THE NELSON MANDELA
AFRICAN INSTITUTION OF SCIENCE & TECHNOLOGY
(NM-AIST)

SCHOOL OF BUSINESS STUDIES AND HUMANITIES (BuSH)

TITLE:

EFFECTIVE DESTINATION BRANDING STRATEGY FOR ENHANCING
EXPERIENTIAL VISITATION OF THE LOCAL MILLENNIAL; A CASE
OF TANZANIA NORTHERN TOURISM CIRCUIT

JOSEPH HUMPHREY KISAMO

A RESEARCH PROPOSAL SUBMITTED FOR THE PARTIAL FULFILMENT OF
REQUIREMENTS FOR THE PhD IN INNOVATION AND ENTREPRENEURSHIP
MANAGEMENT OF THE NELSON MANDELA -AFRICAN INSTITUTION OF
SCIENCE AND TECHNOLOGY, ARUSHA

OCTOBER, 2024



DECLARATION

| hereby declare to the senate of Nelson Mandela African Institution of Science and Technology
(NM-AIST) that, this research proposal is my original work and has not been presented in any

other University/Institution of higher learning

ﬁ%g 28™ OCTOBER, 2024

Name of the student: JOSEPH HUMPHREY KISAMO Date
Reg. No: P034/T23




CERTIFICATION

This is to certify that this proposal entitled “Effective Destination Branding Strategy for
Experiential Visitation of the Local Millennial; A Case of Tanzania Northern Tourism
Circuit” has been submitted to fulfill the requirement for the partial fulfilment requirement for the
PhD in Innovation and Entrepreneurship Management of the Nelson Mandela African Institution
of Science and Technology, Arusha (NM-AIST).

This proposal has been submitted with the approval of the Institution” Supervisors:

1. Prof. Liliane Pasape Date

2. Dr. Josephine Mkunda Date



TABLE OF CONTENTS

DECLARATION. ... i
CERTIFIC AT ION . e i
TABLE OF CONTENTS L. il
LIST OF FIGURES. ..., 1%
LIST OF ABBREVIATIONS ... v

CHAPTER ONE: INTRODUCTION

1.1 Background inFOrMALION ........cciiiiiiiicic e sttt st s re et e b e e aesreeraesbenre s 1
O S (0] 0] (=1 T v U =] 0T o OSSPSR 4
1.3 Justification Of the STUAY .......coviiiiiic ettt s et e be e sbesraesbesre s 6
1.4 RESEAICH ODJECTIVES. ... .oiiieiieiicii ettt bbb enes 8
15 RESEAICH QUESTIONS ......ciiiiicii ettt ettt teete et e s te et e teeae e st e steesbesbeeseesbesaeesbesbaeseesbeetaeneenreas 8
1.6 Research conceptual fraMEWOIK .........ccoiiiiiiiiiiiit s 9
CHAPTER TWO: LITERATURE REVIEW ..ottt 11
P20 O | 1o T 11T 1 (o TSP SRSPS 12
2.1 Definition OF KEY tBIMS ....c.oiiiiiiiice ettt sbe et be s ae et e beeeesreeteentenre s 12
2.2 TheoretiCal [Iteratlre FEVIEW .......cicveiuiieiiesieetee e sttt ste ettt e e ste e be e e aestaesaeseeesaeneenres 13
2.3 EMPIrical [ITErature FEVIEW.......cciiiiiei ettt sttt te st sbe e be s ae et e be e e e sreetaesbenre s 16
CHAPTER THREE:RESEARCH METHODOLOGY ....oocoiiieieiiieiesiesie e eens 19
02O 1 T [ [ o SO SSPS 19
3.1 Research approach and deSIgN ......c.cieoiiiiiie et st be e sre st e sbeare s 19
3.2 STUDY @IBA. ...ttt ettt bbbt b bbbt s bbb bbb bRt b Rt b bt n e n e 19
3.3 Population Of the STUAY ......ccueiiiiiic e e et r e be e b sreetaesrenre s 20
3.4 SAMPIING TECNNIGUES ...ttt bbbttt ettt b e 20
34.1 Probability SAMPIING .....cc.ooviiii s 20
34.2 Non-probability SAMPIING .......ooii e 21

3.5 SAMPIE SIZE ..ttt e 21
KR T 0 (ot o) o = L OSSPSR 21
3.7 Data COHECTION MELNOUS........ciiiiiiieeie sttt re b e teesaesaeeraenrenres 22
3.8 Operationalization of research Variables......... ..o 22
3.9 Validity and Reliability and Ethical CONSIAerations.............cooeiviiininineneeese e 24
BRI IR R £ 11 To 1) SO 24
3.0, 2 REIIADIIITY ... bbb 24



3.9.3 EthiCal CONSIABIALIONS .......vviiiiiiiiie ettt ettt sttt e et e e s b e s s sbae s sbb e s st e e e sabesabeeans

23.10 Data handling and @NAIYSIS .........uiiriiirerieieieis s

REFERENCES
APPENDICES



LIST OF FIGURES

Figure 1.1 Monthly trend on international tourism arrivals at Game Reserves: 2022/ 2023...... 5
Figure 1.2 Monthly trend on domestic tourism arrival at Game Reserve: 2022 / 2023............ 6
Figure 1.3 Conceptual Framework ...........cooiiiiiii e 10
Figure 2.1 Individual Realms of an eXperience .............oviiiiiiiiiii e, 12
Figure 2.2 Consumer decision-making model .............coooiiiiiiiiiiiiii e, 14



LIST OF ABBREVIATIONS

DMO Destination Management Organization
GDP Gross Domestic Product

IVES International Visitors’ Exit Survey

MNRT Ministry of Natural Resources and Tourism

TANAPA  Tanzania National Parks Authority

TTB Tanzania Tourist Board

vi



CHAPTER ONE
INTRODUCTION

1.1 Background information

Experience is a distinct economic offering and it is uniquely different from service and goods
whereas it results from co-creation between the firm and the customer (Pine and Gilmore 1999).
Experience is perceived to be a current economic offering as from time to time every economy has
been defined by its predominant economic output and different economies have elapsed from
commodities, to goods, then to services and currently in the experience economy whereby
experience is basically what a customer obtains from a seller in exchange for money (Pine and
Gilmore, 1999). The economic offerings namely commodities, goods, services and experience
changed respectively with the nature of offering from fungible, tangible, intangible and memorable

(Pine and Gilmore).

Larsen et al (2008) defined experience as a noun that is the observation and spatial participation
in an event while experience as a verb is going through an emotional sensation before
(anticipations), during (living through the event) and after (memories and the recollections after
event completion). Godovykh and Tasci, (2020 pg 05) developed a comprehensive definition that
“Experience is the totality of cognitive, effective, sensory and conative responses, on a spectrum
of negative to positive, evoked by all stimuli encountered in pre, during and post purchase phases
of consumption affected by situational and brand related factors filtered through personal
differences of consumers, eventually resulting in differential outcomes related to consumer and

brands.

The creation of experience has been argued by Prahalad and Ramaswamy (2004) it has to be a co-
creation process whereby a customer need to participate in creation and improvement of products,
services or experience by applying resources such as time, effort or ability. It is emphasized that
experience co-creation has to be a combination of body and mind through the work involved in

exploration, play and role play during experience activities (Mathisen, 2013).

The concept of experience is a consideration also in tourism as Cooper (2008) argued tourists’
intentions for movement to destinations are always on creating experience out of their interest in

leisure, entertainment, business or learning. Uriely (2005) noted that experience is key and the
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nature of the tourism business; and therefore tourist destination’ services and activities can be
branded to create an experience. In tourism senses are perceived to be major gateway in the
experience process and not a single sensorial stimulus but all senses must be involved (Meacci and
Liberatore, 2018). How and the extent an individual is involved in an event or destination
determines its value (Oh et al, 2007)

Destinations need to be branded in way to attract tourists’ experiential visitation. Branding a
destination for experiential visitation can be challenging as Franzen & Bouwman, (2001) stated
destinations are both physical space and the attraction of the site whereas these are interpreted and
valued differently by the tourist either positively or negatively. Kotler, Bowen, and Makens (2006)
emphasizes tourist destination is a place with perceived psychological properties, physical
geographical boundaries and political boundaries or other boundaries defined by certain

assumptions about the market.

Vengesayi (2003) considers a destination as a combination of two factors that is; one is the
attractiveness of the destination as the ability to offer value to visitors, and the second is
competitiveness as the destination’s ability to provide a better experience than the existing ones.
It can be perceived that each destination is unique and therefore to enhance the tourists experience
there is a need for effective destination branding that will improve destination positioning and
emphasize its uniqueness (Ruiz-Real et al 2020). The main concern of destination branding is to
have a brand strategy that will build a positive image and strong position that surpasses that of the
competitors (Cai, 2002). Destination branding needs an approach that will include issues like
identification, differentiation, experience, expectations, image, consolidation and reinforcement
(Blain et al, 2005).

Destination branding in Tanzania is done through the established tourism boards, authorities,
agencies and ministries with the aim of branding Tanzania as among the best destination in Africa
(Tourism Policy, 2008) Tanzania Tourism Board (TTB) logo uses Mount Kilimanjaro and a
Girrafe to reflect the key areas of tourism destinations in Tanzanaia. What Tanzania is doing is not
far from other countries that have used their flags eg (Britain and the USA), sun and nature (eg

Spain, Poland) animals (Kangaroo in Australia), and flowers (Tulip in Turkey) (Browning, 2013)



Destination brand elements such as color, symbol, slogan, identity, character, personality and
position have to reflect consumer-based and financial brand equity (Tasci &Gartner 2009). In
Tanzania different tourism branding slogans have been used from time to time; “Tanzania; The
land of Kilimanjaro”, “Tanzania; The Land of Kilimanjaro and Zanzibar”, “Tanzania; The Soul of
Africa”, “Tanzania; Unsurpassed Africa”, “Tanzania:Authentic Africa”, “Tanzania: The Land of

Kilimanjaro, Zanzibar and the Serengeti” and “Tanzania: Unforgettable” (TTB, 2024)

According to TANAPA (2024) the country has 21 National parks, 1 conservation area, 2 game
reserves, 44 game-controlled areas, 33 wildlife management areas, and 6 nature reserves. Each
National Parks in the Northern Tourism Circuit, it brands separately based on branding elements
and its unique features. Serengeti National Park brands itself as an endless plain and home to the
most diverse ecosystem on the planet and the fascinating wildebeest migration. Ngorongoro
Conservation Area brands itself as a world wonder with the largest unbroken caldera in the world
reserved where the Maasai people can live with their domestic animals together with wildlife
(TANAPA, 2024).

The conservation efforts have led to The World Economic Forum Insight Report (2024) to rank
Tanzania third in Travel and Tourism Development Index in Africa regading quality of its nature-
based tourism resources, enabling environment, openness and price competitiveness. Also the
tourism sector is among the biggest sectors in the country and it contributes to an estimate of 17%

of the country’s GDP and provides a lot of employment opportunities (MNRT, 2023).

Apart from the success of the sector, still it faces challenges such as lack of awareness, attention,
support and negative attitude of the local citizens and the government towards domestic tourism
(Bakari, 2021). Domestic tourism is overlooked and undervalued compared to international
tourism and it is not only the case of Tanzania, for in other Africa countries also the tourism
planning and development favor and focuses on international tourism as opposed to domestic since

it has the capacity to generate foreign exchange (Ghimire, 2013).

To boost domestic tourism; the government can improve on the infrastructures, promotion of
destinations and divesfication of tourists products from wildlife products to other such as eco-

tourism, urban tourism, cultural tourism and marine tourism (Msuya, 2015) In order to increase



local citizens’ visitations to the tourists’ destination; local millennial mentality on tourism need to
be challenged so that they see tourists’ attractions, products and services are developed not only

to suit the wishes and preferences of the foreigners but also the local (Melubo, 2019).

In order for destinations to improve tourism experience and enhancing local experiential visitation
there is a need for developing strategy; and the Theory of experience by Pine and Gilmore (1999)
introduced elements of experience namely entertainment, education, escapism and esthetic; of
which this study will explore to see how the elements can be used as bases of influence for
formulating destination branding strategy targeting the local millennials for experiential tourism
visitation. This study intends to introduce emotional basis for experiential tourism as many

destination strategies haven’t expressed how emotions can be used to influence local visitations.

1.2 Problem statement

Tanzania is very rich in tourism attractions. The country ranks third in Africa’s Travel and Tourism
Development Index for quality nature-based tourism resources, environment, and competitiveness.
The sector contributes to 17% of the GDP and offers employment opportunities as reported in The
World Economic Forum Insight Report (2024) and MNRT (2023). This attracts a lot of strategic
attention and research aimed to promote and sustain it to both local and international customers as
evidenced in Mushi (2013), Chami (2018), Mgonja (2015), as well as Pasape et al (2012, 2013,
2014, 2017, 2022 and 2024).

However, research findings show domestic tourism is facing less local visitations due to lack of
destination awareness and negative mentality and attitude towards tourism in general (Mariki et
al, 2012). Besides, a critical gap has been reported in the branding of Tanzania tourism destination
also reported that Tanzania Destination Management Organizations branding efforts are biased as
they don’t encourage locals’ visitations (Bakari, 2021). Moreover, Bakari (2021) found apart from
local citizens feeling marginalized in tourism also weak policies, strategies and plans led to poor

performance of Tanzania’s domestic tourism.

Destination branding targeting local millennial tourists may boost local citizens’ interest in visiting

destinations especially in high and shoulder seasons. According to Zemke, Raines and Filipczak



(2000) Millennial generation cohort refers to individual born between 1981 to 1996 who are
perceived to share similar historical, cultural and societal experiences. In reference to that;
millennials are regarded as convenient, financially capable, can be frequent visitors and hence they
can influence tourism, potentially leading to global transformation due to digital skills,
connectivity and unselfish behavior as reported in Alshugiagi and Irwana (2019) and Veiga et al
(2017).

The MNRT (2024) declared the target of attracting 5 million tourists for the year 2024-2025
against the current number ranging around 2 million tourists. In attaining this the domestic tourism
need to be enhanced. Attracting local millennials visitation for authentic, immersive experiences
is beneficial however destination branding strategies’ effectiveness in attracting locals’ millennials
remains underexplored. Despite Tanzania’s efforts to promote local millennial visitation, the
efforts are hindered by outdated branding strategies, which fail to align with local millennial usage
of social media, values, and preferences, resulting in a disconnect between the offerings and the

expectations of this key market segment as evidenced in Mwanza et al (2020).

Furthermore, empirical research on local millennials’ preferences and interaction with destination
brands is limited, emphasizing the need for more research on the importance of understanding their
unique preferences as well as the way they can participate in creating their visitation experiences
as it’s key as revealed in Gonzales et al (2018), and Hueiju and Wenchang (2009).

This research intends to evaluate effectiveness of Northern Circuit destination branding strategies
for experiential tourist visitation among Tanzanian millennials. The focus is on assessing the
currently used destination branding strategy’ challenges and efficiency in enhancing experiential
visitation as well as how the millennial destination’s visitation preferences can be incorporated to
enable development of a model for tourism experience co-creation that can be useful for

experiential visitation initiatives.



1.3 Justification of the study

Statistics on international tourism in 2023 shows there were 1,808,205 tourist arrival to Tanzania
which is an increase by 24.3% and it was the highest record so far in comparison to 1,454,920
tourists in 2022, 922,692 in 2021 and 616,491 in 2020. In 2022 the United States of America
recorded the highest number of tourist arrivals from the rest of the world, followed by France,
Germany, Italy, The United Kingdom and India (MNRT, 2023).

Figure 1.1 Monthly trend on international tourist arrivals at Game Reserves ;2022-2023

Source: Ministry of Natural Resources and Tourism, 2023

Figure 1.1 shows the monthly trend of international tourist arrival at Game Reserve on years 2022
and 2023. It shows international tourism sector in Tanzania tends to face fluctuation and it has
high and low seasons. The visitation is high only in June, July, and August (MNRT, 2023). This
has been a challenge for years in the tourism industry of Tanzania.



Figure 1.2 Monthly trend on domestic tourist arrival at Game Reserve; 2022-2023

Source: Ministry of Natural Resources and Tourism, 2023

Figure 1.2 shows the monthly trend for domestic tourist arrival at Game Reserves in years 2022
and 2023 where there is a fluctuation on different months and there are high visitations in July and
August. The number of visits is very low for domestic tourists in comparison with international
tourists (MNRT, 2023). This gives room for this research study to be done to understand how

changes can be made to improve domestic tourism.

Effective promotion tools and marketing practices can be used to ensure and create a stable tourist
demand without overburdening the current resource availability (Mariki, 2012). Based on these
seasonality challenges of high and low seasons; one of the solution can be branding the destination
to attract the local citizens especially the millennials. According to The International Visitors” Exit
Survey Report (2023) visitors aged between 25 and 44 are the majority comprising nearly half of
all visitors in Tanzania mainland and more than half to Zanzibar. The visitor’s age falls under the
millennial generation cohort and this shows that it is viable to focus on the millennial age group in

branding the destinations.

This study adds an E- emotional realm to the already established 4E’s of the Experience Theory
(1999). The additional E-Emotional realm in this study establishes the idea of appealing directly
to the emotions of a customer to create an attachment to the product or service- “The wow factor”.
This will help marketers attach certain positive emotions to tourism products and services while



branding to trigger experience. Through the experience co-creation process the emotional

processes will be identified at each stage of the decision-making process to help understand which

emotion is a key influencer on each stage since Belch and Belch (2009) developed the

psychological process for each decision stage.

1.4 Research objectives

1.4.1 General objective

Assessment of effective destination branding strategy for experiential visitation of the local

millennials; A Case of Tanzania Northern Tourism Circuit”

1.4.2 Specific objectives

To analyze the destination’ preference of the local millennials towards experiential
visitation in the Tourism Northern Circuit.

To assess the effectiveness of the destination branding elements currently used by
destinations in attracting local millennial visitation in the Tourism Northern Circuit.
To identify branding-related factors that limits destination branding strategies in
attracting local millennial visitation in the Tourism Northern Circuit

To identify the role of experience co-creation strategy in enhancing experiential

visitation for effective destination branding model development.

1.5 Research questions

What are the destination’ preferences of the local millennials towards experiential
visitation in the Tourism Northern Circuit?

How effective are the destination branding elements currently used by destinations in
the Tourism Northern Circuit?

What are the branding-related factors that limit destination branding strategy in
attracting visitation of the local millennials in the Tourism Northern Circuit?

What is the role of experience co-creation strategy in enhancing experiential local

visitation for effective destination branding model development?



1.6 Research Hypotheses

To thoroughly respond to specific objectives the current study will also test the following
hypotheses below. The basis and assumption of hypotheses 1 to 6 (H1 to H6) was The Experience
Theory by Pine and Gilmore (1999) while Hypothesis 7 to 11 (H7 to H11) recline on Consumer
decision-making model by Kotler (2006). Hypothesis 12 to 15 (H12 to H15) recline on emotional
influence model by Ekmans (2023)

H1: Education element enhances destination branding strategy

H2: Entertainment element enhances destination branding strategy

H3: Esthetic element enhances destination branding strategy

H4: Escapist element enhances destination branding strategy

H5: Emotional element enhances destination branding strategy

H6: Destination branding strategy has a significant influence on experiential visitation

H7: Destination branding strategy that influences each stage of decision making facilitates tourist

experience co-creation

H8: The emotional effect created at each decision making stage influences experiential visitation.
H9: Experiential visitation influences destination brand loyalty

H10: Experiential visitation influences brand recommendation

H11: Experiential visitation influnces re-visitation

1.7 Research conceptual framework
This study conceptualizes destination branding is a long-term and future-oriented process and it
needs to incorporate education, entertainment, esthetic, escapist and emotional motives to

influence the decision-making process of the tourist and encourage experience co-creation.

Education, entertainment, esthetic, and escapism are experience realms influenced by customer

participation and connection with the environment (Pine and Gilmore,1999), and this study added
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the emotional realm to be explored of its influence on experience creation. The Experience realms
are decisions that a customer can make through decision-making stages of need identification,
information search, alternative evaluation, purchase and post-purchase stage (Kotler, 2006). Since
some decisions customers make are quick and fast therefore through effective branding that can
be facilitated (Stankevich, 2017)

Experience is a co-creation process where a firm through its destination branding stategy can
interact to influence the actions of a customer to create value perception (Neuhofer et al, 2013). In
this study destination branding strategy is an independent variable that is interfered by the tourist
emotions and decision-making stages which reflects the co-creation process. Emotional influence
will be studied as one of the intervening variables so as to understand how destination branding
can be done to trigger certain types of positive emotions at each stage of decision-making process

to propel a tourist in making a positive decision.

Experiential visitation is considered to be a dependent variable and the general outcome of
experience co-creation process which involves the branding elements and their influence of the
tourist decision-making process. Various hypotheses have been developed to conceptualize the

operationalization of the study as presented in section 1.6.
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FIGURE 1.3 Conceptual framework
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CHAPTER TWO

LITERATURE REVIEW

2.0 Introduction

This chapter presents the definition of key terms of this study, theoretical and empirical literature.
In this section the literature review will give understanding of what is already done and enlighten

on what this study will contribute to the body of knowldege.

2.1 Definition of key terms

2.1.1 Domestic tourism

Domestic tourism refers to the act and process of spending time away from home but within the
same country in pursuit of recreation, relaxation and pleasure (Walton, 2024). Historically
domestic tourism is the first form of tourism that was practiced and today it still accounts for most
of this tourism activity (Pierret, 2011). According to Global Economic Impact Trend (2020)
despite the concentration on international tourism still domestic tourism it is estimated at global

level out of the 4.8 billion tourist arrival per year, 4 billion (83%) correspond to domestic tourism
2.1.2 Local millennials

Millennials refers to a generation with birth years 1981 through 1997 who are basically the first
generation to reach adulthood in the new millennium suggesting that they will usher in changes
that will be followed by later generations this century (Frey, 2018). Therefore, Local millennial

generation in this study refers to local residents of Tanzania who are born between 1981 to 1997.
2.1.3 Destination branding

Destination branding is the method used to create a unique identity for a tourist’ destination that
allows potential visitors to differentiate it from another (Graves and Skinner, 2009). Destination
branding is to involve a set of marketing activities not just to support the creation of a name or
logo or slogan but also consistently conveying the expectation of a memorable experience that is
uniquely associated with the destination (Blain et al, 2005). Destination branding have to be
inclusive to involve the tourism stakeholders (the local government, tourism offices, departments,

commissions, associations, chambers of commerce, public and private suppliers, media and local
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community) who are by characteristics extremely fragmented, dispersed and heterogeneous (Tasci,
2011).

2.1.4 Experiential visitation

“Experience is the totallity of cognitive, effective, sensory, and conative responses, on a spectrum
of netagive to positve, evoked by all stimuli encountered in pre, during and post phases of
consumption affected by situational and brand related factors filtered through personal differneces
of consumers, eventually resulting in differential outcomes related to consumere and brands”
(Godovykh and Tasci ,2020 pg 05).

This study defines experiential visitation as to the totality effect of emotions and feelings the local
millennial tourist will have as a result of interaction with destination informations, environment,

services, products and activities while visiting the destination.
2.1.5 Experience co-creation strategy

Experience co-creation referst to combination of body and mind through the work involved in
exploration, play and role play during experience activities (Mathisen, 2013). Co-creation is
customer participation in the creation of products or services by applying resources such as time,
effort, or ability (Prahalad &Ramaswamy, 2004). In tourism industry co-creation of experience is
an efficient way in which the firm and tourist can increase their engagement hence make the tourist

feel part of the service and hence increases preference in that destination (Sugathan, 2018).

2.2 Theoretical literature review

This study will be guided by two theories namely; The Experience Theory by Pine and Gilmore
(1999) and the Consumer Decision-making model by Philip Kotler (2006). The theories were
prefered to establish a relationship between destination branding strategy and the stages the tourist
as a customer go through in deciding a destination to make visitation. The study hypothisizes that;

there is a positive relationship between destination branding strategy and experiential visitation.
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2.2.1 The Experience Theory by Pine and Gilmore (1999)

Figure 2.1 Individual realms of an Experience
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Source: Pine and Gilmore (1999)

The experience theory developed by Pine and Gilmore (1999) argues that businesses must
orchestrate memorable events for their customers and that memory itself becomes the product;
experience. The authors also believes in the progression of economic values that resulted from
customization and differentiation that brings about different customer involvement in creating

experiences.

The theory have been used in various studies to find its relevance. Study by Hueiju and Wengchang
(2009) found product, service and experience are important in determining peoples’ value
perceptions, attitude and intentions to purchase. Study by Amoah (2016) on perceived experience
value dimension on satisfaction and behavior intension shows that there is a strong and positive
interelation among different that represent the perceived experience value construct. Yu and Fang
(2009) contributed to the experience theory that; the experience economy is real but the importance

of product, service and experience changes based on the income levels and consumption frequence.

The study by Radder and Han (2015) provided supportive evidence of the experience theory on
the boundaries between the 4E’s realms are amorphous; where education and entertainment realm
mostly determines satisfactory experience. Study by Maria (2018) extend the experience theory

with user-centric perspectives in tourism and supported relevance of the theory in designing and
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position tourist offerings to create memorable experience and busineses should engage with the

reality experience as perceived by the consumers.

In light of the previous studies on the experience theory, this study will focus on creating
understanding on how the 4E’s plus this study additional E —Emotional can be utilized in co-
creating experience in each stage of decision stage of a tourist. The 5E’s elements of experience
will be assessed as elements of consideration by DMQ’s in destination branding strategy but also

as elements of preference by local millennials for destination choice.
2.2.2 Consumer Decision-Making Model by Kotler (2006)

The study will also use the Consumer Decision-Making model by Kotler (2006) which argues that
there are five stages a consumer goes through before making a purchase decision namely; problem
recognition, information search, alternatives evaluation, purchase decision, and post-purchase
behavior. The model emphasizes that consumers do not follow a linear path, they may revisit

previous stages based on their experiences and new information.

Study by Islam and Chowdhury (2018) highlighted each stage differently influences buying
decision but the stages are also influenced by factors such as culture and personality. Karimi and
Pirasteh (2015) study argued the purchase behavior of the tourists is differerent when they are at
home and at destinations.

This study holds that experience in tourism can be co-created before, during and after the visitation
and takes the Larsen et al (2008) perception that experience is an action. Therefore, this study will
use the consumer decision-making model as a basis the DMO’s can use to develop effective
destination branding strategy that will influence each stage of tourist decision-making process.
Also this study intends to enlighten on how emotions can be triggered by a destination branding
strategy at each decision making stage, for Kahneman (2011) argued most of the consumer
decisions are influenced 90% emotions and 10% logic. The proactive actions of DMO’s and
reactive actions of the tourists is the experience co-creation process that will be assesed to show

the power of each part role-play and effectiveness.
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Figure 2.2 Consumer decision-making model
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2.3 Empirical literature review

This section explain on various studies that have been done in the area of Experience Theory and

Consumer Decision-Making Model and their influences tourism

The study by Hueiju and Wenchang (2009) on relative impact of product quality, service quality
and experience on consumers perceived value; hypothesizes that, impact of experience economy
would be different over individual differences. The study found that product, service and
contextual experience are important in determining peoples value perceptions, attitude and
intention to purchase. It was found out that perceived value is influenced differently based on the
income level; individuals at lower-income level value are influence by product quality while higher
income by contextual experience and service. Also determinants of value are contextual and
product quality for higher frequent customers and lower frequent customers respectively. The
study concluded importance of different needs change over time and as income rises consumer
value influence shifts from product quality to service and experience. These findings are relevant
to this research focus as they provide understanding on value factors influencing experience

Another study was done by Amoah (2016) on perceived experience value dimensions on
satisfaction and behavioral intentions. The results indicated a strong and positive interelation
among different dimensions and they represent the perceived experience value construct. Three of
the dimensions were emotional in nature; namely enjoyment, entertainment and escape. These
findings give emotional dimensions that will be useful in the operationalization of the variable in

this current study.
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The study by Blain et al (2005) shade light on destination branding concept and its practice to
enhance customer experience. The study major participants were the DMO’s and it was found that
DMOs are aware of destination brancing concept especially on logo design and development. Also
the study found among other themes suggested by the DMO’s for destination branding is emotional
response; that experience should evoke positive emotions to visitors to keep them loyal, re-visit
the destination and have positive word-of-mouth. These findings contribute to the understanding
of DMOs perceptions on destination branding and this current study aims at expand more on this
understanding.

Study by Maria (2018) on the Experience Theory in the context of tourism and discussed its
evolution and impact on tourim. The emphasis was on the designing experience and not just
services. Further it argues the four realms of experience are valid and relevant in assessing tourist
experiences. This current study will explore more on the relevance of the experience realms in
relation to destination branding and establish how provision of attractive value proposition for

tourism is dependent on tourist experience as concluded by Maria (2018).

Study by Bernaki and Marso (2023) presents a comprehensive framework for understanding tourist
experience at destinations, the shift from functional benefits to experiential and discuses the
components of customer experience management in tourism. The study also discussed on the
measures and methods to capture the components of the destination branding. The stuy’ framework
shed light on the current study on how the destination stakeholders can be associated in the

processes of destination branding.

Larsen (2019) study on what makes tourist experience interesting and it found familiarity and
novelty are key in making a tourist interested mostly and there is a need to strike balance between
the two. The study also found that each tourist perceives to be individually different and interested
and the cognitive factors are better predictors of tourist interestingness than personality. This
knowledge will be used in this current research in considering emotional factors influence in

tourists experience creation.

The study by Veiga et al (2017) on millennial characteristics and the challenge they pose on the
tourism, destinations and companies. The study revealed that millennials segment is not

homogeneous and common timeframe for the millennial generation is between 1982 and 1994.
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The study also noted that millenials are the first generation to have lived in close contact with ICT
and hence develop strong connection with digital world and internet. Also millenials were found
to look for tourist experiences that make them more physically and mentally involve and co-create
their own experience. This study shed light on the age limit of the millennial and key characteritics
mentioned, therefore they will be used in current study in assessing millennial character influence

in destination branding.

Study by Cavagnaro (2018) focused on understanding the millenials’ values and meaning they
give to travel for a sustainable and experience tourism. The study found millenials are not a
homogenous tourist group and to satisfy millennial tourist in the present and future times;
consideration of different values and meaning is key. The study also revealed that some millennials
are motivated by self-transcending values and consider travel experience as an opportunity to learn
about people’s culture that may assist them in interactions. The millennial value preferences will
be examined in this current study to understand how these preferences can influence and lead to

different experiences.

Mihai et al (2023) conducted a study on factors involved in tourists’ decision-making and found
that aspects relating to destination image, destination uniqueness, safety and accommodation
facilities were important and income influenced the tourist decision on the length of the stay. The
study also validate age is among the key socio-demographic factor that brings about variation
about tourists experiences. These findings will be considered in the current study and explore more
on how the factors can be incorporated to destination branding strategy to different age group

particularly millennial generation.
2.4 Research gap

Various studies done on domestic tourism in Tanzania pointed out different challenges facing
domestic tourism like promotion (Mariki et al,2012), government policies and regulation (Mushi,
2013) and Kishe (2005) pointed negative perception and local marginalization in tourism. There
is limited literature that shows destination branding strategies that promotes domestic tourism with
a target to local millennial experiential visitation. Therefore, this study aims at filling the gap in
literature on branding strategies that are effective in primarly targeting the local millennial for the

development of domestic tourism in Tanzania.
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CHAPTER THREE

RESEARCH METHODOLOGY
3.0 Introduction

This chapter presesents the general research methodologies that will be used in this study. It will
cover the study geographical area, study design, philosophical view, study population, sampling
technques, data collection including methods that will be used to maintain validity and reliabilty

of the instruments and lastly is the data analysis techniques.

3.1 Research approach and design

This study take a post-positivism philosophical view which recognizes the influence of
subjectivity, context and interpretation in the research process while still valuing empirical
evidence and scientific methods. The post-positivism philosophical view is used because allows
flexibility of using qualitative and qualitative techniques, capturing of human behavior and social

interactions and how they influence the study for more relevant findings.

The research approach for this study is a mixed approach where both qualitative and quantitative
data will be collected because consumer experiences, attitudes, and behaviors can be difficult to

accurately capture quantitatively

3.2. Study area

Tanzania is divided into four tourism circuits namely Northern, Southern, Western and Eastern
tourism Circuit where each circuit offers uniquie magic, divergent scenery and appealing wildlife
encounters. This study will be conducted on the Northern Tourism Circuit which encompasses
some of the Africa’s most iconic parks and reserves including Serengeti National Park,
Ngorongoro Conservation Area, Tarangire National Park, Lake Manyara National Park,
Kilimanjaro National Park, Arusha National Park and the Great Rift VValley lakes Natron and Eyasi
(TANAPA, 2024).

The study will focus on four national parks (Kilimanjaro, Arusha, Manyara and Serengeti) and
Ngorongoro Conservation Area Authority because the study can get substantial data and they are
the most visited destinations in the Northern Circuit account for about 56% of visitors (IVES
Report, 2023)
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3.3 Population of the study

Population of the study refers to the entire set of units on which the survey data is used for
inferential purposes in research (Lavrakas, 2008). This study population will involve the DMO’s
operating in the Northern Tourism Circuit (Authorities and Agencies), Tanzania Tourist Board,
Ministry of Natural Resources and Tourism and local millennial toursist who will be visiting the

destinations.
3.3.1 Sample frame

Sample frame for this study is 49,129 domestic tourists in the four national parks and ngorongoro
conservation area which was drawn from a population of 491,297 local visitations (TANAPA,
2024)

3.4 Sampling techniques

Sampling involves the selection of units to be used in the study that will represent the whole
population of the study (Creswell, 2014). In order to achieve a relevant sample size the study will

use probability and non-probability sampling techniques.
3.4.1 Probability sampling

This tecnique will be used because it is non-bias and all the subjects in the population of the study
have equal chance of being selected to be included in the sample size. Stratified random sampling
will be used in this study to stratify the population based on the sample frame. The technique will
be used because the population targeted is huge, heterogeneous and covers different geographical
locations. The strata will be based on the national parks and the conservation involved in this

study and in each involving the DMO management, employees and millennial visitors.

According to Johnnie (2012) in order to avoid disporportion fraction of the stratum, equal
allocation provides equal chance of selection and therefore this study adopts the allocation of 80

respondents from each park and conservation area that will be involved.
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3.4.2 Non-probability sampling

This technique is biased for it does not provide chance for each subject of the population to be
selected for the sample size. Convenience sampling technique will be used in selecting millenial
tourists subjects to be involve in the study based on their availability and easy accessibility (Adam
and Kamuzora, 2008). This method will be used at the point of registration of the tourist while
visiting the destination as they will be requested to participate in the study until the required

number is achieved.
3.5 Sample size

To achieve the sample size to be used in this study Cochran formula is applied since the target
population number for the study is unknown. The formula states that: -

ZZ
n= -7 2] R @ § |

Where;
n is the sample size,
Z is the standard value at a given confidence level (in this study a=5%)
p is the estimated proportion of an attribute that is present in the population,

q =(1- p),and e is the desired level of precision (acceptable error).

In this study, the desired confidence interval of 95% is adopted with the Z score of 1.96.
Additionally, this study assumes p to be 50% because the proportionate of targeted tourists and
DMOs is unknown. Thus,

_ (1.96)?
"= 0.05)2

£0.5% (1 —0.5) = 384.16 ... e e ... (2)

However, to account for the possible low response rate the study adds 04% to the sample size of
384 hence the total sample size will be 400.

3.6 Source of data

According to Kothari, (2004), there are two sources of data in research, which are the primary and

secondary sources of data. The primary source of data is the type of data attained from
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experimentation and the collection of individual responses directly from the field. However

secondary data is the type of data attained from already existing content or information

3.7 Data collection methods

This study will collect primary and secondary data. Primary data are raw and first hand responses
from the subject that will be collected through questionnaires and interview. Questionnnaires will
be prepared to capture understanding and perceptions from millennial visitors, employees at
selected destinations and DMO’s. Interview will be conducted using an interview guide prepared
to collect insights and detailed informations from the top management at the selected destinations
and DMOs (Ministry, Agencies, Authorities) and the selection of interviewee will consider their
role and responsibilities in relation to destination branding.

Secondary data such as government tourism strategic plans, tourism budgets, tourism policy,
tourism guideline, tourism statitistics, and case study informations will be collected from different
data sources such as journal, articles, government publications and websites to find already

processed data for futher justifications and support of various informations.

3.8 Operationalization of research variables

Table 3.1 Variable and their measurements

Concept Specific Objective | Variable Measurements | Source
1. Destination | 1. Destination - Travel behavior -Frequence of -Pasaco-
Branding Preferences of travel Gonzalez
local millennial -Duration of etal
stay (2023)
-Travel motives
- Jiang
- Destination -Accessibility, | (2022)
attributes safety
-Reputation and
uniqueness
- Destination’
services and
activities
2. Destination SE’s branding - Ru-z-
branding Strategy | elements Real et al
elements - Entertainment | - Destination’ (2020)
- Education Products,

22




- Esthetics services, - Almeyda
- Escapist processes and and
- Emotional activities George
(2017)
- Pine and
Gilmore
(1999)
3. Destination i. Misunderstanding | -Local -
Branding limiting | the target audience millennial Gorbatov
factors preferences and | (2018)
painpoints
- Mariki et
ii. Cultural - Norms, al (2012)
differences traditions,
language - Veiga et
al (2017)
iii. Limited - Presence and
engagement channels | access to
platforms (TV,
Radio,
Websites)
iv. Economic - Financial
constraints realities
(income level)
v. Political - International
constraints relation
2. Local 4. Destination Desion making stages
Tourism Experience Co- - Pine and
Experience creation i. Problem - internal and Gilmore
recognition external triggers | (1999)
- Marketing
activities / - Prahalad
branding and
Ramaswa
ii. Information search | - internal and my (2004)
external sources
- Mathisen
iii. Alternative - criteria (2013)
evaluation consideration,

4P’s

23




iv. Purchase

v. Post-purchase
behavior

-Brand
reputation

- Influencing
factors, 4P’s
- Brand
reputation

- Satisfaction
and
disatisfaction

- Brand
positioning

- Marketing
activities, loyal
programs

Experiential
visitation

-Re-visitation
-Recommendation
-Brand loyalty

- Number of
individual’
visits to a
destination

- Source of
information for
a visit

Source: Empirical literature

3.9 Validity and Reliability and Ethical considerations

3.9.1 Validity

Validity focuses on the extent to which designed research instruments measure what is supposed
to measure (Sullivan, 2011). To ensure validity in this study a pre-test and field test will be done
to ensure the data collection instruments are valid. This will be done with the great assistance and

inputs from the tourism and research experts, academicians to test the content, wording, sequence

and formats that will be used.

3.9.2 Reliability

According to Hair et al (2020) the consistence and stability of the findings that enables their
replication is refered to reliability. In this study reliability will be ensured by having substantial

sample size, conducting pilot testing of the questionnaires and ensuring consistence of the

technique in data collection
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3.9.3 Ethical considerations

Ethics is key in research and therefore this study will observe ethics including confidentiality of
the respondents names while filling the questionnaires as well as in interviews. The freedom of
their participation in the study will be observed as no one will be forced to participate in the study
without personal consent. Also the study will seek permission to conduct the research from the
relevant authorities in areas which the research will conducted. Other ethical issues that will

considered are honesty, objectivity in collection and reporting of the data.
3.10 Data handling and analysis

Qualitative data from interview will be analysed through content analysis method as argued by
Kleinheksel (2020) it enables quantifying data and exploration of deepter meanings and themes,
providing a comprehensive understanding of the material. Quantitative data from the
questionnaires will be analysed through Structural Equation Modelling since it allows for the
analysis of multiple dependent reletionships at once and its flexibility allows various types of data
including cross-sectional, longitudinal and experimental design to be applied (Hair et al 2021).
This model will be used to measure values and develop orders or ranks, and defining relationship

of the variables.

25



REFERENCES

Alina Stankevich, 2017. "Explaining the Consumer Decision-Making Process: Critical
Literature Review," Journal of International Business Research and Marketing, Inovatus
Services Ltd., vol. 2(6), pages 7-14,

Almeyda-Iba~nez, M., & George, B. P. (2017). The evolution of destination branding: A review
of branding literature in tourism. J. Tourism Heritage Serv. Market., 3(1), 9-17.

Ana, I. (2008). The tourism destination marketing —a mandatory course for the students of tourism.

Bakari, S. J. (2021). Challenges facing domestic tourism promotion-a case of Serengeti National
Park-Tanzania. Journal of Tourism and Hospitality S, 3.

Blain C, Stuart E, and Brent J.R (2005), Branding: Insights and Practices from Destination
Management Organizations; Journal of Travel Research

Blain, C., Levy, S. F., & Ritchie, J. R. B. (2005). Destination branding: Insights and practices from
destination management organizations. Journal of Travel Research, 43 (4), 328-338.

Browning, C. S. (2015). Nation branding, national self-esteem, and the constitution of subjectivity
in late modernity. Foreign Policy Analysis, 11(2), 195-214.

Buhalis, D. (2000). Marketing the competitive destination for the future. Tourism Management,
21(1), 97-116.

Cai, L. A. (2002). Cooperative branding for rural destinations. Annals of Tourism Research, 29(3),
720-742.

Cavagnaro E and Staffieri S (2015) “A Study of Student Travelers’ Values and Needs in Order to
Establish Future Patterns and Insight”, Journal of Tourism Futures, Volume 1 No.2,
Emerald Group Publishing Limited, DOI 10.1108/JTF-12-2015-0013

Célia Veiga, Margarida Custodio Santos, Paulo Aguas, José Antonio C. Santos (2017), "Are
millennials transforming global tourism? Challenges for destinations and companies”,
Worldwide Hospitality and Tourism Themes, https://doi.org/10.1108/WHATT-09-2017-
0047

Chen, C.-F., & Chen, F.-S. (2010). Experience quality, perceived value, satisfaction and
behavioural intentions for heritage tourists. Tourism Management, 31(1), 29-35.

Choi E, Kim C and Lee KC (2021) Consumer Decision-Making Creativity and Its Relation to
Exploitation—Exploration  Activities: Eye-Tracking Approach. Front. Psychol.
11:557292. doi: 10.3389/fpsyg.2020.557292

26


https://ideas.repec.org/a/mgs/jibrme/v2y2017i6p7-14.html
https://ideas.repec.org/a/mgs/jibrme/v2y2017i6p7-14.html
https://ideas.repec.org/s/mgs/jibrme.html
https://doi.org/10.1108/WHATT-09-2017-
https://doi.org/10.1108/WHATT-09-2017-

Echtner, Charlotte M., and J. R. Brent Ritchie (1991). “The Meaning and Measurement of
Destination Image.” Journal of Tourism Studies, 2 (2): 2-12.

Elena Cavagnaro, Simona Staffieri, Albert Postma, (2018) "Understanding millennials’ tourism
experience: values and meaning to travel as a key for identifying target clusters for youth
(sustainable) tourism", Journal of Tourism Futures, https:// doi.org/10.1108/JTF-12-2017-
0058

Felix Amoah Laetitia Radder Marle van Eyk , (2016),"Perceived experience value, satisfaction
and behavioural intentions: a guesthouse experience”, African Journal of Economic and
Management Studies, Vol. 7 Iss 3 pp. - Permanent link to this
document:http://dx.doi.org/10.1108/AJEMS-10-2015-0121

Fermani, A., Crocetti, E. and Carradori, D. (2011), | Giovani e la VVacanza: Tratti di Personalita’ e
Motivazione alla Scelta, Edizioni Universita® di Macerata, Macerata.

Ghimire K B (2013) The Native Tourist: Mass tourism within developing countries

Godovykh, M., & Tasci, A. D. (2020). Customer experience in tourism: A review of definitions,
components, and measurements. Tourism Management Perspectives, 35, 100694.

Goran Corluka, P. (2017). seasonality in tourism — causes, implications and strategies. Retrieved
from
Http://www.academia.edu/8670280/seasonality in_tourism_causes_implications_and_str
ategies

Gorbatov S, Khapova SN and Lysova El (2018) Personal Branding: Interdisciplinary Systematic
Review and Research Agenda. Front. Psychol. 9:2238. doi: 10.3389/fpsyg.2018.02238

Gupta A, Zhu H, Bhammar H, Earley E, Filipski M, Narain U, et al. (2023) Economic impact of
nature-based tourism. PLoS ONE 18(4): e0282912. https://doi.org/10.1371/journal.
pone.0282912

Hair, J.F., Hult, G.T.M., Ringle, C.M., Sarstedt, M., Danks, N.P., Ray, S. (2021). An Introduction
to Structural Equation Modeling. In: Partial Least Squares Structural Equation Modeling
(PLS-SEM) Using R. Classroom Companion: Business. Springer, Cham.
https://doi.org/10.1007/978-3-030-80519-7_1

Hankinson, G. (2001). Location branding: A study of the branding practices of 12 English cities.
Journal of Brand Management, 9(2), 127-142.

Henderson, Pamela W., and Joseph A. Cote (1998). “Guidelines for Selecting or Modifying
Logos.” Journal of Marketing, 62: 14-30.

27


https://doi.org/10.1371/journal.%20%09pone.0282912
https://doi.org/10.1371/journal.%20%09pone.0282912
https://doi.org/10.1007/978-3-030-80519-7_1

Howe, N., and. Strauss, W. (2000), Millennials rising: the next great generation, Vintage Books,
New York.https://doi.org/10.1016/j.tourman.2009.02.008

Hueiju Yu & Wenchang Fang (2009) Relative impacts from product quality, service quality, and
experience quality on customer perceived value and intention to shop for the coffee shop
market, Total Quality Management & Business Excellence, 20:11, 1273-1285,
DOI:10.1080/14783360802351587

Jiang X, Qin J, Gao J, Gossage MG. How Tourists' Perception Affects Travel Intention:
Mechanism Pathways and Boundary Conditions. Front Psychol. 2022 Jun 16;13:821364.
doi: 10.3389/fpsyg.2022.821364. PMID: 35783752; PMCID: PMC9245517.

Jin L, Hu B. Influencing factors of online products decision-making oriented to tourism economy
under the guidance of consumer psychology. Front Psychol. 2022 Aug 3;13:950754.
PMID: 36033002; PMCID: PMC9400019.

Jose Luis Ruiz-Real, Juan Uribe-Toril , Juan Carlos Gazquez-Abad , (2020) Destination branding:
Opportunities and new challenges, Journal of Destination Marketing & Management,
https://doi.org/10.1016/j.jdmm.2020.100453

Kladou, S., Giannopoulos, A.,&Mavragani,E.(2015).Destination Brand Equity: An Analysis of a
Decade of Research (2001-2012). Tourism Analysis, 20 (2), 189-200.

Kleinheksel AJ, Rockich-Winston N, Tawfik H, Wyatt TR. Demystifying Content Analysis. Am
J Pharm Educ. 2020 Jan;84(1):7113. doi: 10.5688/ajpe7113. PMID: 32292185; PMCID:
PMC7055418.

Kokel Melubo (2019): Is there room for domestic tourism in Africa? The case of Tanzania, Journal
of Ecotourism, DOI: 10.1080/14724049.2019.1689987

Kotler, P. and Gertner, D. (2002) Country as brand, product, and beyond: a place marketing and
brand management perspective. Journal of Brand Management 9, 249-261.

Kotler, P. and Kelle, K. L. (2006) ‘Marketing Management’ (12th edn), Prentice Hall, Upper
Saddle River, NJ, pp. 191-199.

Kotler, P. and Keller, K. L. (2012), Marketing Management, Pearson Prentice Hall, Upper Saddle
River, NJ.

Kotler, P., Bowen, J., & Makens, J. (2006). Marketing for hospitality and tourism. Pearson:
Prentice- Hall.

Landry, C. (2006) The Art of City Making (London: Earthscan).

28


https://doi.org/10.1016/j.tourman.2009.02.008

Larsen S, Wolff K, Doran R and @gaard T (2019) What Makes Tourist Experiences Interesting.
Front. Psychol. 10:1603. doi: 10.3389/fpsyg.2019.01603

Leask, A., Fyall, A. and Barron, P. (2014), “Generation Y: an agenda for future visitor attraction
research”, International Journal of Tourism Research, Vol. 16 No. 5, pp. 462-471.

Lee, C., Bergin-Seers, S., Galloway, G., & McMurray, A. (2008). Seasonality in the tourism
industry. Impacts and strategies. Gold Coast: CRC for Sustainable Tourism Pty Ltd.

Lee, G., J. T. O’Leary, and G. S. Hong (2002). “Visiting Propensity Predicted by Destination
Image: German Long-Haul Pleasure Travelers to the U. S.” International Journal of
Hospitality & Tourism Administration, 3 (2): 63-92.

Leiper, N. (1995). Tourism management. Collingwood, VIC: TAFE Publications.

Mariki, S., Hassan, S., Maganga, S., Modest, R., & Salehe, F. (2012). Wildlife-Based Domestic
Tourism In Tanzania: Experiences From Northern Tourist Circuit. Ethiopian Journal of
Environmental Studies and Management, 4(4). doi:10.4314/ejesm.v4i4.8

Melese KB (2022) Domestic Tourism Development; Issues, Constraints and Trends, Philippines.
Journal of Tourism Hospitality Vol 11;497

Melubo, K. (2020). Is there room for domestic tourism in Africa? The case of Tanzania. Journal
of Ecotourism, 19(3), 248-265.

Mihai VC, Dumitras DE, Oroian C, Chiciudean GO, Arion FH, Muresan IC. Exploring the Factors
Involved in Tourists’ Decision-Making and Determinants of Length of
Stay. Administrative Sciences. 2023; 13(10):215. https://doi.org/10.3390/admsci1310021

Morgan, N., Pritchard, A., & Piggott, R. (2002). New Zealand, 100% Pure: The creation of a
powerful niche destination brand. Journal of Brand Management, 9(4/5), 335-354.

Msuya R (2015), Tourism Industry in Tanzania: The Missing Links to Become an Attractive and
Competitive Tourist Destination; Journal of Business Administration and Education; ISSN
2202-2958, Vol 7, Number 2, 2015,213-233

O’Dell, T. & Billing, P. (Eds.) (2005) Experience scapes: Tourism, Culture and Economy
(Copenhagen: Copenhagen Business School).

Olins, W. (2002) Opinion piece: branding the nation — the theoretical context. Journal of Brand
Management 9, 241-248.

Pasaco-Gonzélez BS, Campo6n-Cerro AM, Moreno-Lobato A, Sanchez-Vargas E. The Role of
Demographics and Previous Experience in Tourists’ Experiential
Perceptions. Sustainability. 2023; 15(4):3768. https://doi.org/10.3390/su15043768

29



Patterson, I. and Pegg, S. (2009), “Marketing the leisure experience to Baby Boomers and older
tourists”, Journal of Hospitality Marketing & Management, VVol. 18 No. 2/3, pp. 254-272.

Pavlek, Z. (2008) Branding — Kako izgraditi najbolju marku, Zagreb: M.E.P. Consult.

Pendergast, D. (2010), “Getting to know the Y generation”, in Benckendorff, P., Moscardo, G. and
Pendergast, D. (Eds), Tourism and Generation Y, CABI, Oxfordshire, pp. 1-15.

Pereira, R. L. G., Correia, A. L., & Schutz, R. (2012). Destination branding: A critical overview.
Journal of Quality Assurance in Hospitality & Tourism, 13(2), 81-102.

Pickton, D and Broderick,A.(2000). Integratedmarketingcommunications. NewYork: Prentice
Hall.

Pierret F (2011) Domestic Tourism, Madrid: World Tourism Organization

Pike, S. (2005). Tourism destination branding complexity. The Journal of Product and Brand
Management, 14(4), 258-259.

Pike, S.D.(2016). Destination marketing essentials. London:Routledge.

Prahalad, C.K., & Ramaswamy, V. (2004). Co-creation experiences: The next practice in value
creation. Journal of Interactive Marketing, 18(3), 5-14.\Retrieved from
www.steconomice.uoradea.ro/anale/volume/2008/v4.../167.pdf

Riezebos, R. (2003). Brand management, A theoretical and practical approach. Har- low:
Prentice Hall.

Ritchie, J. R. Brent, and Robin J. B. Ritchie (1998). “The Branding of Tourism estinations: Past
Achievements and Future Challenges”. Proceedings of the 1998 Annual Congress of the
International Association of Scientific Experts in Tourism, Destination Marketing: Scopes
and Limitations, Morocco: International Association of Scientific Experts in Tourism, 89—
116.

Robin Biddulph & Regina Scheyvens (2018) Introducing inclusive tourism, Tourism Geographies,
20:4, 583-588, DOI: 10.1080/14616688.2018.1486880

Santos, M. C., Veiga, C. and Aguas, P. (2016), "Tourism services: facing the challenge of new
tourist profiles”, Worldwide Hospitality and Tourism Themes, Vol. 8 No. 6, pp. 654-

Sgrensen, F., & Jensen, J. F. (2015). Value creation and knowledge development in tourism
experience encounters. Tourism Management, 46, 336-346. https://doi.org/10.1016/
j.tourman.2014.07.009

30


http://www.steconomice.uoradea.ro/anale/volume/2008/v4.../167.pdf
https://doi.org/10.1016/

Sugathan, P., Rossmann, A., & Ranjan, K. R. (2018). Toward a conceptualization of perceived
complaint handling quality in social media and traditional service channels. European
Journal of Marketing, 52(5/6), 973-1006. https://doi.org/10.1108/ EJM-04-2016-0228

Sullivan GM. A primer on the validity of assessment instruments. J Grad Med Educ. 2011
Jun;3(2):119-20. doi: 10.4300/JGME-D-11-00075.1. Erratum in: J Grad Med Educ. 2011
Sep;3(3):446. PMID: 22655129; PMCID: PMC3184912.

The International Visitor’s Exist Survey Report (2023); Tanzania Tourism Sector Survey

UNWTO. (2007). A practical guide to tourism destination management. Madrid: World Tourism
Organization. https://www.e-unwto.org/doi/pdf/10.18111/9789 284412433.

Walid Bernaki and Saida Marso (2023), “Tourist Experience in Destinations: Rethinking a
Conceptual Framework of Destination Experience ", Journal of Marketing Research and
Case Studies, Vol. 2023 (2023), Article ID 340232, DOI: 10.5171/2023.340232

Walton, John  K..  "tourism".  Encyclopedia  Britannica, 17  Apr. 2024,
https://www.britannica.com/topic/tourism. Accessed 13 October 2024.

WTTC (2018), Importance and Economic Impact of Domestic Tourism; Tourism Knowledge
Center

Zenker, S ,& Braun,E. (2010). Branding a City: A Conceptual Approach for Place; Branding
and Place Brand Management, In Proceedings of the 39" European Marketing Academy
Conference, Copenhagen; Denmark.

31


https://doi.org/10.1108/

APPENDIX | : PROPOSED SCHEDULE OF RESEARCH ACTIVITIES

NO. | ACTIVITY YEAR 2024
a4 o
> L] e
z | Z 25 o8
< S| 5 w|=|m| S| s
S x| g |2 wl>| 2 E |O|Y|i
1 Developing initial concept note
2 Literature review
3 Developing proposal first draft
4 Refining research proposal drafts
5 Research proposal defense
6 Proposal improvement and re-

submission

YEAR 2025

7 Pilot study:

Testing data collection tools
Improving data collection tools

8 Objective 1: Assessment of Effective Destination Branding Strategy

Data collection

Data sorting

Data entry

Data analysis

Report writing and progress
presentation

Manuscript submission

YEAR 2026

Objective 2: Branding factors limiting destinations branding targeting local millennial

Data collection

Data sorting

Data analysis

Report writing and progress
presentation

Manuscript writing and
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32




APPENDIX II: RESEARCH BUDGET

Sponsor: HEET

S/N | Item Activity Unit | Unit cost | Total (TZS)
1 Research proposal Initial survey costs Lump 1,000,000
sum
2 Pilot study Stationeries costs Lump 100,000
sum
Transport costs Lump 800,000
sum
Research assistants costs Lump 2,500,000
sum
3 Data collection Stationeries Lump 600,000
sum
Transport costs Lump 1,200,000
sum
Per diem 60 | 80,000 4,800,000
Research assistants costs | 50 | 50,000 2,500,000
4 Data analysis Data sorting, entry & |1 1,500,000 1,500,000
Analysis
5 Dissertation and | Stationeries Lump 1,000,000
publication costs sum
Articles publication | 2 1,000,000 2,000,000
Ccosts
Thesis editorial costs 1 1,000,000 1,000,000
Thesis production and Lump 600,000
binding sum
Grand Total 19,400,000
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APPENDIX 111: RESEARCH QUESTIONNAIRE
Section A: Introduction

My name in Joseph Humphrey Kisamo, A PhD candidate at Nelson Mandela Institution of Science
and Technology (NM-AIST)- Arusha. I am currently conducting a study on “Effective Destination
Branding Strategy for Enhancing Experiential Visitation of the Local Millennials: A Case of
Tanzania Northern Tourism Circuit”. It is a great pleasure that you will be part of this study by
being able to give out your views, understanding and perceptions on issues asked on this
questionnaire. I would like to assure you high degree of anonymity and confidentiality to be
observed and your responses will only be used for the purpose of this study. Thank you and your
cooperation is highly appreciated.

Contacts: E-mail: kisamoj@nm-aist.ac.tz Mobile No:+255716589990

Section B: Questionnaire
Part 1: Respondent Demographic profile
+ Instructions: Please put a tick next to your right response

Questions
1. Age
a) 21-30
b) 31-40
c) 41-50
d) 51 and above

2. Gender
a) Male
b) Female

3. Education level
a) Primary school level
b) Secondary school level
c) Advance secondary level
d) College and university level

4. Employment status
a) Unemployed
b) Self-employed
c) Employed
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5. National Park Visited (You may tick more than one answer)
a) Ngorongoro Conservation Area Authority
b) Lake Manyara National Park
c) Serengeti National Park
d) Kilimanjaro National Park
e) Arusha National Park

Part 2: Study related questions by specific objectives

Specific Objective 1: Destination’ preferences of local millennials towards experiential
visitation

Question 1

The following statements describes your perception and preferences towards destination branding
strategy based on your own understanding and experience. The response on each statement is
ranked based on a five point Likert scale which is:

1- Strongly Agree 2 - Agree 3 - Neutral 4 - Disagree 5 - Strongly Disagree

+ Please on each statement tick on the number reflecting your response

Response Rank
S/N | Statement 112345
[ | prefer to travel very often to tourism destinations
ii Leisure and relaxation are major preference for my tourism visitations
iii | Business is the major preference for my visitation to tourism
destinations
iv | | prefer staying not more than three days for at destination

% | prefer mostly to travel with a family or friends during destination visits

vi | prefer destination with easy accessibility for my experiential visit

vii | | prefer destination with cost effectiveness in services and activities

viii | | prefer destination safety and comfortability during my experiential
visit

ix | I prefer destination with affordable packages for my visit choice

X Destination quality accommodations and social infrastructures presence
is my preference during visit
xi | Destination uniqueness is my quick preference in my visit choice
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xii | | prefer easy and friendly process for my choice of visitation

xiii | | prefer visiting destinations that positively impact my emotions

xiv | | prefer destination with strong brand name and reputation

xv | | prefer destination with strong branding strategies that can easy my

choice of visit

Specific Objective 2: Destination branding elements effectiveness

Question 2

The following statements describes your assessment of destination branding strategy based on your

own understanding and experience. The response on each statement is ranked based on a five point

Likert scale which is:

1 - Strongly Agree 2 - Agree 3 - Neutral 4 - Disagree 5 - Strongly Disagree

+ Please on each statement tick on the number reflecting your response

Response Rank

S/N | Statement 1123|415
i Destination makes efforts to brand their products and services
I Destination name, logo and color used influence visitation experience
iii | Destination name, logo and color used reflect experience expectations
iv | Most destination brand messages are clear and easy to understand
% Unclear messages by the destination branding strategy fails to influence

visitations
vi | Destination branding strategy is effective by focusing on destination

unigqueness
vii | Destination branding strategy is effective by focusing on infrastructures and

services
viii | Destination branding strategy with emotional motive influence mostly

experiential visitation
ix | Destination branding strategy with entertainment motive influence mostly

experiential visitation
X Destination branding strategy with educational motives influence mostly

experiential visitation
xi | Destination branding strategy with escapist motive (insisting privacy

outings) motive influence mostly experiential visitation
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xii | Destination branding strategy with esthetic motive (insisting nature beauty)
influence mostly experiential visitation

xiii | Destination branding strategy with a mix motive of emotional, education,
entertainment, escapist and esthetic influence mostly experiential visitation

Specif.ic Objective 3: Assessment of branding-related factors limiting local millennials
targeting

Question 3

The following statements describe your assessment of branding factors limiting destination
branding to the local millennial tourists (aged 28-45). The response on each statement is ranked
based on a five point Likert scale which is:

1- Strongly Agree 2 - Agree 3 - Neutral 4 - Disagree 5 - Strongly Disagree

+ Please for each statement tick on the number reflecting your response

Response Rank
S/N | Statement 1123|415

i It is better for destination branding to target the local citizens

ii Most destination branding strategies does not focus much on the local

tourists preferences

iii | Most destination branding strategies are tailored generally not focusing

on a specific age group

iv | Destination branding strategies does not target much the local

millennial tourists (aged 28-45)

% Destinations’ branding strategies doesn’t reflect much interests of the

local millennial tourists (aged 28-45)

vi | Destinations’ branding does not target much the local millennial tourists

(aged 28-45) because they have no interest with tourism

vii | Local millennial tourists (aged 28-45) don’t access much TV, Radio,

social networks and websites

viii | Most of local millennial tourist (aged 28-45) are struggling financially
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ix | Most of local millennial tourists time is occupied with work and social

family life

X Local millennial tourist (aged 28-45) don’t spend enough money on

destinations as foreigners

xi | Local millennial tourist visitations does not bring about international

tourism impact

xii | Destination branding strategies should find better strategy targeting the

local millennial tourists (aged 28-45) for they are huge tourism potential

Specific objective 4: Role of experience-co creation strategy in destination branding

Question 4
The following statements describe your assessment on the role of experience co-creation in
destination branding. The response on each statement is ranked based on Likert scale which is:

1- Strongly Agree 2 - Agree 3 - Neutral 4 - Disagree 5 - Strongly Disagree

+ Please on each statement tick on the number which reflects your response

Response Rank

S/N | Statement 112345

[ Positive relationship between the destination and the local tourist is
important for enhancing visitations

i Friendly and good public relation is important for each destination
development

ii Destination’ friendly and easy process / systems for enhancing local
tourist visitation are important

iv Development of destination branding strategies will enhance local
tourists visitation

v Personally as a tourist | have visited a destination because of the
influence of their branding strategy

vi Destination branding strategy helps local tourist in decision making
process

vii Destination costs and location make easy recognition of the need for
a visit

viii Destination” promotions makes it easy for the local tourist to see the
need to visit

IX Without information provided by destination you couldn’t realize the
need to visit
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X Information provided by destination helps you to make a decision to
visit

Xi Information provided by friends and family helps you make visit
decision

Xii The brand reputation of the destination influences your evaluation for
a place to visit

Xiii Destination uniqueness influences more than its reputation in the visit
decision

Xiv Destination costs and services enables evaluation for a place to visit

XV Destination promotion and location helped you much in evaluating
viability and relevance

XVi You can recommend destination visit based on its brand reputation

xvii | You can recommend destination visit based on its uniqueness

xviii | You can re-visit destination if you had good experience during
visitation

XiX Participating in activities such as touching and feeding animals or
planting trees at destinations creates better visitation experience

XX Participating in activities such as touching and feeding animals or
planting trees at destinations triggers positive emotions during
visitation

XXi Participating in activities such as touching and feeding animals or
planting trees at destinations creates better memory than just watching
and go

xxii | You can be loyal to a destination based on experience and not
reputation

xxiii | Destinations keep contacting and do promotion of the destination after
a visitation

xxiv | It feels good destination to keep you in touch after your visitation

xxv | Destination branding strategy makes you feel emotionally valued as a
tourist

xxvi | Destination branding strategy that triggers my emotions mostly is
likely to be my choice for visit

xxvii | Tourist’ strong emotions over a destination gives a strong destination
reputation and brand position

xxviii | My emotions based on particular destination influence mostly my
decision for a visit

Question 5
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In the next table describe which positive emotion influences the most at different stages of

decision- making process. Please tick on the box that reflect your response for each statement

+ Please on each stage tick the most influencing emotion that reflect your response

Stage Most influential emotion

Urge | Enthusiasm | Trust | Happiness | Love | Others

Which emotion mostly influence
need to visit a destination

Which emotion mostly influence
information searching about
destinations

Which emotion mostly influences
evaluation of alternative
destinations

Which emotion mostly influences
decision-making to visit
destination

Which emotion mostly influence
re-visit decision to a destination

The End

Thank you very much for your cooperation
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APENDIX IV - INTERVIEW GUIDE
These questions are developed to guide the interview to the management at DMO’ s (government

ministry, authority and agency)

Questions
Objective one
1. How can you define the destination branding strategy used by this destination?
2. What is the motive behind the destination branding strategy? Entertainment, education,
esthetic, escapist, emotional
3. How does the name, logo, and color used to brand this destination reflects its uniqueness
and reputation?
4. What is the message passed by this destination brand?
5. How is this destination branding influence co-creation experience?
6. How does the destination branding designed to influence tourist decision-making
process?
7. How is Tanzania culture limit or influence destination branding strategy?
8. Does infrastructure development influence the success of destination branding strategy?

Objective two
1. What are the challenges in branding domestic tourism in Tanzania?
2. s the branding strategy for this destination targeting the local millennial tourists?
3. What are the challenges facing this destination in targeting local millennial tourists?

Objective three
1. Are there economic challenges for targeting the local millennial tourists?
2. What are the benefits that will be realized by this destination by targeting the local
millennial tourists?

Objective four

1. Is the branding strategy used in this destination influence experience co-creation?

2. How relevant is the experience co-creation process at this destination (in product design,
and tourist selection of packages)?

3. How does this destination branding strategy influence tourist experience before, during
and after visitation?

4. How is this destination branding strategy influence emotions of tourist at different stages
of decision making?

The End
Thank you very much
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