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ABSTRACT 

The primary objectives of the study report d here were to= 

determine the extent to which marketing mix vari bl s re used in 

marketing domestic tourism; examine the influence of var1ous factors 

on the marketing of domestic tour·sm; and determine t e demographic 

and socio-economic characteristics of domestic to rists. 

To satisfy these objectives a descriptive research was 

5londucted. The relevant data were collected f o samples drawn from 

the Ministry of Tourism and Wildlife , the privale sector, and 

domestic tourists . The data were collected using bot structured and 

unstructured questionnaires . Once collected , the d ta were analysed 

by means of summary statistics like percentages, proportions and 

cross tabulations . The Kruskal Wallis H-test and Likert profile were 

also used to test for any differences between various sub-sa ples. 

The findings from these analyses led to several conclusions. 

First, the d~mestic tourism market in Kenya is still very you.g . 

The industry does not appe r to aLtach a lot o impor ance o this 

market . This is because a clear framework for a marketing •• for 

Kenya ' s domestic tourism does not exist. Some 

however being given to the various areas of 

product , price , place, promotion, personnel , 

process management and other related issues 

consideration was 

marketing d cis "o s ; 

physical facilit i es, 

like segmenta tion, 

marketing research, and joint marketing efforts on do estic tourism. 

Second , there are divergent aims between the firms in the 

industry and the ministry. The private ector in the L usr.ry is 

profit motivated while the ministry has both social and economic 
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benefits that accrue to the country as their major objectives. 

Third , the marketing efforts of both the firms and the ministry 

were poorly coordinated . There was also no mean i ng u co-operation 

between the firms and the ministry and amongst the firms themse lves. 

Some cooperation w~s found among the budget hotels but it was not 

• enough . The lack of cooperation led to duplicat ·on of r esources 

especially among h m jor hote l cha i s and trav Jl fi n ns . 

Fourth , marketing domestic tourism was found to b irn at.ure w· th 

the major hotel chains and travel firms associating it w·th t he low 

international tourism season. 

Fifth, the firms were found to be product orie nted i n providing 

products to customers . 

The major problems facing domestic tourism were found to inc lude 

low levels of income among the local people , lack o f aware n ss , r · gh 

prices of tourist products, lack of promotion, 

instability and lack of information on the loca l 

ge ne r a l e co omic 

market. I t was 

suggested that prices should be reduced not only fo r acco odation 

and transport but also for peripheral items like f ood. The other 

problems also need to be adressed if domestic tourism is expected to 

mature . 

The study was limited by the shortage of r e sources . The 

non-cooperation of some firms and the period within which th 

conducted were also a problem . 
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1.1 Background 

CHAPTER ONE 

INTRODUCTION 

While to uris can be traced back to th 

modern form of tourism as the science 1 rt 

attracting and transporting visitors 1 accom no 

o t a Empire , 

d business 

t · ng them 

the 

of 

and 

graciously catering for their needs and want starte in Britain 

in the Sixteenth Century (Mcintosh and Gledner, 1986) . But 

tourism, in the form known today and which 1 ..ts giv n ri · to 

products marketed to the customer (tourist), is fairly recent in 

origin . The word 'tour ism ' appeared in the diet. ion ry for the 

first time in 1811 . In 1838 the great French writer, Stendhal , 

wrote .. memoirs of a tourist'. Seven years later , 'l'homa Cook 

opened the world's first travel agency , and in 1863, Murray, the 

British publisher, issued the first moder tourist guide 

(EXECUTIVE, Dec, 1980: 3). 

In Kenya , tourism is even more recent . The East African 

Publicity Association (EAPA) was formed in 1958 . Thi · w s the 

first step at the formal development of touriHm as a ·ndustry in 

East Africa . After World ar II, E .A.?.A was reorganized and 

changed its name to East African Tourist. '!'ravel As soc ia tion 

(EATTA) . E . A . T . T.A had more offices in the world han E . A.P .. The 

activities of E.A.T.T.A were taken over by the Kenya Tourist 

Development Corporation (KTDC) in 1965 . The K. T.D . C in conjunction 

with the Ministry of To rism and Wildlife (HTW) a nd other 

1 



organizations is in •olve n the official market·ng of ourism 

both locally and internationally. 

1 . 2 Definitions 

The tourist industry is like any ot er in tha its products 

and markets are closely interrelated. I t e marketi g jargon , the 

product-market concept also applies here (Foster, 1989 : 79) . 

According to Mitchell (1968 : 1) , iL is impossible to def1ne a 

'tourist' or 'tourism' in a f shion ~hich \Jill be u ivcr~ally 

acceptable . Most definitions include the notion tlt t Lourists re 

non-residents of a country or of a region . They tl ~n t~Jd to 

diverge on the basis of what motivations should identify the 

tourist . 

The League of Nations definition as cited by Lickerish an 

Kershaw (1958 : 283- ) takes a tour1st to me n: 

"any person traveling for a period of twenty- our ours or 
more in a country other than that in which he res id "'S . '' 

This definitio seems to ignore domestic to r~st· . ;\CCO. liug 

to kari (1985 : 1) : 

"Tourism denotes the temporary movement of pcopl·· tc> 
destinations outside the pl ces !ere they no ~lly liv~ 
and work and their activities uring their stay at thes~ 
destinations . " 

Persons ~ho have given rise to the tourism i dLstry ar~ k .own 

as -cour · sts. These pcop e c.;o s ne ., t a I e kr.c .. n a c t ... 1 !'.is t 

products . Th~ P.roducts required by different types of c.ustoncrs or 

markets vary according to the latter's reason of traveling. Th s, 

the tourism products that should be offered will depend on the 

choice of markets or types of customers the hotelier, tour o rator 



and travel agent wish to serve . However, t e tou ·i t prod ct. is an 

amalgam of resort, accommodation and other support services . It is 

a heterogeneous item . The components used will th t selves depend 

on the needs and wants of the tourists. When these needs change it 

may be necessary to 

package (Burkart and 

to the tourists in 

alter one or more of the co pone ts of any 

Medlik, 1974 :41-43) . This product is marketed 

the tourist market which include the tourist 

who buys the composite tourist product, the seller and tourist 

product . The customers may be actual or potential. 

This project deals with the marketing of domestic tourism in 

Kenya. Domestic tourism is defined here as the touris activity of 

residents of a country that does not cross n Lio al boundaries 

(Burkart and Medlik, 1981:82). A domestic tourist is taken to 

mean a person who travels from his place of residence n goes to 

another destination within Kenya and spends I is or her time in 

enjoying the activities which bring him to the destinatio while 

paying. ' 

1.3 Importance of Tourism: 

Tourism is a very important activity wi tl alo t o socio-

economic significance. It brings together a number of int.erest.ed 

parties including resort owners, transportatio people, ot liers, 

and government agencies. 

Among the major reasons advanced for the pro1notion of tourism 

are that (i) tourism creates or generates employment , (ii) it 

generates the much needed foreign exchange in tbe case of 

international tourism or conserve foreign exchange in the case of 

3 



domestic tourism, (iii) some locally owned factors of product · on 

employed in tourism would have minimal productivity in the absence 

of the industry, ( iv) tourism makes factors drawn from the 

traditional to modern sector o an economy e rn high r i com s, 

(v) tourism attracts foreign investors in a country who br1ng with 

them both capital and technical knowhow (Mite dll, 1968:7), (vi) 

tourism also leads to economic growth and development through the 

multiplier effect, (vii) there is the social be efits as a result 

of 'widening' the people's interests in world affairs and the 

bringing of people together. 

Since 1987 tourism has become Kenya's largest single foreign 

exchange earner and the major and increasing source of 

employment. From 1989 foreign exchange earnings rom tourism have 

remained almost equal to the combined foreig xch - nge .arnings 

from coffee and tea which have been the traditional major foreign 

exchange earners . This has implications of expa ding aLional 

income , creation of job opportunities and boostiz g government 

revenue. In addition , it has the effect of reducing the balance of 

payments problem . 

Tourism is a key provider of employmen opportunities . It 

currently employs an estimated 8% of the wage earnl g population. 

As a labour intensive sector, any expansion i the s c or is 

expected to generate more jobs than a similar growth in ::>ol(e of 

the other sectors. Moreover, improvements in tourism 

infrastructure do benefit other economic activities . 

A survey conducted in 1987 revealed that direc1: employment in 

4 



the sector was estimated to have been 111,000 p ople of whom 60% 

were in the accommodation establishment (ILO, 1987). This was one 

quarter of all private sector employment outsid agriculture and 

forestry, and compared very well with the total for the 

manufacturing sector in 1988 of some 170,000 peopla . 

Direct employment in the tourism sector creates further 

indirect employment through backward and forward linkages by 

providing a market for processed and unproces -=:d gricultural 

products, curios and souvenirs, construction, transport and 

financial services , all of which (with t e exception of 

construction and transportation) are very labour intensive 

activities . It is estimated that for every person directly 

employed in tourism there is at least another person indirectly 

employed through such linkages . 

An important aspect of Kenya's tourism compared with many 

tourist destinations is its low import content esti ated at 20% 

which means that about 80% of these earnings are er ived fro 

local resources and retained in the country (Planning Division, 

Ministry of Tourism and W'ldl"fe 1992:1-4) . 

Receipts from tourism grew from 94 Kenya-million pounds in 

1964 to 432 Kenya-million pounds in 1989, 533 Kenya- illion ounds 

in 1990 and 596 Kenya-million pounds in 1991 at current prices. 

This growth was equivalent to 8% of total export earnings in 1964 

and grew to 12% in 1980 and to 21% in 1990 (Centra l Bureau of 

Statistics, 1991, and Economic Survey,1991). 
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1.4 Problems Associated With Touris 

It is unfortunate that most of the literature on the tourism 

industry seems to only enumerate the benefits wh ic a country and 

her people can derive from tourism. The available literature does 

not say much about the problems which arise out of tourism . 

According to Nkari ( 1985 : 46) 1 only a small group of religious 

leaders, scholars and poli icians has tri d Lo ~ siLiz K nyans 

on the negative aspects of tourism. However 1 these people have 

found themselves on a lonely path since their criticisms have had 

very little impact on the management of the whole industry . 

Tourism continues to occupy center stage of many development plans 

in many developing countries but only rarely have criticisms 

leveled against tourism had any impact on policy rn kers. One such 

case is where the former Tanzanian's President, Julius Ny rere, is 

quoted to have said that tourism is a necessary evil and that 

tourists must be isolated from the population (Bryden , 1973:1). 

The problems caused by tourism falls under both economic and 

social categories. The latter category has attracted the most 

attent.i.o . Bryden c r s ues t: t c rit · c.., poinr. 1 I •• !J • c: s .:i. • l 

evils that the development of tourism can cause. These include 

among others the erosion of a people's cul tur , that is , the 

distortion of indigenous cultural values, the conversion of small 

scale farmers into wage labourers due to the high land prices 

which is created by tourism and the associated alienation of land , 

perpetuation of racial and economic inequalities and erosion of a 
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people's dignity. The author continue to arg e t at the gro th of 

resentment and its effect on consumption patterns of the ourist 

product is due to relative deprivation and tl e influence of 

reference groups. 

Raymond {1970:4) blames the inflation of 1 n prices and the 

additional large scale alienation of land on our~s activities 

such as the construction of hotels, lodges, villages, and also the 

land reserved for game parks and reserves, beac es, and other 

scenic attractions. 

Investors in the tourism industry have pushed small land holders 

further away from their land. In a good number of cases , high land 

prices have tempted the small scale farmers to ~~11 their pieces 

of land at a 'good price' (Nkari, 1985 : 47). 

Other scholars and religious leaders h · ve looked at the 

'corrosive' effect on the culture and value sys e m of the 

indigenous population by tourism . People like t•lai a wa Kinyatti 

(1980) and Bishop Ban It Chiu (1970) feel that tourism is o blame 

for the erosion of a people's cultural va lues . Musila (1985) 

claims that when the number of tourists goes up , it becomes 

increasingly impossible for the local people to con inue being 

hospitable . They start charging for their 'goodness' which ~rodes 

the traditional virtues of b e ing good to visitors. OLher wcmbers 

of the society get into begging activities . A good example ~s the 

beach boys. 

The domination by foreigners of the tourist industry has also 

been blamed. Kinyatti (1980) argues that this contributes to the 

7 



foreign domination of our economy. 

The degradation of the people whereby they · re reduced to 

second class .cit.zens in their own county las also been 

criticised . Many resident tourists complain of unequal treatment 

in some hotels, lodges and restaur nts whic are set aside for 

foreign tourists . Some of the hotels do not even admit blacks . 

Tourism has also been blamed for the pollution of a people's 

culture whereby locals have ape the for ign rs' eh viours 

resulting in the distortion of a country's way o life. 

The spread of social diseases such as AIDS can also be blamed 

on tourism . After looking at the effect of tourism on a number of 

important socio-economic factors that Maina-Wa-Kinyatt l (1980) 

concluded that : 

" these and numerous others are the manifestations of 
imperialist invasion of our people's culture in the name of 
tourism . In essence , it is fair to say that this 
imperialist- cultural invasion has resulted in the 
development of the use of drugs, heavy drinking, 
prostitution, homo-sexuality and he spread of venereal 
diseases, such as gonorrhea, syphilis, among the Kenyan 
youth . " 

Bryden points out that the implication of t ese criticisms 

is that whatever the economic benefits of tourism, these largely 

unquantif ied costs and problems should not be pu:.h d aside but 

should be considered very seriously when designing the development 

plans on tourism . 
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1.5 Tourism Marketing in Kenya 

The marketing of tourist services and attract ions can be done 

at both the national and individual firm's level . The national 

level deals with the overall marketing of a cou try ' s or region's 

attractions in .totality by national organizations . . together with 

the individual firms in the industry. At the micro- level, 

individual firms market their own attractions. Th marketing 

activities can be directed at the domestic and/or international 

markets . The Ministry of Tourism and Wildlife (M.T.W) in 

conjunction with the Kenya Tourist Developm nt Corporation 

(K.T.D.C) has set up several overseas tourist offices in major 

tourist generating markets like New York, Los Angeles, London and 

Frankfurt. It is also represented by Kenya Air ays in other 

markets like Japan (Tokyo) and Hong Kong. Back home the Ministry 

works with such organizations as the Kenya Association of Tour 

Operators , Kenya Association of Travel Agents, Momb sa and Coast 

Tourist Association, and the Hotel Keepers and Caterers 

Association (Musila, 1985:12) . 

, From the early 1980's, the government has taken on a policy 

to promote domestic tourism along side internatio al touri m. T is 

is in recognition of the fact that the local peop le plus 

expatriates must also be able to enjoy the tourist products i the 

country like foreigners. It is also recognised that a well 

developed domestic tourism would be more reliable in sustaining 

the indus try i the long run since international tourism is 
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subject to fluctuations due to circumstances beyond the control of 

the country . The M. T . W together with the private s ctor set up the 

Domestic Tourism Council in 1984 to promote domestic tourism 

(TourismMarketReport , 1987/88:20). In 1986, the the minister of 

Tourism and Wildlife, set a target of 1 , 000,000 tourists by 1988 . 

Domestic tourists were forecasted at 400,000 from 225,000 in 1985 

while 600 , 000 were foreigners (Mwaniki,1986). But. despite the 

efforts made by the Council , a preliminary survey, by the M.T .W 

planning section (1992) shows that domestic tourism is indeed on 

the decline. According to many hoteliers, this decline is as a 

result of a number of factors that include the pricing of goods 

and services within the tourist industry, lack of appropriate 

domesti c tourist promotion, no clear cut go ernment policy on 

domestic tourism , lack of appropriate knowledge on the part of the 

locals about tourism in general and lack of information on the 

maj o r characteristics of domestic tourists . Other researchers like 

Kerre ( 1985 : 14) identified several factors as prerequisites for 

the success of to-..Irism marketing in Kenya . These are 

transportation, accommodation, travel cost , political stability 

and safety . 

1 . 6 Sta t ement of t he Problem : 

While there is a general consensus that the fragile nature of 

international tourism can be dealt with effectively by promoting 

domes tic tourism , it has been noted that the latter is on the 

decline ( M. T .W, 1992) . Thus the questions that were answered by 

10 



this study were: ( i) What are the major determinants of the 

success of domestic tourism? (ii) What are the demographic and 

socioeconomic characteristics of domestic tourists? 

1.7 Objectives of the Study: 

The objectives of the study were: 

(i) to determine the extent to which marketing ix variables are 

used in domestic tourism. 

(ii) to determine the influence of various factors on do estic 

tourism, and 

( ii) to identify the demographic and socio conom · c 

characteristics of domestic tourists. 

The objectives were satisfied by analysing data collected 

from samples drawn from the M.T.W, the Private sec or, and actual 

tourists. 

1.8 Importance of the Study 

It is ironical that despite the need to promote domestic 

tourism, very little research has been done to determine the 

extent to which the various marketing mix variables have been 

applied; to determine the influence of various factors on do estic 

tourism and to identify pertinent characteristics of domestic 

tourists. The current Study is , therefore, justified by the need 

to provide the tourist industry and other in+erested parties with 

some material which is relevant to the marketing of 

tourism . 

11 
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The findings of this study will be particularly use ul to 

both the Ministry of Tourism and Wildlife and the private sector , 

because they are expec ed to have several impor n implications 

for the marketing of domestic tourism. 

Secondly, this study is expected to stimulate furthe r 

academic research in the area of marketing domestic tourism in 

particular and other aspects of the tourism industry in general . 

1.9 Organization of Subsequent Materials 

The research project reported here is organized into five 

chapters. The material presented so far is the introduction 

chapter. This is followed by the relevant literature review in 

Chapter Two. Chapter Three contains the researc design and data 

collection method. Data analyses and findings are presented in 

Chapter Four. The last Chapter includes summary and conclusions , 

managerial implications, limitations of the study and directions 

for future research. 
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Introduction 

CHAPTER TWO 

LITERATURE REVIEW 

In this chapter a review of the literature on he history of 

tourism in general is first presented. This is then followed by 

the review of the literature on specific issues of tourism 

marketing in Kenya. 

tourism. 

Special emphasis is giv n to domestic 

2.1. Historical Evolution of Tourism 

The history of tourism began when peopl ~topp d travelling 

out of necessity for mankind's survival but purely for leisure . 

For centuries, travellers visited places hat attracted them 

in many ways. Of the many attractions to these travellers were 

the 'seven ancient wonders' of the world as described by Philon of 

Byzautium in 146 B.c. in the book by Lehman. As these \Wnders 

became known they attracted scholars, artists, aristocra s, and 

others to visit them. Many wonders have been added to the 

original seven and travellers are still visit ing them. 

2.1.1 The Role of the Roman Empire in the Evolution of Tourism 

The starting point of present day tourism can be traced back 

to the Roman Empire, but the modern form of tourism as "the 

science, art, and business of attracting and transporting 

visitors, accommodating them and graciously catering for their 
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needs and wants" started in England (Mcintosh and Geldner 

1984:xi). It has been argued that infrastructure at the peak of 

the Roman Empire was more efficient than that of the eighteenth 

century England and that travelling was more extensive in the 

Empire th n it was in Europe up to t ninet\.! nth ce Lury. 'l'he 

prosperity ' of the Empire brought with it leisure and quest for 

pleasure and recreation which were indispensable to the 

development o£ tourism. T Rom n visit L m les, shr in s , 

festivals and baths for health or amusement in larg numbers. 

The collapse of the Empire brought down with it any 

incentives to travel for pleasure. But the foundations of the 

modern day tourism hand be n laid . 

A£ter the collapse of the Roman Empire (after the 5th century 

AD) tourism was reduced to pilgrimages and travels. These include 

travels by St Paul, Alexander the Great, spectators to Greece from 

776 B.C for the olympics, Marco Polo (1254 - 1324), Price Henry 

the Navigator (1394 - 1440) , Christoper Columbus, James Cool 

(1728 1779), Vasco Da Gama and Magellan (Every man's 

Encyclopaendia). 

Their travels, however, had very little in con~on with the 

leisure travels of the Romans. Therefore, tourism in the form 

known today declined with the collapse of the Roman Empire . 

FACULTY OF COMMERCf 
r. 011 lr 

I'- • " 2.1.2 Britain's role in the Evolution of Tourism 

The revival of the modern form of tourism can be traced back 

to Britain of the Sixteenth Century. The nation was characterised 
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by young men who travelled abroad in search or intell ctual 

improvements and adventure. The sick moved to other regions in 

search of remedy to their aliments . One such erne y was a Spa . 

Spas became places of great resort by poor and diseased 

people in Britain . With time, the residents of the Spa areas made 

provisions for the care and amusements of the p tients. In late 

seventeenth century both the sick and pleasure seekers mingled 

freely in the Spas . This made the Spas very popular . After the 

"Spa era" came the development of the stage coach and provision of 

better accommodation along the main travel routes. This led to 

further development of tourism . 

The dawn of the eighteenth century saw both the Spa holiday 

and other grand tours became accepted ways of life among certain 

sections of the monied aristocrats in Britain (Chamber • s 

Encyclopaedia) . The "Spa Craze" was followed by cold bathing as 

an attraction to pull people away from their homes. A 

dissertation on the use of s a water by Dr. Richard Russel (1952 

A.D) turned the attention of the sick from the in-land Spas to 

seaside holidays . This created several centres of recreation and 

entertainment thereby eroding the popularity of inland Spas 

(Burkart and Medlik 1975:6) During the late eighte nth century 

the industrial revolution transformed the economic, industrial and 

transportation sectors of England. Means of transportation became 

more efficient. These developments created a large and prosperous 

middle class with new wants . The community that emerged had much 

time and incentive to travel . The search for education and 
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pursuits for experience resurfaced 

New health res orts cropped up in 

as the real motive for travel . 

high positions as ell as in 

valleys to cater for both the sick and pleasure seekers (Burkart 

and Medlick , 1975) . Despite the growth of tourism over the 

centuries 1 traffic to the seaside or inland resorts was still 

relatively small by modern standards . But the stage for mass 

tourism had been set. 

In nineteenth century 1 tourism acquired its p e~ L orm . 

The industrial revolution resulted in an economic revolution for 

both state~ and individuals . Means of transportation were 

revolutionalised from the stage coach to the railways, then 

followed the vehicles and finally the aeropl nes. Pleasure 

journeys were made more than ever before. Various businesses 

emerged to cater for the travellers . These businesses ranged from 

accommodation to travel and services like food and ntertainment . 

One of the first people to start tourism business was Thomas Cook 

(Burkart and Medlik 1 1975: 10) . On June 9 1 1841 Cook conceived 

the idea of hiring a train to transport a group of people from 

London to Loughbor ough. Five hundred and seventy passengers were 

transported in this famous excursion . The present day travel 

agency and tour Operation trace their history to Cook's idea. 

Cook advanced the idea and by 1865 he had arranged overseas trips 

to such countries as America and Switzerland using railways and 

steamships as the means of travel . In fact up to the beginning of 

the twentieth century , travel for leisure was exclusively by 

railway and steamship . 
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However, the dawn of the twentieth century witnessed a new 

mode of travel. By 1904 travel was being made in private cars and 

coaches . This brought about new opportunities in the tourism 

industry. New kinds of holidays were made possibl and holiday 

makers were offered more freedom and indepen ·nee. Th re was no 

longer a need · to fit an individual tourist in he programme of 

hundreds of other tourists . The private car travel system was 

among the last dev lopm nts in th volu ion of Lour i s m. The 

evolution of tourism was therefore almost complete by the 

beginning of the twentieth century. 

The Post - World War I saw an even more rapid development of 

tourism . Those returning from the War not only expected more in 

life but had helped to break down the international barriers, thus 

creating a climate appropriate for tourism to flourish; a climate 

full of ideas, optimism and peaceful internationalism. Tourists 

appeared in countries where tourism was practically unknown before 

the War. For the first time tourism became an important economic 

factor for many countries . The formation of the League of Nations 

helped to encourage tourism by recommending the simplification of 

frontier formalities, reduction or abolition of visa fees , 

issuance of international customs passes for tourist's cars and 

international driving licenses. In 1924, the international union 

of tourist's propaganda was formed. Other organisations at the 

national , regional, and international levels have been formed over 

the years . 

By the 1930's the image of tourism as a special luxury for a 
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small number of well-to-do people was erod d and tourism had 

become a generally accepted way of life. 

Musila (1985) sums up the evolution of tourism thus: 

"Modern tourism as we know it today is a relo.Lively recent 
phenomenon. It came into being with the development of the 

industrialized societies of Western Europ nd North Americ . 
The Industry . .... until after 1936 when paid holidays were 
first · advocated by the international labour organisation . 
This increase in real income, the extension of 
leisure time, better transport facilities and 
introduction of cheap charter flights and package tours 
. .. People•s insatiable desire to exorticism and novelty 
produced a new industry which has become a major economic 
activity . " 

While tourism took a long time to evolve into an economic 

sector of any consequence for any particular country, it took 

relatively shorter period from the time it gained moment m to the 

time it developed current status in world economics (Burkart and 

Medlik 1975 : 24) . 

In a little over a quarter of a century a complex industry 

with a greater turnover than many of the more important 

manufacturing industries , operated by a worldwide network of 

agencies , transport companies , hotel groups , and trade 

associations has been created. 

More recent developments in the industry have been the world 

-wide spread of the business which started out as a key player in 

the economies of Western Europe , North America and Australia but 

it has recently spread out to all conners of the vlorld. The 

developing countries have come to view tourism as a means of 

earning foreign exchange and stabilizing their economies. 
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2.2 TOURISM MARKETING 

MARKETING MIX VARIABLES 

2.2.1 Product Decisions 

Numerous definitions of tourism marketing exist but the 

definition by Krippendor (1991) is the most. idely used . It 

states that: 

Marketing in tourism is to be understood as systematic and 
coordinated execution of business policy by tourist 
undertakings whether private or state owned at local , 
regional, national or international level to achieve the 
optimal satisfaction of the needs of identifiable consume r 
groups, and in doing so to achieve an appropriate return . 

The basic principles of marketing remain unchanged when 

applied to tourism. The only difference in the arketing process 

between say tourism and any other economic sector will be found in 

the nature of the products to be marketed . That is, there will be 

a difference in the marketing of physical products as compared t o 

service marketing . The main reason being that service~ exhibit 

their own unique characteristics which are absen in physical 

products. These unique characteristics include inta~ib"lity , 

perishability, inseparability, non- transferability, heterog neity 

and larger fluctuations in demand (Buss and Herford, 1993). 

Where there is a clear distinction as to whether the final 

result of a firm is a product or a service the marketing process 

is relatively straight forward . The marketer will design 

techniques for handling a product or service . The unfortunate 

thing about tourism is that it is an " amalgam of various elements 

or components , some of which are tangibl and some re 
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intangible. . . (Wahab 197 5: 101) . " 

On one hand the ourist producL consists of ev nts such as 

congress exhibitions, sporting events and shows and also site 

attractions such as scenery, climate, and historical sites . On 

the other hand , tourist services consist of passenger transport 

accommodation , catering and entainment (Burkart and Medlik, 1975) . 

Therefore , the total offering of the tourist product is an almagam 

of attractions, transportation , accommodation and entertainment . 

Each of these components is supplied by various actors in the 

tourist industry . 

The marketing of tourism is complicated by a ultiplicity o f 

factors . First, the components to be amalgamated in order to make 

up a complete package for offering to customers are numerous . The 

suppliers of these components are also very different. Again, t h e 

product can be offered in a packaged form or the individual 

tourist can package it himself or herself through his mm efforts 

or with the assistance of the travel agents. As such, there are 

different ways of combining these components or consumption by 

the tourists . It is, therefore , difficult to decide on ~he right 

approach of developing a tourist product strategy. Do you offer 

the tourist product in form of a package or in form of different 

components? The individualistic nature of tourism complicates the 

marketing process even further . This has led Wahab (1975 : 197) to 

point out that; 

The indiv idualistic nature of tourists dictates a policy that 
is "market oriented" and not "product oriented" . . . . . This 
calls for careful study and detailed information collected 
about the actual and potential market . 
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It will be appreciated from the foregoi g hat any entity in 

the tourist industry wishing to have a viabl and successful 

business must offer the right product to a identified market 

segment (Foster 1989: 85) . For example, tour operators and travel 

agents must offer a comprehensive range of packages and travel 

facilities in order to survive. Mclntoch et al (1986: 376) argues 

that a product is much more than a combination of raw materials . 

It is actually a bundle of satisfactions and benefits 

consumer . This makes the marketing concept all 

for the 

the more 

important . In addition, the tourist product is a non - material 

intangible thing . Thus the potential customer cannot feel, taste, 

touch or sample a package tour in advance of any decision to buy 

it. Because of these characteristics, potential customers find it 

hard to determine whether a given package will really meet their 

needs . For this reason customers need cons iderable 

information and expert advice before making a travel 

(Foster 1989 :86) . 

amount of 

decision 

Tourist products mean different things to various members of 

the tourist industry. To the hotel it is guest-nights (the number 

of guests times the number of nights they spend at the hotel). 

Airlines look at the product in terms of "seats flown and 

passenger .miles" . To the museum, art gallery or national parks, 

the product is measured in terms of the number of visitors. But 

for the tourist the product is the complete experience resulting 

from the package tour or travel facility purchased. To Foster 

( 1989), the experience covers the entire amalgam of all the 
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components of the package including their 

expectations . 

attitudes and 

Thus in formulating tourist products many other hings must 

be considered besides accommodation and transport. These include 

attractions, support facilities, and services t the resort. The 

ease of access to it and the attitudes and behaviour patterns of 

target market~ or customers. The attractions cover both natural 

elements and man-mad on s. The f cilitie s include th in ra- and 

super-structure of the area (accommodation, local transport , 

roads, railways, airports and other public services). In 

measuring accessibility, it is important to look at not only the 

time taken to travel to he resort but also h mode of tr nsport 

available and the degree of comfort involved. 

In developing the tourist product from the various 

components that form the "raw material", attention need to be paid 

to the type of holiday the operator wishes to create, the target 

markets for which· it is intended and thus the needs, requirements , 

and expectations of the people comprising those markets (Foster , 

1989: 88). creating the right service or product is not easy 

because consumer needs are constantly changing and competition 

forces a product to go through a life cycle so that a product that 

is successful at one point declines and dies at a later time. Hot 

spring resorts are a good example of a tourist product in the 

decline stage . They were at their peak in the 1920's but they are 

no longer an "in" place to go to (Mcintosh and Goeldner 1986 : 

3 78) . 
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2.2.2 Pricing Decisions 

After design ing the tourist product that best satisfies the 

relevant segment, the marketer will the turn to pricing 

decisions. To actually determine the prices to c arge marketers 

will have to address the following issues: the price objectives , 

approaches to determining prices , pricing policies and price 

administration ( Kibera and Waruingi, 1988 : 135) . Burkart and 

Medl ik ( 19 71, : 19 9) argue that it becomes very important in 

pricing to divide the total market into segments according to 

various characteristics including price elasticity in order that 

the marketing efforts be cost effective. Demand for the tourist 

product is dependent on the prices charged. The higher the price 

the lower the demand and the shorter the duration of visit . 

Another 

product 

important factor to consider 

is the seasonal character 

when pricing the tourist 

of to rism . It is also 

important to consider the fact that tourism is s bject to factors 

in the international arena that are often beyond a given country's 

control. Also important is the fact that the tourist product is 

a large extent both intangible and very perishable. All these 

factors w.ill have to be considered when pricing the product. 
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2.2.3 Promotion 

Promotion refers to the marketing ac ivities used to 

communicate to a target market positive, persuasive information 

about an organisation, its products and its activities to directly 

or indirectly expedite exchanges (Skinner, 1990: 459). Promotion 

is used in touris arketing to cultivate and sustain demand. 

Activities under promotion include advertising, sal s promotion, 

personal selling and publicity. These promotional methods form 

the promotion mix. In tourism marketing advertising is the most 

widely used method of promotion. This is due to the mass and 

foreign nature of customers. It is however always supported by 

other promotional tools like personal selling because it is 

important after creating attention and interest to also get the 

tourist to desire the product and finally close he eal. It is 

impossible to reach every tourist individua ly. This makes 

personal selling not as important in promoting the 

product. 

tourist 

According to Kibera an Waruingi (1988:173), "advertising 

involves presenting the message to a mass audienc , using he mass 

media. It is "any paid form of non-personal presentation and 

promotion of ideas, goods and services by an identified sponsor ." 

Effective advertising is one which gains the attention of 

the prospective visitor, holds his attention so that the message 

can have a long lasting impression on the customers mind. 

The tourist product, being to a large extent intangible, 

requires special attention in designing the advertising message. 
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The promotion task of marketing and sales people is to make both 

the tourist service and its consumption 'real' to the customer. 

Certainly suppliers do not need to ere te any additional 

intangible images or id as for heir s rvic ·, .h •y alr udy h ve 

more than enough o:f these due to the intangible ature of the 

service. To make th tourist service r al o h us om r i is 

important for operators to provide tangible evidence to their 

literature nd advertising . For example , when p om Liug a holid y 

package , advertising and literature can show a beach in a tropical 

setting and a typical room in the hotel at which the customer will 

be staying . This evidence is still peripheral, sine j ctually 

says little about the services provided by the s aff of the hotel , 

the food and the ambience of the facility, which will make or 

break the holiday. However, the pro otional materiol on quality 

paper adds to the tangible cues the customer can use to choose 

between holiday destination and hotels (Buss, 1993). The main 

media for tourism promotion are print and television. These are 

supported by distribution of brochures. It is always advisable to 

incorporate all the advertising into other manifestations of the 

product and the organisational (Barkart and Medlik 1971 : 208) . 

Advertising in tourism is of two main types. These are the 

participational and individual advertising campaigns. The former 

involves regional, national and international advertising that is 

done by the official tourist organisation, regional associations , 

large resort complexes and corporate and voluntary chains. The 

latter is carried out by individual concerns and aims at achieving 
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immediate patronage of its services. 

In promotion, it is important to create t e right corporate 

image. For example, in chain operations the image becomes 

particularly important for there mus be a un1 ormi y of these 

elements from property to property which unmist kably idenlify the 

chain and which have appeal to its pa rons. An organisatlo with 

a blurred or an ill-defined image of its offerings is at a 

competitive disadvantage (Crissy et al 1975: 80 -81). This is 

echoed by Buss (1993) when he talked of making services real in 

order to gain an edge over competition. 

Promotion in tourism is made even more co plicat d by the 

complex nature of the tourist product. It is to a large extent a 

service . There are also a large number of pote ti 1 customers 

dispersed all over the world with different socio-economic 

structures, different needs and wants, attitudes, beliefs, tas es 

and preferences . A promotional message will be successful only if 

it addresses the people's tastes and preferences and appeal to the 

larger portion of the potential market. This requires the 

marketer to use the most efficient media . 

2 . 3 . 4 Pla ce Decisions 

Another difficult decision for the marketing manager concerns 

the distribution channels that will be used . The distribution 

decisions affect the other elements of the marketing mix and as 

such it has to be compatible with them. Channels of distribution 

are selected by (1) analysing the product, (2) determining the 
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nature and extent of the market, (3) analysing the channels by 

sales, costs and profits , (4) determining the cooperation you can 

expec t from the channel , (5) determining the assistance you will 

have to give to the channel , and ( 6) determi i g the number of 

outlets to be used . For example, if the marketer wants an 

intensiv e distribution, he wil use many travel agents . I n 

contrast , with an exclusive distribution policy, he would sell his 

pro duct through one or a few agents who would have the sole right 

to s ell his product in a given area (Mcintosh and Goldener , 

1986 : 381 ) . 

The marketing manager in tourism will hav to consider all 

the c hannel choices available so as to select the bes channels or 

combi nation of channels to market his firm ' s service . The marketer 

must also ·b~ a ware of changes in the distribution system as new 

compe tit ion and additional distribution methods can be expected. 

2 . 2 . 5 Pers onne l 

Personnel are key to the creation of the service and its 

deliv ery to the tourist in a consistently acceptable fashion . 

services represent personnel producing intangible deeds or 

efforts . Tourists identify and associate the trai s o service 

personnel with the firms they work for . A good receptionist or 

waiter can seriously affect Tepeat business for a hotel. 

2 . 2 . 6 Physical Facilities 

These are important in facilitating the enhanced marketing 
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and delivery of services. A tourist must experience a service. 

This experience is greatly affected by both the setting that is 

physical to the tourist and he physical assets hidden from view 

but critical to providing the service. 

2 . 2.7 Process Management 

This assures service availability and consistent quality, in 

the face of simultaneous production and consumption of the service 

offered . Without sound process management, balancing service 

demand with supply is extremely difficult. Services cannot be 

inventoried or stored, so ways must be found to handle peak loads 

and optimize different tourist needs with varied expertise levels 

within the service firm . 

2 . 3 Segmentation 

Crissy et al (1978) argue that the clientele composition for 

any firm is heterogeneous in nature . It is therefore important 

for the individual firm to be able to isolate the different types 

of clients i nto re latively homogeneous groups . 

design a marke~ing strategy appropriate for 

The firm can then 

each group. It is 

also important that all employees in an organisation perform their 

part efficie ntly because inefficiency on their part can make a 

difference between a guest eager to return or to never come back. 

But efficiency in itself will come to nothing if it is 

di rected at the wrong market . The firm will only be effect've if 
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the differences between various customers have been realized. The 

firm will have to decide on the customer groups to target. This is 

the essence of market segmentation which means the identification 

of a segment out of the total market to be served. 

There are four bases of segmentation that can be used in 

tourism marketing . These are demographic , geographic , 

psychographic and product-related segmentation. 

Under product-related segmentation one approach which is 

commonly used is the benefits sought from a particular product 

category (Burkart and Medlik , 1971 : 196) . Other methods of 

segmentation may be based on socioeconomic factors, demographic, 

purpose of visit and behavioural characteristics of tourists . 

Segmentation based on purpose of visit results in three broad 

market segments namely holiday tourists, the business tourists and 

common interest tourist (Burkart and Meduck, 1971: 196 and 

Mitchel, 1986). 

characteristics . 

Each of these segments exhibits its own unique 

For example, the holiday tourist is resort oriented and 

visits on a seasonal basis. He is very price sensitive and is 

readily influenced by skilled marketing efforts. The common 

interest tourist , on the other hand, consists of tourists who 

visit destinations to see friends and relatives and those other 

visitors on pilgrimages, and numerous other special groups . This 

type of tourist is not influenced by promotional effor s - at 

least not to a great extent; demand is relatively elastj c. The 

duration of stay is relatively longer but he does not use hotel 
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accommodation to any significant level. H · s spending is thus 

lower than other types of tourists . 

The business tourist visits different destinations for 

business purposes only. His choice of destina ion is least 

influenced by marketi g drives. He is relativ y price inelastic , 

not seasonal, and is big city oriented . He vi · ts frequently but 

stays for a relatively shorter period. 

exhibitions, trade fairs and conferences 

1971 , : 196). 

Attractions include 

(Burkart and Medlik , 

Demographic segmentation uses characteristics such as income , 

age, and ethnic background. A clear understandi g of a market 

segment will help an organisation design the right product that 

will deliver satisfaction at a profit. The individual firm 

dealing with a particular market segment will know how to assemble 

the various components of the tourist product at e very s tage of 

the trip so as to satisfy the tourist. 

2 . 4 TOURISM MARKETING IN KENYA 

The tourism industry is a very important one in Kenya. Since 

1987 , tourism has become Kenya's largest single foreign exchange 

earner and a major and increasing source of employment. Since 

1989 , foreign exchange earnings from tourism have remained almost 

equal to the combined foreign exchange earnings for coffee and tea 

which have been the traditional major foreign exc ang~ earners . 

This has ied. to an expansion of the national income, creation of 

job opportunities and boosting of government revenue. Moreover , 
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it has an additional effect of reducing the balance of 

problem . 

payment 

As a result of this, the government is directly or indirectly 

involved in the activities of the industry . The 

involvement is through the Ministry of Tourism 

such bodies as the Kenya Tourist Development 

government direct 

and Wildlife and 

Corporation (KTDC) 

and the Domestic Tourism Council (DTC). It is involved indirectly 

by assisting the priv te sector players in carrying out their 

activities. It is charged with several responsibilities including 

the operation of hotels, motels, lodges, camps,camping sites, 

restaurants , and other places of accommodations, refreshments or 

recreation; the provision of safaris , expe ditions or tours for 

hunting, fishing, photography or otherwise; the operation of 

enterprises for the promotion and advertising of tourism to or in 

Kenya; and the development, preservation or study of the wild and 

natural life fauna and flora in Kenya (Kenya Association of Hotel 

keepers and cateress report, 1972: 21) . The K.T.D.C . is the 

Ministry's agent for the purpose of opening up new resorts in 

areas where it is not economically viable for the private sector. 

Examples include the Kisumu' s sunset hotel and Mt Elgon lodge . 

Together with the African Tours and Hotels (ATHL) in which K.T.D.C 

has majority shares, the KTDC either controls, owns or manages a 

number of hotels and lodges . 

A more 

development 

recent report on the 

and promotion of tourism 

sub-regional seminar 

( 1991) points out 

on 

the 

seriousness with which Kenya treats tourism . The government has 
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established a whole mi is try to manage tourism and wildlife . 

Under the Ministry there are two departments: Tourism and Wildlife 

Conservation . The department of tourism carr · es out all the 

deve l opment and promotional activities of the Ministry through the 

marketing division which is operated by area marketi g officers 

based in Nairobi. Besides the functions of organising and 

planning of tour programmes, the marketing o ficers coordinate 

marketing activities such as advertising, preparation and 

production of brochures and films for tourism promotion. 

Promotional activities abroad are undertaken t rough the 

Kenya tourist offices, Kenya Embassies , and Kenya Airways Offices . 

The country also participates in important tourism f irs and 

exhibit i ons . The government has now a new policy of promoting 

domestic tourism . 

Tourists v isiting Kenya can be classified under five 

different group~. These groups differ on a number of factors such 

as the length of stay , seasonality of visits , price elas~icity of 

visits and the purpose of visit . 

The different groups include holiday visitors. These 

repres ent pure pleasure seekers . They stay for about a r onth or 

less . A good word-of-mouth communication from friends who have 

visited Kenya is the main influence on visiting Kenya . They come 

when the climatic conditions back home are unplesant . Tr nsit 

touri s ts form an other group. These come to Kenya on business . 

The length of stay for transit tourists is determined by the 
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nature of the visitors business . Ships' passengers and crews who 

dock for replenishment of stock and for refres ment along the 

Kenya coastal towns form another important tourist group. These 

visitors stay longer than transit tourists. They also have 

greater impact than transit visitors who stay for a night or two 

and are confined to airports or other points w ere t ey can get 

connecting flights to their destinations . 

Kenya's neighbours who cross the boundaries and enter the 

country form yet another important tourist group. Their stay and 

purpose of visit varies with time (Mitchel 1969 1) . Domestic 

tourists form another group of visitors. This is the tourist 

activity of residents of a country within their own country which 

does not cross national boundaries . The upper and middle income 

Kenyans plus expatriates form this group of tourists . 

Kenya has alot to offer visitors. Musila (1985, PP. 5) had 

this to say about Kenya's offering : -

"The main component of our tourist product include wild life 
resources , magnificent scenery, delightful beaches, and very 
acceptable climate . The possibility of combining a beach 
holiday .with safari wildlife viewing is very outstanding . " 

The same observation was made by Thompson Worldwide which 

says that a tourist visiting Kenya will find exotic coral b dChes 

of the Indian Ocean, some of the most varied sceneries in East 

Africa and some of the World's richest and most spectacular 

wildlife areas with national parks and reserves .... " Kenya has 

two major cities : Nairobi and Mombasa . The Equator is less than 

150 Kilometres to the North of Nairobi but the city's altitude 

(almost 16,517 Metres above sea level) gives it a temperate 
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climate . Day time temperature rarely exceed ~wenty five degrees 

centigrade and evenings are normally pleasantly cool. Mombasa 

stands on a ' small island linked by a causeway to the main land . 

This fascinating city , a picturesque blend of Arab, African , 

European and Indian cultures, has been known for c nturies to the 

Arab seamen who still sail their dhows into th old harbour past 

the massive sixteenth century Fort Jesus built by the Portuguese . 

North and South of the city are the superb tropical beaches of 

pale coral sand fringing and invit ing , reef protected waters of 

the Indian ocean (Nkari, 1985 : 62) . 

Kenya's physical attractions can be grouped into seven 

circuits distributed all over the country. These are the South 

West circuit, which covers Nairobi, Longonot, and Hells Gates 

National Parks, Susua, Lake Naivasha , Lake Elementaita, Lake 

Nakuru , Mau Forest, Ruma National Park, Lake Victoria, Ndere ... 
Island, Impalla Park, Masai Mara, Loi ta Hills 1 Nguruman Hills 1 

Lake Magadi and Ngong Hills . The west circuit offers such 

attractions as the Masai Mara, Kakamega forest, Mount Elgon, South 

Turkana and Lake Bogoria . Mid- orth circuit covers Maralal , 

samburu 1 Meru, Laikipia ranches, Aberdares, Mount Kenya, Naivasha 

and Nairobi. The North circuit covers Maralal, South Holl, 

Loiyangalani , Marsabit, and Samburu . There is also the South-

Eastern circuit that covers the area from Nairobi, Amboseli, Tsavo 

East and west , Malindi and Mombasa . The coast circuit covers the 

area from Simba hills , Mombasa, Fort Jesus , Gede, Malindi, Lamu , 

Tana Delta and Diani . The last circuit is Nairobi. This offers 
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among others the Nairobi National Park, Bomas, Fourteen Falls . 

To compete effectively total offering o accommodation and 

transportation services is required . On accorMtodat ion, there are 

numero us hotel companies and chains like t e Intercontinenta l 

Hotels , Block Hotels and Lodges , Hilton , the African Tours and 

Hotels , the Sarova Hotels, Serena Hotels and Lodges and Budget 

Hotels . As far as transportation is concerned, there are several 

tour operators, travel agents and Air Charter firms which make 

accessib ility to various tourist attractions possible. In the 

transport business are such big names as the United Touring 

Company (UTC), Big Five Tours and Safaris Ltd, and Flamingo Tours 

Ltd . 

2 . 5 DOMESTIC TOURISM 

The tourist activity of residents of a country within their 
. . 

own country is described as domestic or internal ~ourism (Burkart 

and Medlik 1981 : 82). 

The Domestic Tourism Council defines a do estic touris~ as a 

"person who travels from his place of residence and goes to 

another destination within Kenya and spends hi s time in njoying 

the activity or activities which bring him to the destination 

while paying . " These activities can be business, holiday , 

leisure , visiting friends and relatives or being on the move to an 

other points (Tourism Market Report 1987/ 88 : 20) . Mugwe of the 

Kenya Wildlife services lboks at domestic tourism as being 
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undertaken by the "local" people and it is commonly associated 

with 'Budget Tourism' because it is a low-cost form of tourism . 

It is now a policy of the government to promote domestic 

tourism along side international tourism. The Ministry in 

conjuction with the private sector formed he Domestic Tourism 

Council in 1984 . The government has also set up a section of 

domestic tourism in the Ministry. This section forms the 

secretariat of the council. The original objec ives of the 

Council are: 

( 1) Promotion of national unity and integration through 

increased travel by Kenyans. 

(2) The distribution of benefits from the government 

expenditures on infrastructure national parks and game 

reserves to local people as well as overseas tourists . 

3) Increase investment through domestic tour'sm. 

4) Conservation of foreign exchange as Kenyans travel in their 

own country rather than other countries. 

5) Closing the seasonality gap created by international tourism 

and 

6) Help to deal with the fragile nature of international 

tourism. This is because international tourism is subject to 

fluctuations due to circumstances beyond our control (Tourism 

Market Report 1987/88 : 20). 

One of · the major activities of the Council is to hold an 

annual workshop to deliberate on ways and means of promoting 

domestic tourism. So far nine workshops have been held since 
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1984 . To achieve the above objectives, the Domestic Tourism 

Counc i l (DTC) has outlined the following as its strategic 

considerations . 

i) Collaboration between the government and priv te sector 

under the auspices of the D. T . C. 

ii) Reduced hotel rates for locals during the low season of 

international· tourism . 

iii) Reduced rates of public transport and lower entrance fees 

t o national parks and game reserves . 

iv) The provision of package holidays with lower prices for 

local people . 

v) I n troduction of incentive holidays both in the private and 

public sector . 

v i) Provision of tourism information by the Ministry of Tourism 

and Wildlife and the Private sector . 

vii) Publication of a Magazine on Domestic Tourism and o h r 

media publicity through the mass media . 

viii) Provision of information about domestic tourism ~o ~he 

youth through the Kenya Wildlife clubs and school. 

In general , the aim of the Domestic Tourism Council is to 

promote local tourism through incentive-oriented packages . 

Towards this end it is envisaged that Kenya Budget Hotels 

Association will continue to play a major role (DTC, Planning 

Division , 1992 : 4) . 

But e v en with al l t he workshops the domestic tourism 
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objectives have not been achieved. This has led ~o two schools of 

thought . One believes that there is no such t ing as domestic 

tourism while another feels that there is a big "bowl o domestic 

porridge" out there, but the packaging of the domestic tourist 

product has been wrong (Executive Magazine, April 1991 : 18 and 

Shelly Steve, 1992) . 

Many hotel~ers view domestic tourism simply as a low season 

top up mechanism. This view goes on to say that although there is 

special resident 

weather is bad, 

programmes have 

(Shelley, 1992) . 

rates from April 

half the staff 

turned the car 

to June , that is when the 

is laid off and maintenance 

parks into a building site 

An other view has it that resident-rates are 

still too high for most residents and that they appeal only to 

relatively we~l-off people , especially expatriates. In the high 

season , residents .find it very hard to get reservation at any 

price because the hotels ·are fully occupied by foreign tourists on 

contract rates which may be lower than discoun ted rates offered 

locally . Many hoteliers accept that domestic tourist is of value 

if only to keep the industry afloat . 

According to Research International's Window on Kenya, this 

country i~ becoming a middle class, consumer society . People have 

money to spend and leisure time to spend it . But their holiday 

aspirations are too often dismissed . "Kenyans only want nyama 

choma and beer" , said a Kenyan Managing Director of one hotel 

group (Executive , April 1991 : 18) . 

Recognising that there is a demand amongst middle class 
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Kenyans for ~olidays, a handful of tour operators and hoteliers 

have attempted to design products and services that satisfy them. 

They include bush buck dventures who ar pu ing together 

special weekend away trips to places like N kuru, with modest 

accommodation and side trips to local places of · nterest . Other 

examples include the tamarid group at the Carnivor and the Sagret 

Hotel and other~. But their activities have ivolved selling more 

other than marketing domestic tourism. This leads to an important 

question: if there is an unsatisfied demand for the local tourism 

market what is the demand actually for? It should be noted that 

the attractions that are being packed for the domestic tourist 

have primarily been geared for the foreign tourists. No one seems 

to talk to domestic tourists to find out what they want. This has 

led a number _of people both in the Ministry and private sector 

conclude that until there is entrepreneur who has an understanding 

of what Kenyans want coupled with top rate professional ability to 

promote such events, domestic tourism will remain in its infancy . 

According to Shelley ( 199 2), the trouble is not with ideas but 

with the ability to make things happen on a gr nd enoug scale . 

Other factors that are hindering the development of domestic 

tourism are: 

1) High Accommodation Costs. Accommodation in hotels is 

expensive, particulary at the Coast and park lodges. 

2) Lack of Accommodation during the peak periods. 

tourists fully book the tourist facilities during 

generally 

Foreign 

the peak 

periods . Tour operators would not give discounts to domestic 
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tourists during this period . Domestic touris s do not want to 

travel during the rainy season which seems to coincide with the 

low tou rist season. A study done by the Economic Intelligence Unit 

Limited {1979) , revealed high correlation between he demand for 

hotel beds by resid nts and the se sonality dCtor, will Lhe 

months of August , December and April depicting the highest de and . 

This may be due.to the school holidays . The problem is that it 

coincides with the peak period of international tourism. 

3) Lack of Transportation. Most Kenyans do not have their own 

cars . This may inhibit such activities as visiting National Parks . 

4) Attitudes Towards Touri sm by Kenyans . Indigenous Kenyans regard 

tourism as a white man activity since marketing emphasis has been 

on internatio~al tourism as opposed to domestic tourism. Domestic 

tourism is , therefore , merely seen as a filler for absent foreign 

tourist during the low season (Mugwe , 1992:3) . 
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CHAPTER THREE 

RESEARCH DESIGN 

A descriptive research design was used n the current study . 

The primary purpose o thl.s study as ar t::r ~LaL~ was: (l) to 

determine the ext nt to which m rk ing mix voric.tbl ·s at used in 

domestic tourism, ( ii) to examine the major det.ermi ants of 

markeiing domestic tourism in Kenya, and (iii) to determine the 

demographic and socio-economic characteristics of Kc:r ya' s domestic 

tourists. 

3 . 1 The Population: 

The population of the current study consisted of all 

classified hotels and restaurants with their head of ·ices in 

Nairobi , Tour operators that are members of K. A. T .O, the Ministry 

of Tourism anc;l Wildlife {M. T . W), and actual and po entia l domestic 

tourists . By the ~ime of the study , there were a total of 114 

classified (tourist class) hotels with their head offices in 

Nairobi . The total number of tour operators with h d o fices in 

Nairobi was 155. A list o classified hotels and r~sld ran s, as 

of September 1992, was obtained fro m the M. T.W whiJe th of tour 

operators was obtained from the members direcr..ory o 

1991/92 . 

3 .2 Sample Selection Procedure: 

K. A . 'l' . O 

A sample size of all the major hotel chains and 15 of the 

budget hotels with their head offices in Nairobi was selected 

using disproportionate stratified sampling procedure . The basis of 
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stratif i cation was the hotel class . On this basis, he researcher 

got two str ata: major hotel chains (3 stars ad abov ), and budget 

hotels ( 2 stars and below) . 

Fro m t he list of tour operators , a s mple size of 30 

operators was selected using simple random sampling procedure . 

One officer of the M. T . W from the marketing department was 

interviewed . A c onvenience sample of 50 domestic touris s was 

select ed. Fifty questio nnaires were distribu ed to domestic 

tour ists t hrough the hotels and tour operators t a had direct 

dealings with them. Two of the major hotel chains , 5 budget 

hotels , 10 tour operators and 18 tourists did not respond. 

3. 3 Data Collection Method: 

The pert~nent da a for this study were collec ed from our 

categories 0f ~e~pondents (classified hotels , tour operators, the 

M. T . W, and tourists) using four different ypes of 

questionnaires . The original set of questionnaires was de eloped 

from a review of the available 1 i tera ure . Th12 s q c::stion air s 

were discussed with a number of marketing o ic rs in the 

industry. Modifications ere made o th basH; o r.hese 

discussions and pretest results. The modi ied fashion 

questionnaires were used to collect the data (Appendix iii) . 

Of the four types of questionnaires , the one meant to gather 

data f r om tour operators , hotels and restaurants con ained 

questions pertaining to the relative size o f the orga iz tion , 

areas o f operations (physical and activ ities engaged in ), 
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customer s served, marketing mix variables, co-operation with other 

firms in the industry and the M. T . W in marketing omestic tourism , 

attractions marketed to domestic tourists, t: o.= maJor factors 

influencing domestic ourism, nd fin 1 y m rk i g orts d ring 

off peak season . 

The questionnaire for gathering information from tourists 

contained qu~stions on demogr phic and socio- conomic 
. 

characteristics, number of visits in Kenya, n ure of current 

visit , the media that made the tourist facilities f miliar to the 

tourist , the means of transportation to the attraction sites , 

attrac tions visited, types of tour (private or group), problems 

encountered during the tour , the rating of services received , 

accommodation used, expenditures, and suggestions on how the 

services cou~d be improved . 

The third q~estionnaire was designed to gather data from 

the Ministry . This ques ionnaire was similar to t e one for 

private firms in the industry in certain respects . It w s used t o 

gather data about the organisation o the market i g 

the Ministry, functions of the domestic · our ism 

epartment of 

sectio , and 

domestic tourism Council, cooperation with the pr vate irms in 

marketin9 domestic tourism , marketing mix var ·ablcs, and factors 

influencing domestic tourism. 

The questionnaires contai ed bot structured and unstr ctured 

questions . 
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3.4 Data Analysis 

Descriptive Statistics were used in the analysis of the data 

obtained . These 

tabulations. The 

include proportions, percentages , cross

Likert type profile and Kruskal-Wallis H-test 

were also used to test for any differences bet een various groups 

of respondents. Since the study is descriptive in nature , the 

researcher found this approach appropriate. 
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CHAPTER 4 

DATA ANALYSIS AND FINDINGS 

4 . 1.0 Introduction 

The data gathered in the study are analysed in this Chapter 

using Summary Statistics. These statistics inclu e percentages , 

proportions and cross tabulation . The Kruskal allis test was 

also used to test for any differences bet een the three sub

Samples (Hotel Chains, budget hotels and travel firms) . A Likert 

profile is also presented. 

Three types of data are analyzed in this study . One type was 

gathered from the private firms in the industry, the second from 

the Ministry of Tourism and Wildlife and the third type from the 

customers (tourist) . The private sector was further subdivided 

into tour operato.rs and agents , budget hotels and the major hotel 

chains. The data is analysed under three main he dings: 

Domestic tourism marketing by both the Minis ry of 

Tourism and Wildlife and the private sector, 

customer reaction towards the product and the way it is 

being marketed, 

and finally test for any differences between t e major 

hotel chains. Budget hotels and tour operators in as 

far as marketing domestic tourism is concerned . 
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4.2.0 DOMESTIC TOURISM MARKETING 

4 . 2.1 Marketing By Individual Firms 

Tables 1 and 2 show that the firms inte1viewed in this study 

were of different sizes. The bigges ho 1 chain had nine 

subsidiary hotels. The smallest hotel operating firm had only one 

hotel . 

TABLE 1: Relative size of hotels: 

Number of hotels Respondents in 

in the Chain Budget Hotels 

1 - 3 10 

4 - 6 0 

7 - 9 0 
. 

Total 10 

the category 

Hotel Chains 

2 

1 . 

lj 

7 

The largest tour operating firm owned 400 vehicles. The 

relative size of the travel firms that were interviewed in this 

study is given in table 2. Two firms did not own a y car. They 

operated by hiring vehicles from other tr~vel irms . Their main 

speciality was travel agency. They provide roun services 

(bookinq) for both local and international tourists. 

Four out of the twenty travel firms, and six of the seven 

hotel chains were subsidiaries of firms with their head offices 

outside Kenya. 
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Table 2: Relative size of the travel firms in the industry . 

Number of vehicles Number of Percentag s 
owned Respondents 

0 - 5 8 40 

6 - 10 6 30 

11 - .15 0 0 

16 - 20 1 5 

Over 20 5 25 
. 

n=20 

The firms have experienced several problems in thei r 

marketing efforts locally. Some of the problems experienced , as 

reveale~ by the firms interviewed, are summarised in table 3 . 

As shown in the table all the 17 hotel operating firms and 

all the 20 travel firms cited the low levels of i come earned by 

Kenyans , lack of awareness about the tourist product and general 

economic instability as the major probl~ms facing the local 

market . 
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Table 3 Problems encountered in marketing domestic tourism . 

Response Response Among 
Problem type Among Hotels Tour Firms 

Respo- Perce- Respo- Perce-
ndent ntages nden dg s 

Low Income level 17 100 20 100 

Lack of 17 100 20 100 
Awareness 

Lack of 
Information on 11 65 18 90 
the local market 

Ec;:onomic 17 100 20 100 
Instability 

Seasonality of 5 29 8 40 
Local Tourism 

Competition 14 83 19 95 
n=17 n=20 

Eleven (65%) of the 17 hotel operating firm and 18 (90%) of 

the 20 firms in the travel trade have suffe ed due to lack of 

information on the local marke . Only 5 ( 2916) of the 17 hotel 

operating firms and 8 ( 40% )of the 20 firms in the travel trade 

mentioned seasonality of domestic tourism as a problem. They 

asserted 'that domestic tourism allows a similar s~asonality trend 

as international tourism. All the 5 hotel operating firms that 

cited the seasonality problem belonged to the major hotel cha i ns 

category. The problem of competition was also stated by roost of 

the firms. Fourte&n (83%) out of the 17 hotel operating firms and 

19 ( 95%) out of the 20 firms in the travel ·trade, m&ntioned 
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competition as a problem. 

The firms suggested several ways of solving these problems. 

Their suggest i ons are summarised in table 4: 

Table 4 : Ways of solving domestic tourism problems. 

Way of solving Response Among Response Among 
Domestic Hotels ravel Firms 

Toursim problems 

- Respon- Percen- Respon- Percen-
dents tages dents tages 

Raise Income Level 17 100 20 100 

Economic stabilitity 17 100 20 100 

local Promotion 10 59 15 75 

More Research · 13 77 15 75 

n=17 =20 

Table 4 shows that all the 17 hotel operating firms and all 

the 20 firms in the trav 1 trade cited economic s ab.lity and 

higher levels of income .by Kenyan resid nts as two major ways 

of dealing with the problems of marketing domestic tourism . Ten 

out of the 17 hotel operating firms and 15 out of the 20 tour 

operating firms advocated for more local promotion by the whole 

industry. This promotion should be aimed at creating awareness 

among res_idents . Thirteen out of the 17 hotel operating firms and 

14 out of the 20 firms in the travel trad called for more 

research at the local level which would provide the much needed 

statistics on domestic tourism. The firms acquired customers in 

several ways . as summarised in table 5 . Most firms use more than 

one method . 
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Table 5 : Methods of acquiring customers. 

Method Hotel 
I 

Budget I Tour 
Chains Hotels Operators 

Respo- Perce- Respo- Perce- Respo- Perce 
ndents ntages ndents ntages ndents ntage 

Spec ial Arrangement 7 100 2 20 9 45 
-

Independence Customer 7 100 10 100 16 80 

Firm ' s own efforts 5 71 0 0 2 10 

n=7 n=10 n=20 

Table 5 reveals the most popular ethod of customer 

acquisition used by the different firms as found to be 

independent customers (customers patronizing on their own). All 

the major hotel chains, budget hotels and 16 out of 20 (80%) tour 

operators consider the independent customer as a maj or source of 

their business. All the major hotel chains , 2 out of 10 ( 20%) 

budget hotels and 9 out of the 20 (45%) firms in the travel trade , 

make special arrangements wi~h other fir s to get local 

customers. All major hotel chains make special arrangements with 

tour operating firms. Nine out of the 20 firms in the travel trade 

make spe_cial arrangements with the major hotel chains . Only 5 out 

of the 7 major hotel chains, 2 out of the 20 travel firms, and 

none of the budget hotel use other methods of acquiring customers . 

These firms acquire their domestic customers by promoting their 

offers using the television and the press. 

The r e were six types of customers (market segments ) served 
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by the firms interviewed . Some firms serve 111ost of these market 

s egments. Information regarding tie type of customers served by 

the firms is summarised in table 6. 

Table 6: Types of do1 

Customer t-ype HOTEL 

. Respo-
. ndents 

Expatriates 4 

Industrialists 4 

Organizations 6 

Individuals 7 

Schools 0 

Bu sin essmen 3 

CHAIN 

Perce-
ntages 

57 

57 

86 

100 

0 

43 

BUDGET 

Respo
ndents 

0 

1 

2 

10 

1 

10 

HOTELS TRAVEL FIRMS 

Perce- Respo- Perce-
ntages ndents ntages 

0 14 70 

20 17 85 

20 15 75 

100 16 80 

10 0 0 

100 10 50 

Four out of 7 ho~el chains (57%), 14 of the 20 tour operato rs 

(7 0 %) and none of the budget hotels serve the fo reign embass ies 

and expatriates based in Kenya . Four of the 7 hotel c hains , two 

of t he budget hotels and 17 of the 20 t9ur operating firms serve 

industrialists (Kenyan Asian Community) . Six of the 7 hote l 

cha ins , 2 out of 10 the budget hotels and 15 out of t e 20 tour 

operators serve organisations . This market segment 

(organisations) constitutes the market for seminar and conference 

facilities . Independent patrons form yet another important 

market segment for all the three groups of respondents . All t he 

hot el chains , budget hote l s , and 16 out of the 20 tour oper ators 

view the independent ( individuals ) t ourists as an important 
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source of business . Only 1 out of the 10 budgec hotels that were 

interviewed view schools and institutions as constituting an 

important market segment. The other groups of respondents do not 

deal with schools and institutions. Three out of t e 7 {43%) 

hotel chains , all the 10 budget hotels, and 10 out of the 20 (50) 

tour operators serve the transit tourist market. This market 

segment comprises business people in transit. 

Five firms in the major hotel chain category, 3 out of the 7 

budget hotels and 11 out of the 20 tour operators have an 

estaplished way of satisfying these defferent market segments . 

All these firms satisfy each market segment by individualizing 

their s ervices to suit each customer. 

MARKETING RESEARCH . 

Five firms (71%) in the hotel chains category, 2 of the 

budget hotels ( 2q%) and only 3 ( 15%) of the 20 tour operators 

engage in some research aimed at the local market. 

The firms reported various reasons for doing marketing 

research . These reasons are summarised in table 7 . From table 7 

it is clear that the two most common reasons for doing marketing 

research is a desire to increase their local bus iness (70%) and to 

determine what customers re lly want (60%) . 

52 



Table 7: Aims of marketing Research . 

Aim 

To increase local 
business 

To help keep 
International 
Standards 

To Determine. what 
customers want 

To determine customer 
sources 

Improve on performance 

Number of 
Respondent 

7 

2 

6 

4 

4 

n=lO 

Percent:ages 

70 

20 

60 

40 

40 

Table 8 summarizes the different ways in wh ich the 

respondents determine what to provide to their customers . 

!able 8: Ways o f determining what to provide to the customer. 

Method of Hotel Chains Budget Hotels Tour Operators 

determination Respon- Perce- Respon- Perce- Respon- Percen-
dents ntages dents nt~ges dents tages 

What you 6 85 6 60 13 65 
have 

What you 
think.they 

4 57 3 30 8 40 

should need 

Research 3 43 0 0 0 0 
finding 

The most popular method of determining what goods and 

services to provide to customers among all t e three groups of 
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respondents was based on what the firm has. The corresponding 

precentages are 86% for hotel chains, 60 for budget hotels and 

65% for firms in the travel trade . Four out of 7 hotel chains, 3 

out of 10 budget hotels and 8 out of 20 tour oper tors determine 

what to provide based on what they think he cus omer should need . 

Only 3 hotel chains, no budget hotels and 1 tour operator based 

their offer on.research finding . 

Six of the 7 ( 86%) hotel chains , 3 out of the 10 ( 30%) 

budget hotels and 3 out of the 20 (15%) tour operators have 

special marketing activities designed to cater for the local 

market . The main objectives of this local tourism marketing are 

summarized in table 9. 

Six of the 7 (86%) hotel chains , all of the budget hotels 

and 9 of the 20 twenty tour operators (45%)marketing locally did 

so to increase the firms' business by attracting mor cus omers . 

supplementing low seasons income was also a 

Tabl e 9 : Main Objectives of marketing locally. 

Objective Hotel Chains Budget Hotels 

Respo- Perce- Respo- Perce-
ndents ntages ndents ntages 

Increase Local 6 80 10 100 
Business 

Promote domestic 2 29 1 10 
tourism 

supplement low 7 100 0 0 
season income n=7 n=10 
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Respo- Perce
ndents ntages 

9 48 

2 10 

10 50 
n=20 



common objective among major hotel chains a d tour operators . 

Budget hotels did not have this as an objective since they do not 

rely on international tourism to a major extent. or this reason , 

they do not suffer from the low international tourism season . 

Promoting domestic tourism with the basic im of creating 

awareness was also cited even though by just a few 

Only two (29%) of the hotel chains, One (10%) of 

respondents . 

t e budget 

hotels and two (10%) of the firms in the travel business had the 

objective of promoting domestic tourism . 

All the firms with the objective of promoting domestic 

tour1sm were private concerns . The two tour firms opera ing with 

the objective of local promotion were local establishments and 

relied heavily on the local market for their business. 

Tne results of the study also established that all the majDr 

hotel chains, 7 out of the 10 budget hotels and 19 out of the 20 

tour operators recogn ize differences among the local customers . 

The differences are found among such customer types as 

individuals 1 organizations 1 diplomats and· expatriate workers . 

Each market segment is treated differently depending on its 

needs. 

The results of the study revealed that all the 7 hotel 

chains , 2 of the budget hotels and 14 of tour operators give 

special concessions in charges and other offerings to domestic 

tourists as compared to foreign tourists . All the firms giving 

special concessions reduce their rates only during the low s ason . 
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PROMOTION 

The study established that five (71%) of the major hotel 

chains, five (SO%) of the budget hotels and five (25%) of the 

firms in the travel business engage in promotinal activities to 

attract local tourists. All the five otel chains tat engage in 

promotional activities do so individually . Hotel chains undertake 

promotional activities during the low season only. This was 

somewhat different from the budget hotels which promote as a block 

but very irregulary . They normally promote during the month of 

december and they do this together under the budget hotel 

association. Firms in the travel trade that undertake promotional 

activities do so independently and normally do so during both the 

low and high seasons . However, this promotion is not regular. 

The firms which undertake promotional activities to attract 

local tourists stress various attractions in their promotion 

campaigns . These attractions are listed in table 10. 

As can be seen from table 10, hotels tended to stress the 

physical attractions around the hotel location more than those in 

the whole country. The opposite was true for tour operators. All 

firms in ~he industry marketed themselves and what they had to 

offer the tourist in their promotional campaigns. 
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Table 10 . Tourist products marketed at the local level. 

Attraction Hotel Chains Budget Hotels Travel Firms 

Respo- Perce- Respo- Perce- Respo- perce 
ndents ntages ndents n ges ndents ntage 

People and culture 0 0 0 0 1 20 

* Country's physical 2 12 0 0 5 100 
Attractions 

Attractions near firm 4 80 4 80 0 0 

* Organization and 5 100 5 100 5 100 
offerings n=5 n=5 n=S 

• Physical attraction include beaches, the national Parks 
and Wildlife, and the general scenic beauty of the 
country . 

Organization and its offerings include th physical 
setting of the firm and the prices it charges for its 
offerings . 

. 

The firms also used various media for th ir local proruotion. 

Most firms in bo.th the hotel and travel business used more th n 

one medium. The media used are summarized in table 11. 

Table 11 : Media used for local promotion. 

Media Hotel Ch in Budget Hotels Tour Operata s 

Respo- perce- Respo- Perce- Respo- Perce-
ndents ntages ndents ntages ndents ntages 

Magazi_nes 5 100 1 40 3 60 

Newspapers 5 100 1 60 1 60 

Bronchures 5 100 5 100 5 100 

Television 3 60 5 100 2 40 

Radio 0 0 0 0 0 0 
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The study revealed that all the major hotel chains combined 

magazines, Newspapers and Bronchures for promotional purposes . 

Only three (60%) out of the five hotel c ains use th television 

(T . V) for promo ion purpos All budg ho ls o th oLh r hand 

relied on T . V and Bronchures as the main promo ion media. Only 

two (40%) of the five tour operators use television as a promotion 

medium . The tour operators tend to use brochures for promotion 

purposes. 

On joint-marketing, five out of seven hotel chains said they 

co-operate with tour opera tors and the government, in marketing at 

the local level. The hotel chains have special arrangements with 

tour operators for purposes of acquiring local tourists. They 

occasionally co-operate with the government through their 

participation in exhibitions and annual domestic tourism 

workshops. Two (25%) of the oLel chains occasionally co-operate 

with the other firms and the ministry. our out of the ten 

budget hotels co-operate with the ministry and with o~h r budget 

hotels in marketing their products . All. tour operators do co

operate with hotels and the Ministry in their marketing efforts. 

Most of the firms under the hotel chains category and tour 

operators relied on domestic tourists during the low season only. 

Eighteen tour operators and all the seven hotel chains reli d on 

the local market during this season . This was not the case with 

budget hotels . The reason is that the latter do not suffer from 

the lo~ international tourism season . Some firms in the travel 

58 



trade and hotel chain also give annual leave to workers around 

this time . Sixteen of the 20 tour operators nd five of the 

seven hotel chains do this . One tour operator s id that they just 

wait and hope the low season will not "kill them". Pour out of the 

7 hotel chains undertake their maintenance 10rk during this 

period . 

Four out Qf seven hotel chains , one budget otel and all the 

tour operators advocated higher promotion as a way of attracting 

more customers during the low season . Lower raLes and creation 

of awareness were also cited as important ways of dealing with the 

low season . All tour operators and five out of the seven hotel 

chains c alled for more awareness creation a ong Kenyans . Seven 

(70%) out of the ten budget hotels called for lower rates while 

only three (30%) cited the need f or more awareness creation by the 

industry . The government was called upon to manage the economy 

better . It was felt by four hotel chains, six budget hotels and 

sixteen tour operations that there was need to raise the levels of 

income if Kenyans were expected to afford the 

They blamed the decline of domestic tourism ·on 

the Kenya shilling . 

tourist products. 

the devaluation of 

4.2.2 MARKETING DOMESTIC TOURISM BY THE MINISTRY OF TOURISM AND 

WILDLIFE . 

The Ministry plays a major role in marketing domestic 

tourism . It oversees the marketing of domestic tourism by the 

whole industry . Some of the activities it is involved in include: 
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i) staging annual domestic tourism exhibitions and workshop , 

ii) Organizing lectures for schools and other institutions, 

iii) promoting· throughout the country by participating in local 

Agricultural Society of Kenya (ASK) shows, and 

iv) helping to reduce seasonality effects during the low season . 

All these a!:tivi ties are intended to make Kenyan residents 

appreciate the benefits of tourism. In this regar the Ministry 

is continuously consulting with the private sector of the industry 

through the Domestic Tourism Council in order to formulate an 

appropriate marketing strategy that will suit the local market and 

thus help to create more demand. 

All the above mentioned activities are the responsibility of 

the domestic tourism section in the Ministry of · Tourism and 

Wildlife . 

According to the Ministry a number of factors have been 

blamed for the decline in domestic tourism trade in Kenya. The 

following factors were cited: 

a) Lack of adequate knowledge about tourism by the local 

population, 

b) Low income levels for Kenyan residents, 

c) Lack of appropriate holiday incentives , 

d) the existing traditional bias and dependency on international 

tourism . 

e) Lack of reliable data and information of the tourist sector in 

general , 
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f) high prices of tourist products , 

g) -additional culture and belief systems . 

The Ministry was asked to rate the above factors by attaching 

a score of · " 1 " to "5 " in order to determine their level of 

impo rtance in marketing domestic tourism . The Ministry felt that 

higher levels of income , more promotion, lower r tes on domesti c 

products and g.eneral economic stability were the most important 

factors . These factors received a score of "5". Other important 

factors were p o litical stability and safety in national parks , 

more awareness and availability of tourist pro uc s which r ceived 

a s core of " 4" , "3" and " 2 " respectively . 

The study results revealed that the Ministry do s not engage 

in any type of research . There used to be a research section i n 

the Ministry but it was abolished . 

The Min istry has identified the following domestic marke t 

segments 

(i ) working groups (organisation) , 

ii) transit business people, 

iii) various institutions including schoois , 

iv) industrialists (Kenyan Asian Community) 

v) expatriates working in Kenya , and 

vi) foreign embassies with offices in Nairobi. 

The Ministry has not identified any specific tourist products 

for the local/market . Apart from accommodation where the Ministry 

has dentified the budget hotels for local tourists , all other 

aspects of the tourist product are similar t o the ones offered to 
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international tourists . 

The main objectives of marketing locally by the Ministry 

include the creation of awareness of the country's natural 

heritage amongst the local people, the promotio of national unity 

and integration through incr ased travel by K nyons, 

investments induced by domestic tourism, conservation 

currency as Kenyans travel in their own country rather 

countries , creation of employment and the optimal use 

facilities particularly during the off-peak season. 

increased 

of foreign 

than other 

of tourist 

The Ministry does not have different marketing strategies 

for different market segments. But it does engage in many 

promotional activities aim d at pro oting tour is . T se include 

annual exhibitions and workshops, participation in ASK shows, 

television features shows, radio educational programs on tours, 

and lectures to institutions nd schools. In this regard various 

media are used . These 

Magazines and Calendars. 

include television, Radio 1 Newspapers 1 

The promotional message £or the local 

market stresses the need for Kenyans to know their country. 

The media used are chosen on the basfs of reach. That is, 

11 0n how far the message could reach the audience". The Ministry 

does not involve any professional firms in promoting domestic 

tourism but the idea is in the pipeline. 

On the issue of joint marketing with the private sector in the 

industry, the Ministry through the Domestic Tourism Council is 

charged with the duty of organizing workshops, seminars, 

exhibitions and producing promotional materials. It also consults 
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with the private sector in order to formulat u prici g strategy 

that suit the local tourist pockets . These workshops are used as 

f orums of planning future promotional strateg1 s that encourage 

more Kenyans to travel and enjoy tourist facilities in the 

country. 

4.2 .3 Tourist .Reaction to the Marketing of Domestic Tourism: 

Twelve (38%) out of the thirty two domestic tourists 

i nterviewed indicated that this was their first tour and another 

twenty ( 63%) have been on tour for two or more times . The 

tour ists had three main reasons for taking the tour . These are 

holiday, business and on transit . The reasons for the tour are 

summarized in table 12 . 

Table 12: Nature of visits by domestic tourist~ 

!Nature 

Holiday 
Business 
Transit 

Respondents 

21 
8 
6 

n=32 

Percentages 1( 

66 
25 
19 

* Perc entages add to more than 100 because some tourists had more 
than one reason for their visit. 

From table 12 it can be seen that 66% of the tourists were on 

holiday , 25% on business , and 19% in transit . One rE:!spondent was 

both on business and transit and two were both on holid y and 

business . 

The tourists visited a number of attractions during thei r 

visit . The main attractions were three . Th se are summarised in 
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table 13 . Some tourists vis ited more that one attraction area. 

Table 13 : Domestic tourist attractions visited. 

Attraction 

Game Parks 
Beaches 
Historical 
sites 

Respondents 

25 
8 
8 

n=32 

Percentages 

78 
25 
25 

The most important attraction is the game parks (78%) . These 

were mainly tourists on holiday. No transit tourist visited the 

game parks. Twenty five percent of the tourists the were 

attracted by beaches. Again, these were holiday tourists. One of 

the business tourists also visited the beaches. 

The tourists came to learn about the above mentioned 

attractions through a number of ways. These ways are summarised 

in table 14 . 

Table 14 Ways in which Do estic tourists bee e aware of the 

tourist attractions 

Way Respondent Percentages * 

Through Friends 14 54 

Travel Agents 8 31 

Through Advertisements 7 27 

Through Employer 3 12 

Through Reading 4 15 
n=26 

._ Add to more than 100% because some tourists learnt about the 
attractions from more than one source. 

From table 14 it can be seen that 14 (54%) tourists learnt 
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about the attractions from friends . 

different 'types of media they r.hought 

The ourists ranked 

could be effective in 

reaching potential tourists . The most effective medium was said 

to be the television. This was followed by newspapers, radio was 

third followed by brochures, magazines, and cin ltaas in h t order . 

When the Lespond nts were asked whether t e media they cited 

as the most effective were the one being used, to promote domestic 

tourism , nineteen (59%) out of the thirty two r spondents said 

.. yes", eight (25%) were 11 not sure" and five (16 -o) said "no". Of 

the five tourists who said 'no', two explaine t at newspapers 

were being used, two said that 

being used, while the fifth said 

instead of the T.,v. 

magazin s and brochures were 

that brochures were being used 

As to whether the promotional messages portray what they 

actually found at the ·destination , thirteen (50%) out of the 

twenty six tourists who responded to this question said "yes" , 

eleven (42%) of the respondents said that the message somewhat 

reflected what they found and two (8%) said the message did not 

portray what they found at the destination. These two 

said that the message overstated what they actually 

destination . 

respondents 

found at the 

Twenty (13%) out of the 32 respondents said that they enjoyed 

the tour . The 12 tourists who did not enjoy themselves during the 

tour gave number of reasons for their nonenjoyment . These factors 

include the fact that while the low season rates were good enough, 
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peripheral facilitates such as bar and resta rants were too 

expensive . This reason was advanced by ter of the holiday 

tourists . One tourist expressed dissatisfactio with his tour 

drivers : according to him the drivers were careless. Two of the 

transit tourists who responded expressed dissaLisfaction with the 

food, security, and the general conduct orb aviour of the hotel 

personnel , that of other patrons and the general cleanliness of 

the hotel . These two had been accommodated i a budget hotel . 

The tourists had also been asked to rate various services that 

were provided to them on a scale ranging from "excelle t" to "not 

satisfactory". Their responses are summarized in table 15. 

On average transportation services, accommodation services , 

entertainment, Food, conference facilities and communication 

facilities were rated as satisfactory , hile sports facilities 

were rated as not satisfactory . 
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Table 15 Ranking of services provided to do estic tourists. 

Service Respondents 

Excellent Satisfactory Somewhat Not sati-
satisfa- s ctory 

% % ctory % % 

Transport ion 40 30 20 10 

Accommodation 40 44 16 0 

Enter:tainment 28 24 24 24 

Food 38 47 15 0 

Sports Facilities 2 6 35 57 

Conference 25 19 37 19 

Communication 25 25 25 25 
facilities 

tour . 

Various means of transportation were used during the 

These are summarised in table 16 . As can be seen from the 

table , tour ·operators were the most popular means of 

transportation . Some 45% of the twenty nine tourists responding to 

this question used tour operators during their visit. Another 

popular means of travel was by public bus. So e 38% of the 

respondents travelled by bus to their des~inations. Six (21~) out 

of the twenty nine respondents used private means. Only two (7%) 

and one ( 3%) of the respondents used train and aeroplane 

respectively . 
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Table 16 Transportation eans used by Domestic tourists 

Transportation mean Responden s Perce tages 

Tour Operators 13 45 

Public Bus 11 38 

Railway 2 7 

Plane 1 3 

Priv ate Car 6 21 

The tourists were accommodated in several places. The major 

accommodation facilities were hotels, lodges , camps and clubs 

(table 17) . 

Table 17 : Acco odation used by Domestic tourists 

Accommodation 

Hotels 

Lodges 

camps 

Clubs 

Respondents 

17 

25 

9 

1 

Percentage 

53 

78 

28 

13 

Table 17 shows that the most popular form of accommodation 

was the lodge which was patronised by 78% of the respondents . 

Hotels were somewhat popular with a patronage rate of 53% while 

camps and clubs w re patronized by 28% a d 13% of Lhe respondents 

respectively . . 

Half of the tours were group arranged while the other half 

were private arranged. Only 22% of the domestic tourists were 

taking the tour alone . The other 78% were accompanied by other 
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tourists, family members and friends . Fourt en (56%) out of 25 

respondents were accompanied by other tourists a d colleagues , 36% 

by family members and the other 24% by friends. 

Thirteen (54%) out of th~ 24 tourists who tespond d said that 

the package was expensive , while the remaining 11 (46%) said that 

the pac kage was not expensiv . The latter group mai ly comprised 

the Asian Kenyan Community , expatriates and employees in various 

foreign ernb ssies in Nairobi . Th tour packag cosl n av age of 

Kshs 4 , 200 . 

Asked whether they where 1 ikely to mak another tour in 

futur e , twent y five (78%) said "yes" , five (16%) said "not sure" 

and two ( 6%) said "no " respectively . The average duration of the 

tour was itself 3 . 84 days . 

Most of the tourists ( 7 6%) felt that there was a need to 

reduce the packag~ rates even further . They felt that there was 

a need to not only reduce the accommodation and transportation 

char ges but also on the charges for peripheral facilities like 

restaurant and bar . Some 54% of the tourists also felt that there 

was a need to intensify promotion while 18% felt that the 

industry should encourage more package tours. 

On the question of age most of the respondents belong to the 

26-35 y ears bracket. The distribution of tourists by age is 

summarised in table 18. Some 47% of the tourists fell between 36 

and 45 years of age . None of the tourists was abov~ 65% years of 

age . 
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Table 18 Approximate age of Domestic tourists in years 

Age Bracket Respondents Percentages 

< 25 5 16 

26 35 15 
,. 

47 
0 

36 - 45 8 
.; "'(,. 

25 
<;" c~ .., 

46 - 55 1 3 ~,(' (' 

(/ 

56 - 65 3 9 

66 and > 0 0 
n=32 

Most of the tourists earned between Kshs 21,000 and 25 , 000 . 

This comprised t n (37!1.) ouL of tl 27 Louris · who r- spon nd o 

this question. Th respondur Ls' 1 vels of .in ·out~ c • ~um1n · ris d 

in table 19. 

Table 19 : Approximate levels of inco e of tourists per month . 

Income Level (Ksh 000) Respondents Percentages 

Ksh < 10 1 3 . 7 

Ksh 10 - 15 5 18.52 

Ksh 16 - 20 5 18.52 

Ksh 21 - 25 10 37 .04 

Ksh 26 - 30 2 7 .41 

Ksh 31 - 35 0 0 

Ksh 36 - 40 0 0 

Ksh 41 - 45 1 3 . 70 

Ksh 46 - 50 2 7.41 

Ksh 51 and > 1 3.70 
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As shown in table 19, Eighty five percent of t e respondents 

earned less than Kshs 30 , 000. 

Eighty o ne percent of all the responde ts w re Kenyan. The 

other r espondents (19%) who worked in the embassies . 

Some (50%) of the respondents had their permanent address in 

Nairobi, 13% were from Central Province , 9% from ;as~ern , 9% from 

Coast, _and 6% each for Nyanza , Western, and Rift Valley . In terms 

of s e x, 31% o f the respondents were females . 

rison between the various sub-groups. 

The factors influencing domestic tourism were analysed by 

calculating . the mean scor of each attribut lor .ach group of 

respondents . Figure 1 graphically shows a Likert-type profile of 

relevant mean scores. As can be seen from the figure, apart from 

availability of domestic tourist products, all the other factors 

have alot of influence on the domestic tourism tr- de . The four 

groups of respondents scored at least a "3" u a scale: of "1" 

(least influence) to "5" (most influence) for all the factor s 

apart from availability of tourist products . Level o f in ome and 

economic stability were said to have the "most influence " on 

domestic tourism . They received a mean score of "5 ". Political 

stability , cost of the domestic package and promotion received a 

mean score o f "4". The groups differed slightly on such factors 

as awareness, promotion, and lack of statistics on domestic 

tourism . 
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this fac~or. Si ilarly the budget hotel group ad mean score of 

3 while the hotel chains and tour ope ators had a mean score of 

"4" and "5'respectively. The Ministry scored a "5" on "promotion" , 

"economic stability" and "lack of domestic s~a istics ". 

_The Kruskal-Wallis H Test: 

The H t~st, is a rank test which serves to test the 

assumption that K independent random samples are drawn from 

identical populations and in particular the null hypothesis 

u 2 = ... = uk, against the alternative hypothesis t at the ~eans 

u = 
1 

are 

not equal. It does not require the assumption tha - t.he populations 

sampled have normal distribution . 

The data are ranked jointly from low to high as though they 

constitute a single sample. Then, if R is the sum of the ranks 

assigned to the ~ values of the i th sample and R=n + n
2 

+ . . . + 

n, the H test is based on the statistic : 

R2 
H· 12 L (-~) -3 (n+l) 

n (n+l) 1__ n1 

If the null hypothesis is true and c:ach sa ple s at 

least five observations, it is generally considered reasonable to 

approximate the sampling distribution of H with a c i-square 

distribution having k-1 degrees of freedom. Consequently, we 

reject the null hypothesis when the value obtained or H exceeds 

73 



theoretical )1,! for k-1 degrees of freedom. 

~ =0 . 05 

Reject the null hypothesis if H>S. 991, which is the 

value of ..:x;; .o/ for 3-1=2 degrees of freedom; ot erwise , fail to 

reject it. The .computation of the relevant quantities yielded the 

following : 

R
1
=426 

R
2
=96 

R
3
=152. 5 

2 2 2 
H- 12 [ 426 +~+ 152.5 ) _3 (37 +1 ) 

37 (37 +1) 20 10 7 

= -0.3414 

= 0 

Since the computed H=O is less than the cr itical H=5.991, the 

null hypothesis is not rejected. It can, therefore, be concluded 

that the three groups of respondents (major hotel chains, budget 

hotels and tour operators) were not significantly different as far 

as their assessment of the factors influencing domestic tourism 

are concerned . 
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CHAPTER FIVE 

S Y,CONCLUSIONS, AND IMPLIC TIO S: 

5.1 SUMMARY 

The main objectives of this study were (i) ~o determine the 

extent to which marketing mix variables ar used in domestic 

tourism , (ii) to examine the major deterrnin nt of marketing 

domestic tourism in Kenya and (iii) to identify the demographic 

and socio-economic characteristics of domestic louri ts . These 

objectives were satisfied by collecting and analysing pertinent 

data using three different types of questionnaires. 

The first questionnaire was distributed to firms in the 

hotel and travel sector; the second questionnaire \vas distributed 

to the Ministry of Tourism and Wildlife; and the third to domestic 

tourists . The questionnaires had both structured a d unstructured 

questions anq statements . Once collected , the data were analyzed 

by the use of summary statistics particularly the percentages. 

A Likert- type profile was also develope . The data w re alse-

subjected to the Kruskal-Wallis H-test. The conclu~ions b sed on 

the findings and th~ir managerial implication~ dre discussed 

hereunder . 

5 . 2 CO CLUS IONS 

The results of this study are not very encouraging because 

both th Ministry of Tourism and Wildlife and the private s~ctor 

in this industry do not appear to attach alot of importance to 

domestic tourism . Most of the marketing variables investigated in 
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thi s study regarding domestic tourism marketing in Kenya were not 

being appli~d by the whole ·ndustry . The industry was also found 

to be experiencing a number of serious probl ms in 

domestic tourism . 

marketing 

Most of the major hotel chains and a f travel firms only 

engage in domestic promotion during the low sc so1 or w en there 

is a crisis affecting incoming tourist traffi . 

Those firms not engaging in local promotion said that the major 

portion of their business is from the international market and 

they were not keen on domestic tourism. Most of t e otel chains 

who engaged in local promotion during the low season were 

subsidiaries o f international organizations. There was very 

little promotional activities from the budget hotels. Only rarely 

did the latter group of operators engage in promotional activities 

like advertising: Even then, they did so as a group under the 

budget hotels association . This advertising e en though rarey 

done was different from that of the major hotel chains and travel 

firms . The budget ho tels advertised during bo~h seasons with most 

of it being done in december . 

The media used by firms for their promotion include 

magazines, newspapers, brochures, television nd leaflets . They 

engage in sales promotion activities like attendance of fairs , 

conferences , shows, seminars and exhibitions . The nost popular 

advertising media were found to be newspapers and television . The 

Ministry has not been doing any serious promotion at the l ocal 

market. However, it participates in such promotional acti ities 
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as seminars, workshops, shows 1 fairs and exhib · ions . It has also 

occasionally had documentary features on television. 

The firms in their promotional campaigns stress such 

attractions as the organization and its offerings, physical 

attractions all ov r the country 1 those aroun he firms location 

or a combination of both . Price is a very important element in 

such promoti9ns . 

It was found that firms in the travel trad ended to stress 

the physical attractions in the whole country more than the major 

hotel chains . Th 1 tter concentrated .1or~ o physical 

attractions around their hotels. The type of rnedia used in the 

promotion activities wer 

and the required reach . 

ound to d p nd on Ll ~ Lyp~ of au ience 

The market segments that ere identified by the private 

firms were expatr~ates, diplomats, Industrialists, Organiz tions , 

individuals, family units and business people. M jo hot 1 chains 

and travel firms give special treatment to different segments 

during the low 

requirement to 

treatment for 

season . Their offers vary from one customer 

another. The budget hotels don't have special 

local customers as compared to 

tourists . The Jltinistry has identified various 

int.ernational 

institutions , 

church organizations, individual business people, industrialists , 

diplomats , expatriates and family units as important market 

segments . Unlike the private firms , the Minist:ry has not devised 

any specific marketing activities to cater for the local market . 

The Ministry does not even have policy guidelines on marketing 
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domestic tourism. 

The major hotel chains and some travel firms were found to 

engage in serious low season marketing. The f i rms dealt with the 

low season problem in various ways. These include offering low 

rates to both local and foreign custo ers a td promoting locally 

during this period. Some firms in both the hotel and travel 

business car,:ry most of t eir repai s and ma.i 1:.enance during this 

period. A few of the smaller tour operators jus1:. wait for the high 

season to resume . The Ministry tries to encourage Lore domes tic 

tourists during this time by requesting the private operators to 

lower their rates to an affordable level. D ring this per iod 

concessions whic tak t form of reduced r a tes and ch rges are 

given. Very few of the firms co-operate w · t:h the Ministry in 

marketing domestic touris , by participating in such f nctions as 

fairs, shows , seminars, demonstrations, exhibitions, and 

conferences . The prival:.e fir s also coope r a e by contr · buting 

articles to ministerial publications, and reducing rates when 

requested . A number of firms felt that the lack of joint 

marketing with the Ministry was contributing t o the f a ilure of 

domestic tourism . 

Less than half o the private firms e gage d in any form of 

research aimed at the local market . Mos1:. of those who carr ied 

such research activities belonged to the major hotel chains .. For 

this reason most firms where not very fat il iar with the local 

market and did not understand their custo ners properly . The 

objective of conducting research by the few firms that d i d so was 
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a desire to understand their customer's needs and wants . This 

could help the firms increase their business. The Ministry does 

not carry any research at the local level. Lac c of information on 

the local market means that most firms determine what to provide 

to their customers based on what they had o offer or what they 

thought their customers wanted . 

The study. identified a number of problem· hindering domestic 

tourism trade in Kenya . T se include th low 1 vels of income 

earned by the loc 1 population , the fact th t most Keny~ ns a re 

unaware of the tourist products. This was compounded by the high 

costs of adv ertising, traditional value systems and beliefs and 

the general economic and political stability. Proposed ways of 

solving these problems include the improvement of the genera l 

economy by the government, safety in such tourist attractions a s 

national parks , . raising the levels of income, creating higher 

levels ofawareness through educative promotion in institutions and 

schools , and offering lower rates . The lower rates should not 

just be for transportation and accommodation but also f or 

peripheral items like bars and restaurants . 

The most popular attraction were the game parks. Most of t he 

tourists were attracted by the offerings of specific firms in the 

industry . This is because most used tour operators for 

transportation and stayed in lodges . 

Visitors either travelled in groups or individually . Those 

in groups were accompanied by family members or business 

associates . Most of tho se in groups were holiday tourists while 
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many business tourists took the tour as i ndividuals. 

bus iness t ourists were also in transit. 

Some 

The tourists identified television as he most effective 

medium of advertising at th local market . wsp· p rs were also 

said to be effective in marketing domestic ourism. Most of t he 

respondents_ said that newspapers were bei g sed to promote 

domes t ic tourism . The message in the advertisement was found to 

appea l t o only half of the respondents . Some 40' of the 

respondents said that the mess g portrayed \4h t hey found to 

some extent . Some respondents did not find th message appealing 

because the most effective media were not being used . 

A majority of the respondents (54%) found the tour package 

rathe r expensive . The average cost per package was around Kshs 

4,000 . Out of their exper ience , 78% of the respondents were sure 

of mak ing anoth~r trip in future . The remainiLg 22% were either 

not sure or could not patronize the same facilities again . The 

average dur ation of stay was 3 . 84 days . 

The tourists suggested a number of measures to be taken if 

more Kenyan residents were to patron ize various tour i st 

facilities . These include the reduction of raLes, more promotion 

and encouraging group packages . Most tourists felt that price 

reduction should also cover peripheral serv · ces like bars and 

restaurants . According to most of them , the tour package bec ame 

expensive bec ause of these peripheral facilities . This 

constitutes 6 5% of t o urists who felt that the package wa s 

expens i ve . 
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5. 3 RECOMMENDATIONS 

The findings of this study have several potentially useful 

implications for the whole tourist industry. The relevant 

recommendations are that: 

(1} The government should first of all seek to improve on the 

general management of the economy . This would help in raising the 

living standards of Kenyan and eventually their income levels. The 

Ministry needs to come up with clear policy guidelines for the 

promotion and development of domestic tourism 

market. 

in to a rna ture 

2) Budget hotels should be pro oted as a a tur ative to hotel 

chains which do not view domestic tourism as a very important 

market . This would ensure that accommodation facilities were 

available for the local population. The major hotel chains should 

also change their attitudes toward domestic tourism. 

(3) There should be co-operation between private firms and the 

ministry in marketing domestic tourism. This would minimize 

costs of such activities as arketing . The industry should also 

get together and create 

local population. 

awareness domestic tourism among the 

(4) There is also the need for more research by the whole industry 

aimed at understanding the local market . This will ensure that the 

right marketing mix is developed and appropria·tely applied. 

(5) Reducing ch~rges by itself will not help domestic tourism if 

peripheral items remain out of reach for the locals. Low season 
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charges shou ld lso take into accou t s ch i~~, as the oars a nd 

restaurants . 

5 . ~ LIMITATIO S 0' THE STUDY. 

Resource constraints were a major lim1tdtion of this study. 

For instance it was not possible to extend t e research the whole 

countr y . However, this problem was taken care of by interviewi ng 

firms with branch s in oth r parts of the country. Unfortunat ly, 

since budget hotels did no have branches outsid Nairobi, it was 

ot possible to s mpl bu gee. hot s n olht~l parts of t he 

country . 

It was also not possible to take a larger s mpl of each 

group of respondents because of time and fina i 1 constraints . 

5 .5 DIRECTIONS FOR FUTURE RESEARCH. 

Future studies shou l d try to resolve th lim· tat · ons cited 

hereabove . That is, the geographical scope of the study should be 

extended . Future research should also cover a longer dura t i on 

of time. Th i s is because the current study was conducted d ur i ng 

the l ow season and the results may not be wholly representative of 

the Kenya ' s domes tic tourism marketing . Fur her, researche rs 

should conduct studies which include potent1al tourists and why 

they do not currently engage in domestic tourism. 

Future research should also aim at determining wh ther t:.he 

curren t t o ur i st attrac t i ons that have been developed f or 

international clients are suitable for local customers . 
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APPENDIX I I 

A SPECIMEN OF LETTERS TO RESPONDENTS 

Dear Respondent , 

Patrick Wahome Gakuru , 
C/0 M. B.A. Office, 
University of Nairobi , 
P . O.Box 30197, 
Nairobi. 

I am a postgraduate student studying for a Master of Business 

and Administration degree at the Faculty of Commerce , University 

of Nairobi . I am currently conducting research in the area of 

'Domestic Tourism' . The topic is : ''The Marketing of Domestic 

Tourism in Ken ya. " 

The purpose of this letter, therefore, is to request you to 

respond to the attached questionnaire. The information you give 

will be treated in strict confindence and at no time will your 

name or that of your organization be referred to directly . The 

information will be used for academic purposes only. 

Thank you very much in anticipation . 

Yours faithfully, 

Gakuru, P . W., 
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APPENDIX III 

THIS QUESTIO NAIRE IS TO BE ANSWERED BY 'l'HE MU ISTRY OF 

TOURISM AD WILDLIFE. 

1. What role does the Ministry 

domestic 

currently pl y 

t o u r 

in 

i 

marketing 

s m ? 

2. What are the du ies and responsibilities f l e marketing 

department in marketing domestic tourism ? 

3 . What are the main functions of the Domestic Tourism Council? 

4. What steps is the Ministry taking o achieve l t:: target 400,000 

domestic tourists per annum?-----------------------------

5 . hat factors (if any) have ampered the success of the domestic 

tourist trade in Kenya? 
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6. Listed below are some factors that have ee · dentified as 

influencing domest:.ic tour ism trade in Kenya. Yo u are asked to 

rate , in your own opinion, the extent to v1hich these factors 

influence t .vol ne , vc~.luc un urc1 ion ot t..ty by dOIIIt:!SLiC 

tourists . To rate these factors, tick the score mos applicable . 

A score of ( 1) implies least influence wh · le a score of ( 5) 

implies most influence. 

Least- Most-
Influence Influence 

a.Higher 
Income level [1] (2] (3] [4] [5] 

b. More-
Promotion [1] [2] [3] [4] [5] 

c . Availability of 
Tourist products [1] [2] [3] [4] [5] 

d. Cost of do estic 
Package [1] [2] [3] [4] [5] 

e . Awareness [1] (2] [3] [4] [5] 

f . Political 
Stability [1] [2] (3) [4] [5] 

g. Economic 
Stability [1] [2] [3] [4] [5] 

h . Others (Specify) [1] [2] [3] [4 ] (5] 

[1] [2] [3] [4] [5] 

7. Does the Ministry engage in any type of Research? 

[ ] Yes Go to Q. 8 

[ ] No Go to Q. 10 

8 . What type of Research? 
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9 . hat are main objectives of this Researc ? 

-----------------------------------------------------------------

10. How many types of market segments (groups of customers) for 

the domestic tourists has the Ministry indentif ied? (specify) 

11 . How many types of domestic tourist products (attractions) has 

the Ministry identified?-------------------------------------

12 . What are the main objectives of marketing the tourist 

attraction to different market segments ? 

13 . Are there differences in marketing the tourist attractions to 

the different market segments? 

[ ] Yes Go to Q . 14 

[ ] No - Go to Q . 15 

14 . Which are these differences? 

-----------------------------------------------------------------
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15. In what kind of promotional activities directed at domestic 

tourists is the Ministry involved in? 

-----------------------------------------------------------------

16. Are there different messages developed for different 

audience? 

[ ] Yes 

[ ] No 

17. What types of media does the Ministry us to reach the 

audience? 

18. Are different media used to reach different market segments? 

[ ] Yes , specify------------------------------------

[ ] No 

19. On what basis is a certain medium chosen?--------------------

-----------------------------------------------------------------
-----------------------------------------------------------------

20. What are the main attractions which are emphasised by the 

Ministry while carrying out the promotional activities aimed at 

domestic tourists? 
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21. Does the Ministry involve any prof ssional firms in 

do estic tourism? (e.g . in ssage development, medi 

[ ] y s 

[ ] 0 

promoting 

selection) 

22. Is there any joint marketing of the tourist attractions by 

the Ministry and individual irms in the i dustry ? 

[ ] Yes 

[ J 0 

If answer is 'yes', what is the nature of t is joint 

marketing (promotion)?-------------------------------------

23. What role, if any does the ministry play in the pricing of 

the domestic touris product? 
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APPENDIX I 

THIS QUESTIONNAIRE IS TO BE ANSWERED BY DOMESTIC 'OURISTS 

1. Is this Your first tour? 

[ J 

[ ] 

Yes 

0 

2. If answ r to (1) above is No, how many in ·s u· e you t ken 

a cour? 

3. What is the nature of your tour? 

[ J Holiday 

[ J Business 

[ J Others 

If others, specify----------------------~------------

4. Which are the main attraction areas (Game Parks , Beaches, 

Historical Sites e.t.c) that you visited? (1 s~ them down) 

----------------------------------------------------------------
-----------------------------------------------------------------
-----------------------------------------------------------------
5. How did you learn about the a traction(s) you men ion above? 

[ J 

[ J 

[ ] 

[ J 

Through friends 

Travel agents 

Through advertisements 

Ot:her sources 

f other, please specify-------------------------------
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6. Which promotional media do you thi k wo ld be effective in 

reaching potential tourists in Kenya? ( Rank all the appropriate 

media) . 

[ ] Radio 

[ ] T. V. 

[ ] Newspapers 

[ ] 

[ ] 

[ ] 

Magazines 

Cinemas 

Others 

If 'others', please specify---------------------------------

7. Is the medium identified above as the most effective the same 

as the one which is presently being used to promote domestic 

toursim? ,. 
C:uo· [ ] xes r· )' 

OF C ·~4 
f..i •• 

'J. .. o,.,~t~ [ ] No . ·~ . • tl)' 

[ ] Don't Know 

8 . If answer to ( 7 ) above is 'No' which media are being 

used?------------------------------------------------------------

9 . Did the message portray what you act lly found at the 

destination? 

[ ] Yes 

[ ] No 

[ ] To some Extent 

0. If answer to ( 9) I above is 'No • I did the message ' overstate ' 

or 'understated' the real offerings? (Give an 

explanation)-----------------------------------------------------
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-----------------------------------------------------------------
1·. Did you enjoy your tour? 

[ ] Yes 

[ ] 0 

2 . If answer to ( 11) above is 'No', w at mig t have prevented 

you from enjoying yourself?--------------------------------------

-----------------------------------------------------------------
-----------------------------------------------------------------
13 . Rate the following services that were provided to you during 

tlle tour? 

i. Transportation 
Services 

'i . Accommodation 
Services 

i1i . Entertainment 
Services 

iv . Food 

v. Sporting 
facilities 

vi . Conference 
facilities 

vii . communication 
facilities 

EXCELLENT SATIS- SOME WHAT NOT 

FACTORY SATISFACTORY SATISFACTORY 

viii . Others (specify) 

14 . What transportation means did you use during the tour? (give 

names) ------ -----------------------------------------------------
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15. In hat places (hotels, lodges, camps , etc.,) wer you 

accommodated during the tour? (give names)----- - ----------------

_6. Was your tour 'group arranged' or a 'pr i v t e one '? 

--------------~--------------------------------------------------

7. Did you take the tour a lon~ ? 

Yes [ ] Go to Q.19 

o [ ] Go to Q.18 

18 Who accompanied you?-------------------------- - ------- - -------

-----------------------------------------------------------------

:9. was the tour package expensive? (give details) 

20. Approximately how much did the visit cost you? - - - ----- -------

21. Out of your experience are you likely to make not er tour 

n future? 

[ ] Yes 
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[ ] No 

[ ] ot sure 

22 . How long was your tour? (g1ve answer in aay or o ths) 

23. What do you think can be done to at ract more Kenyan 

residents to visit t e desti ation(s) that you to red?-------- - --

24 . What is your approxi ate age in ye rs? 

[ ] <= 25 years 

[ ] 26 - 35 years 

[ ] 36 - 45 years 

[ ] 46 - 55 ye rs 

[ ] 56 - 65 years 

[ ] Over 65 ye rs. 

25 . What is your approximate level of income p r rnon h? 

[ ] Ksh <= 10,000 
[ ] sh 11,000 - 15,000 
[ ] Ksh 16,000 - 20,000 
[ ] Ksh 21,000 - 25,000 
[ ] Ksh 26,000 - 30,000 
[ ] Ksh 31,000 - 35,000 
[ ] Ksh 36,000 - 40,000 
[ ] Ksh 41,000 - 45,000 
[ ] Ksh 46,000 - 50,000 
[ ] Ksh 51,000 and above 
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26. hat is your ationa ity? ( .g, Ke yan by b · rt , Expatriate , 

e .t.c)------------------------------------------- ---

27 . hat 1s your permanen addr ss (Town) -----------------------

28. What is your sex? 

[ ] Male [ ] Female 

Thank you very much for your co-operation. 

Yours sincerely, 

Gak ru, P .W. 
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PENDIX V 

AIRE ~OR HOT LS, _T_O_U~R~~~~~~~~~~=-~~~ 

t is t c n me of your r ? -------------------------------

2. h t i t 

of; 

r· t. ~ s·~~ of yo r fir? 

i. Sa s r a u ----------------

ii. Number of e ployees ----------------

ii . Number of branches -----------------

v .w terms 

iv. Numb r of c rs owned (if ' t is our op·c t' r or ag nt) 

3. Is your firm a subsidiary or art of aneth·· fir : . ta is ed 

either locally or abroad? 

[ ] Yas 

[ ] 0 . 

4. If answer i ( 3) bovl! i~ 'y~s', w ic s haL organiza.L1on 

and where are the headquarters? 

rune ............................... Heu q arters ....... .. ..... .. . 

5. In what activi ·es is your fir involved? 

-----------------------------------------------------------------
-----------------------------------------------------------------
6. hat problems have you e ount red to dat your wad L · ng 

efforts locally?------------------------------- ----------------

-----------------------------------------------------------------
------------------------------------------------------------------
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7. How can the~ problems overcome?--- -----------------------

8. Lis ed belo are some f clors that have been identified as 

influencing domestic tour1sm trade in Kenya. You are asked to 

rate , in your own opinion, the extent to which these factors 

influence domestic tourism in Kenya, by ticki g the most 

applicable score . A score of (1) implies l~a~t influence while a 

score of (5) i pl1es most i fluence . 

Least
Influence 

( 1) 

a . Political Stability [1] 

b . Levels of Income [ 1] 

c . Awareness [1] 

d . Availability of 
tourist products [1] 

e . Cost of domestlc 
Package [1] 

f . More Promotio [1] 

g . Economic Stab lity [1] 

h . Others (Speci y) [1] 
[1] 

( 2) 

(2] 

(2] 

[2] 

(2] 

(2] 

(2] 

[2] 

[2] 
[2] 

( 3) 

[3] 

[3] 

(3J 

[3] 

[3] 

[3j 

[3] 

[3] 
[3] 

9 Do domestic tourists patronize your fir ? 

[ ] Yes 

[ ] 'No 
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Most
! fl uence 

(4) (5) 

[4] 

[4] 

[4] 

[4] 

[4] 

[4] 

[ 4] 

[4] 
[4) 

[5 ] 

(5] 

[5] 

[5] 

[5] 

[5] 

[5] 

[5 ] 
[5] 



10. Ho o you gc:L your loco. customers? 

[ ] Special d rang .. me ts with ot er orga . 
Zct L ons 

[ ] Customers patronize on the1r own 

[ ] Others ( p •Cify) 

11. Do yo engage i any research aimed at the oca market? 

[ ] Yes 

[ ] 0 

12. If answer to (11) is 'Yes', what are the main aims of such 

research?--------------------------------------------------

13 . In providing goods and services to your local customers , do 

you determine what to provide? 

[ ] Based on what you have 

[ ] Based on what you think they should rn.!~d 

[ ] Bas ed on research findi ngs on what the customers wan t 

[ ] Others (specify ) 

14. How many types of domestic market segment s (do estic tourist 

types) does your orga ization cater for? (giv specific lions) 

-----------------------------------------------------------------
-----------------------------------------------------------------
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15. Do you have - n establis d way of satisfyi g ti ese differen t 

market segments? 

[ ] Yes 

[ ] No 

16 . If answer to (15) above is yes , how do you s tisfy each o f 

them? -------------------------------------------------------- ---

-----------------------------------------------------------------

17 . Do you have any special marketing activ · tiE:s d12signed t o 

cater for the local market? 

[ ] Yes 

[ ] No 

18 . If answer to (17) is .. Yes', what is the main objective of 

marketing ocally? -----------------------------------------------

19 . Are th re any different customer characteristics among the 

domestic tourists? 

[ ] Yes 

[ ] No 

20 . If answer to (19) above is 'Yes', do you hav di eren ra es 

(charges) for the different types of domestic touri~ts? (Explain) 

21. Do you have any special concessions for the dom s ic tourists 
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as compare t:.O tt fore1gn to ris s? 

[ ] Yes 

[ ] 0 

22. If ans er to ( 21) is 'y s• 
I do t:hes L: n ~.-.»sions operate 

around the year? (Expla1n)--------------------------------------

23 . Do you engage in any promot:.ional activit:.ic~ ~o attract loca l 

tourists? 

[ ] Yes 

[ ] No 

24 . If answer to (23) above is 'Yes•, what attractions do you 

stress in your promotion c paig s? 

25. What media do you use for this local promocio ? 

26 . On what bases do you choose these media? 

27 . When do you promote locally? 

[ ] D ring t:. e low season 

[ ] During the peak season 

[ ] During both seasons 
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28. Do you co-operate i h other firms .1 arkating your 

serv ces to the local mark t? 

[ ] Yes 

[ ] Someti es 

[ ] No 

29 . If answer to (28) above i yes , giv names o these firms . .. 

-----------------------------------------------------------------

30 . Do you old any joint marketing campaigns with the Ministry 

of Tourism and Wildlife aim~d t he local markeL? 

[ ] Yes 

[ ] 0 

[ ] Sometim~s 

31. If answer to (30) above is 'yes' , explain the nature of such 

joint mar eting ca paigns?---------------------------------------

32 . What ki d of contribut.io s do yo mak Lo th. Hinistry of 

Tourism and Wildlife for its domestic marketing~ ti~ilies? .. ... 
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33 . How do you a le the problem o low bus i n~Ks uring the l ow 

season? --------------------------------------- --- --------------

34 . What do you think sho ld be done to attr cL more domestic 

t ouri s ts during the low international tourist season?------- - ----

T a k you very mu h lor your co-operat~or . 

Gakuru , P . W. 
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APPENDIX VI 

Scores and Ranks for factors influencing do estic tourism by sub-
g:rou,es 

Hotel Chains Budg:et Hotels Tra.vel Firms 
Score Rank Score Rank Score Rank 

20 27 . 5 25 12.5 29 27.5 30 31.5 23 6 . 5 27 18.5 27 18 . 5 27 18.5 26 15 .5 23 6.5 18 1 28 24.5 25 12.5 19 2 29 27 .5 30 31.5 23 6.5 27 18.5 28 24 . 5 24 10 . 5 21 4.5 ------
R

1
=152. 5 26 15 . 5 20 3 

21 4 . 5 23 6 . 5 
27 18 . 5 30 31.5 

------
R =96 2 25 12 .5 

30 31.5 
32 36 
33 37 
24 10.5 
31 35 
26 15 . 5 
29 27 . 5 
27 18 . 5 
28 24 . 5 

-------
=426.0 

J 
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