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Abstract: This study explores the impact of marketing on tourism development in Nigeria. It 

critically and contextually examines marketing’s pervasiveness and dynamism, the current 

marketing strategies used to promote Nigerian tourism destinations and evaluate their 

effectiveness. It highlights tourism marketing, its key elements, objectives and characteristics, 

tourism markets, tourism marketing mix (7Ps) and market positioning of tourism products and 

services, among others. Findings reveal that despite Nigeria’s abundant cultural and natural 

tourism resources, the sector is underperforming due to fragmented marketing efforts, low digital 

engagement, and inadequate branding, among others. The study highlights the need for a unified 

tourism brand, improve digital marketing, public-private partnerships and enhance infrastructure. 

The study concluded that the absence of a strong national tourism identity, coupled with 

infrastructural challenges and lack of collaboration between public and private stakeholders, 

significantly undermines efforts to attract tourists.  For Nigeria to fully harness the potential of 

tourism as a tool for economic diversification and national development, it must adopt innovative, 

strategic and coordinated marketing approaches. We, therefore, make the following 

recommendations which focused on leveraging modern marketing techniques to unlock the tourism 

sectors food potentials as a driver of economic growth and national development; create a unified 

and appealing brand identity (e.g. slogan, logo, and campaigns} to position Nigeria as a must – 

visit destination and invest in professional website, social media campaigns, influencer 

partnership and SEO to reach global travelers, among others. 

 

Key words: marketing, tourism marketing, tourism marketing mix, tourism markets and tourism 

products and services.  
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INTRODUCTION 

 

Tourism is a powerful driver of economic growth, job creation and cultural exchange. In Nigeria, 

a country blessed with rich cultural heritage, diverse ecosystems and historical landmarks, tourism 

holds immense potential to contribute significantly to national development (Yusuf and 

Adekunle,2019). However, this potential remains largely untapped due to several challenges, 

including inadequate marketing strategies, poor infrastructure, and limited global visibility. 

Effective tourism marketing plays a critical role in attracting both domestic and international 

tourists by creating awareness, enhancing destination image and promoting unique attractions. 

This study explores the link between marketing strategies and the development of the tourism 

industry in Nigeria, identifying opportunities and gaps that can be addressed to improve sector 

performance. 

 

Statement of the Problem. 

Despite Nigeria’s vast tourism resources, the industry contributes relatively little to the country’s 

Gross Domestic Product(GDP).(UNWTO,2021).Many of Nigeria’s tourism destinations are under 

promoted, poorly packaged, and lack coherent marketing strategies. Inadequate branding, weak 

digital presence, and limited promotional efforts have led to low tourist turnout compared to other 

African destinations. The lack of effective marketing is one of the major barriers to developing 

Nigeria’s tourism sector. This study seeks to examine how marketing strategies- or the lack 

thereof- impact tourism development in Nigeria and to propose solutions for more effective 

destination marketing. 

 

Objectives of the Study. 

The main objective of the study is to examine the role of marketing in the development of tourism 

in Nigeria. The study specifically seeks to: 

i).assess current marketing strategies used in promoting tourism destinations in Nigeria. 

ii).evaluate the effectiveness of these strategies in attracting local and international tourists. 

iii).identify challenges affecting tourism marketing in Nigeria. 

iv).recommend improved marketing approaches for sustainable tourism development. 

 

Research Questions. 

.The research questions raised to guide the conduct of the research are: 

i).What marketing strategies are currently being used to promote tourism destinations in Nigeria? 

ii).How effective are these marketing strategies in attracting local and international tourists? 

iii).What are the major challenges hindering effective tourism marketing in Nigeria? 

iv).What marketing approaches can be adopted to enhance sustainable tourism development in 

Nigeria? 
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LITERATURE REVIEW 

 

Marketing 

‘Marketing is a dynamic and strategic business function that focuses on understanding consumer 

needs, creating value, and delivering products or services in a way that satisfies both the customer 

and the organization. Marketing is both pervasive (present everywhere) and dynamic (constantly 

evolving) (Kotler et al,2016). Its reach extends beyond selling goods to influencing consumer 

behavior, shaping public perception, and driving economic growth across all industries- including 

tourism, healthcare, education, technology, politics, and more.  Marketing is pervasive because it 

is relevant in every aspect of society and dynamic because it adapts quickly to trends, technologies, 

and customer behaviors. This dual nature makes it one of the most critical and influential functions 

in modern business and development  

 

Pervasiveness of Marketing 

Marketing is integrated into nearly every aspect of modern life business (Okonkwo,2016): 

i). Across industries. 

From airlines promoting destinations to mobile apps offering personalized experiences, every 

sector uses marketing to communicate and compete. 

ii). In Government and NGOs. 

Even public institutions use marketing strategies for public awareness, behavioral change (e.g. 

health campaigns), or tourism promotion. 

iii). In Daily Life; 

Consumers constantly engage with marketing messages via social media, search engines, TV, 

billboards, emails, and even conversations (word-of-mouth marketing). 

Example: A country like Nigeria uses tourism marketing to promote heritage sites, while 

companies use digital platforms to reach youth audiences with branded experiences. 

Dynamism of Marketing 

Marketing evolves with technological. Social and economic changes (Ramaswamy and 

Oscan,2016): 

i). Digital Transformation; 

Shift from traditional ads to social media, influencer marketing, AI, and big data. 

ii). Customer-Centric Evolution;  

Focus has moved from product features to customer experience, personalization, and relationship 

marketing. 

iii). Globalization; 

Markets are now borderless, requiring localized strategies within global campaigns. 

iv). Crisis Adaptability; 

During crisis (e.g., COVID-19), marketing strategies quickly pivot to address changing consumer 

needs and preferences. 
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Example:  Tourism businesses in Nigeria had to switch from international promotion to domestic 

tourism marketing during global travel bans. 

Over time, several reputable bodies and scholars have defined marketing to reflect its evolving 

nature (Gronrose and Voima,2013: Gronrose,2011): 

i). American Marketing Association (AMA)- 2017 Definition:. 

‘Marketing is the activity, set of institutions, and processes for creating, communicating, 

delivering, and exchanging offerings that have value for customers, clients, partners, and society 

at large’’ 

--This is one of the most cited and globally recognized definitions. 

ii).Philip Kotler ( Father of Modern Marketing)--2016 

‘Marketing is the science and art of exploring, creating and delivering value to satisfy the needs of 

a target market at a profit’  

--Kotler emphasizes both the value creation and strategic profit-oriented aspects of marketing. 

iii). Chartered Institute of Marketing (CIM), UK: 

‘Marketing is the management process responsible for identifying, anticipating, and satisfying 

customer requirements profitably’ 

--This definition focuses on marketing as a management tool and highlights profitability. 

iv). Peter Drucker (Renowned Management Consultant)--2007 

‘The aim of marketing is to know and understand the customer so well the product or service fits 

him and sells itself’ 

--Drucker underscores customer insight as the foundation of effective marketing. 

Vargo and Lusch (2008) asserts that the key elements in most definitions of marketing are: 

a). Customer needs and satisfaction. 

b). Value creation and delivery. 

c). Communication and promotion 

d). Strategic management 

e). Profitability and relationship building 

 

Tourism marketing  

Tourism marketing involves promoting destinations, experiences, and services to attract travelers. 

It blends traditional and digital marketing strategies to showcase what makes a location unique 

and desirable. . It involves understanding travelers' needs, identifying market trends, and crafting 

strategies that highlight a destination’s unique attractions to drive visitation and revenue 

(Awaritefe, 2004). 

The  key elements of tourism marketing include (Buhalis and Law,2008): 

i).Target Market Identification: Know whether you're targeting families, luxury travelers, 

adventurers, eco-tourists, etc. 

ii).Unique Selling Proposition (USP): Highlight what sets your destination or service apart—

natural beauty, culture, events, cuisine, etc. 
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iii).Branding: Create a memorable identity for the destination—logo, tagline, colors, and 

consistent messaging. 

iv).Content Marketing: Use blogs, social media, video, and storytelling to showcase experiences, 

testimonials, and travel guides. 

v).Partnerships: Collaborate with airlines, travel agencies, influencers, and local businesses to 

broaden reach. 

vi).Digital Presence: 

-A user-friendly, mobile-optimized website. 

-Active social media channels (Instagram, YouTube, TikTok). 

-SEO and PPC advertising. 

-Online booking capabilities. 

vi).Experiential Campaigns: Offer immersive experiences or virtual tours that give a taste of what 

travelers can expect. 

vii).Sustainability and Local Engagement: Promote responsible tourism that benefits local 

communities and protects the environment. 

viii).Market Research: Understanding traveler behavior, preferences, demographics, and travel 

trends. 

ix).Segmentation and Targeting: Identifying specific traveler groups (e.g., eco-tourists, business 

travelers, families). 

x).Branding the Destination: Creating a strong, memorable image with logos, slogans, and 

consistent messaging. 

xi).Promotional Strategies: 

-Digital Marketing: Social media, SEO, email campaigns, and online ads. 

-Traditional Marketing: Brochures, travel fairs, TV, radio, and print ads. 

-Influencer and Content Marketing: Using storytelling and real experiences to attract travelers. 

xii).Distribution Channels: Working with travel agencies, booking platforms, airlines, and hotels 

to make travel easier for tourists. 

xiii).Customer Experience: Ensuring the services offered (tours, guides, transport, 

accommodation) are high-quality and enhance the tourist experience. 

Objectives of Tourism Marketing:  

The objectives of tourism marketing are (Jaakkola and Alexander,2014): 

i).Increase awareness of a destination or travel service. 

ii).Attract more tourists—locally and internationally. 

iii).Promote unique cultural, natural, or historical attractions. 

iv).Support sustainable and responsible tourism. 

v).Boost the local economy through increased travel spending. 

Why It Matters: 

Tourism marketing not only drives business to travel-related companies but also supports broader 

community development, cultural exchange, and global visibility for destinations (Iglesias and 

Schultz, 2013). 
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Characteristics of tourism marketing: 

The characteristics of tourism marketing are (NDTC,2022): 

1.Intangible Product 

Tourism is not a physical product; it's an experience or service. Marketers must use images, stories, 

and emotions to make the destination appealing. 

2. Highly Perishable 

Tourism services (like hotel rooms or flights) can't be stored or resold once a date passes. This 

creates urgency in marketing to fill seats, rooms, and tours. 

3. Seasonal Demand 

Tourism often depends on seasons, holidays, or events. Marketing strategies must adapt to low and 

high seasons to maintain demand year-round. 

4. Geographically Fixed Supply 

The product (destination) can’t move; instead, tourists must travel to it. Marketing must focus on 

accessibility and transportation options. 

5. Involvement of Multiple Services 

Tourism marketing often involves coordination between hotels, airlines, local guides, restaurants, 

and attractions. Success depends on how well these services are bundled and promoted. 

6. High Importance of Image and Perception 

Tourists often choose destinations based on image, reputation, and safety. Building a positive 

brand and trust is crucial. 

7. Influenced by External Factors 

Tourism is sensitive to politics, weather, global crises (e.g., pandemics), and economic conditions. 

Marketing must be flexible and responsive to these changes. 

8. Personal and Emotional Appeal 

People travel for relaxation, adventure, discovery, or connection. Marketing messages often tap 

into emotions and aspirations. 

 

Role of Marketing in Tourism Development 

Marketing plays a vital role in the growth and sustainability of the tourism industry. It helps 

destinations reach potential travelers, build strong identities, and drive economic development 

(Payne et al,2008): 

 

1.Creating Awareness 

Promotes destinations and attractions to local and international audiences. Increases visibility 

through advertising, digital media, and public relations. 

2. Attracting Tourists 

Encourages more visitors by showcasing unique experiences and benefits. Influences travel 

decisions by highlighting key attractions, culture, and hospitality. 

3. Economic Growth 
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Drives spending on hotels, food, transport, and souvenirs. Boosts local businesses and creates 

employment opportunities. 

4. Building a Destination Brand 

Helps a location develop a unique identity (e.g., “Incredible India” or “Visit Dubai”). 

Builds trust and emotional connection with travelers. 

5. Supporting Infrastructure Development 

Increased tourism demand (driven by marketing) encourages governments and investors to 

improve transportation, utilities, and public services. 

6. Promoting Sustainable Tourism 

Educates tourists about responsible behavior and conservation. Highlights eco-friendly practices 

and cultural respect. 

7. Enhancing Competitiveness 

Helps destinations compete in a global market. Encourages innovation and improvement in service 

quality. 

8. Managing Tourist Expectations 

Sets realistic expectations through accurate information. Reduces complaints and enhances 

satisfaction by promoting what’s truly available. 

 

Tourism Marketing Mix (7 Ps) 
The tourism marketing mix is a combination of strategies used to promote tourism products and 

services effectively. It extends the traditional 4 Ps (Product, Price, Place, Promotion) to include 

People, Process, and Physical Evidence—especially important in the service-based tourism 

industry (Prahalad and Ramaswamy,2004): 

1.Product 

In tourism, the “product” is the travel experience—destinations, tours, attractions, events, etc. 

Must focus on what makes the destination unique and memorable. 

2. Price 

Includes the cost of travel, accommodation, food, and activities.Pricing strategies can be based on 

seasons (peak/off-peak), packages, or customer segments. 

3. Place (Distribution) 

How tourism services are delivered to customers: online booking platforms, travel agencies, apps, 

and local tourism offices.Must ensure accessibility to both domestic and international travelers. 

4. Promotion 

All activities used to communicate with potential tourists: advertising, social media, public 

relations, influencer marketing, travel expos, etc. Aims to create interest, inform, and persuade 

travelers. 

5. People 

The staff, tour guides, hospitality workers, and locals who interact with tourists. Their service 

quality and behavior shape the overall experience. 

6. Process 
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The systems and procedures involved in delivering the tourism experience (booking, check-in, 

transportation, guided tours) Needs to be smooth, efficient, and customer-friendly. 

7. Physical Evidence Tangible cues that help customers evaluate a service: brochures, photos, 

reviews, hotel ambiance, or website design. Essential in marketing intangible tourism services. 

 

Tourism Markets 
A tourism market refers to the group of potential or actual travelers with specific characteristics, 

needs, and preferences that tourism businesses or destinations aim to attract. Understanding 

tourism markets is essential for targeting the right audience and offering suitable services. 

The types of tourism markets are (UNWTO,2021): 

1.Domestic Tourism Market 

Tourists who travel within their own country. Example: Indians traveling to Goa or Shimla. 

2.International Tourism Market 

Tourists who travel to a foreign country. Example: Americans visiting France. 

3.Leisure Tourism Market 

Tourists traveling for relaxation, recreation, or holidays.Includes beach vacations, cruises, cultural 

tours, etc. 

4.Business Tourism Market.Travelers attending conferences, meetings, trade shows, or work-

related events. 

5..Adventure and Sports Tourism Market 

Includes trekking, diving, skiing, or wildlife safaris. Appeals to thrill-seekers and outdoor 

enthusiasts. 

6.Eco and Sustainable Tourism Market 

Focuses on nature, conservation, and responsible travel. Attracts environmentally conscious 

travelers. 

7.Cultural and Heritage Tourism Market 

Tourists interested in local history, festivals, art, and traditions. 

8.Medical and Wellness Tourism Market 

Tourists traveling for healthcare services, surgery, or wellness treatments (e.g., yoga retreats, 

Ayurveda). 

9.Religious or Spiritual Tourism Market 

Travelers visiting holy sites or attending spiritual events.Example: Pilgrimages to Mecca, 

Varanasi, or the Vatican. 

10.Luxury Tourism Market 

High-spending travelers seeking premium experiences (luxury resorts, fine dining, private tours). 

Tourism markets can be further segmented by age, income, travel frequency, and preferences. This 

helps marketers create targeted campaigns and personalized travel experiences. 
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Creating a Unique Brand Identity for Tourism Destinations 
A unique brand identity helps a tourism destination stand out in a competitive global market. It 

gives the place a recognizable image and emotional appeal that resonates with target audiences. 

Awaritefe (2004) states that the steps to create a unique destination brand identity include: 

1.Research and Understand the Destination 

Identify the core attractions: nature, culture, heritage, food, events, etc. Understand the local 

values, traditions, and lifestyle. Study competitors and traveler perceptions. 

2.Define the Destination’s Unique Selling Proposition (USP) 

What makes the destination different from others? Examples are Venice: “City of Canals and 

Romance”, Bhutan: “Happiness is a Place” and Kenya: “Magical Kenya” (safari and wildlife) 

3.Identify Target Audiences 

Segment tourists by interest: adventure, culture, luxury, eco-travel, etc. Understand what motivates 

them and what experiences they seek. 

4.Create a Memorable Brand Name, Slogan, and Logo 

Keep it simple, emotional, and reflective of the experience. 

Examples: Australia: “There’s Nothing Like Australia” India: “Incredible India” New Zealand:  

“100% Pure New Zealand” 

5.Develop a Visual and Verbal Identity 

Use consistent colors, typography, imagery, and tone of voice. Align branding across websites, 

ads, brochures, and social media. 

6.Tell Authentic Stories 

Use storytelling to highlight local people, culture, history, and hidden gems. Feature real 

experiences and testimonials. 

7.Engage Stakeholders 

Involve local businesses, governments, and communities in promoting and living the brand. Ensure 

tourism development aligns with the brand promise. 

8.Promote Through Multiple Channels 

Digital platforms (Instagram, YouTube, blogs), Traditional media (TV, print, billboards), Travel 

influencers and ambassadors 

9.Ensure Quality Experience 

A strong brand must be supported by a positive, memorable visitor experience. Service quality, 

safety, cleanliness, and hospitality must match the brand image. 

 

Market Positioning of Tourism Products and Services 
Market positioning refers to how a tourism product or service is perceived in the minds of target 

tourists compared to competitors. It defines the unique place a destination, tour, or service holds 

in the market and influences how travelers choose between options (Ramaswamy and 

Oscan,2016). 

Jaakkola and Alexander (2014) opine that the key steps in positioning tourism products and 

services are: 
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i).Identify Target Market Segments 

Understand your ideal tourists: age, income, travel motivations (e.g., adventure, culture, 

relaxation), and travel behavior. Examples: luxury travelers, eco-tourists, backpackers, spiritual 

seekers. 

ii).Analyze Competitors 

Evaluate other destinations or services offering similar experiences. Identify their strengths, 

weaknesses, pricing, and marketing strategies. 

iii) Define Unique Value Proposition (UVP) 

What makes your tourism product different and better?  Examples are“ Affordable jungle 

adventures with local guides” (budget eco-tourism) “Private beachfront villas with spa” (luxury 

and relaxation) 

iv).Create a Clear Positioning Statement 

 A simple message that communicates your value to the target audience.  Format: “For [target 

tourist], [destination/service] offers [unique benefit] unlike [competitor or 

alternative].”Example:“For cultural explorers, Morocco offers immersive desert experiences and 

ancient cities unlike any other destination in North Africa.” 

v).Use Consistent Messaging and Branding  

Reflect the positioning in your logo, slogan, advertisements, website, and social media. 

Ensure visuals, tone, and language match the experience you’re offering. 

vi).Deliver the Promised Experience 

Ensure actual tourist experiences meet or exceed expectations. Consistency builds trust and 

positive word-of-mouth. 

vii).Evaluate and Adjust 

Monitor customer feedback and market trends. Revise positioning if the market evolves or if you're 

expanding to new segments. 

Examples of Positioning Strategies in Tourism: 

i).Adventure-focused: “The ultimate thrill-seeker’s destination” – targeting young and active 

travelers. 

ii).Luxury-oriented: “An exclusive escape for the elite” – targeting high-income tourists. 

iii).Eco-conscious: “Travel green, leave only footprints” – attracting responsible travelers. 

iv).Cultural and heritage-rich: “Walk through living history” – appealing to culture lovers 

(Okonkwo,2016) 

 

Strong Brand Image Management in Tourism 

Managing a strong brand image in tourism is essential to attract and retain tourists, build trust, and 

stand out in a competitive market. A brand image is the perception travelers have about a 

destination or service based on their experiences, marketing exposure, and word-of-mouth. 

Payne et al (2008) stated that the key strategies for strong brand image management are: 

1.Define a Clear Brand Identity 
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Develop a unique logo, slogan, and visual style that reflect the destination’s personality. Ensure it 

aligns with your core values and offerings (e.g., adventure, luxury, nature, culture). 

2. Consistent Messaging Across All Channels 

Use the same tone, visuals, and message across your website, social media, brochures, and 

advertisements. This builds recognition and trust. 

3. Deliver Authentic and High-Quality Experiences 

Ensure the actual tourist experience lives up to the brand promise.Great service, safety, cleanliness, 

and hospitality reinforce a positive image. 

4. Engage in Storytelling 

Share stories of real travelers, locals, traditions, and behind-the-scenes moments. 

Authentic stories build emotional connections and strengthen brand perception. 

5. Leverage Positive Reviews and Testimonials 

Encourage satisfied tourists to leave online reviews on platforms like TripAdvisor, Google, and 

social media. Use these testimonials in your marketing materials. 

6. Monitor Online Reputation 

Track mentions, reviews, and comments online.Address complaints or negative feedback quickly 

and professionally to protect the brand image. 

7. Collaborate with Influencers and Media 

Partner with travel bloggers, influencers, and journalists to share positive experiences and reach 

new audiences. 

8. Involve the Local Community 

Ensure locals are brand ambassadors by training them and involving them in tourism activities. 

A friendly local environment enhances the brand. 

9. Innovate and Adapt 

Stay updated with market trends and customer expectations. Refresh your branding periodically to 

stay modern and relevant. 

10. Measure Brand Performance 

Use surveys, analytics, and feedback to assess how the brand is perceived. Adjust marketing and 

services based on this data. A strong brand image creates trust, loyalty, and positive word-of-

mouth, turning visitors into repeat travelers and ambassadors. 

 

METHODOLOGY 

 

The study adopted a descriptive survey design which is suitable for collecting data on current 

marketing practices and perceptions regarding tourism development. The population of the study 

comprises key stakeholders, including officials from the Nigerian Tourism Development 

Corporation (NTDC), tourism marketers, travel agencies, hotel operators and both domestic and 

international tourists, mirroring the stakeholder mix in Awaritefe’s Nigerian national- park study. 

A total of approximately 400 respondents- comparable to the 376 tourists surveyed in Awaritefe 

(2004)- was targeted across major destinations (Lagos, Abuja, Calabar, Osun). Purposive sampling 
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for NTDC officials and industry experts was used. Simple random sampling for tourists at key 

sites, reflecting approaches used in convenience and random sampling studies. Structured 

questionnaires administered in person and online to gather quantitative data on marketing 

strategies, reach and effectiveness, as per correlational research protocols. Semi- structured 

interviews with selected industry leaders and tour operators to explore qualitative insights into 

challenges and best practices, a method aligned with qualitative tourism –IT research. 

Documentary review of NTDC reports, policy documents, academic journals and industry 

statistics, employing a documentary research approach similar to Buhalis and Law (2008) was 

used. Descriptive statistics (means, frequencies, percentages) to summarize questionnaire results, 

following the analytical framework of correlational tourism studies. Thematic analysis of 

interview transcripts to identify recurring themes and stakeholder perceptions, in line with 

methodological evolutions in tourism research. The questionnaire was pre-tested with a small 

subset of respondents to refine wording and ensure clarity- a best practice recommended in 

foundational tourism marketing texts. Findings from questionnaire, interviews and documentary 

review were cross-validated to enhance overall study reliability. 

 

Data Analysis 

 

Table 1. Role of marketing in tourism development. 

 
S/N ITEMS SA A N D SD TOTAL(%) 

1 Marketing builds trust 

and emotional 

connections with 

travelers. 

120(30%) 250(62%) 10(3%) 20(5%) - 400(100%) 

2 Marketing encourages 

innovation and 

improvement in service 

quality. 

100(25%) 280(69%) - 10(3%) 10(3%) 400 (100%) 

3 Marketing highlights 

eco-friendly practices 

and cultural respect. 

80(20%) 270(67%) 20(5%) 20(5%) 10(3%) 400(100%) 

4 Marketing sets realistic 

expectations through 

accurate information. 

90(22%) 210(52%) - 70(18%) 30(8%) 400(100%) 

5 Marketing increases 

visibility through 

advertising, digital 

media and public 

relations. 

130(32%) 260(65%) - 10(3%) - 400(100%) 

 

Source: Survey Data, 2025. 
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Table 1 indicated that 30% of the respondents strongly agreed that marketing builds trust and 

emotional connection with travelers, 62% of the respondents agreed to the same item, 3% of the 

respondents were neutral at the instance of the research while 5% of the respondents disagreed to 

the same item. Table 1 also showed that 25% of the respondents strongly agreed that marketing 

encourages innovation and improvements in service quality, 69% of the respondents agreed to the 

same item, 3% of the respondents disagreed to the same item while 3% of the respondents also 

strongly disagreed to the same item. We observed in table 1 that 20% of the respondents strongly 

agreed that marketing highlights eco-friendly practices and cultural respect, 67% of the 

respondents agreed to the same item, 5% of the respondents were neutral at the instance of the 

research, 5% of the respondents disagreed to the same item while 3% of the respondents strongly 

disagreed to the same item. We observed also in table 1 that 22% of the respondents strongly 

agreed that marketing sets realistic expectations through accurate information, 52% of the 

respondents agreed to the same item, 18% of the respondents disagreed to the same item while 8% 

strongly disagreed to the same item. It was also observed in table 1 that 32% of the respondents 

strongly agreed that marketing increases visibility through advertising, digital media and public 

relations, 65% of the respondents agreed to the same item while 3% of the respondents disagreed 

to the same item. By implication, it is evident from table 1 that marketing significantly contributes 

to the growth and development of tourism in Nigeria.  

 

Major Findings of the Study. 

The major findings of the study are as follows: 

i).Marketing plays major roles in the growth and development of tourism in Nigeria. 

ii).Many tourism destinations in Nigeria lack coordinated and professional marketing campaigns. 

iii).Most promotional efforts are localized or ad hoc, with limited national or international reach. 

iv).Many tourism agencies and destinations have outdated or poorly managed websites. 

v).Use of social media and online advertising is limited or inconsistent, reducing global awareness. 

vi). Nigeria lacks a cohesive, recognizable brand identity for tourism. 

vii). There is no strong slogan, logo, or campaign unifying Nigeria’s tourism image. 

viii). Poor coordination between government tourism bodies and private sector players (hotels, 

tour operators, etc.). 

ix). Funding and policy support for marketing are inadequate. 

x). Rich cultural festivals, heritage sites, and neutral landscapes are not effectively packaged or 

promoted. 

xi). Tourists are often unaware of these attractions due to poor information dissemination. 

xii). Accessibility to tourist sites is often hindered by bad roads, poor signage and lack of basic 

amenities.. 

xiii). Security concerns and inconsistent service standards affect tourist experiences. 

xiv). Compared to neighboring countries like Ghana or Kenya, Nigeria receives fewer international 

tourists. 

xv). Domestic tourism is also limited due to low awareness and affordability issues.  
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Implications of the Findings. 

1). Policy Reforms Needed: 

The government must create policies that prioritize tourism marketing and support public-private 

partnerships to fund and promote tourism initiatives. 

2). Tourism Agencies Must Embrace Digital Transformation: 

A shift towards digital marketing- including professional websites, social media campsigns and 

virtual tours- will be essential in reaching global audiences. 

3). Capacity Building for Tourism Professionals: 

Training in modern marketing, branding and customer engagement will improve how destinations 

are promoted and managed. 

4). Investment in Infrastructure: 

Improved access roads, signage, accommodations and safety measures will enhance the tourist 

experience and support repeat visits. 

5). Development of a National Tourism Brand: 

A unified, compelling tourism identity for Nigeria can enhance international appeal and 

differentiate the country from competing destinations. 

 

Summary of the study  
This study explored the role of marketing in tourism development in Nigeria. It identified that 

despite Nigeria’s rich tourism potential –such as cultural heritage, festivals, historical sites,and 

natural attractions- the sector remains under developed, largely due to ineffective or inadequate 

marketing strategies. Findings showed that current promotional efforts are often fragmented, 

underfunded, and poorly targeted. The lack of a strong tourism brand, weak digital presence, and 

insufficient collaboration between public and private sectors contribute to the industry’s poor 

performance. The study emphasized the need for improved, strategic marketing approaches 

tailored to both domestic and international audiences to unlock the full potential of Nigeria’s 

tourism sector. 

 

CONCLUSION 

 

This study has highlighted the crucial role marketing plays in the development of Nigeria’s tourism 

sector. Despite having a wide array of cultural, historical and natural attractions, Nigeria’s tourism 

industry remains underdeveloped due  to fragmented marketing efforts, weak branding and limited 

digital engagement. The absence of a strong national tourism identity, coupled with infrastructural 

challenges and lack of collaboration between public and private stakeholders, significantly 

undermines efforts to attract tourists.  For Nigeria to fully harness the potential of tourism as a tool 

for economic diversification and national development, it must adopt innovative, strategic and 

coordinated marketing approaches. 
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Recommendations 
Based on the findings and the conclusion of the study, we make the following recommendation:  

i).Create a unified and appealing brand identity (e.g. slogan, logo, and campaigns} to position 

Nigeria as a must – visit destination.  

ii).Invest in professional website, social media campaigns, influencer partnership and SEO to reach 

global travelers.  

iii).Encourage partnerships between government agencies, local businesses and international 

organizations to promote tourism initiatives.  

iv).Train tourism professionals and marketers in modern, data driven promotion techniques.  

v).Enhance transportation, accommodation, security and customer service to improve the overall 

tourist experience.  

vi).Promote Nigeria’s cultural festivals and heritage sites through global campaigns and tour 

packages .  

vii) Regularly assess the performance of tourism marketing strategies and adapt based on data  

and feedback.   
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