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1. INTRODUCTION: 

Every nation irrespective of its size desires and strives towards attaining some level of economic growth and 

development. Interestingly, the tourism sector has been praised for its capacity to stimulate economic growth through 

job creations, export revenue, by attracting investments and fostering entrepreneurship. Tourism sector, if properly 

harnessed, contributes to preservation of ecosystem, and biodiversity, protection of cultural heritage and promotion of 

empowerment of local communities (UNCTAD, 2017; Ajake, 2015; WTTC, 2013). Tourism is becoming one of the 

main focus for economic revitalization especially in developing countries like Nigeria where attention is being directed, 

to serve as avenue for economic diversification from over dependence on oil export and revenue (Awodele & Ayeni, 

2011).  

Globally, tourism sector has witnessed a continuous growth in terms of international tourist arrivals and 

international tourism receipts. According to UNWTO (2018), international tourist arrivals grew 7% in 2017, the highest 

increase since 2010. Growth in arrivals was echoed by a strong increase in exports generated by tourism, which reaches 

US$1.6 trillion in 2017, making tourism the world’s third-largest export sector. The international tourist arrivals reached 

a total of 1,323 million in 2017, some 84 million more than the previous year and a new record. The sector has now seen 

uninterrupted growth in arrivals for eight straight years. The 2017’s growth was the highest since 2010, led by the 

regions of Europe and Africa, which received increase in arrivals of 8% and 9% respectively.  

On the other hand, international tourism receipts increased by 5% in 2017. In addition to the US$1.3 trillion in 

receipts that destinations earned, international tourism generated another US$240 billion from international passenger 

transport taken by non-residents. This raised total tourism exports to US$1.6 trillion, or US$4 billion a day, which 

corresponds to 7% of the world’s exports (UNWTO, 2018). 

The potential of the tourism sector has led many countries in especially in Africa to develop marketing and 

branding strategies in order to compete for the ever increasing number of international tourist arrivals and also benefit 

from their spending in terms of tourism receipts. Nigeria as a country is blessed with varieties of tourist attractions such 

as extended and roomy river and ocean beaches, unique wild life, some new rapidly growing cities, vast tracts of 

unspoiled nature ranging from tropical forest, magnificent waterfalls, traditional and cultural festivals, arts and cuisines, 

but the major obstacles as pointed out in the World Tourism Organization report on Nigeria in 2006 was the inadequacy 

and ineffectiveness of the marketing approach towards tourism development (Ajadi, 2012, Kulcsar, 2012; Katharina, 

2011;Mihailovic & Moric, 2011; Suli, Cani & Suli, 2013; Ispas, 2015; Lopez, 2011). These studies show that effective 

marketing programme would help in attracting tourists to a destination. Other studies also have shown the importance 

of tourism on export as well as the possible linkages with the rest of the sectors of the economy (Ayeni & Ebonhon, 

2012; WTTC, 2015; Yusuff & Akinde, 2015; Gregory & Ajibola, 2013; Samimi et al, 2013; Eziocha, Ohaka & Dagogo, 
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2015). It is on this background that the study is based to examine the relationship that exists between effectiveness of 

marketing and branding on tourist choice and tourism receipts.  

 

1.1 Tourist Destination Development and Brand Image Model 

Manhas, Manrai and Manrai (2016) developed a conceptual model and identified three components of the tourist 

destination brand image corresponding to the three stages of consumption. These are Pre-consumption stage, During-

consumption stage, and Post-consumption stage. In the pre-consumption stage, the brand image results from the 

marketing communications promoting destination characteristics to the tourists by the tourism stakeholders as well as 

from the positive or negative word of mouth the tourists receive from other travelers. Social influences therefore are 

important in the pre-consumption stage in formation of the brand image along with the result of tourists’ own 

experiences which to start with are influences by the destination characteristics during first visit and are modified taking 

into account the experiences of repeat visit(s). 

An understanding of the psychological processes involved in forming tourist perceptions of the destination is 

therefore very relevant for development of destination image. Marketing communications also create tourists’ 

expectations which along with tourists’ own experience of the destinations offerings in the during-consumption stage 

result in post-consumption responses like satisfaction/dissatisfaction, positive/negative word of mouth and intention to 

revisit. 

Each of these three components of tourist destination brand image is relevant for all the stakeholders in the 

tourism industry. The tourism policy makers, destination organisations and service providers have to be set up such that 

they “seek to provide high-quality visitor experiences that are profitable to destination stakeholders while ensuring that 

the destination is not compromised in terms of environmental, social and cultural integrity” (Goeldner, McIntosh & 

Ritchie, 2000). The development of the tourist destinations should be carried out such that it creates a memorable tourist 

experience and a favourable brand image which in turn will result in increase in tourist arrivals and receipts. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 1.1: Tourist Destination Development and Brand Image Model 

Source: Manhas et al (2016). Role of Tourist destination development in building its brand image 

 

1.2 Tourism Marketing  
As it is known, marketing appeared first in order to solve new problems in placements of a manufacturing 

enterprise. The phenomenon of marketing is to be understood as a reaction to the changing demands of enterprise 

environments and demand as the most of its components. Expanding of the application of marketing to other areas is 

the logical flow from the increasing complexity of market and market relations with the other business areas. Today, 

the marketing concept and philosophy of business is just as important for industrial products and the service sector 

(Mihailovic & Moric, 2011). In the same view, Kulcsar (2012) opines that marketing thinking has actually materialized 

in the trading of goods but the spectacular development experienced in the field of services, including tourism. 

Marketing has experienced impressive growth after World War 11, becoming a scientific discipline in continuous 

expansion. As a result of the marketing deep and specialization trend, tourism marketing arises as a part of service 

marketing. 

According to Krippendorf as cited in Kulcsar (2012), tourism marketing is “a systematic and coordinated 

execution of business policy by tourist undertaking whether private or state owned of local, regional, national on 

international level, to achieve an appropriate return. This definition captures the essence of tourism marketing, which is 
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nothing less than needing consumer tourism needs for a profit by tourist service provider. It also emphasizes the 

importance for carrying out systematic and coordinated activities specific to tourism, both locally, regionally, nationally 

and internationally (Kulcsar 2012). 

Another definition as recorded by Kulcsar (2012) was the one given by the Canadian specialists which the 

author described as a more complete definition. Tocquer and Zins (1987) define tourism marketing as a process which 

the structure of tourism demand is anticipated and satisfied by the design of a product (service), physical distribution, 

establishment of the exchange value (price), communication between the tourism organization and its market, for the 

best interest of the company and consumers. 

Balaure, Iacob and Calin (2004) see tourism marketing as a managerial process by which enterprises 

(organizations) in the tourism industry identify actual and potential dimensions of tourism demand, communicate with 

demand carriers to know, assess the tourism needs and stimulate their desires, motivations and preferences for designing 

and adjusting the tourism offer (goods and services) for the best fulfilment of their requirements and exigencies while 

maximizing organizational objectives. 

 

1.3 Destination Branding 

The concept of branding has been used extensively for products and services, however, in a tourism destination 

context; it is still a relatively recent phenomenon (Katharina, 2011). There are various definitions offered by different 

researchers on what a brand is, but this research work will focus on the definition offered by American Marketing 

Association, (2011) as cited in Katharina (2011) who defines a brand as “a name, term, design, symbol, or any other 

feature that identifies one seller’s good or service as distinct from other sellers. The legal term for brand is trademark. 

A brand may identify one item, a family of items, or all items of that seller. If used for the firm as a whole, the preferred 

term is trade name. A brand is a customer experience represented by a collection of images and ideas; often, it refers to 

a symbol such as a name, logo, slogan and design scheme. Brand recognition and other reaction are created by the 

accumulation of experiences with the specific product or service, both directly relating to its use and through the 

influence of advertising, design and media commentary. It often includes an explicit logo, fonts, colour schemes, 

symbols, sound which may be developed to represent implicit values, ideas and even personality”. 

Brands have become more and more important to organizations, because they have the potential to be, if 

properly managed, one of the few strategic assets to provide true competitive advantage. For organizations, brands play 

an important role in many ways. They brand their products because it is a way of adding value to them. Moreover, a 

brand represents some sort of identification and is a means of legally protecting their products and services’ unique 

aspects. Besides, they provide a means for endowing the offered products with unique associations and are a sign of a 

certain quality level. Consequently, brands can be a source of competitive advantage as well as a sign of financial profits. 

For the customers, a brand is primarily an identification of the source of the product a symbolic device and a promise 

by the producer (Katharina, 2011). In order to be successful, a brand must ensure that the consumers’ needs and the 

brand’s values and characteristics match each other, thus it must establish an emotional relationship with the consumer. 

The aim of a brand is to create communication with consumers (actual and potential) and eventually inspire trust, 

consisting and brand loyalty and it is done by promising certain features and above all consistent quality. 

Pike (2004) cited in Katharina (2011) suggests that a brand can be seen from two different perspectives. When 

it comes to the producer’s angle, it is useful to think of a brand as representing an identity. For the consumer, then again, 

a brand is representing an image. Pike developed a model where brand positioning constitutes the interface between the 

two. Through the development of a unique product or service personality or image, which ideally matches the 

consumer’s own personality, an emotional connection can be created. 

                
Figure 1.2: Brand identity, brand positioning and brand image 
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Source: Pike, (2004) adapted from Katharina (2011). Destination Image and its Effects on Marketing and Branding a 

Tourist Destination. P.40 

 

 There has been a lack of consistency in defining what constitutes destination branding both with industry 

and within academia. The most comprehensive definition was proposed by Blair, Levy & Ritchie (2005) as cited by 

Pike and Page (2014), which followed Bertron, Hulbert & Pitt’s (1999) model of the functions of a brand from both the 

buyer and seller perspectives. 

 

“Destination branding is the set of marketing activities 

(1) that support the creation of a name, symbol, logo, word mark or other graphic that readily identifies and 

differentiates a destination; that (2) that consistently convey the expectation of a memorable travel experience that (3) 

serve to consolidate and reinforce the emotional connection between the visitor and the destination; and that (4) reduce 

consumer search costs and perceived risk. Collectively, these activities serve to create a destination image that positively 

influences consumer destination choice.” 

 

 It has been suggested that the future of marketing will be a battle of the brands, and that in tourism; destinations 

are emerging at the world biggest brands (Ispas, 2015). It has also been argued that the branding process for destination 

is for more complex than that for consumer goods (Ispas, 2015; Pike, 2005; Pike & Page, 2014) for five main reasons. 

First, success is most likely when the range of differentiated features emphasized is limited to one or a few features or 

benefits and yet a destination usually comprises a diverse and eclectic range of features that must somehow be 

summarized into a seven-word single minded proposition. Second, the market interests of the diverse and eclectic 

stakeholders are not homogeneous. Third, the politics of DMO decision making can make the best theories unworkable 

in practice. Fourth, destination marketers have no control over the actual delivery of the brand promise. Finally, the 

ultimate aim of branding is to stimulate brand loyalty, and yet DMOs rarely come into contact with visitors to enable 

meaningful post-visit engagement to stimulate repeat visitation. 

 The purpose of a brand is to establish distinctive and memorable identity in the market place that represents a 

source of value for the consumer. For DMOs, the value of strong consumer based brand equity lies in the opportunity 

to minimize destination switching through a differentiated value proposition and increased loyalty. The fundamental 

challenge for DMOs is to somehow develop a brand identity that encapsulates the essence of a multi-attributed 

destination representative of a group of sellers as well as a host community (Ispas 2014), a destination brand manifests 

as an image (or lack of) in the mind of the consumer, which may be quite different to the self-image intended in the 

brand identity. He opines that tourism marketing is generally concerned with the selling of dreams, since expectations 

of an intangible tourism services can only be realized after travel. The images held by consumers therefore play a critical 

role in their decision making and since tourism services can only complete via images, it is imperative marketers 

understand that “perception is reality.” 

 In order to be successful and create and emotional attachment, destination brands have to feature certain 

characteristics. Ideally, it should be credible, deliverable, differentiating, conveying powerful ideas, enthusing for 

stakeholders as well as for partners, and it should be resonating with the consumers of the destination products 

(Katharina 2011). Branding is perhaps the most powerful marketing weapon available to contemporary destination 

marketers confronted by tourists who are increasingly seeking lifestyle fulfillment and experience rather than 

recognizing differentiation in the more tangible elements of the destination product such as accommodation and 

attractions. Most destinations have superb five-star resorts and attractions, every country claims a unique culture, 

landscape and heritage, each place describes itself as having the friendliest people, and high standards of customer 

service and facilities are now expected. As a result, the need for destinations to create a unique identity to differentiate 

themselves from their competitors- is more critical than ever (Ispas, 2014). Most of day-to-day tactical operations of 

DMOs are spent designing, implementing and monitoring marketing communications that attempt to communicate the 

brand position of the destination in the market as per the brand identity focus. It is now an axiom that all marketing 

communications should reinforce the brand identity (Pike & Page 2014). 

 

1.4 Tourism and Brand Image 

Strategically speaking, marketing management requires a careful analysis of the brand image transmitted to the 

market, because it is precisely this image that will affect consumer choice (Lopez, 2011). 

In the context of modern marketing, brand image becomes a major factor in the success of any organisation 

(Aaker, 1991), and is the result of sensory experiences and internal imitation created by perceptual processes (Paivio, 

1971. Lopez, 2011). 

According to the World Tourism Organisation as cited by Lopez (2011), the image of an object or situation is 

defined as: 

 The artificial imitation of the apparent form of an object;  
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 Similarity or identity with the form (e.g. art or design) 

 Individual or collective ideas about the destination 

In this sense, Costa (1987) defines brand image as a mental representation in the collective memory of a 

stereotype or a set of attributes that can influence and change consumer behaviour. Keller (1993) defines brand image 

more succinctly as a set of perceptions about a brand, i.e. the associations that exist in the consumer’s memory. 

Based on these definitions of brand image, Capriotti (1992) in Lopez (2011) identifies three (3) theoretical perspectives: 

 

 The image as fiction: the image corresponds to an idea created in the consumer’s mind, which differs from the 

actual image. 

 The image as an icon: the image as an iconic representation of an object or rather, the mental representation of 

a brand as an icon.  

 The image as an attitude: the association of the concept of image with the concept of attitude, or rather, the 

image is based on a cognitive dimension (how consumers perceive a brand), an effective dimension (emotions 

generated by the brand) and a behavioural dimension (which largely influences subsequent buying behaviour, 

and is an important predictive indicator). 

Numerous studies have found that brand image strongly influences both the emotional response of consumers 

to products and their purchasing behaviour (Cohen, 1982; Greenwald & Leavitt, 1984; Smith & Edsworth, 1985), it was 

also reported that brand image ultimately influences purchase intention. The timing of a purchase is also influenced by 

the image consumers have of a brand (McInnis & Price, 1987; Lopez, 2011).  

Due to the globalization around the world, the tourist destinations are also becoming highly competitive. The 

service providers and the destination marketers are keen to attract the tourists or visitors to their destinations and are 

participating in a variety of branding initiatives such as the use of taglines and logos in order to attract visitors to their 

respective destinations (Pike & Ryan, 2004; Blain, Levy & Ritchie, 2005). As tourist destinations seek to become 

distinctive, a “Destination Personality” emerges. Destination Personality is viewed as a viable metaphor for 

understanding tourists’ perceptions and experiences of destinations and for building a unique destination identity 

(Morgan & Pritchard, 2002). 

 

1.5 Destination Brand Image 

The organisational reality is similar in the context of tourism marketing, given that the image tourists have of 

tourist destinations is an element of major importance, and ultimately influencing the final choice or behaviour intention 

(Lopez, 2011).  

Lawson and Baud Bovy (1977) cited by Lopez (2011) define the concept of destination image as the expression 

of all objective knowledge, prejudices, imagination and emotional thoughts of an individual or group about a particular 

location. 

The destination brand image is seen as the consumer’s mental representation of the offering where symbolic 

meanings are associated with the specific features of a product or destination (Manhas, Manrai & Manrai, 2016). 

According to Lopez (2011), the latest guidelines for Tourism Marketing admit that the development of the 

image of a tourist destination is based on the consumer’s rationality and emotionality, and as the result of the 

combination of two (2) main components or dimensions. 

 

 Perceptual and cognitive: there is a primacy of the importance and value given to each attribute to tourist 

destinations. In other words, the destination image is evaluated by the attributes of its resources and attractions 

which motivate tourists to visit that destination. 

 Affective: referring to feelings and emotions raised by tourist destinations. This emotional component is also 

strongly affected by the motivations of tourists 

It is also important to note that the cognitive component of the image has a considerable impact on the affective 

component. Therefore, the overall image of the destination is a combination of cognitive and affective components, 

whereas the actual experience of having been on vacation at a tourist destination has an important effect on the 

destination image from a cognitive and emotional point of view (Beerli & Martin, 2004; Lopez, 2011). 
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Figure 1.3: Factors influencing the function of the image of tourist destinations 

Source: Lopez (2011) Destination Image: Origins, Developments and Implications 

 

2. Development of   the Image of a tourist Destination: 

Tocquer and Zins (2004) proposed the grouping of images into four stages of development. 

 Vague and unrealistic image – stems from advertising, education and word-of-mouth dissemination. It is formed 

before the tourist travels. In this sense, people see a travel vacation as something healthy. 

 Distortion of the image – at this stage, the person decides to go on vacation, choosing the time spent on vacation, 

destination and type of tourism product. It is during this period that the image of vacation is changed, clarified 

and expanded. The image developed becomes clearer once the vacation plan has been finalized. 

 Improved image – in this stage, we have the vacation experience itself. When there is direct experience of the 

tourism product, the image is improved by cancelling out incorrect or distorted elements and strengthening 

elements that prove to be correct.  

 Resulting image – this stage refers to the recent memory of the vacation experience and can lead to nostalgia, 

regret or fantasy. Therefore, a set of images will be triggered that will affect future decisions about the same 

tourist product. 

3.  Effects of the brand image of a tourist destination: 

From the various definitions of the concept of the image of a tourist destination, the image represents the 

tourist’s tendency to choose or reject a given destination. As such, the image influences the attitude that tourists develop 

towards destinations, which ultimately influences the buying decision process (Lopez, 2011). 

Maya (1973) cited by Lopez (2011) examines images and regional travel behaviour and states that the image of 

a destination is a key factor when a tourist chooses the travel destination. They also indicate that the image that tourists 

develop after travelling to a specific destination is more important than corresponding to what the tourist destination 

commits itself to offering. Gunn (1972) in Lopez (2011) opines that it is unlikely that tourists will visit a specific tourist 

destination that they do not like. 

Lim and O’Cass (2001) report that a destination with a strong image is more easily differentiated from its 

competitors, and a tourist destination with stronger and more positive image is more likely to be considered and selected 

at the end of the decision-making process. 

A tourist destination with a strong and consolidated image in the market has a better guarantee prosperity and 

this factor is an important influence in the consumer behaviour of tourists (Fakeye & Crompton, 1991).      
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4. Consumer Behaviour and Choice of Destination: 

Consumer behaviour is a highly important issue for all marketing activities which have the purpose to promote 

and sell tourism products. According to Fratu (2011), tourism consumer behaviour is seen as the ensemble of its acts, 

attitudes and decisions regarding choosing, buying and consumer tourism products and services, and also its post 

consuming reactions. 

Tourist behaviour is understood as a consumer’s entire set of (specific psycho-physical predispositions) actions, 

activities and conduct, connected with making choices in given economic, social and demographic conditions, whereas 

the object of consumer behaviour is the individual who carries the status of a consumer (tourist), and who represents not 

only themselves, but also their households, the subject of this behaviour is the process of satisfying tourist needs which 

become revealed when the consumer starts using the functional values of tourist products in the given tourism region 

while on a trip. Consequently, the decision-making process referring to the tourist trip (i.e. the process of satisfying 

needs) consists of the following five stages: feeling the need to travel; searching for information, forming choice options 

for the possibilities of satisfying the needs and their assessment, the purchase of tourist products, and the feelings upon 

satisfying tourist needs (Niemczyk, 2014). 

The first three stages relate to the so-called pre-imaginary trip, while the fourth stage concerns the actual trip 

itself. During the actual trip, tourists behave according to their intellectual and emotional experiences. On completion 

of the trip, the tourist recalls what he or she has observed, heard and experienced, which represents the so called “re-

call” stage of the trip. 

The tourist makes an overall assessment and evaluation of the total investment, with respect to their permanent 

place of residence. This estimation is made based on the comparison of the benefits derived from the trip (pleasure, 

satisfaction) with the actual financial costs. In this way, a tourist measures the overall value of the trip purchased. This 

assessment is conducted before, as well as during the trip. It is also carried on after consumption takes place, when the 

individual enters the re-called trip stage. The re-called trip stage is a comparison made between the expected trip and 

the real trip. This is based, comparatively, on tourist’s expectations when choosing a given destination (Hughes, 1991; 

Niemczyk, 2014). As a result of the comparison two reactions can be identified, revolving around satisfaction or 

dissatisfaction related to the conducted trip, both of which determine the future behaviour of the consumers (Niemczyk, 

2014). 

A satisfied and content tourist is an individual who has the opportunity to be able to satisfy his or her individual 

wants. Such a situation occurs when the expectations of a tourist towards the trip are at least equal to what they encounter 

during the real trip at the place of reception (Kiezel, 2008; Mazurek-Lopacinska, 2005; Niemczyk, 2014). Therefore, 

satisfaction is the feeling which results from the trip, and the state which is actually formed during the trip (Niemczyk, 

2014). 

The degree of satisfaction exhibited in tourist behaviour usually occurs in the form of their loyalty to a given 

destination. Consumer’s loyal behaviour towards a tourist destination is usually analysed in two categories: 

recommendation and return (Baker & Crampton, 2000; O’Leary & Deegan, 2005; Niemczyk, 2014). The loyalty of a 

tourist towards a destination might be interpreted as the degree to which a tourist consistently retains a positive attitude 

towards a place and maintains that interest despite alternative incentives supporting the choice of other destinations. 

Loyalty is a measure of the highest involvement and fidelity of the consumer. Loyal customers use the services of a 

tourist destination more often, spend more money than they would in their regular place of residence in the equivalent 

time, recommend tested tourist products more often by word of mouth, are less likely to accept a competitor’s offer, and 

are faithful to their service providers. A tourist expresses their acceptance for the chosen area of stay or reception, as 

well as for the tourist service providers of that area. Creators of destinations strive to retain the largest number of satisfied 

loyal customers (Niemczyk, 2014). 

 

5. Determinant factors in Tourist Behaviour: 

Determinants can be divided into two main categories: those which are personal to the tourist and those which 

are external to the tourist (Swarbrooke & Horner, 2003). 

Personal determinants of tourist behaviour are: circumstances; health, disposable income, leisure time, family 

commitments, work commitments; knowledge of destinations, the availability of different tourism products, price 

differences between competitor organisations, political views, preferences for particular countries and cultures, their 

attitudes to standards of behaviour as a tourist; experience of; types of holidays, different destinations, taking a trip with 

particular individuals or groups ( Swarbrooke & Horner, 2007).  

Vinerean (2013), divided the motivators into cultural (sightseeing, experience new culture), physical (relaxation, 

suntan, health), emotional (nostalgia, romance, adventure, fantasy), personal (visiting friends and relatives, make new 

friends, need to satisfy others), personal development (increasing knowledge, learning new skills), status (exclusivity, 

obtaining a great deal). These determinants will differ among tourists and depending on the time. Different individuals 

will perceive certain determinants to be more important than others, based on their attitudes, personalities, principles, 

fears and past experiences. 
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Moreover, external determinants of tourist behaviour are represented by: political factors – government legislation and 

policy, immigration restrictions and visa requirements, civil disorder and terrorism, the nature of the political system, 

taxation policy, tourist taxes; the media – travel media( promotion through mass-media and guide books) and non-travel 

media( news programmes and wildlife programmes on television; tourism organisation marketing – foreign destinations’ 

advertising campaigns, tour operator’s brochures, travel agent’s special promotions (Swarbrooke & Horner, 2007). 

 

6. Tourism and Foreign Exchange Generation 

Tourism has grown to become one of the most significant export sectors in many developed and developing 

countries of the world. It is widely acknowledged as an agent of economic development as it not only increases foreign 

exchange income, but also creates employment opportunities, stimulates the growth of the tourism industry and by virtue 

of this, triggers overall economic growth (Samimi et al, 2013). Tourism (domestic, inbound or outbound) is considered 

as an important variable that promotes economic growth through fiscal earnings and revenue generation to any country 

(Eziocha, Ohaka & Dagogo, 2015). It is equally a principal export for 83 percent of developing countries and the most 

significant source of foreign exchange after petroleum (Robert, 2010; Eziocha et al. 2015). 

International tourism receipts are expenditure by international inbound visitors, including payments to national 

carriers for international transport. These receipts include any other prepayment made for goods and services received 

in the destination country. They also may include receipts from same-day visitors, except when these are important 

enough to justify separate classification (World Bank, 2015).  

An ever-increasing number of destinations worldwide have opened up to, and invested in tourism, turning it 

into a key driver of socio-economic progress especially in the area of export revenues. Over the past six decades, tourism 

has experienced continued expansion and diversification to become one of the largest and fastest-growing economic 

sectors in the world. Many new destinations have emerged in addition to the traditional favourites of Europe and North 

America. It has boasted virtually uninterrupted growth overtime, despite occasional shocks, demonstrating the sector’s 

strength and resilience. International tourist arrivals have increased from 25 million globally in 1950 to 278 million in 

1980, 674 million in 2000, and 1, 126 million in 2015. In the same vein, international tourism receipts earned by 

destinations worldwide have surged from US$2 billion in 1950 to US$104 billion in 1980, US$495 billion in 2000, and 

US$1, 260 billion in 2015 (UNWTO, 2016). 

Tourism as a major category of international trade in services, have also generated US$211 billion in exports 

through international passenger transport services rendered to non-residents in 2015, bringing the total value of tourism 

exports up to US$1.5 trillion, or US$4 billion a day on average. International tourism now represents 7% of the world’s 

exports in goods and services, up from 6% in 2014, as tourism has grown faster than world trade over the past four 

years. As a worldwide export category, tourism ranks third after fuels and chemicals and ahead of food and automotive 

products. In many developing countries, tourism ranks the first export sector (UNWTO, 2016). 

Visitors’ exports are key components of the direct contribution of Travel and Tourism. In 2013, Nigeria generated 

NGN107.1bn in visitor exports and this is expected to fall by 0.9% in 2014 and the country is expected to attract 900,000 

international tourist arrivals (WTTC, 2014). In WTTC report of 2015, Nigeria generated NGN108.8bn in visitor exports 

in 2014 and it is expected to grow by 7.1% and the country is expected to attract 919, 000 international tourist arrivals. 

By 2025, international tourist arrivals are forecast to total 1,621,000; generating expenditure of NGN170.7bn, an 

increase of 3.9% pa (WTTC, 2015). 

 

7. METHODOLOGY: 

The study adopted survey research design. The secondary source was used to gather relevant data and 

information used in this study. The secondary data were collected from the databases of World Economic Forum (WEF) 

and the World Bank for effectiveness of marketing and branding index for Nigeria and International Tourist Arrivals 

and receipts from 2007 – 2016. The effectiveness of marketing and branding to attract tourist index was measured using 

a 7-point scale from 1 – 7: 1 = Poor; 7 = Excellent. Correlations analysis was used to ascertain the strength of the 

relationship between the effectiveness of marketing and branding to attract tourists and international tourist arrivals and 

tourism receipts. 

 

8. DATA PRESENTATION, ANALYSIS AND DISCUSSION OF FINDINGS: 

Table 1.1: Effectiveness of marketing and branding to attract Tourists, International Tourist Arrivals and   

 International Tourism Receipts to Nigeria. 

Year Effectiveness of Marketing 

and Branding Index (1 - 7) 

International Tourist Arrivals 

(M) 

International Tourism 

Receipts 

2007 3.1 1,212,000 337,000,000 

2008 3.1 1,313,000 959,000,000 

2009 3.3 1,141,000 791,000,000 

2010 3.3 1,555,000 736,000,000 
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2011 4.0 715,000 688,000,000 

2012 4.0 486,000 639,000,000 

2013 4.3 600,000 616,000,000 

2014 4.3 854,000 601,000,000 

2015 3.3 1,255,000 470,000,000 

2016 3.3 1,889,000 1,085,000,000 

Sources: WEF (2017) and World Bank (2017). Effectiveness of marketing and branding to attract Tourists, International 

Tourist Arrivals and International Tourism Receipts to Nigeria. 

 

Table 1 shows the effectiveness of marketing and branding to attract tourists index for Nigeria, international 

tourist arrivals and international tourism receipts from 2007 – 2016. Nigeria recorded above average for the effectiveness 

of marketing and branding to attract tourists index from 2011 – 2014, but slipped from 2015 to 3.3 and according to the 

latest index, it slipped further to lowest value of 2.5 in 2017. The effectiveness of marketing and branding to attract 

tourist index over the period shows that efforts are needed to improve on the index report. It is believed that if the 

marketing and branding efforts are improved upon, would lead to improvement in tourist arrivals and receipts 

respectively. 

 

Table 1.2: Correlations result on effectiveness of marketing and branding to attract tourists, international 

tourist arrivals and international tourism receipts. 

 Effectiveness of 

Marketing and 

Branding to Attract 

Tourists 

International 

Tourism Receipts 

International 

Tourist Arrivals 

Effectiveness Of 

Marketing And Branding 

To Attract Tourists 

Pearson Correlation 1 -.093 -.767** 

Sig. (2-tailed)  .799 .010 

N 10 10 10 

International Tourism 

Receipts  

Pearson Correlation -.093 1 .268 

Sig. (2-tailed) .799  .454 

N 10 10 10 

International Tourist 

Arrivals 

Pearson Correlation -.767** .268 1 

Sig. (2-tailed) .010 .454  

N 10 10 10 

**. Correlation is significant at the 0.01 level (2-tailed). 

Source: SPSS version 20. 

 

Table 1.2 shows the correlations results on the relationship between the effectiveness of marketing and branding 

to attract tourists and international tourist arrivals as a measure of choice and international tourism receipts as revenue 

generated from international tourists.  

In testing the relationship between the effectiveness of marketing and branding to attract tourists and 

international tourist arrivals in Nigeria, it shows that the relationship is not significant (r = -767, p-value .010 > 0.01). 

In the same vein, the result shows that the relationship between the effectiveness of marketing and branding to attract 

tourists is not significant (r = -093, p-value .799 > 0.01).  

The above results confirmed the World Tourism Organization report on Nigeria in 2006 on the inadequacy and 

ineffectiveness of the marketing approach towards tourism development in the country. It equally shows that if the 

marketing and branding programmes are adequate and effective to attract enough tourists to the country, there would be 

spending by the tourists, thereby increasing the tourism receipts to Nigeria. 

 

9. SUMMARY OF FINDINGS:  

The results based on the descriptive statistics, inferential statistics and the literature survey revealed the following: 

 The rating of the effectiveness of marketing and branding to attract tourists by the World Economic Forum in 

2016 was 3.3 which is below average. The correlation results equally indicates that the relationship between the 

effectiveness of marketing and branding to attract tourists and tourist choice is not significant. This shows that 

efforts are not made to improve on the marketing and branding programmes to attract more tourists to the 

country. 
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 The relationship between effectiveness of marketing and branding to attract tourists and tourism receipts was 

not significant.  The inability of the marketing and branding programmes to attract enough tourists affected the 

revenue generated over the years from international tourism. 

 

 The literature shows that marketing and branding play a significant role in tourism development of countries 

that prioritize tourism in their economic development plan. Marketing identifies the needs of the tourists, and 

finds ways of satisfying and delighting them, by offering experience of a lifetime and beating the offerings of 

the competing destinations. 

 

10. CONCLUSION:  

 Nigeria’s tourism potentials are enormous but lack of interest, concentration on crude oil export and marketing 

myopia are affecting tourism development in Nigeria. The ranking and index of the effectiveness of marketing and 

branding to attract tourists show that they are still inadequate and ineffective. The literature reviewed shows that 

marketing and branding are the major factors that affect the decisions of the tourists in selecting a destination to visit. 

That you have the best cultural festivals, beaches, food, waterfalls, etc., without letting the world know about it makes 

them unknown to the international tourists and less competitive with other destinations. 

Therefore, for the effectiveness of marketing and branding to attract tourist index and ranking to improve toward tourism 

development in Nigeria, the following are recommended: 

 There is need for a policy formulation on marketing and branding of travel and tourism industry development 

at the national and to be followed at the regional levels.  

 The marketing professionals should be integrated into destination marketing organisations to enable the 

organisation articulate adequate marketing programmes and branding strategies for the tourism sector. 

 The success factors of the successful destinations in Africa and other continents should be emulated and improve 

upon, especially the marketing and branding strategies. 

 Government at all levels should do more in diversifying the economy of Nigeria as the price of crude oil is 

fluctuating and should not be dependent on for infrastructural development, employment creation and revenue 

generation. 
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