival, is an important factor in predicting the strength of a person's 

attachment to a comm unity or place" (as cited in Derrett, 2003 : 50). Through Timke/ the 

people signify their sense and the sense of their place. For most Gondarine Orthodox 

Christians, Til1lke/ is their favorite holiday, because they can have fun, go to the pool of 

Emperor Fasi lades with friends and families and to commemorate what God did in River 

Jo rdan through a splash ol'water. As it is only re ligion that feeds the spiritual hunger of man, 

Timke/ offers the believers a time to pray , rituali ze, to make sacrifi ces and offerings includ ing 

vows, dedication , trust in God and other rel igious exercises (Okech, 2000). The festival 

governs their atten tion that at that t ime the local communit ies due attention is to the darling 

Timket. Therefore, the religious festival of Timket celebrates, as what Okech (2000) sa id , the 

life of the people. And the festiva l fu rther increases community spirit and pride, activating 

social cohesion, exchange of ideas, and increased knowled ge about the cul ture of the area 

(Delamere & Hinch, 2004; Gursoy. Kim & Uysal , 2004). In addition, due to the growing 

nature of se lf-esteem over their culture and fest ivity, one cannot ask a Gondarine, "Wha/ do 

you do on this ji!Sliva/?" because for them it is already known- Tim/w/ and their religion. 
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However, sometimes it would be difficult to conclude that attendants are wholly motivated by 

spiritual fulfillment since there are also people who consider their actual participation of 

Timket as important mark of identity. 

Literature also suggests that community festivals are important to reinforce community ties 

and social bonds (ibid). In a similar fashion, the Orthodox Christians in Gondar spent the 

whole days of Till1ket together with their families, fr iends and neighbors. As to their religion, 

Timket in GondaI' is an occasion that provides a specific time and place within which families 

can show their commitment to the reli gion. It is also time for emotion and shared memories of 

communal life. By participating directly in the festival, every member of the Ol1hodox 

Christian follower demonstrates their comm itment to being an active member of the Orthodox 

Christian church. Every follower of thi s church becomes ready for how to spend the 

celebration- leila and teji are brewed and slaughter a fattened sheep or a goat for fami ly 

togetherness. This allows families to develop strong relationships with other fam ilies. 

Therefore, by spending money on festival s, fami li es can also involve other families in a 

mutually enj oyable, associational acti vity that bui lds trust and sense of obligation (Gursoy, 

Kim and Uysal, 2003). 
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Figure 7. A photo showing friend s and families when drinking beer and coke at a time of 

Timkel in Gondar. 

Source: A photo taken by the researcher, 2012/2013. 

One value of religion is religion as a means of communication (Okech, 2000). Because of 

religion people are ab le to understand one another, despite other differences. Levine (1974) 

considered pilgrimage as an integrative force of Eth iopians across ethnic and religious 

boundaries. In Timket people meet together fo r a common purpose such as to pray together 

and to celebrate the ritual together. The fo llowers of the church bind together and spend the 

whole times of the three days along their Tabots. Furthermore, non-orthodox Christians did 

not have any di ffi culties to part icipate in the fest ival. For instance, during the course of 

conversation the researcher found one Muslim, four Catholi cs and many Protestant rel igious 

foll owers. As a result, thi s would play a paramount ro le in the social cohesion of the 

communi ties. 

Timket assembles famil ies, friends and relatives from different areas to share the special 

breath ing space. For instance, an Ethiopian who li ves abroad stated that: 



I am living in America. My fa milies are livi ng here in Gondar. So, every year at 

the t ime of Timket I came here to ask my families. In our culture, it is difficult to 

spend a festive time alone and also cons idered as a taboo to be far apart from 

families at that occasion. For that reason, I come here and I spend it with my 

fami lies and even it is also at th is time that I am capab le of introducing my 

relatives whom I do not know before. (KI-II , 20 13, l 7'h January) 

Thus, as the informant emphasized Timket is important for socialization. People meet their 

friend s, fami lies and relati ves by waiting for significant celebrations like Timket. 

On the other hand, tourists' travel to Timket in Gondar can be taken as a social activity 

particularly among the domestic touri sts. As observed in table 8 below, 38 (25%) of the 

respondents came to the festiva l with their "fam ilies", 11 0 (73%) of the respondents with 

"tj'iends/relatives" and only 3 (2%) respondent with "famil y and tour operator". According to 

thi s data, no domesti c touri st comes to attend the fest iva l "alone". Therefore, the festival is 

taken as a social activity to make a trip of groups, fam ilies and tj·iends. This in turn will have a 

pa ramount role for the development of domestic tourism in the country. 

Table 8. Timkef as a social activity. 

Variable Value Frequency Percent 
--
With whom did Fam il y 38 25 
yo u come to the Friends/relatives 110 73 
Ifestiva l? 

Fami lies and tour operator " 2 
I 

J 

L Total 151 100.0 

Source: The researcher's survey, 201 2/20 13. 
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4.2.4 Economic Value 

As a religious festival , Timket is free to everyone who wants to attend the festivity and as a 

result Timket does not have anyth ing to do with direct income in the form of entrance fee. 

However, economica ll y, to uri sm related services, wh ich include trave.l, accommodation, 

restaurants, shopping are the major beneficiarie s. Moreover, Timket is a lso important to other 

touri sm sites of the town that collect money in the form of entrance fee. This is also one of the 

GCCTD's objectives, maximizing loca l profitab ility by ri sing great interest and notable public 

attendance of the festival. 

A. Impacts on Local Businesses 

The study al so gathered the views of a selected of touri sm related businesses. They are in 

favor of the festi va l due to the fact it can represent income and bring a peak season. As shown 

in table 9 below, the hoteliers put a remarkable change in the price of their bedrooms during 

Timket. Though difficult to conclude without considering the total expenditure incurred in 

providing services, the interviewees have no reservation about the econom ic s ignificance of 

Timkcl to their businesses. Because according to an informants from the hoteliers, during the 

three day Timket celebration and as a peak season, charge a higher seasonal room rate 

(sometimes the rate goes to more than three times of the rack rateS as shown TA4 of table 9 

below), the restaurant and bar room facilities of hotels served tourists beyond their capacity. 

The three days Timket celebration is the furthest peak season that enab les those tourism 

businesses to collect money for buying uniforms for the ir workers, pay tax for government 

and to balance the cost-profit of their budget (KI -12, 2013, 22nd January) . 

8 Rack rate- is the standard rate of a particu lar type ofroom before any discount is given (Tewari, 2009). 
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Table 9. Comparison of room rates during the festival and at a normal time. 

Sa mple hotels, Type of Price per room 
Lodges and bedrooms 

pensions Normal rate* Seasonal rate dUI-ing 

Timket 

TA l Singl e 350 ETB for locals and $30 for foreigners 

450 ETB for loca ls and $40 for 110n-

Doubl e Ethi opi an No price change for 

500 ETB for local s and $65 for 110 11 - locals and on each price 

Twin Ethiopian at least a $ 10 increase 

Tripl e 600 ETB (up on negotiat ion) for locals and fo r non- Ethiopian 

$65 for non-Eth iopian 

TA2 Single 565 .25 ETB for locals $59 for all customers 

$59 for non-Ethiopian but 15% discount 

850 ETB fo r locals 
Double $ 105 for non-Eth iopian but 15% discount $105 fo r all customers 

(k ing size) 

626.50 ETB for local s 
Twi n $73 for non-Ethiopi an but 15% discount $73 fo r all customers 

1200 ETB for locals 
Executive $159 for non-Ethiopian but 15% di scount $ 159 for all customers 

sw eet 

TA3 Single $60 for all customers $ 120 for all customers 

Doubl e/ $70 for all customers $ 140 for al l customers 

Twin 

Junior $75 for all clistomers $ 150 for all customers 

sweet 

Sweet $85 for all customers $ 170 for a ll customers 

TA4 Single 12 1 ETB for locals and 

200 ETB for non-Ethiopian $ 40 for all customers 

Double 165 ETB fo r local and 

300 ETB for non-Ethiopian $50 for all customers 

Note: * The normal rate in thi s context is the room rate charged at a normal tourist season 

and it does not include the low tourist season rate. 

TA: in the table above implies fo r touri sm accommodation. 

Source: The researcher' s survey, 2012/201 3. 

As shown in table 9 above, there is a remarkable growth in the price of bedrooms during the 

ti me of Timket. But since it is difficult to say anythi ng about the level of signi fi cance through 

observing the data, a pai red t test stati stical ana lysis is made to check whether there is a 
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significant price difference between the pre-Timkel tourism season of Gondar and during the 

time of Timket. The ana lys is is presented as follows: 

Table 10. A I test examination of comparison of bedroom price difference. 

Price of beds Mean SD I sig. 

Pre-Timket 65 .23 38 .92 
-3.308 0.006 

During Till1kel 94.69 48.11 

Source: The researcher's proof. 

As it can be seen in table 10 above, it is found that pre-Timket mean price of beds is 65.23 

with standard dev iation 38.92 before Till1kel. But mean price of beds during Timket is 94.69 

with standard deviation 48.11. A two-tailed I-test for statistical difference between means 

indicate that the difference between pre and during Till1ket price of beds was highl y significant 

at alpha 0.05 leve l Cdt = 13, I = -3 .308, sig = 0.006). 

Due to the absence of bedrooms in the city a very large numbers of tourists also put their tents 

on the gardens of pensions and hotels. It is not only the hotels but also local transport services, 

photo shops, traditional and modern night clubs, supermarkets and other to urism related 

businesses all have something to share from the econom ics of Timkel based on their capacity. 

According to an informant from a photo shop, Timkel brings them a good market share 

because local communities and tourists are eager to have a picture at a time when the Tabot 

from each church descends to the pool and when the Tabols are carried back to their 

respective churches. During Timkel, people want to have a photo when they are with thei r 

families and friends so they take a picture in the bathroom, in the Royal Enclosure, on the 

Emperor Tewodros's statue and on the main roads of the town. Moreover, cameramen around 

the town of Gondar take a lot of pictures more than any other time and they come to the city 

in order to print it Ollt (KI- 13, 2013, 21 st January) . 

Regarding local transport, though Gondar host a very large number of tourists during Timkel, 

according to the information from GCCTD they did not need additional transport services to 
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bring from other area for that moment and even it did not all ow the loca ls to wo rk their full 

time since the main roads of the town are closed during the time of the celebration (KI-14 , 

201 3, 24th January). However, according to a Bajaj driver: 

During the time of the festivity there is a good market. At this time we can work day 

and night and at any other t ime we get 300-3S0birr per day but during Timket we work 

from 700-800birr per day and this is our three days of work if it was during the normal 

time but during Timket we get it in a day. (KI-IS, 2013, 20'h January) 

Thus, the informant is stressing on the additional work time brought by the festivity and 

though roads are closed during the day times, the service providers ' emphas ized on the night 

time of their work. 

Generally, according to the 2004 E.C repolt of the GCCTD, the economic value of Timket to 

touri sm businesses of the city can be summarized in a table as follows: 
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Table 11. The economic benefits of Timket to tonrist service providers in the city. 

No. List of service providers Income received in cash as 

a result of their service 

ETB cents Remark 

.. 

I. Hotels & Pensions (bedroom, food and 6,500,000 00 

drinks) 

2. Restau rants 320,000 00 

3. Traditional N ight clubs 67,500 00 

4. Super Markets 25,500 00 

5. Cafes 55 ,000 00 

6. Souvenir shops 40,000 00 

. 7. Shoe shines 18,000 00 

8. Photo shops 270,000 00 

9. Tour Operators and travel agents 580,000 00 

10. Transport service prov iders within the city 1,500,000 00 

II. Modern N ight clubs 300,000 00 

12. Sma ll and medium enterpri ses that buy stand 105 ,000 00 

from GCCTO 

13. The city 's tourist destination centers 2,000,000 00 

14. Eth iopian Ai r Transport 6,000,000 00 Out of 

the city 

15. Transport providers from woredas, Regions 3,000,000 00 Out of 

and from the heartland of the country to the city 

Gondar 

16. Travel operators that do not have office out I 12,000,000 00 

of GondaI' but who did participate in the 

I festi val 
I 

17 . Those who provide touri st service around the 400,000 00 

city of Gondar during Timket 

18. For promotional and med ia enterprises 485,000 00 

Source: 201 1/2 012 (2004 EC) report ofGCCTO. 

The report fu rther expla ins that from the preparation to the end of the festival 174,652,085 .00 

ETB was transacted in and out of the city. For the city of GondaI' the festival creates 

13,085,000 ETB economic sources and 11 ,085,000 ETB was generated out of the city. And 
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out of the tota l income of the fest ivaI4,273,359.60ETB goes to the government in the form of 

taxation. Moreover, the festival motivates the loca l economy throu gh wise handling and 

valuab le financ ial transaction system. 

Furthermore, in this year during the time of Timkel 404,154.00 Ethiopian birr was co llected to 

the government on ly from the Fas il ades Palace tou ri st site. 

B. Employment Generation 

Another sign ifi cance of fest ival tourism in particul ar and touri sm in genera l is its ability to 

create job opportu nities. For the festi val houses kept clean , roads are decorated, repairing of 

stages was all conducted. According to the 2012 yea r report of the GCCTD, in the same year 

Timket creates 321 job opportunities and this is in the form of housekeeping, event 

facil itati on, service provis ion along the main roads of the city and others who were 

participating in the festival. In a similar ve in , thi s year there were 37 dail y workers 

participating only in divertin g the water ofQaha River to the poo l of Emperor Fasil ades where 

the festivi ty is he ld, repairing the stage and the pool. These are temporary workers who were 

hired fo r a month due to preparat ion for Timkel celebr ity. Outside the pool , there were 50 both 

female and male youngste rs who were participating for ticket se ll ing ill the bazaar and trade 

fair conducted some days before Timket, more than 15 sanitation workers who were paid on 

day bases and they worked for a week. These are directly hired by the tourism offi ce. 

However, for example, in th is year there were around 215 small and medium enterpri ses that 

by a stand ii'om the office with a 50 birr payment each and in turn these enterpri ses also hire 

an employee under their own bus inesses . 

In addition, accord ing to an interview, in art show more than 600 youngsters from 22 clubs 

and associations were at wo rk because they were showing the art and cul tu re of the local 

communities; for th is acti vity GCCTD allocated more than 150,000 birr from the ir budget 

(KI-16, 20 13 l 7'h Jan uary). 

The businesses in the touri sm fie ld found in the c ity were also ob li ged to employ temporary 

workers. For example, accord ing to an informant from the hote liers, due to the over capacity 

and work load brought by the fe stiva l each yea r their business hired temporary workers. As a 
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resul t, in last year they employed fifteen workers and for thi s year, eight temporary workers; 

two for kitchen, two for catering, two for housekeeping and two for laundry service. These 

workers were hired for two weeks (KI-I7 , 2013 25th January). Apalt from thi s, for permanent 

employees their employers paid a holiday bonus and most of the time with overtime. Out of 

the ten interviewed hotel businesses, nine (90%) of them responded that their employees are 

paid a holiday bonus and an overtime based on the Ethiopian civil servant law. Most of the 

time the bonus extends from 100-250 birr irrespective of their admi nistrative status in the 

hotel. Based on these informants the overtime is two types: the first is if a one shift employee 

is asked to spend hi s/her full time, then that employee will get extra hour fee and the second 

one is because Timket (on January 18) is a nat ional holiday and the employee served that 

particular da y with an extra fee. 

C. Econom ic Benefits for Churches 

According to the data obtained through interview, Timkel is the livel ihood of the priests 

particularly to those found in Debre Birhan Sillase church and Qusquam Mariam church. 

According to the head administrator of the Qusquam Mariam church, at any time the revenue 

of the church obtained from tourists is not more than five and sometimes six thousand birr per 

month but always during the month of Timkel the amount of revenue increases alarmingly and 

to this year from December 18, 2005 E.C to January 18, 2005 E.C the church collects 

51,198.00 Ethiopian birr. Those three and four consecutive days, he continues, before and 

after Timket are the crucia l time for thi s income (KI-18, 20 13, 25th January) . On the other 

hand, during the month of Timkel (January) Debre Birhan Sillasie church receives 

91,000Ethiopian birr in cash. But the church's income in the other seasons is not more than 

around 50,000 or 60,000ETB (KI-1 9, 2013, 27'h January). 

D. Level of Investment 

In attract ing investors and promoting Gondar as better place to live and work, still Timket is 

playing a paramount role in the city . According to GCIDB, from time to time the vo lume of 

tourism and hotel investment in the city is increasing. The number of investors who get 

permission from the office in the period from 2000 E.C.-2005 E.C alone reached 56 in 

number. Of these touri sm businesses, 3 I of them are sti ll in operation. The financial capital 
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for these investors is more than 387,435,000 Ethiopian birr. For these investors, the office 

said, the recent deve lopment in the volume of tourist flow especially the one witnessed in the 

month of January is the main charm to invest in tourism (KI-20, 2013, 10th Apri l). Thus, 

Timket is promoti ng and marketing GondaI' as better place to invest, to work and to live. 

Generally to summarize what has been said yet, image of a destination, tourism attraction of a 

destination, the economic and socio-cultural va lue of a destination are the ideals for the 

development ofa sustainable tourism. Primarily, Timket is important for positive image of the 

place and because it helps the destination to be on the tourist map as festival quarters. Timkel 

entices tourists to come and visit in the city. Similarly, it is an instrument to revitalize the 

image of the city. Economically, the festival is viable in supporting the existing businesses 

and encouraging new start ups. 

As discussed earlier, in the growth of cu ltural touri sm, it is those people who possessed rich 

cu ltural attractions that benefited from the blow up. And in turn the people had determination 

for the rev ival and preservation of their cultural identity because the cu lture becomes the 

source of proud, dignity and also money. Hence, the celebration of Timket is also a way of 

preserving the unique cultural heritages of the society. As a result, Timkel in Gondar is an 

important motivator of the tourism sector in the city by doing what has been mentioned above. 

4.3 The way forward 

According to local informants, the tourists came to Gondar by Til11kel's distinguished 

attraction in its own right without any effort made by the stakeho lders. Til11ket has a great 

potential for the deve lopment of cultural tourism so that it has enormous appeal both to 

domestic and international tourists. However it could be stated that, currently, the centre's 

potential in attract ing an increased number of domestic and internat ional tou ri sts has not been 

realised. 

Based on the collected data, it can be said that one of the main shortfalls in the development 

of cultural tourism through Til11kel is the absence of a clearly defined systematic framework 

for the development, packaging and marketing of the product. The researcher has tried to 

di scuss the detai ls of some of these problems as foll ows. 
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4.3.1 Marketing and Promotion 

One of the challenges for festiva ls has to do with the fact that they are active for only a short 

time. The pra~tice of effective marketing is thus a necessity for events and festivals. As one of 

the determinants of tour ism development of a destination, promotion entices potential visitors 

to make travel and in addition, it is also important to raise destinations' competitiveness. 

Marketing and promotion is important for tourists in enhancing their awareness and 

information about a destination's product and attract ion (Boopen, 20 I 0). 

According to Tim cited in Boz (20 11: 467), destination marketing and promotion involve the 

following steps: 

Identifying target markets 

Analyzing motivational factors of target visitor markets 

Developing a marketing plan with promotional goals 

Developing an adverti sing campaign with a well focused theme aimed at target 

markets 

The central point of this idea is therefore marketing does not mean only media coverage rather 

it needs to go through the above li sted points. In addition, Buhali s (2000), understanding 

destination types lind characteristics is of paramount importance for its marketing. Each 

destination can only match certain types of demand and hence tourism marketers need to 

appreciate travel motivations in order to develop appropriate offerings and brand destinations 

for the right target markets. As a reli gious ceremony, the city of Gondar can focus on the 

unique religious rituals and cultural traditions of Timket. A market research therefore is 

important to identify who are interested in religious tourism . Based on the data gathered from 

GCCTD, there is no marketing strategy and it is without knowing their target market that they 

are making a promotion. Because despite Til17kel be ing a religious festivity , not everyone in a 

festival is festiva l-goers rather there are also ancillary reasons contribut ing for the visitor to be 

on the festival (Saleh & Ryan, 1993). 

The promotion macle by the tourism office has a problem by itself. For instance, most of the 

promotional activities are home promotions wh ich are mainly contined in the city where the 

festivity is held causing the informat ion not to attain potential visitors internationa ll y. Thus, 
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apart from the promotional activ ities done by the office, still word of mouth continued to be 

the main source of information either to international or domestic tourists. As Figure 8 below 

shows that 101 (66 .8%) of the domestic tourist respondents respond their source of 

information as "friends and relatives", 28 (18.5%) of the respondents respond "med ia (radio 

and television)" whereas 19 (12.6%) of the respondents respond "pr inted materials (books, 

articles and newspapers)". It is on ly 3 (2%) domestic touri st respondent who answered "travel 

agent". Hence, thi s signifi cance difference between the "friends and relatives" and the other 

sources of information show the lack of effect ive promotion and market ing. 

Yet, despite the office's effort to establish pal1nerships (such as with visitethiopia promotional 

organization), in a similar fashion with the domestic tourists, as an informant from foreign 

tourists stated the wo rd of mouth remains to be the sou rces of information for many 

international to urists: 

I do not know Gondar before and 1 actuall y do not know anything about other than 

Addis Ababa in Ethiopia. I came here because I work for a woman who is an 

Italian ancl she was born and raised in Ethiop ia and in the course of our 

conversation she said to me one da j you need to go to Ethiopia. Then when I 

research different information for my .iourney I got books on the hi sto ric route and 

after arriva l the loca l people briefed me. (K I-21 , 2013 , 191h January) 

And other respondents from the foreign tourists responded as: 

We came here for Timket from Israel! We meet some friends in Uganda, they were 

here in GondaI' in one of the previous ce lebrations of Timket. And they told us to 

ce lebrate Timke/ in Gondar and in addition, when we have been in Bahir Dar, someone 

told liS that the biggest ce lebration is in Gondar. (KI-22, 2013 , 20lh January) 

Thus, al so for international tourists ' word of mouth is continued to be the main source of 

information. 
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Figure 8. Domestic tourists' sources of information 

Source: The researcher' s survey, 2012/20 13. 

Market ing and promotional methods shou ld be divers ified. As an in formant from tourism 

6businesses sa id, announcing two or three times at domestic level through the Ethiopian 

television do not be a guarantee rather brochures, newspapers should be di stributed and above 

all promotion at in ternationa l level are very important (KI-23, 20 13, 21 st January). Accord ing 

to a research by Boopen (20 I 0), 75% of the populations of the developed nations have 

internet access from their home and 94% of the internet users arranged their tr ip by using the 

web. Though a webpage was activated last year, it is not functi oning at present day and 

Timket current ly have no its own website. 

On the other hand , before the end of the festival it is common to see tourists when hurried to 

go either to other parts of the country or to their home country. Most touri sts take the 

sprinkl ing of the water in the pool as the end of Timket and even as the researcher observed 

these tourists are not informed by their tour guides and tour operators. A large number of the 

touri sts are unaware of the existence of vari ous types of attractions in the city. Lack of 

awareness about the destination made touri sts to stay short and for example, according to an 

informant from souvenir shops the touri sts d id not buy paraphernal ia as a res ul t of very short 

length of stay in the city. The time ava il able for the touri sts did not allow even to see what is 
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in the shop (K I-24, 2013 24th January). The data gathered in this stud y also shared this idea 

that the tourists average length of stay is from two to three days . The problem is not lack of 

attracti ons rather absence of well organized promotional activities for a city that possessed 

many more tourist magnets and as a result the city is not benefiting compared to the spending 

venues of touri sts owned by the city (ib id). 

The other problem related with marketing and promotion is lack of expanding the touri st 

generating countries . In an interview with GCCTD, most international tourists came from 

Europe and North America. However, as one of my informants from tour operators explained 

when these countri es became prone to econom ic crisis, the people refrain from traveling and 

the case in po in t is the Spanish touri sts. Therefore, it would be important to expand the base 

to the Middle East and Asian countries. 

4.3.2 A Clash oflnterest Priority 

Greenwood ( 1977) has demonstrated how hasty tou ri sm planners changed the re ligious value 

of the Alm'de in Fuenterrab ia, Northern Spain to public performances for money. When 

describing the fina l fate of the festival, he said "the ritual has become a performance for 

money. The meaning has gone" (p.135). Commoditizing public celebrations that are highly 

interwoven with the life of its community, on top of all rel igious fest ivals, are highly sensitive 

which needs the consensus of the community as an owner. Perhaps the commoditization 

seems simple which could be done by anyone unilatera lly, but, Greenwood ( 1977: 137), "once 

set in motion , the process seems irreversible" awa iting the cu lture to lose its meaning. 

Since 20 II , fo ll owing the act ion of GCCTD, Timkel in GondaI' becomes a bone of contention. 

The freque ntl y independent act ions taken by the tourism office including the festivals 

attachment to odd trad it ions of "carnival" and to this year "festival" cannot match to the 

beliefs and fa ith of the EOTC. Based on an interview with GCCTD, the reason to do so is in 

order to increase the destination' s competiti veness as a resul t of ri sing tourist flow and 

extend ing their length of stay. In addition, my informant continues, in order to get the 

attention of in ternat ional tourists, it is important to coin a name that the tourist can eas il y 

familiarize wi th (KI-25, 20 13, 16th January). 
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According to Buhalis (2000), however, a compromise within all stakeholder groups is 

essential where a destination wants to retain its competitiveness and sustainable position. 

While one of the officials in the GCCTD said deep discussions were held with both the local 

EOTC followers and the church itse lf (KI-26, 2013, 18'h January), my informant from the 

local community, priests and even from north Gondar Hagere Sibket9 clearly portray the one­

sided actions taken by government bodies and mainly by GCCTD. A priest serving one of the 

churches in the city ex plained that "touri sm is just li ke gimja bet [ware house] that preserves 

our heritages to our children but the independent actions taken by the GCCTD is indifferent of 

devastation. They are too greedy worrying how to co llect money" (KI-27, 2013, 18'h January). 

Thus, except the non-participatory measures taken by the touri sm office, the priest is 

emphasizing on the importance of tourism for the local communi ty. Sim ilarly, an informant 

from the local community asserted that: 

Definitely we have to support the flow of tourists to the town. As far as the tourists 

celebrate our culture and as far as they do not pollute it, tourism helps us to 

introduce our town worldwide and if it is already on the tourist map, the tourism 

brings further development. However, the name brought by the tourism office­

either "festi val" or "carn ival" is just pollution. Why we are supposed to borrow 

and inherit the language of others, what is the problem if we put it as it is. (KI-28, 

2013 , 18 'h January) 

This informant is describing his frustration that the names brought by the tourism office 

would replace the name Timket in the long run and asks "how do we transfer a strange word to 

our children in the place of Timket?" For the EOTC followers using these strange words 

meant an outright betraya l and disregard of their religion which their ancestors handed down 

to them (ibid). In the case of carnival, in essence, carnival is strongly associated with Catholic 

Church's ca lendar and mainly it is a secular activity (Duffy, 2009). Nowadays, it is a road 

show of public performance which is known for its entertaining spot. However, Timket is a 

'Hagere Sibkel - Head admi nistration of the zone's (administrative hierarchy wh ich is below region) 

church. 
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religious festiva l for the EOTC, a clearly separate sect of Christianity. What unites the secular 

carnivalisque show with Timkel- the most sacred religious ritual? 

After two years of controversial carn ival celebration in 20 I I and 2012, currently GCCTD 

brought a name called "festival". In this transi ti on most of the activ iti es taken places during 

the carnival time were left and the "festival" in this year was held from 16-18 January 2013 

with a slogan " Meet Ethiopia in Gondar". According ly, the former experience of celebrating a 

"carniva l" parallel with the days of Timket was now avoided as the " festival " thi s year was 

celebrated until the eve of Timkel . [n addition, after a prolonged debate GCCTD agreed to use 

the term "festival" in the place of "carnival". Accord ing to Buhalis (2000), tourism 

development strategies and actions taken in a dest ination should respect the wishes of all 

stakeholders. However, as of my informants when GCCTD denied the pariicipation of local 

communities and the church in the planning of Timkel for touri sm attraction, a rumor comes 

from the church not to descend any of the Tabols to the bathroom as a final so lution. It was as 

a result of thi s dec ision that the office agreed not to tap any of the days of Timket with its 

independent plans. But yet neither the church nor its followers accept even the term "festival". 

For them though the concept of fest iva l includes religious celebrations, their irritation relies 

on the resemblance of Timket to contemporary profane festiva ls. As a resu lt they insisted that 

touri sm devel opment does not mean co ining an odd name to degrade the authentic culture that 

was already named before about three hundred years (KI-29, 2013. 16th Apri l). As my 

informant from tourism businesses explained, to the genuine Timkel , bringing a fake name in 

the absence of efforts to extend the tou rists' length of stay cou ld outweigh the negative 

impacts than the positives. Nothing cou ld be added as a result of the fake name alone rather it 

is not less th an as a swift reaction to create a worihless celebration (KI-30, 2013, 22nd 

January). 

[n the first place, the tourism office should remember that it is the beauty and richness of the 

[ocal community's religious celebration that attracts visitors and should ask questions such as; 

to whom the festivity shou ld be in the priority?, [s it for carn ival or Timkel does tourists 

enthusiastic enough? Does touri sm development achieve through di sregard ing ou r own and by 

seeking the others cul tural paradigm? Why the offi ce is interested in imbibing all that is 

western and making the Timket religiolls aspiration confo rms to this a li en way of life? 

62 I P age 



" 

r, 

( 

(Mbakogu, 2004). This is evident in their quest for "carni val" or "festival" a more western 

ideals and values. After all Timket is a religious festival that can be found nowhere else in the 

world. In the current state of affai r GCCTD, therefore, is exploiting this resource for short­

term benefit s or seeking to enhance its benefit at the expense of the followers of EOTC which 

eventually might lead to the dearth of Timket celebration. 

As an informant from the tour guides and tourists replied, without the participation of the 

church and the communities, it is not important to add something odd and subtract what was 

already there long years ago for the mere purpose of tourism. As a religious ceremony, it is for 

the people because it is their religion and their belief. But it is a great opportunity to attract 

tourists and to improve tourism of the area. It does not need to be tourism rather the people 

and tourism comes after (KI-31, 2013, 21st January; KI-32 , 2013, 23rd January) . The 

development of touri sm should not be a burden to the local community rather it should 

contribute to the preservation of cultural heritages by increasing the awareness of both locals 

and visitors and by providing funds for the conservation and regeneration of resources 

(B uhali s, 2000). 

The swimm ing pool of Emperor Fasilades where served/serves as the Timkete Bahir 

(Baptismal Sea) during the celebration of Timket is another area of controversy between 

GCCTD and the churches in Gondar. Based on the information obtained from GCCTD and 

EOTC North Gondar Hagere Sibket, the bu ilding that is found at the center of the pool 

currently serving as a home for the Tabots duri ng the celebration was originall y a church 

building for Saint Fasi lades. Apart from the two bodies, there are also written evidences that 

showed once upon a time as this building was home of Saint Fasilades rabat (NGTCO, n.d.) 

To save the rabat from burning, during the invas ion of the Dervishes of the Mahdi 's Sudan 

(in 1888) that the church Fathers took the rabat of Saint Fas ilades and sent it to the nearby 

Qeha Eyesus church. However, by unknown reasons the Tabot yet did not return to its original 

church. Nowadays, it is during the annual celebration of Timkel that the Tabot for Saint 

Fasilades descends to meet and to spend the night there in its original build ing (KI -33, 20 13, 

17th January; KI-34 , 2013, II th April). 
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c. Accord ing to the priests and Church Fathers in the city, the current obstacle for the retu rn of 

Saint Fasilades Tabot to its original church building is the government bodies and particularly 

GCCTO. At this time Saint Fasilades's church compound is possessed under GCCTO and it is 

visited by tourists along with the main compound of the Royal Enclosure some two kilometers 

far from it. Touri sts' entrance fee is tota ll y goes to GCCTO and the offi ce restore the pool 

annua ll y during the ce lebration . It is a puzzle why the office let the Tabot of Saint Fasilades to 

return to its original residence (KI-34, 2013 , 11 th April). 

4.3.3 Lack of Co-ordination among Stakeholders 

According to Goeldner and Ritchie as cited in Konecnik (2004: 1769), dest ination 

stakeholders include public sector and governments, residents, tourism industry sector, 

destination management organization, and other different groups (envi ronmental/culture/ 

heritage/social/heal th/education).Therefore, for these stakeholders, cooperation and 

co ll abo ration is essent ia l at the local and regional levels to ensure quality tourism that can 

compete effectively at the global level (Crouch and Ri tchie, 1999). 

This cooperation, according to Konecnik (2004) , cou ld involve a partnership between the 

public and private sectors, or the close co-operation between all local suppliers. In the city of 

Gondar, stakeholders of the touri sm sector seems running their own businesses and they are 

independent of each other. According to an info rmant from the touri sm businesses, the 

tourism businesses providing similar services are seen each other as opponent. The managers 

of the business put their individual interest over that of the business so that if there is no loves 

lost between two managers, after all the two businesses seen each other wi th envy (KI-35, 

20 13, 26th January) . Local supp liers at a destination should co-operate rather than compete. 

"They should join fo rces and poo l resources to develop and implement comprehensive 

marketing strateg ies which enab le them to compete with other destinations" (Buhali s, 2000: 

21). 

Moreover, the stakeholders particularl y the tou ri sm service providers seem to attach the 

marketing and promotion of Timket as the exc lusive task of GCCTO and tour and travel 

agents. The tourism busi nesses of hotels, restaurants, pensions and transport providers all are 

not active in the promotional activities. The hotels, for example, have an association called 
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GondaI' city Hotel s assoc iat ion . But unlike the ir undi sputed benefits, from year-to-year they 

are not active to do in co llaboration. When describin g their role, an informant from the 

business said "as one of the stakeholders, we are not worki ng what can we do and st ill now, 

our desire is onl y how to exploit the self- motivated touri sts after their arrival" (KI-35 , 20 13, 

26th January). When estab li shed, one of the main objecti ves of the hotel assoc iation in the city 

was to promote the touri st attraction centers of the city. 

Here, what is an exception is the contribution of the loca l communities. The local 

communities are doin g all what they can-the way they dress, the way they dance (even secular 

dancing styles) and their hair styles observed both on the male and fema le adults of the 

community are typica l to them as they were before and never colon ized by g lobali zation . 

According to an interview obtained from boutique fo r modern clothing, the festival of Timket 

did nor r- reate an exceptional market for their business because th e local communities do not 

buy a modern dress fo r Timket rather the loca ls are more interested to wear loca ll y made 

costumes (KI-36, 20 13, 26th Jan uary). 

Furthermore, as a priest explained, espec iall y since some four and three years, the youngsters 

in the city accentuated to their religion. Their creativi ty is so amazing in the process of 

di splaying what Jesus Ch ri st did when He was on earth (KI -27, 20 13, 18th January). 

4.3.4 Accommodation Pl'Oblems 

For the sake of clarification , the researcher tr ied to ana lyze the collected data on 

accommodat ion problems in the following three parts. Tourists coming to visit Timket are 

always moaning and groaning in reference to at least by one of these problems. 

A. Number of Hotels and Caterings 

Accommodat ion is the foca l po int for the hosting of guests and visitors, where a guest may 

pay a fee in retu rn fo r a spec ified service such as food and beverages (Page, 2003). According 

to research by Si lberberg ( 1994), cu ltural touri sts are more likel y to spend the ir time in hotels 

or mote ls . 
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At thi s time there are 94 hotels, 35 pensions and 60 restaurants providing their servi ce for the 

tourists and loca l commun ities. In addition, 3 1 hotels, pensions and restaurants are under 

construction and will come soon. But th is might contradict that according to a pamphlet 

produced for the third " Meet Ethiopia in Gondar" cultural festival, the hotels numbered 

around 1 03 , pensions 22 and the restaurants are 45 (20 13). 

Nonethel ess, all of these suppliers are overcrowded at the time of Timkef. For the January 

celebration, most reservati ons are sold out on September and October and it is by international 

touri sts. Thus most of the time, thou gh not always, the victims are domestic tourists because 

domestic touri sts have no the experience of travel ing and booking prior to their arrival. But 

after their arri va l, as shown in tab le 12 below, more touri sts are liabl e to stay in hotels. 109 

(72.2%) domestic respondents responded as they were served in "hote l accommodations" and 

42 (27.8%) of them responded in "visiting fri ends ' and rel atives' home". Though the 

respond ents were provid ed with options of " tent" and "guest house" , no respondent replied 

either of the two. 

Table 12. The level of domestic tourists served by hotels. 

Va lue 
Variable Frequency Percent 

Accommodation used at Hotel 109 72.2 

the time of the festival VFR (visiti ng friends' 

and relati ves' home) 
42 27 .8 

Total 15 1 100.0 --

Source: The resea rcher's survey, 2012/20 13 

A foreign tourist comp laini ng the scarcity of hotel accommodation stated: 

... for hotel s you need to have a few levels of accommodat ion because we now 

sleep in a tent and we fo und it by luck with the possibili ty of a low budget. Thus, 

we do not thin k that th is is a rare case as there are many visitors in need of hotel 

room accommodations. (KI-22, 20 13, 20lh January) 
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Quality and sanitation of hotels is another burning issue in the city. Most of the hotels did not 

repair the rooms' bulb, toilet flashes and bathrooms. 

B. Price 

There are two major issues while explaining price of accommodations in the city of Gondar. 

The first one is the prevalence of price discrim ination based on the color and nationality of 

tourists and the second is overcharging. 

While he writes his experience in Ethiopia, Graham (20 I 0) pointed out the subjection of 

foreigners to various forms of strange behaviors simply because they are ferenge. According 

to him, scams related with prices for provisions of any services are the prominent. Similarly, 

more often than not, most hotels, restaurants, and other tourism related businesses are in favor 

of the price discrim ination. But the problem is worse in the case of hotels and restau rants. To 

make more vivid the idea it wou ld be importan t to quote one of my informants from the 

foreign tourists sa id: 

Regarding the cost, in Ethiop ia or in Gondar a lot of people that sell service to us, 

they take us higher price becauseferenge not habesha and that part is not very nice 

because sometime it makes you feel bad. It makes you feel not good, not pleasant. 

(ibid) 

Another respondent reacted to the situatinn as: 

What I want to recommend to Gondar or to Ethiopia as a whole is that, J recognize that 

Ethiopia is inexpensive destination. However, some organizations have also 

recognized that they [Ethiopians) can charge a tourist twenty times more than they 

charge other [domest ic) people. In other places, for example in the United States, we 

do not charge foreigners anymore than we charge the Americans and if you come there 

you pal' the same prices we pay. If you go to the churches li ke Debre Birhan , we have 

to pay 100Ethiopian birr which is ten times more than what yo u pay! The same is true 

for hotel accommodation! r understand but I like to know the reason to pay and to 

where they co llect this money? (KI-14, 2013 , 20th January) 
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As a consequence, the informants are crying out on the presence of price di scrimination in 

tourist sites and hotel accommodations. Some of the hotels and restaurants take the price 

discrimination officially true and prepared two different menus for food and beverage price 

descriptions: one for habeshas and the other for the ferenges. The menu prepared for the 

ferenges is always in higher price than the habeshas. In an interview with GCCTD, they 

conduct supervi sion against what they called " ill egal price strategy". The office recognizes the 

availab ility of price discrim ination on touri st sites but they are highly against of the tourism 

related business price strategies but the problem seem s rampant. 

Table 13. Sample food and beverage menu specifying the price for Habeslzas and 

Ferenges (foreigners). 

Type of Price of services as per the type of tourists (with 15% VAT) 

service For habesha Forferenge 

provided 

Coffee 7ETB l5ETB 

!:leer (Dashen) l2ETB l8ETB 

Siga j irj ir 35ETB 45ETB 

Tibs 43ETB 65ETB 

Bu ffee food 80 ETB 100ETB 

Burger 4lETB 69ETB 

Source: one of the hotel accommodations in Gondar. 

The other problem related with price is overcharg ing. As a result of fierce competition among 

destinations worldwide, touri sts are increasingly prepared to pay less for getting more 

(Buha li s, 2000) . As shown in figure 9 below, 49 (32.5%) of the domestic respondents replied 

"strongly di sagree" when asked about the inexpensiveness of the destination, 63 (41.7%) of 

them responded "di sagree", 33 (22%) responded "agree" and 6 (4%) as "strongly agree". 

Thus, most of the domestic touri sts are complaining about the destination' s expensiveness. 

Evidently, from the resea rcher's own re ference a pension selling its bedroom six times more 

than the rack rate can be a good illustrati on to assert the case. 
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Figure 9. Cost of the destination (in percent). 

Strongly agree 

Agree 22 

Disagree 41.7 

Strongly disagree 32.5 

o 10 20 30 40 50 

Source: The researcher's survey, 2012/2013 . 

Like the domestic tourists, the problem of overcharging at the time of Timket is also a key 

criticism to international tourists. 

Regarding the cost, it is really more than expensive and that will be an assignment 

fo r you for the future because people are complaining about the price ofrooms and 

I am afraid that it will kill the tourism in Ethiopi a. Food and everything is good but 

the rooms' rates in hotels are too high. (K I-S , 2013, 20th January) 

Another in ternational tourist who groans against the cost of hotel reservations that made him 

to spend Timket in a tent argued that: 

During Timket the hotel s ask you several hundreds of birr but with some of my friends 

we found out that a camping ground in one of the hotels and we put our tents. I prefer 

camping because hotel room is too expensive and in most hotels there is no place 

actually. I heard about some hotels as there is a room but it is $60 per night wh ich is 

too expensive for me! (KI-36, 2013, 21 51 January) 
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4.3.5 Other Tourist Facilities and Services 

A. Signage 

According to the Victoria Roads (2009), signage plays an important communications role in 

cities that are center of commerce, tourism and entertainment and other activities. A sign age is 

impo11ant to: 

orient residents and visitors so they can easi Iy identi fy places and landmarks. 

provides clear directions to pedestrians and drivers. 

helps define where the city starts and ends. 

contributes to roads and pedestrians safety e.g. by avoiding traffic congestion. 

encourages walking. 

The tourist signs by itself are a tool for tourism development and promotion. This signage can 

be gateway or introductory signs, intersection signs, position signs, route markers, temporary 

signs, services signs and others. 

What is common to the city of GondaI' is position signage but difficult to find the other types 

of a signage in the city. To explain the problems, it might be appropriate to quote what a 

group of tourists sa id in the course of our conversation: 
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We were in need of spending the night of Timket in the Fasilades's bathroom but 

the problem is that we did not know how to go there and how can we go there. To 

handle this problem, we want to go to Fasil ades's bath through the help of 

directional services but there is no direction indicating where it is. If you get 

directional signs by luck it is in Amharic language. To take a tour guide, it is too 

expensive for us and because you cannot take them to each city tour because of 

cost. The other option we have is using a map and again , each city we got to [in 

Eth iopia], they did not have a map to give us . We came to a new city and we want 

to go around the city but we did not have a map. So, it is difficult to travel in 

Ethiopia because of absence of directions one and other absence of city attraction 

sites map. (KI-22, 2013 , 201h January) 



, 

So, these in form ants are emphasizing the importance of sign age and city map for touri sts. The 

city map is important in displaying touri st attraction sites and main accommodation centers in 

and around the city. As opposed to the above informant's implication, there is a tourist 

information center in the city providing touri sts with a tourist map of the city and brochure. 

But the big problem is that despite the presence of touri st information center, it was not open 

on 19'h January 20 13 and touri sts when recommending the significance of tourist in format ion 

center sa id: 

What we want to recommend is that first of all the tourist office must be opened 

because they are crucial for touri sts, they can point out a lot of things for direct ion. For 

example, we ask about ten different people about when do people come here [to the 

center of the city] from the bath and other? But no, all the time we got different 

answers so we did not know exactl y what is goi ng on about the fest iva l. So, touri st 

in format ion is crucial for touri sm especia ll y in the high season . (ibid) 

Apart from this impl ication, those who had the chance to get a map also have other idea about 

the city map, "we get a mop from the touri st information center to to ur the city but it is not 

good and not readable. It is very confusing!" (KI- IO, 20 13, 19'h January). Indeed the city map, 

as the researcher gets the chance to see, given by the tourist in formation center is not good 

with difficulties of identifying where im portant touri st sites and accommodat ion centers are 

found . 

But what is striking to other tou ri sts is also that how to get the appropriate information even 

from the office. Thi s circumstance is further explai ned by an internat ional touri st: 

I am in Gondar before Timket for room reservati on and also to know exactl y at what 

date the festival starts and I go to the tourism office and they gave me not the exact 

date. One week before they to ld me, it begins 17'h and goes to 18'h and 19'h but when I 

return fi ve or six days later, they sa id , oh, no, it is not 17'h, it is 18 'h, 19'h and 20'h Also 

as a touri sm offi ce they do not know which date it start. Due to their prob lem I lost one 

day and I could stay a little longer in Axum and I must go qu ickly to Axum . (KI-37, 

20 13, 20,h January) 
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As Pearce (199 1: 50) stated "visitors need to be in formed, by whatever means, of the content, 

theme and significance of the attract ion." Generally, almost all of the informants were equally 

quick to criticize the provi sion of signage and information. 

B. Interpretation Problem 

As a ritual performance, symbolic representations and signs are observed at the celebration of 

Timket to symbolize the events occurred during Christ's baptism or at other times. The 

baptism, the feast accompanied by Tabots', the splash of water during the procession, the 

congregation and other symbolic representations all have their own interpretations in the 

EOTC faith (Bantalem, 20 I 0). Thus, symbols are the central part of the society by which the 

festival is under attention because through symbols men can enrich their knowledge of 

commu nicat ion and perpetuation . In the anthropological definition, Turner (1975) has argued 

that like wax and gold symbols are "multivocal" or "polysemic" lending itself to different 

meanings. According to Geertz, these multivocal symbolic representations are like cultural 

"text" which had to be read over the shoulders of soc ial actors (in Walelign, 2007: 2 1). Thus, 

different interpretative mechanisms shou ld be set to make it clear for the on-lookers. 

In addition, as it has been discussed in the beginn ing of the chapter since they have a higher 

level of educational atta inment, cultural tourists tend to focus on the interpretative value of 

their experience (Akama, 2000). In the case of Timket, as the researcher observed there is no 

interpretation mechanism set on the destination. Most international tourists felt that more 

background informat ion about the symbolic di sp lays and their interpretation should be 

provided to create a clear understanding. The tourists face difficulties to understand what is 

going on and feel vaguely (KI-22, 20 13, 20th January). The acts, the fes ti va l itse lf, and the 

displaying of sacred objects all need to be interpreted to their concept ion. It is also difficult to 

say that the tour gu ides have the knowledge to interpret each and every symbolic 

representations of the festival. Furthermore, cultural interpretation should not be simply 

instruction and telling rather it should be revelation based on information (Akama, 2000). 
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C. Internet Services 

Nowadays, communication technologies become indispensable features for touri sts to make a 

travel. [n it they can keep contact with thei r families, fri ends and relatives. Furthermore, as 

discussed in the marketing and promotion section above, internet to this day is becoming the 

main source of information for tourists to travel. But the internet service, as explained by a 

foreign touri st, in Go ndaI' is a little problemati c. My in formant said: 

... the other one is all of us are traveling and li ving in the world of internet. And the 

internet here is bland sucks! It is terrible! It is the worst internet service [ have found 

anywhere on the planet! Because people when they travel still need to remain 

connected to their families and sometimes, for example, I have a sick fami ly member 

right now but I have not had any contact with my family for fi ve days so [ do not know 

whether that person is well or not well because I am just completely out of touch. [ am 

not say ing I live on the internet but they have it that five days is a little challenging. 

(K I- 14, 2013, 20lh January) 
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4.4 Conclusion and Recommendations 

4.4.1 Conclusion 

Tourism growth is most often measured through increases in international arrivals, length of 

stay, bed occupancy and tourism expenditures. I'estivals and special events are the most 

important opportunities to achieve these specified goals of tourism. 

The finding of this study clearly portrayed that Timket festival has contributed in the 

development of tourism in Gondar city. The image bu ilding va lue of the festiva l helped the 

city in raising its profile so that tourists prefer to spend Timkel in the city. In addition, the role 

of the festival in shifting perceptions of the city was seen here with tourists arguing that 

Timket surprised them that out of their expectation of Gondar as a sleepy and old city towards 

that ofa city of vibrant culture. 

During the month of January in general and the three days Timket festiva l in p3lticular, the 

number of tourist arrival s to the city is very high and probably the highest number of tourist 

flows of the year is registered. Apart frrm the domestic tou rists, many tourists came as far as 

America, trom most parts of Europe, and Asia, thus Timkel is serving as tourism attraction 

and becomes the theme of the city. In addition, the geographical distribution of tourists who 

came to visi t Timket in GondaI' to other tourism attraction areas is al so very high. 

Consequently, this study found that, the Lake Tana shore of Gorgora, the Felasha village, the 

churches of Debre Birhan Sillasie and the Qusquam comp lex are the most frequently visited 

destinations by Timket-goers. 

As far as the social benefit of the festival is concerned, as a religious festival , 7lmket has 

much contribution. It celebrates the life of the believers and in Timket festival people pray 

together, sang and performs the festival together which is impoltant as a means of 

understanding each other and for social so lidarity. Timket is therefore an important common 

good that preserves the value of the community. 

Economically, the government and the tourism related service providers are the major 

beneficiaries. For example, last year the government earned 4,273,359.liOETB from taxation. 

For the tourism related business, their market is almost beyo nd their capacity. Rooms of 
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hotels, restaurants, bars, shops and other sa le centers of these businesses are fully occupied by 

customers. The paired t test analysis of hotel room price shows as there is a significant level 

of difference between the normal time bedroom rate and the price of beds during Timket. 

However, there are also problems that are considered as obstacles for the Timket tourism 

development. According to the finding, absence of marketing and promotion, the conflict of 

interest, lack of co-ordination among stake holders, shOltage of hotel accommodations, price 

and signage problems are among the prominent one. 

4.4.2 Recommendations 

Based on the findings and conclusions, the study recommends the following tip and brief 

points which the researcher thinks necessary to be addressed in the future. 

To the Tourism off1ce: 

~ In the tirst place, as a religious festival, Timket should not be visitor-oriented. The 

followers of this church and church Fathers should get a prior attention and tourism 

can develop parallel with the festival. The office should refrain from its unilateral 

actions taken as a result of little understanding of the consequences. Various 

modifications should not be added with the mere purpose of tourism. Moreover, it 

would also be important if the office did not interfere in the possessions of the church. 

The case in point is Emperor Fasilades's bathroom. Both the office and the church 

agreed that once it was a church compound for Saint Fasilades but now despite much 

moaning and groan ing from the side of the church , the poo l is owned by the office. 

~ The identification of Timket tourism as a growth market in Gondar shou ld be based 

more on assertion than hard information. Every year GCCTD magnified the number of 

tourists coming to visit Timket without an y concrete data at hand. A market research is 

important for the segmentation and identifi cation of who are interested in religious 

festivals, in what age groups these potential tourists are found , and from where to find 

these tourists because this would provide a bedrock for the marketing and promotion 

of Timket at an international market. 
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~ Signage development should be applied to provide tourists with appropriate 

informat ion. The signage is a promotional tool by itse lf and it has the power to reduce 

hass ling of tourists. 

~ Important to create awareness programs for tourist service providers to scratch any 

kind of tourist annoyance related wi th overcharging and price discrimination. 

To the Tourism related businesses: 

~ They should have to co-ordinate with the tourism office in marketing and promotion of 

future tourism development on Timket . These stakeholders should al so co-ordinate 

rather than competing one another for a destination to develop. 

~ Should charge tourists in an appropriate price with their services. The businesses 

should be conscious that the more they charge tourists inappropriately; the more they 

kill the development of tourism in the city by which their business re lies on. 

To church Fathers: 

~ It is important to find ways how to present tourists with the meaning of each and every 

symbolic representations of the procession. This might be rea li zed through training of 

tour gu ides about the symbolic representations of the festiva l. 

To the local community: 

~ It is important to strength their current concerted efforts in celebrat ing Timket through 

thei r loca l white-dresses, hai r style, tradit ional dancing and other cultural emotion 

showed at the time. 
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Appendices 

Appendix 1- Survey questionnaire for international tourists. 

Addis Ababa University 

College of Development Studies 

Program of Tourism and Development 

Dear sir/madam, 

The purpose of this research is to investigate the contribution of Timket festival celebration in 

the town of Gondar for the tourism development of the area in particular and Ethiopia in 

general. It is entitled as "The Role of Timket Festival Celebration for Tourism 

Development in the City of Gondar, Amhara Region, Ethiopia." The study is an 

independent study as a thesis submitted to the Addis Ababa Univers ity School of Graduate 

studies in partial fu lfillment of the requirements for the degree of Master of Arts in Tourism 

and Development. Accord ingly, the data obta ined from you is very essential for the success of 

this research and you are kind ly requested to fill the following questions. 

./ All survey data wi ll be kept strictly confident ial. 

./ Participant's name is not needed in the survey . 

./ Participation in the survey is vo luntary. 

Thank You for your participation! 

Part I -Background Information 

Are you living in the town of Gondar? (Filter question) 

o Yes 0 No 

Sex: 

OM OF 

.. 



Age: 

o 18-20 

050 

D 21-30 

Religion: ____________ _ 

Marital status: 

031 -40 D 41-50 Dover 

o Single 

Educational background: 

D Married D Divorced DWidowed 

D No formal education D Student 

DBA Degree 

Type of employment: 

DUnemployed/house wife 

D Public sector 

D College Diploma 

o above BA degree 

D self-employed 

D Retired 

D private sector 

Place of res idence: _________ _ __________ _ 

Monthly income level: 

D Below $ 1000 

D $200 1-3000 

Frequency of visit : 

D Repeat visitor 

D $1000-1500 

D more than $3000 

D First time visitor 

o $1501-2000 

Accommodation used at the time of the festival: 

DHotel 

D Guest house 

Do you come with: 

D Family 

Doup 

Tour group 

D Tent 

D VFR (visiting friends' and relatives' home) 

D Friends/relatives D Friends/relatives and tour 

D D 
Family and tour group Alone 

Other, please specify ____________________ _ 

How did you get to know the Timket (Epiphany) festival in Gondar? 

o Through travel agency D Through friends/ relatives 

o Through Media (TV, radio, newspaper) o Catalogues/books/art icles 

o Brochures D lnternet o Travel guides 

Other, please specify _______________ _ _____ _ 

" 



Part 11- The fo llowing statements ask you vari ous reasons to come to the festival. Put a mark 

sign (>/) in the box found in front of the answer that best reflects your opin ion on that reason. 

1. Did yo u know Gondar before? 

DYes 

2. Did you have information about the fest ival before departure from home? 

DYes 

3. If yom answer for question number 2 is "yes", what was you r decision to visit the 

festival prior to your departure from home? 

DTota lly not interested 

D Not interested 

D Somewhat interested 

D Highl y interested 

D Extremely interested 

4. If you rece ive information from relatives, friends and/or acquaintances about Timket in 

GondaI' , please ind icate your opinion about the information that you have received 

from rel atives, frie nds and/or acquai ntances: 

Strongly Disagree Neutral Agree Strongly 

Information item di sagree agree 

My relatives and/or friends recommended me 

to visit the festi val 

Most people I know have a good opinion of 

the festival 

,I 
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5. If you use other sources of information, please indicate the sources that you have used 

in the past to find out more about Timket festival in Gondar and indicate if the received 

information was posit ive or negative: 

Source of information Very Negative Not a good Positive Very 

negative 
. . positive nnpresslon 

Adverti sements (TV, press, radio) 

Travel Agents 

Internetlbloglvirtual tour 

Books/ Articles/Broshures 

Travel Guides 

Other: 

6. How do you level the impOitance of the festival to pass decision to visit Gondar? 

o None or insignificant reason fo r trip 

o Some reason fo r trip 

o Im portanl reason for trip 

o Main reason for tri p 

7. Have yo u been to other dest ination around Gondar thi s year? 

o Yes ONo 
8. If your answer in the above question is "yes", what other festivals/p laces you visit? 

9. For how many days you plan to spend for your trip? 

o Less than a day 

o I day on ly 

02-3 days 

04-5 days 

o More than 5 days 

10. Did you extend yo ur stay in GondaI' to attend the timket festival ? 

o Yes ONo 



" 

Part-III : assessment of the overall satisfaction. 

15 . To what level do you rate the satisfaction level of your tr ip to the festival? 

Overall satisfaction Strongly Disagree undecided Agree Strongly 

disagree agree 

I w ill defin itely vi sit the festival again 

An inexpensive destination 
-

There is provision of adequate 

interpretive services 

Information was easy to access 111 the 

area 

There are services and facilities nearby 

(shopping, toi lets, transport, rest 

areas/shelter, etc) 

All of what I was interested lJ1 was 

perfectly organized for touri sts 

Service personnel are profess ional 

I would strongly recommend a 

visit/vacation to Timket in Gondar to my 

friends and re latives/families 

16. Given your experience and the information about Timkel in Gondar, please indicate 

your opinion about what you observe as potential for future development of the 

festival ? 

17. What do you want to comment to the whole stakeholders of tourism (to local people, 

tourism offices, travel agencies and tour guides, and even to Church Fathers)? 
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Appendix 11- Interview Questionnaires 

Interview questions for Tourists: 

I. Wh y did you come here? 

2. What can you say about your expenses? 

3. How did you get tour operators, magazi nes, guide books and brochures promoting the 

fest iva l? 

4. How did yo u get to uri st fac ilities and services? 

5. Wh at other places you visit nearby and do you know these places before, ifnot how do 

you get to know? 

6. How did you get the diversity of activities in the festi val for your experience and 

sati sfaction? 

7. What is your suggest ion to stakeholders for future development of the festiva l? 

Interview questions for loca l community: 

I . What do you get fro m participating in the festival? 

2. Do you thin k that the festiva l is attracting large number of tourists? 

3. Do you thin k that the commun ity li fe is in any way affected by tou ri sm of the festival? 

4. What have you benefited from thi s to uri sm, either economicall y or socially? 

5. How do yo u part icipate in the planning of the fest ival for tourism attracti on? 

6. How do you see the current understanding of the festival for tou rism development? 

7. What do you want to suggest to other stakeholders? 

Interview questions for the Church Fathers: 

I . How do the churches benefit fro m the tourists com ing to visit the festival? 

2. Do you think that thi s to urism has a pos iti ve and negat ive side both on the church and 

community? 

3. How the church personnel part icipate in the planning of the fest iva l? 

4. What would be the ro le of the church fo r furt her tou rism deve lopment? 

I 

I 



Interview questions for tourism office in the town of Gondar: 

I. How is the flow of tourists to the town? 

2. What is the importance of the presence of the festival in this town and how do you 

integrate the festival with other tourism destinations? 

3. What is the estimated tourists' average length of stay in the town at ordinary tourist 

season and while comparing it with the time of the festival? 

4. Do you think that there are enough facilities like hote ls and transportation for tourists 

in the town? 

5. What improvements do yo u observe from year to year in the festival? 

6. To what extent do you level the economic, social, place and image building va lue of 

the festival to your town? 

7. How do you promote thi s festival , if at all? 

8. How your office is dil igent in providing train ings to stakeholders? 

9. How do you participate the local commun ity and other stakeholders in the planning 

process of the festiva l for tourism? 

10. How do the res idents benefited from the tourism of the festival? 

II . Do you think that the town is fu ll y utilizing this resource as a tourist attraction? 

12. What is the plan of your office and what do you suggest for further touri sm 

development of the festiva l? 

Interview questions for Tourism Businesses (hotels, restaurants, local coffee and cultural 

houses, transport services and others like supermarkets and photo shops) : 

I. How long have you been in this business? 

2. What motivates you to operate th is business? 

3. When are the peak and low seasons for your business? 

4. What is the contribution of thi s fest ival to you r business? 

5. Do you employ add itiona l people dur ing this occasion? 

6. Do you think that the town is full y operating the festival as a tourist destination? 

7. What do you suggest to government officials, touri sm businesses, churches, tour 

gui des and trave l operators for deve lopment of tourism through the festiva l? 

• 



Interview qnestions for loca l tour guides: 

I . How long have you been in thi s bus iness? 

2. What is the contribution of this festiva l for your business? 

3. How do yo u promote the festival? 

4. How detail s do you exp lain to tourists about the festival? 

5. How much are you trained in thi s area? 

6. Do you think that the town of Gond ai' is fully utilizing thi s festival for tourism 

deve lopment? 

7. What do you recommend to stakeholders to develop the festival into a better 

tou ri sm destination center? 

Interview questions for travel agencies and tour operators: 

I. Ho w long have you been in this bus iness? 

2. What type of travel and tour services you provide? (religious, cultural, pleasure, or 

wha~ other?) 

3. Based on the type of travel you organize so far, who are the dominant tourists 

(cultural tourists, nature tourists, or pleasure touri sts, and their ori gin ; frequency). 

4. Do yo u think that the town of GondaI' is fully uti li zing thi s festival for touri sm 

development? 

5. What do you recommend to stakeholders to deve lop the fest ival in to a touri sm 

destinat ion center? 

Interview ques tions for souvenir shops: 

I . How long have you been in thi s bus iness? 

2. When are the low and peak seasons for your business? 

3. Where from do you bring yoUI' products? 

4. How impOltant the festival is for yoUI' business? 
• 
! 



, 
'/ 

( 

Declaration \ 

ADDIS ABABA 1JNlV1'= 
CAMPUS Ll 

AKAIU 

---------

I, the undersigned, declare that this thesis is my original work and that all sources of materials 

used for the thesis have been duly acknowledged. 

Name: Melese Kebede 

Signature: --$-f"""'-----

This thesis has been submitted for examination with my approval as univers ity main advisor. 

Dr. J. Thirubhuvan(Associate Professor) Date 

" 


	Melese Kebede1.1
	Melese Kebede
	MX-M464N_20180227_181548
	MX-M464N_20180227_181652

	0
	MX-M464N_20180227_181753
	MX-M464N_20180227_181823


	1
	Melese Kebede1.2
	MX-M464N_20180227_183752
	MX-M464N_20180227_183827

	MX-M464N_20180228_200016
	Melese Kebede1.3
	MX-M464N_20180227_184103
	MX-M464N_20180227_184203


