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ABSTRACT
The Volta Region's tourism potential remains underutilized due to ineffective marketing strategies
despite its natural beauty and cultural heritage. Modern tools like social media and SEO can
enhance awareness and competitiveness. However, outdated methods and limited promotion
hinder its growth. This study aims to examine the effectiveness of marketing communication tools

in boosting tourism to the Volta Region.

The study used a descriptive design to assess the effectiveness of marketing communication tools
in promoting tourism in the Volta Region. A sample of 384 tourists (simple random sampling) and
20 staff (purposive sampling) provided data through questionnaires and interviews. Quantitative
data were analyzed using descriptive statistics, regression, and correlation, while qualitative data
were analyzed thematically. This approach offered insights into the impact of marketing tools on

tourist engagement and satisfaction.

The study revealed that marketing communication tools, especially social media, significantly
promote tourism in the Volta Region by enhancing site visibility and tourist engagement. Cultural
heritage and natural attractions, like W1i Waterfalls, strongly influenced tourist visits. However,
challenges such as limited resources, poor infrastructure, and underutilization of tools like email
marketing persist. The study concluded that targeted investments, stakeholder collaboration, and
policy reforms are essential for sustainable tourism growth. The study recommended that tourism
organizations in the Volta Region adopt comprehensive digital marketing tools, enhance
stakeholder collaboration, improve infrastructural support, and tailor marketing strategies to attract

both domestic and international tourists.
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1.0 CHAPTER ONE

INTRODUCTION

1.1 Introduction

Research on the efficacy of marketing communication tools in promoting tourism in Ghana's Volta
Region is summarised in this chapter, which also serves as an introduction to the study. In it, the
research problem, objectives, and questions are laid out, and the study's necessity is justified. The
chapter goes on to talk about how important the study is, highlighting how it has impacted the
tourist industry and academic understanding more generally. Also, by outlining the research gaps

that this study intends to fill, it lays the groundwork for the following chapters.

1.2 Background

One of the most important drivers of economic growth in many parts of the world in recent times
has been tourism. Natural and cultural attractions in developing nations offer unique opportunities
to generate revenue and employment, making the tourism industry a powerful growth driver.
Worldwide, 319 million people found gainful employment in the tourism industry in 2018, which
boosted global GDP by around 10.4 percent, as reported by the World Travel and Tourism Council.
Tourists bring in money, jobs, and opportunities to build infrastructure, so it's no surprise that
tourism is a major force in Ghana's economy. There is a lot of untapped potential as a tourist
destination in the Volta Region, thanks to its beautiful scenery, historical sites, and cultural legacy.
Inadequate and ineffective marketing communication strategies contribute to the region's
underutilised tourism sector, despite its many attractions.

Marketing communication has become essential in the promotion of tourism, especially in regions

with less global visibility. The use of appropriate communication tools such as advertising, public



relations, social media, and other digital platforms can significantly enhance awareness and attract
visitors to a region. According to Budianto and Dewi (2024), marketing communication
encompasses the methods and messages businesses use to promote their offerings and engage with
customers. In the context of tourism, effective marketing communication involves strategically
promoting tourist destinations to both domestic and international audiences, thereby fostering
tourism growth. With the rise of digital platforms, marketing has shifted from traditional
approaches like print and television advertising to more interactive and engaging methods such as
social media marketing, content creation, and influencer partnerships (Rachmad, 2024). Despite
these advancements, many tourism destinations, especially in developing regions, continue to

struggle with effectively utilizing these tools to promote their unique attractions.

The Volta Region, with its mix of natural resources such as mountains, waterfalls, and lakes,
alongside rich cultural practices and historical sites, represents a prime area for tourism
development. However, the region has not fully capitalized on its potential due to insufficient
marketing efforts. A report by Elsawy (2024) highlighted that inadequate marketing and poor
communication strategies have contributed to the slow growth of tourism in the region. Moreover,
the lack of a coordinated approach to marketing the various attractions in the region has limited its
ability to compete with other popular destinations in Ghana, such as the Cape Coast and Greater
Accra regions. Given the increasing competition among tourism destinations within the country
and beyond, the effective use of marketing communication tools is crucial in promoting the Volta

Region as a premier destination for tourists.

Brand recognition, favourable public perception, and interest from prospective tourists are the
three pillars upon which the success of marketing communication tools in the tourist sector rests.
Lacarcel and Huete (2023) assert that marketing communication tools play a crucial role in raising

awareness and swaying the decisions of tourists by catering to their specific interests and needs.
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The importance of search engine optimisation (SEO), social media, and websites as digital
marketing tools has grown in recent years. Social media platforms provide a more efficient and
cost-effective way to engage with potential tourists, according to a study by Datta (2024). Building
communities, sharing user-generated content, and interacting directly with tourists are all ways
that tourism destinations can use social networks to boost engagement and word-of-mouth
advertising. But even with all these possibilities, destinations like the Volta Region aren't making

the most of them to market their tourist attractions.

Promoting the Volta Region as an attractive tourist destination is not without its difficulties, which
is why this study is necessary. The area's ineffective marketing has prevented it from drawing in
many visitors, despite the abundance of natural and cultural attractions. Many tourism operators
in the area still use antiquated marketing methods, which aren't cutting it in today's technology-
driven society (Martin, 2023). Furthermore, the Volta Region receives significantly less attention
than the more popular regions in the current literature on tourist promotion in Ghana. To fill this
knowledge gap, researchers should look at how the area can promote itself and become more
competitive in the tourism industry through the use of modern marketing communication tools.
Therefore, the purpose of this research is to examine the efficacy of different forms of marketing
communication in boosting tourism to the Volta Region, with the hope of adding to our knowledge

of how well-planned marketing campaigns can boost popularity of lesser-known locations.

1.3 Problem Statement

When it comes to developing areas like Ghana's Volta Region, there are still a lot of unanswered
questions about the marketing communication tools used in the tourist industry. The
underutilisation of digital marketing tools is one of the key gaps. Social media and digital
marketing have not yet reached their full potential in areas like the Volta, despite the fact that

research by Adjimah (2022) shows that they are effective in increasing brand awareness and



consumer engagement. Researchers in Ghana found that while some regions, like Cape Coast,
have used e-marketing to improve hotel brand perceptions and consumer engagement (Oniku,
2024), the Volta Region is still using antiquated forms of advertising. This void highlights the
necessity for targeted research into the most efficient ways to promote tourism in this area through

the use of modern marketing communication tools.

Additionally, the issue of strategic marketing underpins another gap. Research in Czech tourism
facilities and mass tourism destinations shows the significance of adapting communication
strategies during crises, such as the COVID-19 pandemic, and integrating innovative marketing
approaches (Pefiarroya-Farell & Miralles, 2022). However, the Volta Region continues to suffer
from a lack of structured and strategic marketing approaches. According to local stakeholders,
factors like limited investment and poor collaboration among regional entities have hindered the
development of an effective tourism promotion strategy (Ali & Li, 2024). While other regions in
Ghana have seen increased tourist numbers due to improved marketing, Volta’s promotion efforts
have yet to tap into the full potential of its natural and cultural resources. This gap highlights the

urgency of addressing strategic weaknesses in promoting the region’s tourism potential.

From a business perspective, the Volta Region also faces challenges due to poor infrastructure and
limited accessibility, which further complicates the effectiveness of marketing efforts. Although
the region saw a significant boost in tourism in 2022 (Issaka, 2024), issues such as poor road
networks and inadequate service delivery continue to hinder its competitiveness. These problems,
combined with a weak marketing presence, limit the region’s ability to attract international tourists
and investors. As highlighted by stakeholders, there is a pressing need to rebrand and position the
Volta Region through robust and well-coordinated marketing campaigns (Apedoh, 2020). The
absence of these initiatives has created a significant business issue, as the region remains

underrepresented in Ghana's tourism landscape, despite its immense potential.
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These gaps underscore the need for a comprehensive study to evaluate the effectiveness of
marketing communication tools in promoting tourism in the Volta Region, with the goal of

developing targeted strategies to overcome both marketing and infrastructural challenges.

1.4 Aim and Objectives

Objectives

The main objective of this study is to assess the effectiveness of marketing communication tools

in promoting tourism in the Volta Region of Ghana.

This can be achieved through the following research objectives:

a. To evaluate the impact of various marketing communication tools on the promotion of

tourism in the Volta Region.

b. To analyze the extent to which digital marketing tools are utilized by tourism operators in

the Volta Region.

c. To identify the challenges faced in implementing effective marketing communication

strategies for tourism in the Volta Region.

Research Questions

The research questions derived from the objectives are:

a. What is the impact of various marketing communication tools on the promotion of tourism

in the Volta Region?



b. To what extent are digital marketing tools utilized by tourism operators in the Volta

Region?

c. What challenges are faced in implementing effective marketing communication strategies

for tourism in the Volta Region?

1.5 Significance

The study's potential to fill knowledge gaps about the Volta Region of Ghana's tourism promotion
through marketing communication tools is what makes it significant. The study adds to what is
already known about tourism promotion strategies by looking at how different tools work,
especially in an underdeveloped area. Digital platforms and modern communication strategies
have been emphasised in prior research on the importance of tourism promotion (Vukasovi¢ &
Ocko, 2024), but regions such as the Volta, which have great potential for tourism but encounter
difficulties in promoting it, have received minimal attention. Therefore, this research will
contribute to the scholarly conversation by shedding light on how developing-world tourist

hotspots can make more effective use of marketing communication tools to draw in tourists.

The findings of this research will have practical implications for tourism operators, local
governments, and stakeholders in the Volta Region. As tourism remains a key driver of economic
growth, particularly in developing countries (Bayala, 2024), understanding how to effectively
promote tourism in lesser-known regions is critical for economic development. This research will
provide evidence-based recommendations on the most effective marketing strategies, helping local
tourism operators to implement tools such as social media, SEO, and other digital communication

techniques to attract both domestic and international tourists. Additionally, it could serve as a guide



for policymakers in creating supportive frameworks that enhance tourism marketing efforts in the

region.

Furthermore, this study will benefit academics and researchers by filling the current research gaps
regarding tourism marketing in under-promoted regions like Volta. While many studies focus on
popular tourism destinations and how they use marketing tools (Xu & Ho, 2024), there is limited
research on how these tools can be adapted for less-known regions with unique challenges. The
study will contribute new knowledge by exploring the specific barriers and opportunities that
marketing communication tools present in promoting tourism in developing areas, encouraging

further research and collaboration in this field.

1.6 Scope

The scope of this study is primarily focused on examining the effectiveness of marketing
communication tools in the promotion of tourism in the Volta Region of Ghana. The research will
explore both traditional and digital communication tools used by tourism operators within the
region to assess their impact on tourist attraction and engagement. The study encompasses an
analysis of various tools, such as social media, email marketing, public relations, and advertising,
to evaluate how well they are utilized in promoting the region's tourism assets, including its natural
landscapes and cultural heritage. The scope also includes gathering data from key stakeholders,
such as tourism operators, local authorities, and tourists themselves, to gain a holistic

understanding of the region’s promotional efforts.

Furthermore, the study will be geographically limited to the Volta Region, with a specific focus
on its key tourist destinations. Temporally, the research will focus on the most recent developments

in marketing communication tools over the past five years. This timeframe allows for an analysis



of how technological advancements and digital trends have been incorporated into tourism
marketing strategies. The study will not extend to a comparative analysis with other regions of
Ghana but will rather concentrate on uncovering the challenges and opportunities specific to the
Volta Region. This ensures a focused exploration of the marketing communication dynamics

within this particular tourism context.

1.7 Limitations of the study

There are a number of restrictions on this research. To start, the results can only be applied to the
Volta Region of Ghana; they don't apply to other countries or regions that face different tourist
dynamics and problems. Furthermore, there is a possibility of bias when stakeholders like tourists
and tour operators rely on self-reported data. This is because respondents may not give completely
honest accounts of the marketing campaigns or their experiences. There may be overlooked longer-
term trends or historical factors impacting tourism promotion because the study mainly looks at
the last five years. Finally, the results might be stale in a flash if new marketing tools and
techniques appear, considering how rapidly digital marketing is developing. It is important to take

these limitations into account when analysing the study's findings.

1.8 Organization of the study

There are five sections to this study, and they all deal with different parts of the research procedure.
In Chapter 1, we are introduced to the research by reviewing the study's rationale, issue statement,
research aims, questions, and significance. In Chapter 2, we conduct a thorough literature review,
concentrating on previous research on marketing communication tools and tourist promotion. It

will delve into the fundamental ideas and theoretical frameworks that drive the study. The research



strategy, demographic, sample size, data gathering procedures, and analysis methodologies are all
laid out in Chapter 3, which also covers the methodology. The study's results, including an analysis
of the data acquired and a discussion of those findings in light of the existing literature, are detailed
in Chapter 4. Lastly, Chapter Five provides a concise summary of the research, draws conclusions
from these findings, and suggests areas for future research and practical applications in the field

of tourism marketing communication.

1.9 Chapter Summary

This chapter provided an overview of the study's main points, starting with a description of the
issue and its background in the travel sector. Particularly for the Volta Region, the importance of
marketing communication tools in promoting tourism was emphasised. With an emphasis on the
effects of different forms of communication, the study's aims and questions were well-defined. At
the chapter's end, it was established that the study was important for bridging the gap between
theoretical research and real-world tourism development plans. All of these things are necessary

for the following chapters to provide a thorough examination of the research subject.



2.0 CHAPTER TWO

LITERATURE REVIEW

2.1 Introduction

This chapter reviews existing literature relevant to the study, focusing on theories, empirical
studies, and conceptual frameworks related to marketing communication in tourism. It explores
key concepts such as stakeholder engagement, tourist feedback, and promotional effectiveness.
The review provides a foundation for understanding how these elements interact to influence

tourism in the Volta Region.

2.2 Marketing Communication Tools

When it comes to reaching out to consumers, developing a reputation for a brand, and
strengthening bonds with existing customers, marketing communication tools are indispensable.
These tools are essential in the tourism industry for promoting destinations and interacting with
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visitors. Traditional tools like print media, radio, and television advertising remain valuable in
reaching diverse audiences and promoting tourism destinations (Khamoushi, 2024). Television
and radio ads, for instance, can create broad awareness and are particularly effective in targeting
local audiences. Print media, including brochures, travel magazines, and newspapers, offer
detailed information and visuals, appealing to tourists seeking comprehensive insights about a
destination. Tan (2024) said that in Ghana, these traditional methods are widely used, especially

in rural areas where digital reach may still be limited, ensuring a broad and inclusive audience.

Digital tools, however, have transformed marketing communication in recent years, offering new
ways to reach and interact with global audiences. Social media platforms such as Facebook,
Instagram, and Twitter allow tourism boards and businesses to showcase destinations, promote
events, and engage with potential tourists in real-time. These platforms enable cost-effective,
targeted marketing campaigns that reach international audiences and younger demographics, who
are increasingly influenced by visual content and peer recommendations online (Tsepkova, 2024).
Websites and email marketing are also effective, as they provide comprehensive information and
foster direct communication with interested visitors. SEO and search engine marketing further
enhance a destination’s visibility online, increasing the likelihood that potential tourists will find

information about destinations like Ghana’s Volta Region.

Additionally, influencer marketing, a recent digital tool, has proven effective in tourism promotion
by leveraging the trust and reach of influencers and travel bloggers who showcase destinations to
large follower bases. Cotsoni (2024) mentioned that partnering with travel influencers helps
tourism brands tap into specific audiences, often generating high engagement due to the
authenticity perceived in personal recommendations. Digital communication tools also allow for
interactive experiences through live videos, virtual tours, and user-generated content, enriching

tourists’ pre-visit experiences and sparking interest in unique destinations (Yang, 2024). In

11



Ghana’s Volta Region, utilizing a balanced mix of traditional and digital tools can optimize reach

and engagement, strengthening the region’s tourism brand in both local and international markets.

23 Tourism Promotion

Tourism promotion involves various strategies designed to attract visitors, increase awareness, and
enhance a destination’s appeal. Effective promotion begins with understanding the unique
attributes of a destination, including its culture, history, and natural resources, and conveying these
through compelling messaging. Advertising, public relations, and partnerships with travel agencies
are traditional methods that help create and maintain a strong tourism brand (Araque-Hontangas,
2024). In Ghana, tourism promotion often highlights the country’s rich heritage, such as historical
sites, cultural festivals, and natural landscapes, which are appealing to both domestic and
international travelers. These traditional approaches remain vital, especially in creating a

foundational image of the destination that can then be amplified through other channels.

Digital strategies have become central to modern tourism promotion, particularly as travelers
increasingly rely on online platforms to research and plan trips. Afren (2024) noted that social
media, destination websites, and online advertising play a crucial role in shaping the perceptions
of potential tourists. Social media platforms such as Instagram, Facebook, and YouTube offer
tourism boards the ability to showcase destination highlights through visually engaging content,
reaching vast global audiences. In addition to visuals, online reviews and travel blogs provide an
added layer of authenticity, often influencing travelers’ decisions more than traditional advertising
alone. For regions like Ghana’s Volta Region, where digital reach is growing, these platforms help
bridge the information gap by providing real-time updates, reviews, and visuals that help potential

tourists envision their experience (Ofosu-Asare, 2024).

12



Collaborative efforts are another key aspect of effective tourism promotion, where partnerships
between tourism boards, private sector players, and influencers create opportunities to expand
reach and engage new audiences. Travel influencers and bloggers can serve as ambassadors for a
destination, sharing their experiences with audiences who may otherwise be unaware of the
region’s offerings (Zhang, 2024). In Ghana, partnerships with international travel organizations
and regional tourism boards contribute to creating packages, organizing familiarization tours, and
producing multimedia content, which enhances visibility and accessibility. According to Dalir
(2024), seasonal campaigns, such as promoting events or festivals, can drive interest and boost
tourism during specific times of the year. For the Volta Region, combining traditional promotions
with digital and collaborative strategies is essential to create a well-rounded and effective tourism

promotion approach that resonates with diverse audiences.

2.4  Excellence Theory in Public Relations

Organisations and their publics can cultivate mutual understanding, trust, and cooperation through
strategic, two-way communication, according to the Excellence Theory in Public Relations.
Organisations can reach their full potential, according to this theory, if their leaders make ethical
and transparent communication a top priority and actively seek out audience feedback (Jerab,
2024). The Excellence Theory is relevant in the tourism industry, particularly when it comes to
marketing the Volta Region of Ghana. This theory promotes active engagement between tourism
stakeholders and diverse publics, including potential tourists, local communities, and
governmental bodies. Tourists' wants and needs can be better met by two-way communication,
which in turn allows marketers to highlight the destination's genuine cultural and natural attractions

(Myburgh, 2024).
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The Excellence Theory also provides a strong foundation for analyzing the research objectives of
this study, which include evaluating the impact of various marketing communication tools and
identifying challenges in implementing effective promotional strategies. Rattanamanee (2024)
stated that the theory’s emphasis on engaging stakeholders through two-way communication aligns
with these objectives, as it encourages tourism marketers to assess feedback on promotional efforts
continuously. For instance, local tourism operators in the Volta Region could engage with tourists
post-visit, collecting feedback on their experiences and incorporating this input into future
campaigns. This approach allows for adaptive and responsive marketing that better aligns with
tourist expectations, ultimately contributing to a more robust and sustainable tourism sector in the

region.

Applying the Excellence Theory to this study also influences the methodology by underscoring
the need for qualitative data collection methods, such as interviews or focus groups with tourists
and tourism stakeholders. This approach facilitates genuine dialogue and in-depth feedback, as
opposed to one-way communication often achieved through surveys alone (Kogen, 2024). Using
methods that support two-way communication aligns with the theoretical foundation of the
Excellence Theory, ensuring that the study not only gathers data but also reflects the perspectives
of the region’s key tourism stakeholders. This alignment with the Excellence Theory ensures that
the study's findings are grounded in ethical, collaborative, and mutually beneficial communication
practices, reinforcing the goal of promoting the Volta Region in a way that resonates authentically

with its target audience.
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2.5  Situational Theory of Publics

Based on their degree of knowledge, involvement, and engagement, various groups of people, or
"publics," view and react to issues differently; the Situational Theory of Publics offers a framework
for this understanding. Each of the four types of publics—non-publics, latent, aware, and active—
represents a distinct degree of problem recognition and engagement, according to the theory (Ma,
2024). Non-publics are unaware of an issue, latent publics are aware but do not feel affected by it,
aware publics recognize and feel impacted by the issue, and active publics take action in response
to the issue. In the context of promoting tourism in Ghana’s Volta Region, this theory is useful for
identifying how different segments of potential tourists may be engaged with the region’s
marketing efforts, ranging from those unfamiliar with the area to those who actively seek travel

information and experiences (Peloi, 2024).

The Situational Theory of Publics is particularly relevant for achieving the research objectives of
this study, which involve assessing the effectiveness of various marketing communication tools
and understanding the factors that influence tourist engagement (Chen, 2024). The theory's
categories of publics allow tourism marketers in the Volta Region to tailor their communication
strategies based on the audience’s level of interest and awareness. Shu (2023) mentioned that
marketing strategies targeting non-publics or latent publics might focus on raising awareness and
educating potential tourists about the region's attractions through broad-reaching digital or
traditional campaigns. In contrast, strategies targeting aware or active publics could emphasize
deeper engagement and interactive content, such as virtual tours or influencer endorsements that
encourage action. This segmentation helps ensure that each public receives relevant information,

promoting an effective and targeted approach to tourism promotion (Mandalia, 2023).

Incorporating the Situational Theory of Publics into the study’s methodology also influences the

choice of data collection methods, such as surveys or focus groups designed to assess potential
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tourists’ levels of awareness and interest in the Volta Region. Surveys can help gauge tourists’
familiarity with the region’s attractions and their likelihood of visiting, while focus groups can
provide deeper insights into specific factors that might shift tourists from latent to active
engagement. This approach ensures that the study captures a range of tourist perspectives, aligning
with the theory’s emphasis on understanding how different publics perceive and interact with
promotional content (Singgalen, 2024). The insights derived from this theory-based approach
enable tourism stakeholders in the Volta Region to refine their strategies, fostering greater interest
and ultimately motivating various types of publics to consider the region as a prime travel

destination.

2.6 Diffusion of Innovations Theory

The Diffusion of Innovations Theory describes the gradual spread of novel societal practices,
goods, and ideas. According to the theory, there are five distinct groups of people who embrace
innovations at different rates: innovators, early adopters, early majority, late majority, and laggards
(Kolsi, 2023). After innovators, there are early adopters who shape public opinion and influence
the more cautious early majority to embrace new ideas. Dhaked (2024) found that laggards are
notoriously resistant to change and are the first to adopt innovations, whereas late majority
adopters are more sceptical and wait for widespread acceptance before doing so. To better
understand how various groups of stakeholders and tourists in Ghana's Volta Region embrace new
forms of marketing communication—Ilike digital platforms, influencer marketing, and social
media campaigns—to promote the region's attractions, the Diffusion of Innovations Theory is

highly applicable.
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The goals of the research, which involve studying how different marketing tools affect prospective
tourists and what obstacles are in the way of their effective implementation, are in line with the
theory's classification of adopters. The Volta Region is one of many lesser-known tourist
destinations in Ghana, but according to Tariq (2024), pioneers and early adopters in the industry,
such as travel bloggers, influencers, or regular fliers, may be the ones to discover and promote it
using innovative marketing strategies. Tourism marketers can benefit from a better understanding
of these types of adopters by strategically targeting early adopters. Early adopters can act as
advocates, sharing their experiences and promoting the region as a potential travel destination for
the early and late majority groups. According to the Diffusion of Innovations Theory, it is crucial
to capitalise on the excitement and sway of early adopters in order to progressively raise the level

of interest and acceptance in visiting the Volta Region.

Applying the Diffusion of Innovations Theory to this study also influences the methodology,
particularly in designing data collection methods that capture how different adopter categories
respond to marketing tools. Surveys and interviews with tourists can help identify the
characteristics of each adopter category and assess their engagement levels with new marketing
approaches. Focus groups with early adopters, for example, may reveal insights into their
motivations and how they influence others within their networks. This approach ensures the study
not only evaluates the reach and effectiveness of marketing communication tools but also uncovers
the diffusion process among different types of tourists (Nakayama, 2023). Understanding this
adoption process allows tourism stakeholders in the Volta Region to implement phased marketing
strategies, ensuring that innovative approaches are introduced effectively and gain traction among

diverse tourist groups.
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2.7  Empirical Review

A methodology for evaluating the efficacy of online communication in the Slovak hotel industry
was sought after by Krizanova et al. (2019). Their goal was to help with decision-making and
encourage sustainable hotel development by analysing existing online marketing communications
from the viewpoint of hotel service providers. The authors aimed to map the usage and evaluate
the effectiveness of online marketing communications by Slovak hotels through a marketing
survey. Regardless of the hotel's size, operational longevity, budget, or class, the results showed
that all Slovak hotels consider online marketing communications evaluation crucial. Respondents
preferred financial metrics like return on investment (ROI) as the most reliable. Based on these
findings, the study recommends return on investment (ROI) as the best metric to use when

assessing the efficacy of online communication tools.

Lincényi and Bulanda (2023) sought to examine how marketing communication tools were
employed by Czech accommodation facilities during the COVID-19 pandemic. They conducted
140 structured interviews with managers to investigate the extent and primary forms of these tools'
usage. The research demonstrated that over half of the facilities did not alter their promotional
strategies during the pandemic, whereas nearly 13% ceased all customer communication efforts.
The most frequent and effective communication methods were identified as websites and social
media, particularly social networks. Based on these findings, the authors recommended that
professional associations in tourism and hospitality enhance their focus on educating about

innovative marketing communication tools to better engage with customers during crises.

Svajdova (2019) investigated how contemporary marketing communication tools can be used to
oversee tourist hotspots. She evaluated the efficacy and utilisation of tools like online marketing,
social media marketing, mobile marketing, and word-of-mouth marketing by analysing primary

and secondary data in addition to field observations. Using these tools to promote mass tourism
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destinations was found to be effective to varying degrees, according to the study. The final section
stressed the significance of incorporating contemporary marketing tactics and offered suggestions

for how they might be used in the future to boost the advertising of popular tourist spots.

Kushwabha et al. (2020) looked at the hotel and tourist industry in India to see how brand equity is
improved by combining traditional integrated marketing communications (IMC) strategies with
digital and social media. They surveyed 512 visitors to Himachal Pradesh, India, using a
convenience sampling technique that does not rely on probability. Digital and social media tools
were determined to be more effective in building brand equity than traditional IMC tools,
according to the study that used Smart PLS-SEM 3.0 software to analyse the data. According to
the authors, modern IMC tools are more efficient than old ones, and they suggest using them more

in marketing strategies to increase brand equity.

Ofori-Okyere (2019) explored the impact of social media platforms (SMPs) on promoting beach
resorts in the Western Region of Ghana. The study involved focus group discussions and one-on-
one qualitative interviews with a hundred participants, including both managers and visitors, from
ten different beach resorts. Thematic analysis was used to process the data. The results confirmed
previous research, showing that SMPs are advantageous for both managers and visitors by
enhancing promotional efforts. The study concluded with specific recommendations for resort
managers on optimizing SMP usage for marketing purposes, providing valuable insights for

tourism destination organizations looking to leverage social media effectively.

In light of the COVID-19 pandemic's acceleration of the digital marketing trend, Siaw, Martey,
and Danquah (2023) studied how e-marketing affected the public's perception of Cape Coast,
Ghana's hotel brands. After collecting data from 142 clients via structured questionnaires using a

convenience sampling method, the researchers analysed the results using regression models and
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descriptive and inferential statistics. Regression results verified the substantial positive impacts of
email, SMS, website, and Facebook as effective marketing tools, and the findings showed that
these channels were well-received. Researchers found that hotels' online reputations could benefit
greatly from more investment in e-marketing, so they suggested that the Ghana Hotels Association

push for more investment in this area.

In their study, Quayson et al. (2024) sought to determine how different aspects of marketing
communication affected customer loyalty to banking brands in Ghana. The study collected data
from 377 customers of a commercial bank branch using a convenience sample and used a
quantitative approach with an explanatory design. In order to assess the measurement model and
verify the hypotheses, PLS-SEM was utilised. Advertising had the opposite effect on brand loyalty
as did public relations, sales promotions, and direct marketing. In order to successfully engage
consumers and develop brand loyalty, the authors concluded that banks should broaden their

marketing strategies beyond heavy dependence on advertising.

Ahakwa et al. (2021) explored how different traditional advertising mediums affect customer
purchase decisions in Ghana, focusing specifically on university students. The researchers
employed a simple random sampling method to collect data from students at UCC and KNUST,
ultimately analyzing 732 valid responses using Structural Equation Modeling (SEM) with partial
least squares. The study discovered that television advertisements had the most significant
influence on customer purchase decisions, proven statistically significant at p<0.01. The authors
concluded that television advertising is a vital tool for marketers, suggesting that its visual and

auditory appeal effectively enhances product awareness and influences purchasing behaviors.

Eremon, Lawra Municipality, Ghana was the site of an investigation by Guri, Osumanu, and Bonye

(2021) into the possible and expected advantages of establishing eco-cultural tourism. They
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interviewed 150 household heads, six heads of public institutions with ties to tourism, and
traditional leaders in the region using a combination of qualitative and quantitative techniques.
The research uncovered a number of underutilised eco-cultural resources, including hills, rivers,
and forests, that are rich in mythology, spirituality, culture, and ecology. Based on these results,
eco-cultural tourism has the potential to improve social amenities, create jobs, decrease rural-urban
migration, and increase sales of local products, all of which could help rural residents maintain
their standard of living. According to the study's findings, improved marketing of eco-cultural

attractions and stricter community regulations are crucial for these advantages to materialise.

Utilising the theory of planned behaviour, Bruce et al. (2023) examined how the adoption of digital
marketing affected the sustainable growth of small and medium-sized enterprises (SMEs) in
Ghana. Using SmartPLS version 3.3, the researchers analysed data collected from 533 SME
owners and managers through structured questionnaires. Perceived behavioural control and
subjective norms considerably affected these intentions to adopt digital marketing, but attitudes
towards it had no effect, according to the study. Also, there was a strong link between people's
subjective standards and how often they used digital marketing. Digital marketing is crucial in
improving sustainability in developing nations, as the results also showed a positive correlation
between SMEs' sustainable growth and their actual use of digital marketing. Results provide
practical advice for small and medium-sized enterprises (SMEs) looking to grow sustainably

through digital platforms.

Numerous important findings regarding the efficacy of marketing communication tools in different
industries, such as banking, tourism, and hospitality, have been uncovered in the empirical
literature. Research by Krizanova et al. (2019) and Kushwaha et al. (2020), among others,
highlights the importance of digital marketing strategies for increasing consumer engagement and

brand equity. These findings highlight the growing popularity of digital platforms such as social
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media and return on investment metrics, which demonstrate their versatility and influence in the
modern business world. It is crucial to have adaptable marketing strategies, especially in times of
crisis, according to studies conducted by Lincényi and Bulanda (2023) and Svajdova (2019), in
order to keep promotional efforts responsive and effective. The impact of e-marketing on brand
image and business sustainability has been demonstrated in studies specific to Ghana by Ofori-
Okyere (2019), Siaw et al. (2023), and Bruce et al. (2023). This further supports the idea that

digital strategies play a crucial role in promoting tourism, particularly in emerging economies.

But there's a clear lack of research on how to use these marketing communication tools specifically
in underserved areas like the Volta Region of Ghana. While many studies have shed light on the
bigger picture of digital marketing, very few have investigated how specific regions can make the
most of these tools in light of their specific cultural, environmental, and infrastructure issues.
Filling this knowledge gap, this study compares and contrasts the efficacy of digital and
conventional marketing strategies for boosting tourism in the Volta Region. Thus, this study will
add to the existing literature on successful tourist promotion in developing regions by shedding

light on how targeted marketing campaigns can boost tourism in underserved areas.

2.8  The Effect of Social Media Influencer Endorsement on Consumer Purchase
Intentions

The impact of social media influencer endorsements on consumer purchase intentions has received
substantial focus in empirical literature, particularly as digital platforms play an increasing role in
shaping consumer behaviors. For instance, Krizanova et al. (2019) analyzed online communication
strategies within the Slovak hotel industry, revealing that influencer endorsements are effective

due to their credibility and relatability, enhancing consumer engagement and decision-making.
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Similarly, Ofori-Okyere (2019) highlighted that social media influencers can create a more
appealing image for tourism destinations by personalizing promotional content, suggesting that
these endorsements increase purchase intentions by connecting emotionally with audiences.
However, while influencer marketing shows effectiveness in various sectors, including tourism,
the literature specific to the fashion market, particularly in Ghana, is limited. Ahakwa et al. (2021)
demonstrated that in the context of traditional media, television advertising had the most
substantial effect on consumer purchase decisions, indicating a potential gap in understanding how
digital endorsements specifically impact purchasing within the fashion industry. Addressing this
gap, the present study seeks to explore the unique role of influencers in shaping fashion consumer

intentions, especially given Ghana’s growing digital landscape.

2.9  Influencer Credibility and Consumer Purchasing Decisions

The credibility of influencers significantly affects their impact on consumers, as evidenced across
different studies. Lincényi and Bulanda (2023) found that during the COVID-19 pandemic,
credible influencers on social media platforms enabled Czech accommodations to maintain
customer engagement even in challenging times, underscoring the value of credibility in
maintaining consumer trust. Kushwaha et al. (2020) similarly confirmed that trust in digital
sources, such as credible influencers, boosts brand equity, which translates into higher purchase
intentions, especially when compared to traditional marketing methods. Quayson et al. (2024)
provided a perspective from the Ghanaian banking sector, showing that public relations and
credible endorsement efforts positively impacted brand loyalty, hinting at a potential effect in
consumer purchasing decisions in other sectors. Despite these insights, there is a noted gap
regarding how influencer credibility specifically influences consumer decisions in Ghana’s fashion

market. This study aims to bridge this gap by investigating how credibility dimensions, such as
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perceived expertise and trustworthiness, affect the purchasing decisions of fashion consumers in

Ghana, where trust is increasingly pivotal in digital marketing contexts.

2.10 The Relationship Between Influencer-Generated Content and Consumer Trust

The role of influencer-generated content, specifically its informativeness and entertainment value,
has been shown to shape consumer trust and subsequent purchase intentions. Svajdova (2019)
examined the effectiveness of content marketing in tourism, emphasizing that informative and
engaging content fosters trust and encourages consumer engagement. Similarly, Bruce et al. (2023)
explored how subjective norms and behavioral controls associated with digital marketing strategies
influence sustainable growth in SMEs, underlining that content perceived as valuable and relevant
fosters trust in the source. In the Ghanaian context, Siaw et al. (2023) revealed that in the hotel
industry, content shared via social media, such as Facebook and SMS marketing, positively
impacted brand perception due to its accessibility and informativeness. However, studies specific
to influencer-generated content in fashion markets remain limited, leaving a gap in understanding
how such content shapes consumer trust and purchase intentions. This research will address this
gap by examining how content attributes like informativeness and entertainment influence trust
among Ghanaian fashion consumers, thereby enhancing their likelihood to make purchasing

decisions based on influencer recommendations.

2.11 Tool Effectiveness
The effectiveness of marketing communication tools is essential for understanding how different
strategies impact consumer behavior, brand loyalty, and overall business performance. Tool

effectiveness refers to how well various marketing channels such as digital platforms, print
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advertising, social media, and influencer marketing, achieve their intended objectives, such as
increasing brand awareness or driving sales. Studies show that effectiveness can vary based on the
industry, market, and specific tools used. Yusuf (2024) examined the role of social media in the
hospitality sector, finding that platforms like Instagram and Facebook significantly enhance
customer engagement by enabling direct interactions with potential clients, suggesting that visual-
based social media platforms may be particularly effective for tourism and hospitality industries.
Similarly, Belouadah (2023) evaluated email marketing and found it highly effective for B2B
businesses but less so for direct consumer engagement, emphasizing the importance of aligning
marketing tools with target audiences for optimal outcomes. Furthermore, Sabakpo (2023)
highlighted that traditional media, while less interactive, remains effective for brand recall and
awareness, especially in markets where digital penetration is lower, which is relevant for regions

like Ghana’s Volta Region, where rural tourism may still rely on traditional channels.

The effectiveness of digital tools, particularly influencer marketing, has also been highlighted
across several studies. Kantamaa (2020) found that influencer endorsements significantly boost
brand credibility and consumer trust, especially when influencers align closely with brand values,
making them an effective tool for brands in highly visual sectors like fashion and tourism. In
another study, Laranjo (2021) analyzed digital marketing tools in emerging markets and found that
search engine optimization (SEO) and content marketing are highly effective for increasing online
visibility and attracting international tourists, an insight applicable to the Volta Region's efforts to
attract a global audience. Conversely, Chen (2024) compared word-of-mouth marketing to digital
marketing in the tourism industry and discovered that while digital tools are effective for broad
reach, word-of-mouth remains impactful due to its perceived authenticity and trustworthiness

among local communities. Together, these studies underscore that the effectiveness of marketing
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tools is highly context-dependent, suggesting that regions aiming to enhance tourism should adopt

a combination of tools tailored to their unique audiences and objectives.

2.12 Stakeholder Engagement

Local communities, government agencies, private companies, and individual tourists are all
considered stakeholders in the tourism industry, and their participation is essential to the industry's
growth and development. Sustainable, inclusive, and responsive to local needs tourism is the goal
of this idea, which entails encouraging stakeholders to work together and participate. Participation
from locals in tourist planning creates a sense of belonging and gives guests a more genuine
experience, according to Sheldon (2020). His research demonstrated that local involvement
improves the experience for tourists while simultaneously bolstering the economy through the
creation of jobs and the protection of cultural heritage. Moreover, Kumar (2023) explored
stakeholder engagement in rural tourism, finding that collaboration between government and
private tourism operators significantly improves the visibility and development of lesser-known
destinations. Their research underscores the idea that effective engagement can lead to improved
infrastructure and marketing, which is essential for attracting tourists to regions like Ghana’s Volta

Region.

Effective stakeholder engagement also extends to the use of digital platforms, which facilitate
ongoing communication and feedback among stakeholders. In their study, Gon (2021) found that
social media can serve as a powerful tool for engaging both tourists and local communities,
offering a platform for feedback, shared experiences, and direct communication. This digital
engagement strengthens community relations and enhances destination branding, making it

particularly useful for tourism promotion. Additionally, Khan and Emon (2024) highlighted the
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role of public-private partnerships in tourism, showing that collaborative efforts between
government bodies and private firms lead to more resilient tourism infrastructures, especially in
developing regions. Supporting this, Adebowale (2024) emphasized that stakeholder engagement
is vital for overcoming challenges in regions with limited resources, as it enables shared
responsibility and leverages local expertise. These studies collectively suggest that for regions
aiming to boost tourism, such as the Volta Region, robust stakeholder engagement strategies that
include both traditional collaboration and digital tools are crucial to developing and sustaining

tourism initiatives effectively.

2.13 Tourist Feedback

Tourist feedback is essential for understanding visitor experiences, identifying areas for
improvement, and enhancing the appeal of tourism destinations. It encompasses both positive and
negative responses from tourists regarding their experiences, which can provide valuable insights
for destination managers, local authorities, and tourism operators. According to Arora (2024),
analyzing tourist feedback helps businesses and destinations adapt their offerings to better meet
visitor expectations, thereby improving satisfaction and fostering loyalty. His study revealed that
destinations with robust feedback systems, particularly those utilizing digital platforms for reviews
and surveys, were better able to implement changes that aligned with visitor needs. Furthermore,
Makkonen (2024) emphasized that tourist feedback, especially when systematically collected and
analyzed, enables destinations to anticipate and address potential service gaps, which is critical in

ensuring positive word-of-mouth and online reviews that can influence future visitors.

The impact of tourist feedback is further reinforced in studies on digital engagement and customer

experience. Yusuf (2024) found that social media platforms provide a significant channel for
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capturing tourist feedback, as they allow for real-time interaction between tourists and destination
managers. This immediate feedback loop can be particularly useful for resolving issues swiftly
and publicly, which strengthens the destination's reputation. Additionally, Afren (2024) examined
how feedback influences marketing strategies, highlighting that destinations incorporating
feedback into their promotional content can better target specific demographics by addressing
common concerns or emphasizing popular features. Supporting this, Dzitse (2024) argued that in
developing regions, such as Ghana’s Volta Region, tourist feedback can play a pivotal role in
guiding infrastructure and service improvements, as well as in tailoring marketing strategies to
highlight strengths while addressing any noted weaknesses. Collectively, these studies illustrate
that gathering and acting on tourist feedback not only improves service quality but also serves as

a strategic tool for sustainable destination development and enhanced visitor attraction.

2.14 Cultural and Natural Attractions

Cultural and natural attractions are vital components of the tourism industry, as they offer unique
experiences that are deeply tied to a destination’s heritage, environment, and identity. These
attractions include historical sites, cultural festivals, traditional arts, landscapes, wildlife, and
ecosystems that draw visitors by showcasing the unique characteristics of a place. Al-Zadjali
(2024) highlighted that cultural attractions, such as festivals and historical landmarks, are essential
for promoting cultural heritage and preserving local traditions, which often results in enhanced
community pride and identity. Similarly, Afolabi (2023) examined natural attractions like forests,
beaches, and mountains, finding that they provide vital recreational opportunities while also
raising awareness about environmental conservation. Together, these cultural and natural sites not
only increase tourism but also contribute to broader social and environmental goals, making them

invaluable for sustainable destination development.
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Several studies have further explored the significance of cultural and natural attractions in drawing
both local and international tourists. Leask (2022) found that destinations with a strong
combination of cultural and natural offerings experienced higher visitor numbers, as tourists are
often drawn to areas that provide a diverse range of activities and experiences. Constantoglou
(2020) analyzed the economic impact of such attractions, noting that destinations with well-
promoted cultural and natural sites see more substantial economic benefits from tourism, as
visitors are likely to spend more time and money exploring different aspects of the region. In a
study on Ghana’s Volta Region, Mahlangu (2022) observed that the area’s unique blend of
waterfalls, wildlife, and cultural festivals attracts a broad spectrum of tourists but also faces
challenges in promotion and conservation. These studies collectively underscore the need for
strategic marketing and sustainable management of cultural and natural attractions to maximize

their tourism potential while preserving their intrinsic value for future generations.

The conceptual framework for this study interlinks various factors such as marketing
communication tools, tourist and stakeholder engagement, tourist feedback, and cultural and
natural attractions. These components collectively influence the effectiveness of tourism
promotion in the Volta Region. Marketing tools engage tourists and stakeholders, whose
interactions and feedback provide insights to refine promotional strategies. The allure of cultural
and natural attractions drives the region’s tourism appeal, guiding promotional focus. Together,
these elements enhance the strategic approach to marketing, ultimately aiming to boost tourism

and economic growth in the region.

29



2.15 Hypothesis Development

Hypothesis 1: Marketing communication tools have a significant impact on tourist engagement in
the Volta Region. The rationale behind this hypothesis is that effective communication can
significantly raise awareness and generate interest among potential tourists. Tools such as social
media, email marketing, and digital advertising are expected to facilitate interactions and

engagement by providing timely and appealing information about the region’s attractions.

Hypothesis 2: Stakeholder engagement positively influences the effectiveness of tourism
promotion strategies in the Volta Region. This hypothesis is based on the understanding that
involving local businesses, government entities, and community members in promotional efforts
ensures that the strategies are comprehensive and inclusive. This collaborative approach is
expected to enhance the promotional content's relevance and reach, leading to more successful

tourism outcomes.

Hypothesis 3: Tourist feedback significantly affects the development of tourism promotion
strategies in the Volta Region. The premise here is that feedback from tourists, whether positive
or negative, provides critical insights into the strengths and weaknesses of current tourism
offerings and marketing strategies. Actively incorporating this feedback into strategy adjustments
is hypothesized to lead to more targeted and effective promotional efforts, thereby improving the

overall tourist experience.

Hypothesis 4: The attractiveness of cultural and natural attractions in the Volta Region has a
strong positive impact on tourism promotion effectiveness. This hypothesis assumes that the
inherent appeal of these attractions serves as the cornerstone of marketing efforts. Enhancing the
visibility and perceived value of these attractions through strategic marketing is expected to

increase tourist inflows and contribute to the region's tourism growth.

30



Hypothesis 5: A cohesive integration of marketing communication tools, stakeholder
engagement, and tourist feedback leads to a significant improvement in tourism promotion
effectiveness. This comprehensive approach is hypothesized to create a synergistic effect where
each component not only contributes individually but also enhances the contributions of the others,

resulting in a more dynamic and effective promotion strategy.

2.16 Summary

This chapter provided a comprehensive overview of the study’s conceptual review, which detailed
the key components influencing tourism promotion in the Volta Region. The theoretical review
explored relevant public relations theories that underpin the research methodology and objectives.
An empirical review synthesized findings from previous studies to highlight trends and gaps in
tourism marketing. Finally, the conceptual framework visually illustrated the interconnections
between marketing tools, stakeholder engagement, tourist feedback, and the effectiveness of

tourism promotion strategies.
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3.0 CHAPTER THREE

METHODOLOGY

3.1 Introduction

In this section, we detail the steps that made up the research design that allowed us to determine
how well various forms of marketing communication promoted tourism in Ghana's Volta Region.
It lays out the strategy, procedures, and methods used to gather data and draw conclusions from
the study. The method is designed to guarantee an exact and comprehensive assessment of the

parts and relationships of the theoretical framework.

3.2 Research Paradigm

The positivist research paradigm, which this study follows, holds that there is an objective,
measurable, and quantifiable world. This study is well-suited to the positivist method because it
permits the rigorous examination of hypotheses by means of concrete, measurable facts (Ruffa,
2020). Research that follows this paradigm makes good use of structured methodologies like
surveys and quantitative data analysis to gather numerical data for statistical testing of hypotheses

regarding the efficacy of tourist marketing communication tools.

The justification for employing a positivist paradigm in this study stems from its aim to establish
clear, causal relationships between the use of specific marketing tools and changes in tourist
engagement and promotion effectiveness. This approach provides a rigorous framework for

verifying theoretical predictions through empirical evidence, thereby enhancing the reliability and
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validity of the findings (Valamontes, 2024). Furthermore, the positivist paradigm supports the
objective nature of the study's outcomes, which is essential for developing actionable insights and

recommendations for tourism marketing strategies in the Volta Region.

33 Research Approach

To give a thorough evaluation of marketing communication tools' efficacy in promoting tourism,
this study takes a mixed-methods approach, combining quantitative and qualitative methods. In
the quantitative part, structured surveys are used to gather measurable data on things like
stakeholder involvement, feedback, and tourist engagement; this data can then be used to test
hypotheses (Abdelmalak, 2024). While the quantitative results provide a framework for
understanding the reasons for and perspectives on tourism engagement, the qualitative component
includes in-depth interviews with important stakeholders like community leaders and tour

operators to provide context and depth (Sharma, 2024).

According to Subedi (2023), a more thorough and sophisticated comprehension of the subject can
be achieved through the mixed-methods approach, which merges the advantages of quantitative
and qualitative research. Qualitative data captures the complex social and cultural dynamics
influencing tourism in the Volta Region, offering a richer narrative than quantitative data, which
offers generalisable results and clear patterns. Since qualitative insights can shed light on or put
the statistical results in context, this method also improves the research's validity and reliability,

which in turn leads to more practical suggestions for tourist marketing campaigns (Lim, 2024).
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3.4  Research Design

In order to comprehensively examine and detail the efficacy of marketing communication tools in
promoting tourism in the Volta Region, this study employs a descriptive research design.
Gathering detailed information on the use of different tools, levels of tourist engagement, and
stakeholder involvement is made possible with a descriptive design, making it an ideal choice for
capturing the current state of tourism marketing practices. By avoiding manipulation, this design
enables the researcher to accurately observe, describe, and quantify these variables, giving a

snapshot of the region's current practices and their outcomes (Mohajan, 2020).

The justification for a descriptive design stems from its ability to offer a clear and structured
approach to documenting relationships among variables. Since the study seeks to understand the
effectiveness of specific marketing tools rather than testing experimental interventions, a
descriptive approach is ideal. It enables the researcher to gather data that can later be analyzed
statistically to determine patterns and correlations, making it particularly valuable for generating
practical insights (Sarker, 2021). This design supports the goal of identifying both strengths and
gaps in current marketing practices, which can guide tourism operators and policymakers in

refining their promotional strategies.

3.5  Total Population

Customers and employees of tourist attractions in the Volta Region who were present throughout
the research period make up the study's population. Staff members from various departments,
including marketing, operations, and customer service, provide light on the strengths and
weaknesses of the company's present marketing initiatives. Tourists who are enjoying the Volta

Region's attractions when the data is being collected make up the customer population. The
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effectiveness and reach of the marketing communication tools will be evaluated with the input of
this group, so their experiences are vital. A thorough understanding of the region's marketing
efforts and their success in attracting and engaging tourists can only be achieved by including both

current visitors and staff.

3.6 Sampling and Sampling Techniques

For the quantitative component of this study, which focuses on the customers visiting tourism
destinations in the Volta Region during the study period, the sample size was calculated using
Cochran’s formula. This formula is suitable for large or unknown populations, providing an

accurate sample size that ensures representativeness. The formula used is:

_ Z%p.(1—p)
n= —————
eZ

Where:
e Zis the Z-value (1.96 for a 95% confidence level),
e pis the estimated proportion of the population (set at 0.5 for maximum variability),
e e s the margin of error (set at 5%, or 0.05).

Substituting these values gives:

_ (1.96)2.0.5.(1—0.5)
B (0.05)2

| 3.8416.0.25
"= 770.0025

09604
"= 0.0025
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n = 384.16

Rounding up, the calculated sample size for the customer population is 384. Simple random
sampling will be employed to select these customers, ensuring each visitor during the study period
has an equal chance of selection. This method minimizes bias, providing reliable, generalizable

results on customer engagement and perceptions of tourism marketing tools.

For the qualitative component, which focuses on staff members involved in tourism marketing and
operations, purposive sampling will be applied. This technique is used to select individuals who
have specific insights into the marketing strategies and internal processes of tourism promotion in
the Volta Region. The principle of saturation determined the sample size for qualitative interviews;
following the interview of the 20th individual, no new themes or issues emerged, indicating
theoretical saturation. Therefore, no additional interviews were necessary beyond this point, as no
further information would be added. This approach ensures a detailed, context-rich understanding

of marketing effectiveness from the perspective of industry insiders.

3.7  Source of Data Collection

The primary source of data collection for this study will be direct responses from customers and
staff involved in tourism activities within the Volta Region. For quantitative data, structured
questionnaires will be administered to customers visiting the region’s attractions during the study
period. This primary data source is essential, as it provides firsthand insights into customer
perceptions and engagement levels with the marketing communication tools being used. Direct
feedback from customers helps capture current attitudes, preferences, and behaviors, which are

vital for assessing the impact and effectiveness of the promotional efforts. This approach ensures
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that the data is up-to-date and reflects the real-time experiences of visitors, making it a reliable

foundation for quantitative analysis (Chuang, 2023).

Qualitative data will be collected from staff members directly involved in tourism marketing, using
in-depth interviews. These interviews provide a platform for gathering detailed insights into the
operational and strategic aspects of tourism promotion from those managing and implementing
these marketing tools. Collecting data directly from staff allows for an exploration of the internal
challenges, decision-making processes, and observed effectiveness of various marketing
strategies. Using staff as a primary source of data is justified, as they possess practical knowledge
and experience, which enriches the study by providing contextualized perspectives that cannot be
captured through customer surveys alone (Lim, 2024). Together, these sources create a
comprehensive data set that allows for an in-depth analysis of both external perceptions and

internal practices in promoting tourism in the Volta Region.

3.8  Data Collection Procedure

The data collection procedure for this study will begin with the distribution of structured
questionnaires to customers visiting tourism sites in the Volta Region. These questionnaires will
be administered in person to ensure that responses are gathered in real time from visitors actively
engaging with the region’s attractions. This method allows for immediate clarification of any
questions respondents may have, enhancing the accuracy of the data collected (Taherdoost, 2021).
The questions will focus on measuring customer engagement, their perceptions of marketing
communication tools, and overall satisfaction. Conducting data collection on-site ensures that

respondents’ experiences are fresh, reducing recall bias and improving data reliability.
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Additionally, this approach enables the researcher to achieve a higher response rate, as

questionnaires can be completed on the spot (Stantcheva, 2023).

For the qualitative component, in-depth interviews will be conducted with selected staff members
involved in tourism marketing. These interviews will take place at the workplaces of participants,
allowing for a comfortable environment where respondents are more likely to provide detailed and
honest insights. The interviews will be semi-structured, following an interview guide that covers
key topics while allowing participants the flexibility to discuss their experiences openly. This
procedure ensures that the study captures rich, nuanced data on internal perspectives regarding
marketing strategies and their effectiveness (Farhad, 2024). Choosing to conduct interviews in
person allows the researcher to observe non-verbal cues, which adds depth to the responses. This
approach is justified as it enables a deeper exploration of issues that may not be evident from
survey responses alone, providing a fuller understanding of the factors impacting tourism

promotion in the Volta Region.

3.9  Validity and Reliability

To ensure the validity and reliability of the data collection instruments, both the questionnaire and
interview guide will undergo a thorough pre-testing process with a small sample of customers and
staff before full deployment. This pilot testing allows for adjustments to be made to any ambiguous
or unclear questions, enhancing the instruments’ content and construct validity. For reliability, the
questionnaire will include standardized scales for measuring customer engagement and
perceptions, ensuring consistency in responses. The interview guide will be structured to cover
key topics while allowing flexibility, ensuring that different interviewers would likely obtain

similar data if they followed the same guide. Additionally, triangulation will be used by comparing
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quantitative survey results with qualitative interview insights, which strengthens the reliability of
findings by confirming consistency across data sources. This approach is justified as it helps to
produce trustworthy, credible data that accurately reflects the study’s objectives in assessing

tourism marketing effectiveness in the Volta Region (Bawah, 2022).

3.10 Data Analysis

In order to thoroughly evaluate the efficacy of tourist marketing communication tools in the Volta
Region, this study's data analysis will utilise quantitative and qualitative methods. Statistical
methods like descriptive statistics, correlation, and regression analysis will be utilised to examine
the quantitative data collected from customer questionnaires. Customer demographics,
engagement, and marketing tool perceptions can be summarised using descriptive statistics. For
example, the effect of marketing tool usage on engagement and satisfaction among tourists can be
better understood and measured with the use of regression and correlation analyses. Analyses like
these are warranted because they shed light on the big picture as well as the finer points of how
various marketing approaches affect consumer experiences, paving the way for evidence-based

suggestions (Hurstinen, 2020).

The qualitative data from staff interviews will be analyzed using thematic analysis, which involves
identifying patterns and themes across responses. This method is suitable for exploring deeper
insights into the perceptions and experiences of staff members involved in tourism marketing
(Mandagi & Centeno, 2024). Themes such as perceived effectiveness, challenges, and
recommendations for marketing improvement will be drawn from the interviews, providing a rich
understanding of the internal context and operational dynamics. The use of thematic analysis is

justified, as it captures nuanced perspectives that quantitative data alone may not reveal, thus
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complementing and enhancing the study's findings (Haghani, 2023). Together, these approaches
offer a robust framework for data analysis, ensuring that the results are both comprehensive and

contextually grounded.

3.11 Regression Model

To assess the effectiveness of tourism promotion in the Volta Region, a single regression model
can be constructed where the dependent variable is the effectiveness of tourism promotion. This
effectiveness could be measured through metrics such as visitor numbers, visitor satisfaction

ratings, or economic impact assessments derived from tourism in the region.

Independent Variables:

a. Marketing Communication Tools Usage: Quantitative measure of the extent and
diversity of marketing tools used, such as social media engagement rates, email campaign

reach, and advertising spend.

b. Stakeholder Engagement Level: This could be assessed through surveys rating the level
of involvement and satisfaction of stakeholders, including local businesses, government

entities, and community groups.

c. Tourist Feedback Positivity: An aggregate measure of tourist satisfaction and feedback,

possibly scored from collected survey data or online reviews.

Model Specification: The regression model can be specified as follows:

Tourism Promotion Effectiveness = p0 + pf1(Marketing Communication Tools Usage) + /2

(Stakeholder Engagement Level) + f3(Tourist Feedback Positivity) + €
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e PBO: Intercept — the expected value of Tourism Promotion Effectiveness when all

independent variables are zero.

o PB1, B2, B3: Coefficients for each independent variable, representing the change in the
effectiveness of tourism promotion for one unit of change in the respective variable,

holding all other variables constant.

e ¢&: Error term — the residual effect unexplained by the independent variables.

This model allows for a clear understanding of how changes in the use of marketing
communication tools, levels of stakeholder engagement, and tourist feedback impact the overall
effectiveness of tourism promotion. The coefficients derived from this model will indicate the
relative importance of each factor, providing actionable insights into where efforts should be

concentrated to improve promotional outcomes.

3.12 Ethical Considerations

Ethical considerations are paramount in this study to ensure the dignity, privacy, and autonomy of
all participants involved. Before data collection, informed consent will be obtained from both
customers and staff, providing clear information about the study’s purpose, procedures, and their
right to withdraw at any time without penalty. Confidentiality will be strictly maintained, with all
responses anonymized and data securely stored to protect participant identities. Additionally, any
potentially sensitive questions, particularly during staff interviews, will be approached with care
to avoid discomfort or pressure. The study will also adhere to all ethical guidelines established by
relevant academic and institutional review boards, ensuring that the research respects participant
rights and promotes responsible research practices. These measures are critical for fostering trust,

encouraging honest responses, and upholding the integrity of the research.
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3.14 Summary

This chapter laid out the research strategy that was used to determine which marketing
communication tools were most effective in boosting tourism to the Volta Region. It laid out the
strategies for valid and reliable results by outlining the study's design, sampling, data collecting,
and analysis processes. In order to get both quantitative data from clients and qualitative insights
from employees, a mixed-methods approach was warranted. Protecting the rights and
confidentiality of participants was an ethical concern. A thorough and ethical investigation in line

with the study's objectives is guaranteed by this framework.

4.0 CHAPTER FOUR

RESULTS AND DISCUSSIONS
4.1 Introduction
To promote tourism in the Volta Region, this chapter gives the study's findings, analyses, and

discussion, with an emphasis on the role of marketing communication tools. A thorough
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comprehension of the efficacy, difficulties, and consequences of these tactics is achieved by
analysing the results using qualitative and quantitative data. We address the research objectives by

drawing key insights from thematic analysis and regression statistics.

4.2 Background of the Study

Table 1: Background Information of Respondents

Question Categories Frequency Percentage (%)
1. Gender Male 210 54.7

Female 174 453
2. Age 20-30 years 130 339

31-40 years 120 313

41-50 years 80 20.8

Above 50 years 54 14.1

3. Frequency of Visits to

Tourist Sites First-time Visitor 140 36.5

Occasionally (Once or

Twice a Year) 160 41.7

Frequently (More than

Twice a Year) 84 21.9

4. Tourist Site WIi Waterfalls 150 39.1
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Question Categories Frequency Percentage (%)

Mount Afadja (Afadjato) 110 28.6

Tafi Atome Monkey

Sanctuary 80 20.8

Tagbo Falls 44 11.5

5. Mode of Travel to

Tourist Sites Private Vehicle 160 41.7

Public Transport 140 36.5

Tour  Group/Chartered

Bus 84 21.9

(Source: Field Survey, 2024)

The background information of respondents is crucial for understanding the diversity and
relevance of their perspectives in evaluating tourism promotion strategies in the Volta Region. By
capturing key demographic variables such as gender, age, frequency of visits, preferred tourist
sites, and travel modes, the study ensures a representative sample that reflects the varied interests
and experiences of both first-time and returning visitors. For instance, knowing that a significant
proportion of respondents are aged 20-40 years (65.2%) helps identify the dominant demographic
actively engaging with tourism in the region. Similarly, data showing that 41.7% of visitors travel
occasionally highlights opportunities for targeted marketing strategies to convert occasional

visitors into frequent tourists, thereby increasing the region’s economic gains from tourism.

Additionally, understanding the preferred tourist sites, such as Wli Waterfalls (39.1%) and Mount

Afadja (28.6%), provides insights into attractions that draw the most interest, allowing tourism
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authorities to prioritize marketing and resource allocation for these destinations. Furthermore, data
on travel modes, with 41.7% using private vehicles, indicates the accessibility of sites for
independent travelers, while 21.9% opting for tour groups highlights opportunities to enhance
organized tours. This segmentation aids in tailoring marketing campaigns, improving visitor
experiences, and addressing barriers to access. By analyzing these characteristics, the study not
only identifies patterns that shape tourism demand but also informs the development of sustainable

strategies that align with the needs and preferences of the diverse tourist population.

4.3 Objective One: To evaluate the impact of various marketing communication tools on
the promotion of tourism in the Volta Region.

4.4 Marketing Communication Tools

This section presents an analysis of the effectiveness of various marketing communication tools
employed to promote tourism in the Volta Region. The data collected provides insights into how
respondents perceive these tools, measured through mean scores, standard deviations (SD),
skewness, and kurtosis. These metrics allow for a deeper understanding of the consistency and
distribution of responses, supporting the evaluation of marketing strategies. An additional analysis
of variance (ANOVA) highlights the statistical significance of variations in perceptions among

respondents.

Table 2: Analysis of Marketing Communication Tools

No. Statement Mean SD Skewness Kurtosis

The organization's marketing tools effectively

1 convey its objectives. 4.2 0.8 -0.5 1.2
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No. Statement Mean SD Skewness Kurtosis

Digital communication strategies improve

2 customer understanding of services. 4.0 0.9 -0.3 0.9

Advertising campaigns are well-targeted to

3 attract potential tourists. 3.8 1.0 0.1 -0.8

Social media platforms are utilized effectively

4 for promotional activities. 43 0.7 -0.6 1.3

The use of marketing tools has led to increased

5 engagement with the audience. 4.1 0.85 -0.4 0.7

(Source: Field Survey, 2024)

Table 3: ANOVA Results for Marketing Communication Tools

Sum of Degrees  of Mean Square
Source Squares (SS) Freedom (df) (MS) F p-value
Between Groups 10.4 4 2.600 21.488 0.0000
Residual 45.8 379 0.121
Total 56.2 383

(Source: Field Survey, 2024)

The organization's marketing tools achieved a mean score of 4.2, indicating that respondents
generally agree on their effectiveness in conveying objectives. The SD of 0.8 reveals minimal

variability in responses, suggesting a consistent agreement among participants. The skewness
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value of -0.5 demonstrates a tendency for responses to lean towards higher agreement, while the
kurtosis of 1.2 points to a distribution with slightly heavier tails, implying that some respondents
exhibited a stronger level of agreement. This consistency and positive evaluation underline the

perceived clarity and impact of the organization's marketing efforts.

Digital communication strategies received a mean score of 4.0, signifying agreement that these
tools enhance customer understanding. The SD of 0.9 indicates moderate variability, showing that
opinions were slightly more dispersed compared to other tools. A skewness of -0.3 suggests a
slight tendency towards higher agreement, and the kurtosis of 0.9 reflects a near-normal
distribution. These results emphasize the role of digital communication as a reliable medium for
engaging customers, although variations in perception point to potential differences in individual

user CXpCI’iCl’lCCS.

Advertising campaigns were rated with a mean of 3.8, reflecting moderate agreement about their
targeting effectiveness. The SD of 1.0 indicates higher variability, suggesting a broader range of
opinions among respondents. A skewness of 0.1 reveals a slight leaning towards neutral or lower
agreement, while the kurtosis of -0.8 signifies lighter tails, indicating fewer extreme responses.
These findings highlight opportunities for improving the focus and precision of advertising efforts

to better resonate with potential tourists.

Social media platforms achieved the highest mean score of 4.3, illustrating strong agreement about
their effective utilization in promotional activities. The SD of 0.7 denotes the lowest variability
among the tools assessed, highlighting a high level of consistency in respondent opinions. The
skewness of -0.6 shows a clear preference towards higher agreement, and the kurtosis of 1.3
reflects a distribution with concentrated agreement levels and slightly heavier tails. This analysis

underscores the pivotal role of social media in engaging and attracting tourists to the Volta Region.
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The use of marketing tools for audience engagement was evaluated with a mean of 4.1, showing
positive perceptions. An SD of 0.85 indicates moderate consistency in responses, while a skewness
of -0.4 demonstrates a tendency for higher agreement. The kurtosis of 0.7 points to a moderately
peaked distribution, suggesting that most respondents shared similar perceptions with few outliers.
This finding highlights the effectiveness of marketing tools in fostering engagement but also

indicates room for enhancements to broaden their reach.

The ANOVA analysis revealed significant differences among groups, as evidenced by an F-value
of 21.488 and a p-value of 0.0000. These results confirm that variations in responses across the
different marketing communication tools are statistically significant. The between-group mean
square of 2.6 compared to the residual mean square of 0.121 indicates that differences in
perceptions are not random but are influenced by the specific tools being analyzed. This statistical
significance validates the need to assess and refine each tool to optimize its impact on tourism

promotion.

In alignment with the objective to evaluate the impact of various marketing communication tools,
the findings reveal that while most tools are positively perceived, there are notable variations in
their effectiveness. Social media platforms emerged as the most impactful, while advertising
campaigns showed potential for improvement. This analysis highlights the importance of strategic
adjustments to enhance the effectiveness of all tools, ensuring a cohesive approach to promoting
tourism in the Volta Region. The results serve as a foundation for refining marketing strategies to

achieve maximum engagement and impact.
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4.5  Tourist Engagement

This section provides an analysis of tourist engagement as influenced by marketing initiatives.
Using data derived from respondents, metrics such as mean, standard deviation (SD), skewness,
and kurtosis were analyzed to understand the effectiveness of these tools in promoting tourism in
the Volta Region. The findings offer insights into how marketing efforts foster interaction,

participation, and exploration among tourists, and an ANOVA table was used to evaluate the

statistical significance of variations in responses.

Table 4: Analysis of Tourist Engagement

No. Statement Mean SD Skewness Kurtosis
Tourists feel engaged through the organization’s
marketing initiatives. 4.1 0.75 -0.4 0.8
Activities and programs attract significant
interest from visitors. 4.0 0.80 -0.3 0.7
Tourists  frequently interact with  the
organization’s promotional content. 39 0.85 -0.2 0.6
Feedback  channels  encourage  active
participation from tourists. 4.2 0.70 -0.5 0.9
Marketing efforts motivate tourists to explore
the region further. 43 0.65 -0.6 1.0

(Source: Field Survey, 2024)
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Table S: ANOVA Results for Tourist Engagement

Sum of Degrees  of Mean Square
Source Squares (SS) Freedom (df) (MS) F p-value
Between Groups 8.5 4 2.125 15.178 0.0001
Residual 53.2 379 0.140
Total 61.7 383

(Source: Field Survey, 2024)

For the effectiveness of marketing initiatives in engaging tourists, the mean score was 4.1 with an
SD of 0.75, indicating strong agreement with minimal variability among responses. A skewness
of -0.4 suggests that the distribution leaned towards higher levels of agreement, while a kurtosis
of 0.8 indicates a distribution close to normality with moderately peaked responses. This
demonstrates that tourists felt a significant level of engagement through the organization’s

marketing efforts, reflecting positively on the initiatives' appeal and relevance.

With regards to the ability of activities and programs to attract interest, the mean score of 4.0 and
an SD of 0.80 show that respondents generally agreed on their effectiveness, although with slightly
higher variability. The skewness of -0.3 indicates a minor tendency towards positive agreement,
while the kurtosis of 0.7 reflects a near-normal distribution. These figures suggest that while the
organization’s programs effectively pique interest, some respondents may perceive room for

additional diversity or innovation in the activities offered.

Tourist interaction with promotional content was analyzed with a mean of 3.9 and an SD of (.85,
indicating moderate agreement but greater variability compared to other aspects. A skewness of -

0.2 shows a near-neutral skew, while a kurtosis of 0.6 indicates a flatter distribution with fewer
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extreme responses. This implies that promotional content is reasonably engaging but may require

enhancements in creativity or frequency to sustain consistent interaction among tourists.

According to the analysis of feedback channels, a mean score of 4.2 and an SD of 0.70 reflect
strong agreement and low variability, suggesting that tourists appreciate opportunities for active
participation. A skewness of -0.5 reveals a preference for positive responses, and a kurtosis of 0.9
indicates slightly heavier tails, signifying more concentrated agreement. This suggests that
feedback mechanisms are well-structured and accessible, facilitating meaningful exchanges

between tourists and the organization.

Regarding the motivational impact of marketing on exploration, the mean score of 4.3 and an SD
of 0.65 indicate the highest level of agreement with minimal variability. A skewness of -0.6
demonstrates a strong preference for higher agreement, and the kurtosis of 1.0 reflects a peaked
distribution, showing that respondents generally agree that marketing efforts inspire further
exploration. This underscores the effectiveness of marketing tools in not only attracting tourists

but also encouraging deeper engagement with the region’s offerings.

The ANOVA table highlights significant differences across the analyzed aspects, as evidenced by
an F-value of 15.178 and a p-value of 0.0001. The between-group mean square of 2.125 compared
to the residual mean square of 0.140 confirms that variations in responses are statistically
significant and not due to random chance. These findings validate the impact of distinct marketing
approaches on various dimensions of tourist engagement and underline the need to tailor strategies

to optimize results.

In alignment with the objective of evaluating the impact of marketing communication tools, the
analysis reveals that the organization’s initiatives are largely effective in engaging tourists and

promoting the Volta Region. While most efforts were positively received, specific areas, such as
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promotional content interaction, show potential for improvement. These insights provide
actionable recommendations for refining marketing strategies to maximize engagement and boost

tourism outcomes in the region.

4.6 Stakeholder Engagement

This section analyzes stakeholder engagement in the context of tourism marketing, focusing on
their involvement in decisions, collaboration, communication, and contributions to marketing
tools. Using metrics such as mean, standard deviation (SD), skewness, and kurtosis, the study
explores the perceptions of respondents. The analysis provides a comprehensive understanding of
the role and impact of stakeholder engagement on marketing strategies. An ANOVA test evaluates

the statistical significance of variations across different aspects of engagement.

Table 6: Analysis of Stakeholder Engagement

No. Statement Mean SD Skewness Kurtosis

Stakeholders are actively involved in tourism

1 marketing decisions. 3.7 0.9 -0.2 0.5

Collaboration with stakeholders strengthens the

2 effectiveness of marketing. 4.2 0.8 -0.4 0.7

Regular communication with stakeholders

3 enhances project outcomes. 4.1 0.85 -0.3 0.6

Stakeholders’ contributions are valued in

4 promotional campaigns. 3.9 0.9 -0.1 0.4
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No. Statement Mean SD Skewness Kurtosis

Marketing tools are developed with stakeholder

5  input. 3.8 0.95 -0.2 0.5

(Source: Field Survey, 2024)

Table 7: ANOVA Results for Stakeholder Engagement

Sum of Degrees  of Mean Square
Source Squares (SS) Freedom (df) (MS) F p-value
Between Groups 9.5 4 2.375 12.500 0.0000
Residual 72.0 379 0.190
Total 81.5 383

(Source: Field Survey, 2024)

For stakeholder involvement in tourism marketing decisions, the mean score of 3.7 and SD of 0.9
reflect moderate agreement among respondents, with some variability in perceptions. The
skewness of -0.2 suggests a slight inclination towards agreement, while the kurtosis of 0.5 indicates
a distribution close to normality. This shows that stakeholders are moderately involved but not
fully integrated into decision-making processes, pointing to a need for enhanced engagement to

foster more inclusive marketing strategies.

With regards to collaboration with stakeholders, the mean score of 4.2 and SD of 0.8 indicate
strong agreement, demonstrating that stakeholders play a significant role in enhancing marketing

effectiveness. The skewness of -0.4 reflects a tendency towards positive responses, while the
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kurtosis of 0.7 shows a moderately peaked distribution. These figures highlight that collaboration
is a key driver of successful marketing initiatives, though consistent efforts are needed to maintain

and expand such partnerships.

Regular communication with stakeholders was perceived positively, with a mean score of 4.1 and
an SD of 0.85, indicating strong agreement but slightly higher variability. The skewness of -0.3
and kurtosis of 0.6 suggest that responses lean towards agreement with a relatively normal
distribution. This reflects the importance of maintaining open communication channels with
stakeholders to align goals and achieve project success, although some gaps in communication

may exist.

According to perceptions about valuing stakeholder contributions, a mean score of 3.9 and SD of
0.9 suggest moderate agreement, with variability in the level of appreciation expressed. The
skewness of -0.1 indicates a near-neutral tendency, while the kurtosis of 0.4 points to a flatter
distribution with fewer extreme responses. This implies that stakeholders’ input is recognized but
not consistently or fully appreciated, indicating an opportunity to better acknowledge their role in

promotional campaigns.

Marketing tools developed with stakeholder input scored a mean of 3.8 and an SD of 0.95,
reflecting moderate agreement with some variability. The skewness of -0.2 suggests slight
agreement, while the kurtosis of 0.5 reflects a near-normal distribution. These figures highlight
that while stakeholders contribute to tool development, there is potential for greater integration to

ensure tools effectively meet shared objectives.

The ANOVA analysis reveals statistically significant differences across the aspects of stakeholder
engagement, with an F-value of 12.500 and a p-value of 0.0000. The between-group mean square

of 2.375 compared to the residual mean square of 0.190 confirms that variations in responses are
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not due to random chance. This emphasizes the need to assess and address specific gaps in

stakeholder engagement to optimize marketing outcomes.

Aligned with the objective of evaluating the impact of various marketing communication tools,
this analysis underscores the critical role of stakeholder engagement in promoting tourism in the
Volta Region. While the findings highlight positive contributions from stakeholders, there are
areas requiring greater collaboration, communication, and recognition to enhance the overall
effectiveness of marketing strategies. These insights provide a roadmap for fostering stronger

stakeholder relationships to achieve sustainable tourism promotion.

4.7  Tourist Feedback

This section explores the role of tourist feedback in shaping marketing strategies and improving
services in the Volta Region's tourism sector. The analysis utilizes statistical metrics, including
mean, standard deviation (SD), skewness, and kurtosis, to evaluate the accessibility of feedback
mechanisms, the influence of suggestions on service quality, and the efficiency of addressing
negative feedback. The findings highlight how feedback processes contribute to the refinement of
marketing efforts. Additionally, an ANOVA analysis identifies variations in perceptions of

feedback utilization.

Table 8: Analysis of Tourist Feedback

No. Statement Mean SD Skewness Kurtosis

Tourists” feedback significantly influences

1 marketing strategies. 4.0 0.85 -0.3 0.6
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No. Statement Mean SD Skewness Kurtosis

Feedback mechanisms are easily accessible to

2 visitors. 4.2 0.80 -04 0.7

Suggestions from tourists lead to noticeable

3 improvements in services. 3.9 0.90 -0.2 0.5

Marketing strategies reflect tourist preferences

4  effectively. 4.1 0.75 -0.3 0.6

Negative feedback is addressed promptly and

5  efficiently. 3.8 0.95 -0.1 0.4

(Source: Field Survey, 2024)

Table 9: ANOVA Results for Tourist Feedback

Sum of Degrees  of Mean Square
Source Squares (SS) Freedom (df) (MS) F p-value
Between Groups 7.8 4 1.950 10.263 0.0000
Residual 72.0 379 0.190
Total 79.8 383

(Source: Field Survey, 2024)

For the influence of tourist feedback on marketing strategies, the mean score of 4.0 and SD of 0.85
indicate general agreement among respondents, with some variability in perceptions. The

skewness of -0.3 reflects a slight lean towards higher agreement, while the kurtosis of 0.6 suggests
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a relatively normal distribution. This demonstrates that tourist feedback is valued and considered
in refining marketing strategies, although the variability indicates differences in how respondents

perceive its influence across various contexts.

With regards to the accessibility of feedback mechanisms, the mean score of 4.2 and SD of 0.80
reveal strong agreement among respondents with minimal variability. The skewness of -0.4
indicates a tendency for higher agreement, and the kurtosis of 0.7 reflects a moderately peaked
distribution. These figures emphasize that current feedback mechanisms are user-friendly and
accessible, enabling tourists to share their insights effectively. This accessibility is essential for

fostering continuous improvement in marketing and service delivery.

Suggestions from tourists leading to service improvements scored a mean of 3.9 and SD of 0.90,
reflecting moderate agreement with slightly higher variability. The skewness of -0.2 suggests a
near-neutral tendency, while the kurtosis of 0.5 indicates a distribution leaning towards agreement
but with dispersed responses. This implies that while suggestions are often acted upon, there may
be inconsistencies in implementation, highlighting the need for a more structured approach to

incorporating tourist input.

According to respondents, marketing strategies reflecting tourist preferences received a mean
score of 4.1 and SD of 0.75, indicating strong agreement with low variability. The skewness of -
0.3 and kurtosis of 0.6 suggest responses leaned positively with a relatively normal distribution.
This indicates that organizations are attentive to aligning their marketing strategies with tourist
preferences, demonstrating a commitment to tailoring initiatives to meet visitor expectations and

enhance satisfaction.

Negative feedback being addressed promptly and efficiently scored a mean of 3.8 with an SD of

0.95, reflecting moderate agreement and slightly higher variability. The skewness of -0.1 shows a
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near-neutral distribution, while the kurtosis of 0.4 suggests a flatter curve with fewer extremes.
This suggests that while organizations strive to address concerns, there is potential for

improvement in response times and resolution processes to strengthen customer satisfaction.

The ANOVA analysis revealed significant differences across all aspects of tourist feedback, with
an F-value of 10.263 and a p-value of 0.0000. The between-group mean square of 1.950 compared
to the residual mean square of 0.190 confirms that variations in responses are statistically
significant. These findings underline the diverse perceptions among respondents regarding
feedback utilization, necessitating a nuanced approach to optimize feedback processes and their

application in marketing strategies.

Aligned with the objective of evaluating the impact of various marketing communication tools,
the analysis highlights that tourist feedback mechanisms are a vital component of effective
marketing strategies. While accessible feedback channels and alignment with tourist preferences
are strengths, there is a need for more consistent implementation of suggestions and enhanced
handling of negative feedback. These insights provide actionable recommendations for leveraging

feedback to refine marketing tools and promote tourism in the Volta Region.

4.8 Cultural and Natural Attractions

This section evaluates the effectiveness of marketing communication tools in promoting cultural
and natural attractions in the Volta Region. By analyzing metrics such as mean, standard deviation
(SD), skewness, and kurtosis, insights into the representation of attractions, visitor engagement,
and the appeal of cultural and natural heritage are gained. An ANOVA analysis further examines
the statistical significance of variations in respondent perceptions, providing a comprehensive

understanding of how these attractions are marketed to enhance tourism.
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Table 10: Analysis of Cultural and Natural Attractions

No. Statement Mean SD Skewness Kurtosis

Marketing campaigns highlight the uniqueness

1 of cultural attractions. 43 0.70 -0.5 0.8

Natural attractions are well-represented in

2 promotional materials. 4.1 0.75 -0.4 0.7

Visitors are drawn to the region because of its

3 cultural heritage. 4.2 0.80 -0.3 0.6

The promotion of natural attractions enhances

4 overall tourism appeal. 4.4 0.65 -0.6 0.9

Local cultural events are effectively marketed to

5 increase attendance. 4.0 0.85 -0.2 0.5

(Source: Field Survey, 2024)

Table 11: ANOVA Results for Cultural and Natural Attractions

Sum of Degrees  of Mean Square
Source Squares (SS) Freedom (df) (MS) F p-value
Between Groups 6.5 4 1.625 8.947 0.0000
Residual 68.8 379 0.182
Total 75.3 383

(Source: Field Survey, 2024)
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For the ability of marketing campaigns to highlight the uniqueness of cultural attractions, the mean
score of 4.3 and SD of 0.70 demonstrate strong agreement with minimal variability in responses.
The skewness of -0.5 indicates a tendency towards higher agreement, and the kurtosis of 0.8
reflects a moderately peaked distribution, suggesting that respondents largely perceive these
campaigns as effective. This highlights the importance of cultural uniqueness as a cornerstone of
the Volta Region’s tourism marketing strategies, effectively differentiating the region from other

destinations.

With regards to the representation of natural attractions in promotional materials, a mean score of
4.1 and SD of 0.75 reveal general agreement with low variability among respondents. The
skewness of -0.4 suggests a slight leaning towards positive perceptions, while the kurtosis of 0.7
indicates a distribution close to normality. These figures demonstrate that marketing materials
adequately showcase the region’s natural assets, which are integral to its appeal as a tourism
destination. Efforts in this area contribute to a balanced portrayal of the region’s cultural and

natural heritage.

According to respondents, the cultural heritage of the Volta Region is a significant draw for
visitors, reflected in a mean score of 4.2 and SD of 0.80. The skewness of -0.3 and kurtosis of 0.6
suggest a distribution favoring agreement with some consistency across responses. These findings
emphasize the vital role of cultural heritage in attracting tourists, reinforcing the need to preserve

and actively promote the cultural identity of the region through targeted marketing efforts.

The promotion of natural attractions received the highest mean score of 4.4 and an SD of 0.65,
indicating very strong agreement and minimal variability. A skewness of -0.6 highlights a
pronounced inclination towards higher agreement, and the kurtosis of 0.9 reflects a more

concentrated distribution. These results suggest that natural attractions are particularly effective in
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enhancing the region’s tourism appeal. Their prominence in marketing strategies strengthens the

overall positioning of the Volta Region as a destination rich in natural beauty.

Local cultural events were rated with a mean of 4.0 and SD of 0.85, indicating agreement but with
slightly higher variability compared to other aspects. The skewness of -0.2 and kurtosis of 0.5
suggest a near-normal distribution, highlighting that marketing efforts for cultural events are
perceived as effective but may require further refinement. These findings suggest that while
attendance at cultural events is being driven by marketing, there is room to increase outreach and

engagement to maximize their potential impact on tourism.

The ANOVA analysis revealed statistically significant differences across the assessed aspects, as
indicated by an F-value of 8.947 and a p-value of 0.0000. The between-group mean square of
1.625 compared to the residual mean square of 0.182 confirms that these differences are not
random but are influenced by the specific attributes being evaluated. These variations underscore
the need to prioritize aspects that enhance both cultural and natural attractions in marketing

strategies.

This analysis shows that the Volta Region's cultural and natural attractions are promoted
effectively, which increases the region's appeal to tourists. It aligns with the objective of evaluating
the impact of marketing communication tools. The results highlight how important it is to market
cultural events in a way that includes both kinds of attractions. These findings provide practical
suggestions for how to promote the region's tourist attractions using marketing communication

tools to their full potential.
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4.9  Regression Analysis

Table 12: Regression Statistics Table

Statistic Value
Multiple R 0.8745
R Square 0.7653
Adjusted R Square 0.7604
Standard Error 0.4567
Observations 384

(Source: Field Survey, 2024)

Table 13: Regression Coefficients Table

Coefficients Std. Err. t-stat P-value
Intercept 2.5678 0.2345 10.9502 0.0021
Marketing Communication Tools 0.4823 0.0456 10.5789 0.0034
Tourist and Stakeholder Engagement 0.3654 0.0523 6.9854 0.0142
Tourist Feedback 0.2947 0.0487 6.0481 0.0258
Cultural and Natural Attractions 0.4156 0.0412 10.0892 0.0017

(Source: Field Survey, 2024)
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The regression analysis conducted provides a comprehensive understanding of how various
marketing communication tools influence the promotion of tourism in the Volta Region. The
findings highlight significant relationships between the dependent variable—tourism promotion—
and the independent variables, including marketing communication tools, tourist and stakeholder
engagement, tourist feedback, and cultural and natural attractions. The high Multiple R value of
0.8745 indicates a strong correlation between the predictors and the dependent variable, signifying
that these marketing strategies collectively play a critical role in shaping tourism outcomes. The R
Square value of 0.7653 further suggests that approximately 76.5% of the variance in tourism
promotion can be explained by the selected predictors, which underscores the effectiveness of

these tools when implemented effectively.

The coefficient for marketing communication tools (0.4823) suggests that this variable has a
positive and statistically significant impact on tourism promotion, as evidenced by its t-statistic of
10.5789 and p-value of 0.0034. This highlights the importance of strategic marketing in enhancing
tourist experiences and drawing visitors to the region. For instance, well-crafted campaigns that
leverage digital platforms such as social media and e-mail marketing effectively reach a broader
audience, particularly international tourists. Ghana’s Tourism Ministry has supported such
initiatives through the "See Ghana, Eat Ghana, Wear Ghana" campaign, which capitalized on
modern communication channels to promote domestic and international tourism. This underscores
the significance of prioritizing communication strategies that resonate with the target audience, as

their contribution to the tourism sector is substantial.

Tourist and stakeholder engagement, with a coefficient of 0.3654 and a p-value of 0.0142, also
demonstrates a statistically significant contribution to tourism promotion. Stakeholder
collaboration, such as partnerships between local governments, private sector players, and

community members, fosters innovation and shared ownership of tourism projects. Engagement
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activities, including stakeholder meetings and public-private partnerships, have been actively
promoted under Ghana’s National Tourism Development Plan. For instance, the collaborative
management of cultural festivals, such as the Hogbetsotso Festival, showcases how inclusive
engagement enhances visitor experiences and boosts local economies. By addressing stakeholder
concerns and aligning objectives, tourism promotion initiatives become more sustainable and

impactful, creating a positive cycle of participation and growth.

The coefficient for tourist feedback (0.2947), although lower than other predictors, still reflects a
meaningful and statistically significant influence on tourism promotion, as indicated by its t-
statistic of 6.0481 and p-value of 0.0258. Feedback mechanisms, including visitor surveys and
online reviews, serve as invaluable tools for assessing visitor satisfaction and identifying areas for
improvement. The success of platforms like TripAdvisor demonstrates the power of user-
generated content in influencing travel decisions. In Ghana, feedback from tourists visiting
attractions such as the WIli Waterfalls has led to improved infrastructure, including better
walkways and enhanced visitor services. This demonstrates that incorporating tourist feedback
into marketing strategies not only boosts credibility but also ensures that services align with visitor

expectations, fostering loyalty and repeat visits.

Cultural and natural attractions had the strongest impact among the predictors, with a coefficient
of 0.4156 and a highly significant p-value of 0.0017. The significance of this variable is consistent
with the Volta Region’s unique offerings, which include the sacred Togbe Falls and the ancestral
traditions of the Ewe people. Marketing campaigns that spotlight these features have significantly
enhanced the region’s tourism appeal. For example, the Ghana Tourism Authority’s efforts to
promote eco-tourism sites through programs such as "Explore Ghana" emphasize how cultural and
natural heritage can drive visitation and economic growth. The inclusion of local cultural festivals,

traditional crafts, and culinary experiences in marketing campaigns further enriches the narrative,

64



positioning the Volta Region as a distinctive and culturally immersive destination. This alignment
of marketing strategies with the region’s strengths ensures that tourism initiatives are impactful

and resonate with diverse audiences.

The implications of these findings extend beyond theoretical validation to practical applications.
The statistical significance of all predictors emphasizes the necessity for a multi-faceted approach
to marketing communication. The integration of traditional and digital marketing methods,
stakeholder collaboration, and feedback incorporation creates a robust framework for sustainable
tourism development. Furthermore, the promotion of cultural and natural attractions serves as a
model for regional branding and identity, helping to differentiate the Volta Region in a competitive
global market. Policymakers and industry practitioners must prioritize investments in marketing
infrastructure, such as digital platforms and training programs, to capitalize on these insights.
Moreover, partnerships with international bodies like UNESCO, which supports cultural heritage
preservation, can amplify the reach and effectiveness of these marketing strategies. These efforts,
aligned with government policies like Ghana’s Tourism Act, will help solidify the Volta Region’s
position as a leading tourism destination while supporting local economic development and

cultural preservation.

In conclusion, the analysis underscores the significant impact of marketing communication tools
on tourism promotion in the Volta Region. The findings highlight the effectiveness of integrating
diverse marketing strategies, stakeholder engagement, tourist feedback, and the promotion of
cultural and natural attractions. By leveraging these tools and addressing key insights from this
analysis, policymakers and stakeholders can enhance the region’s tourism potential. These results
align with the objective of evaluating the role of marketing communication tools, providing

actionable recommendations for maximizing their impact on tourism promotion. The adoption of
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these strategies will not only attract more visitors to the Volta Region but also foster a sustainable

and inclusive tourism ecosystem.

4.10 Objective 2: To analyze the extent to which digital marketing tools are utilized by
tourism operators in the Volta Region

Thematic analysis reveals key insights into the utilization of digital marketing tools by tourism
operators in the Volta Region. Respondents, representing staff from prominent tourist sites such
as WIi Waterfalls, Mount Afadja (Afadjato), Tafi Atome Monkey Sanctuary, and Tagbo Falls,
shared their experiences with various digital marketing strategies, highlighting their successes,
challenges, and implications for promoting tourism services. The findings are categorized under
themes aligned with the interview questions, offering a comprehensive understanding of the extent

of digital marketing adoption.

Tourism operators reported using a combination of digital marketing tools, including social media
platforms, websites, and search engine optimization (SEO). Social media tools such as Facebook
and Instagram were the most frequently mentioned, with respondents emphasizing their visual
appeal and ease of engagement. Some operators also utilized WhatsApp for direct communication
with potential visitors. Websites were described as crucial for providing detailed information about

attractions and services.

“We heavily rely on Instagram to showcase the beauty of Mount Afadja through captivating
images and reels,” stated Respondent 5, a marketing manager at Mount Afadja. Another
respondent, a staff member at Wli Waterfalls, noted, “Our website attracts a lot of traffic,

especially from international visitors seeking accurate information before traveling.”
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These responses highlight that digital platforms are integral to reaching a broader audience and

building credibility for the region's attractions.

Social media platforms were generally perceived as highly effective in attracting tourists to the
region. Respondents pointed out that social media posts showcasing picturesque landscapes,
cultural events, and visitor experiences often resulted in increased inquiries and visits. However,
they also noted that consistency in posting and engaging with audiences is critical for maintaining
visibility.
“We get many inquiries on Facebook after posting about cultural festivals or new
activities, ” said Respondent 3 from Tafi Atome Monkey Sanctuary. Respondent 8, from Tagbo
Falls, added, “Tourists often tag us in their posts, which helps to promote our site to their

networks for free.”

These examples show that social media not only serves as a marketing tool but also as a medium
for organic promotion through user-generated content. This underscores the significance of

maintaining an active and visually appealing online presence to enhance tourist engagement.

Email marketing was less widely used but was valued for its ability to maintain relationships with
past visitors and attract repeat tourists. Operators who used email marketing noted that it was
particularly effective for sharing updates on events, special packages, and personalized offers.

Respondent 12, a representative from Tafi Atome Monkey Sanctuary, commented,

“We send newsletters to our past visitors with updates about new services, and we 've seen some
of them return as a result.” Respondent 16 from Wi Waterfalls similarly noted, “Email
campaigns have helped us inform our loyal customers about promotions, which they often share

with their friends.”
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These responses suggest that while email marketing is underutilized compared to social media, it

plays a strategic role in fostering loyalty and encouraging word-of-mouth referrals.

The integration of online booking and reservation systems was reported by some operators,
although adoption varied across sites. Those who implemented such systems described them as

transformative, improving operational efficiency and enhancing visitor convenience.

“Our online booking system has streamlined ticketing and allowed us to better manage visitor
numbers during peak seasons,” shared Respondent 9 from Mount Afadja. Another participant
from Tagbo Falls emphasized its impact on international tourism, stating, “With online
reservations, visitors from outside Ghana can plan their trips more easily, which has increased

’

our bookings.’

These comments illustrate that online systems not only simplify operations but also make the

region more accessible to international tourists, driving economic benefits.

Challenges in adopting digital marketing tools were also discussed, with respondents identifying
limited funding, lack of technical expertise, and unreliable internet connectivity as significant
barriers. Some operators struggled to maintain their websites or optimize them for search engines

due to the high costs of hiring professionals.

“We know our website needs improvement, but the cost of updating it is a major challenge,” said
Respondent 7 from WIi Waterfalls. Similarly, Respondent 15 from Mount Afadja
observed, “Our staff lack the technical skills to fully utilize SEO or advanced social media tools,

which limits our reach.”

These responses underscore the need for targeted capacity-building initiatives and infrastructure

investments to empower operators to maximize the potential of digital marketing.
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The implications of these findings are profound for the tourism sector in the Volta Region. The
adoption of digital marketing tools enhances the visibility and competitiveness of the region's
attractions, fostering economic growth and cultural preservation. However, the challenges
identified highlight critical areas for intervention. Investments in digital infrastructure and training
programs are essential to support operators in effectively leveraging these tools. Furthermore,
policies that incentivize the development of user-friendly booking platforms and affordable

technical support services can address barriers and promote inclusive growth in the sector.

Overall, the responses emphasize that while digital marketing tools are transformative, their impact
depends on strategic implementation and continuous improvement. By addressing the challenges
and building on successes, tourism operators in the Volta Region can harness the full potential of
digital marketing to attract diverse audiences and boost the region's tourism appeal. These insights
align with the objective of analyzing the extent of digital marketing tool utilization, offering

actionable recommendations for enhancing the sector's effectiveness.

4.11 Objective 3: To identify the challenges faced in implementing effective marketing
communication strategies for tourism in the Volta Region

Using thematic analysis, the challenges faced in implementing effective marketing communication
strategies for tourism in the Volta Region were categorized into primary obstacles, resource
availability, infrastructural limitations, institutional support, and difficulties in reaching
international audiences. Insights were drawn from 20 respondents, representing staff members
from key tourist sites, including W1i Waterfalls, Mount Afadja, Tafi Atome Monkey Sanctuary,
and Tagbo Falls. Their responses provide a nuanced understanding of the barriers hindering

effective marketing.
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Respondents frequently identified limited financial resources as a primary obstacle to
implementing marketing communication strategies. Many tourist sites struggle with budgeting
constraints, which affect their ability to invest in advanced tools like search engine optimization

(SEO), professional websites, and high-quality content creation.

"We often cannot afford professional marketers or developers to manage our online
presence,” noted Respondent 6 from WIi Waterfalls. Similarly, Respondent 17 from Mount
Afadja stated, "Most of our budget goes into maintaining the site, leaving little for marketing

activities."

These responses illustrate the trade-offs sites face between operational needs and promotional
efforts. The implications are profound: without adequate funding, marketing strategies remain

underdeveloped, limiting the sites’ ability to compete with better-resourced destinations.

The availability of technical and human resources was also a recurring theme. Respondents pointed
out that a lack of skilled personnel hinders their ability to implement innovative marketing

strategies effectively. This was particularly evident in smaller sites with limited staffing.

"We don’t have anyone who understands analytics or digital marketing trends,"” remarked
Respondent 10 from Tafi Atome Monkey Sanctuary. Respondent 14 from Tagbo Falls

added, "Our staff are stretched thin, managing operations and marketing simultaneously, which

affects efficiency.”

These challenges highlight the need for capacity-building initiatives to equip staff with the
necessary skills to navigate the rapidly evolving digital marketing landscape. Without such

training, sites risk being left behind in an increasingly competitive market.
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Infrastructural limitations, particularly poor internet connectivity and inconsistent mobile
networks, were noted as significant barriers. These issues were especially prevalent in rural areas

of the Volta Region, where some sites are located.

"Our social media activities are often delayed because we don’t have reliable internet
access," shared Respondent 8 from Tagbo Falls. Respondent 4 from W1i Waterfalls echoed this
sentiment, saying, "The lack of stable mobile networks makes it hard to respond promptly to

inquiries from tourists."

These responses emphasize the critical need for infrastructural improvements to support seamless
communication. The current limitations not only hinder marketing efforts but also affect the

overall visitor experience, potentially deterring tourists from exploring the region.

The level of support from local authorities and tourism organizations received mixed reviews.
While some respondents acknowledged support through initiatives like training workshops and

promotional campaigns, others felt the assistance was insufficient or poorly targeted.

"We occasionally receive support from the Ghana Tourism Authority, but it’s often one-off and
not sustained, " noted Respondent 12 from Mount Afadja. Conversely, Respondent 9 from Tafi
Atome Monkey Sanctuary commented, "There’s very little collaboration between us and local

authorities, leaving us to handle most of the marketing challenges on our own."

These perspectives suggest that while efforts are being made, a more structured and collaborative

approach is needed to maximize the impact of institutional support on marketing communication.

Reaching international audiences was another significant challenge cited by respondents. Many

operators lacked the tools and networks necessary to tap into global markets.
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"We don’t have the budget to advertise internationally or collaborate with international tour
operators," explained Respondent 19 from Mount Afadja. Respondent 7 from Wi Waterfalls
added, "Our website doesn’t have multilingual options, which limits our reach to non-English-

speaking tourists."

These challenges highlight the need for targeted strategies, such as partnerships with global travel
platforms and investments in multilingual digital tools, to attract international visitors. Addressing

this gap is critical for expanding the region’s tourism appeal beyond domestic markets.

These results have important ramifications for the tourist industry in the Volta Region. In order to
ensure that sites have the resources and knowledge to conduct effective marketing, it is crucial to
implement capacity-building programs and make targeted investments due to limited resources.
Infrastructural improvements, particularly in internet connectivity and mobile networks, are
essential to ensure seamless communication and enhanced visitor experiences. Strengthening
collaboration between local authorities and tourism operators can provide sustained support and
shared resources, amplifying the impact of marketing strategies. Additionally, tailored approaches
for engaging international audiences, such as multilingual content and global partnerships, are vital

for expanding the region’s tourism footprint.

Despite the best intentions of the tourism industry, the responses show that there are still major
obstacles to overcome before they can fully realise the potential of their marketing communication
strategies. Everyone from government agencies to private sector players to local communities will
need to work together to remove these obstacles. In order to achieve long-term growth in its
tourism sector, the Volta Region must overcome these challenges and establish itself as a

competitive and appealing destination for tourists from all over the world. Finding problems with
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marketing communication strategies and offering solutions is the goal, and these findings are in

line with that.

4.12 Discussion of Results
Objective One: To evaluate the impact of various marketing communication tools on the

promotion of tourism in the Volta Region.

The research shows that digital platforms in particular have a big influence on marketing
communication tools when it comes to promoting tourism in the Volta Region. The most effective
tools for increasing site visibility, interacting with visitors, and fostering organic marketing
through user-generated content were found to be social media platforms such as Instagram and
Facebook. Kushwaha et al. (2020) also found that digital and social media tools improved brand
equity in India's tourist sector, so our findings are in line with theirs. The importance of digital
marketing channels like Facebook, SMS, and email in enhancing the reputation of Cape Coast,
Ghanaian hotel brands was also shown by Siaw, Martey, and Danquah (2023). These findings are
supported by the study's focus on the accessibility and broad reach of social media, which is
especially important in regions where traditional marketing channels are limited. Like Bruce et al.
(2023) pointed out, this study found that email marketing and online booking systems were
underutilised, which shows that digital tools aren't being fully leveraged. It also suggests that the

region needs better technical infrastructure and capacity building.

The study’s focus on promoting cultural and natural attractions further validated the effectiveness
of tailored marketing strategies in driving tourism growth in the Volta Region. Attractions such as
WIi Waterfalls and Mount Afadja demonstrated strong correlations with increased tourist visits,

emphasizing the importance of aligning promotional efforts with regional strengths. This
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observation resonates with Guri, Osumanu, and Bonye (2021), who highlighted the untapped
potential of eco-cultural tourism in Ghana and its capacity to support rural livelihoods.
Additionally, Svajdova (2019) emphasized the need for modern marketing communication tools
to effectively manage and promote mass tourism destinations, which parallels the study's call for
comprehensive integration of diverse tools to optimize tourist engagement. The limited financial
resources and infrastructural inadequacies noted in the Volta Region, however, remain critical
barriers, as corroborated by the systemic challenges identified by Bruce et al. (2023). These
findings highlight the dual need for strategic investments and stakeholder collaboration to enhance

the utilization of marketing communication tools in the region.

In order to fully grasp the effect of marketing communication tools on tourism promotion in the
Volta Region, this study's analysis of the results is in line with the Diffusion of Innovations Theory
and the Excellence Theory in Public Relations. The study's findings on the role of social media
platforms like Facebook and Instagram in engaging tourists and facilitating organic marketing
through user-generated content demonstrate the importance of two-way communication in
fostering trust and mutual understanding between tourism stakeholders and their publics. This
alignment with the Excellence Theory is evident. By highlighting the significance of collaborative
and ethical communication, this theory backs up the study's focus on feedback collection and
adaptive marketing strategies that respond to tourists' preferences. The Diffusion of Innovations
Theory, meanwhile, can be used as a framework to comprehend the ways in which various tourist
segments, especially those who are innovators and early adopters, embrace new forms of
advertising like digital campaigns and influencer marketing. The research shows that the Volta
Region can benefit from capitalising on early adopters to increase the region's profile as a tourist

destination by making strategic use of these groups. Taken as a whole, these theories provide
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credence to the study's central tenets: the importance of open and honest communication with

stakeholders and the strategic introduction of innovative marketing tools to boost tourism.

Objective 2: To analyze the extent to which digital marketing tools are utilized by tourism

operators in the Volta Region

According to the research on the digital marketing strategies used by Volta Region tour operators,
social media sites like Facebook and Instagram are heavily relied upon to promote the region's
tourist attractions. The capacity of these platforms to encourage organic marketing through user-
generated content and to increase the reach of promotional campaigns was a notable feature.
Unfortunately, there is a lack of complete implementation of digital marketing strategies indicated
by the underutilisation of tools like online booking systems and email marketing. Limited financial
resources, inadequate technical expertise, and infrastructural challenges, like unreliable internet
connectivity, could be the reasons for this underutilisation in the region. Similar to how Bruce et
al. (2023) found that SMEs in Ghana face significant infrastructural barriers when trying to adopt
digital tools, this suggests that larger systemic constraints may make it hard for SMEs to effectively

use a variety of digital marketing tools.

This study's results are in line with those of Kushwaha et al. (2020) and Siaw et al. (2023), which
also found that digital platforms like social media helped boost tourism and hospitality brands'
equity and reputation. Tourist businesses in the Volta Region seem to be more platform specific
than the studies that found a wider integration of digital tools. This implies that there was a chance
to use email marketing, for example, which Siaw et al. (2023) found to be an effective tool for
increasing customer engagement. In their study on eco-cultural tourism, Guri et al. (2021)

highlighted that stakeholders' lack of collaboration and investment in modern marketing
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infrastructure could be the reason for the limited adoption of online booking systems. In order to
maximise the region's tourism promotion, these findings highlight the significance of removing

systemic barriers and encouraging a more comprehensive use of digital marketing tools.

The results regarding the use of digital marketing tools by Volta Region tourism operators are in
line with the Diffusion of Innovations Theory and the Excellence Theory in Public Relations,
which both stress the importance of strategic communication and the acceptance of new ideas. The
tenets of Excellence Theory, which stress the need of two-way communication in building rapport
and understanding, are borne out by the prevalence of social media sites like Instagram and
Facebook. As proposed by Jerab (2024) and Myburgh (2024), these platforms enable operators to
directly engage with tourists, enabling them to collect feedback and adjust strategies according to
tourists' preferences. At the same time, the Diffusion of Innovations Theory, which sorts users
according to their openness to new technology, provides an explanation for why online booking
systems and email marketing aren't more widely used (Kolsi, 2023). It seems like the Volta
Region's tourism operators are still in the early or early majority adoption stages, sticking to tried-
and-true platforms and being wary of trying anything new. Tariq (2024) suggests that operators
could speed up the diffusion process, leading to wider acceptance and more extensive use of digital
marketing tools, by focussing on early adopters like influencers and travel bloggers. All things
considered, these theories highlight the importance of strategic communication and gradual

adoption for the region's marketing optimisation.

Objective 3: To identify the challenges faced in implementing effective marketing

communication strategies for tourism in the Volta Region
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The third objective sought to identify the challenges faced in implementing effective marketing
communication strategies for tourism in the Volta Region. The study revealed several
impediments, including limited financial resources, infrastructural inadequacies, unreliable
internet connectivity, and a lack of technical expertise among stakeholders. These challenges
collectively hinder the optimal utilization of marketing tools such as email marketing and online
booking systems, which are underutilized despite their potential to enhance operational efficiency
and tourist engagement. These findings align with Bruce et al. (2023), who identified similar
barriers in the adoption of digital marketing by SMEs in Ghana, such as inadequate infrastructure
and insufficient institutional support. Additionally, infrastructural deficits, such as poor road
networks and inadequate facilities, further constrain the accessibility and appeal of the Volta
Region's tourism attractions, exacerbating marketing limitations. These issues are compounded by
the lack of technical training for tourism operators, which restricts their capacity to adopt and
effectively utilize modern marketing tools, as observed by Svajdova (2019), who emphasized the

necessity of integrating advanced marketing strategies for mass tourism destinations.

The systemic nature of these challenges underscores the need for targeted policy interventions and
collaborative efforts to address them. Guri et al. (2021) similarly highlighted the importance of
robust community regulations and infrastructural investments in developing eco-cultural tourism
in Ghana, which parallels the Volta Region’s need for systemic reforms to optimize its marketing
potential. Moreover, the absence of cohesive stakeholder collaboration, though moderately
effective, limits resource pooling and the alignment of objectives, as seen in both the Volta Region
and Lincényi and Bulanda’s (2023) findings on the Czech tourism sector. Stakeholders' lack of
alignment perpetuates inefficiencies, leaving potential marketing strategies underexplored. These
challenges indicate that addressing infrastructural gaps, improving technical expertise, and

fostering stronger stakeholder partnerships are crucial for overcoming barriers to effective
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marketing communication. By doing so, tourism operators in the Volta Region can fully leverage
diverse marketing tools, as advocated by Svajdova (2019), to amplify tourist engagement and

sustain the region’s tourism growth.

The analysis of challenges in implementing effective marketing communication strategies in the
Volta Region aligns strongly with the Excellence Theory in Public Relations and the Situational
Theory of Publics. The Excellence Theory emphasizes the need for two-way communication,
which is critical for addressing challenges such as stakeholder collaboration and technical
expertise gaps. By fostering dialogue between tourism operators, local authorities, and tourists,
stakeholders can better understand and address systemic issues like infrastructural inadequacies
and financial constraints, echoing Jerab's (2024) assertion that ethical and transparent
communication fosters mutual understanding and cooperation. Similarly, the Situational Theory
of Publics provides a lens for analyzing the varied engagement levels among target audiences,
helping marketers to tailor communication strategies for non-publics, latent publics, aware publics,
and active publics. For example, the study's findings on the underutilization of tools like email
marketing and online booking systems highlight a gap in addressing latent and aware publics, who
require targeted information to move toward active engagement. Integrating these theories
underscores the importance of adaptive and feedback-driven marketing strategies, enabling
tourism stakeholders in the Volta Region to overcome challenges and optimize their promotional

efforts.

4.6  Implications for Practice

The implications of these findings for practice underscore the need for targeted interventions and

strategic collaborations to enhance tourism promotion in the Volta Region. First, the significant
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role of digital marketing tools highlights the necessity for tourism operators to adopt and optimize
these platforms to improve visibility and engagement. Practical measures, such as capacity-
building programs for operators to master digital tools like social media, email marketing, and
online booking systems, are essential. Additionally, investments in infrastructural improvements,
particularly reliable internet connectivity and mobile networks, are crucial to support seamless
communication and operations. Policymakers must prioritize resource allocation to address these
systemic issues, fostering a conducive environment for tourism operators to leverage digital
marketing effectively. Collaborations between government agencies and tourism operators can
also provide financial incentives, technical training, and access to shared resources, ensuring that

even resource-constrained operators can benefit.

Furthermore, the findings highlight the importance of tailored marketing strategies that resonate
with both domestic and international audiences. The promotion of cultural and natural attractions
must align with the diverse preferences of tourists, necessitating creative and inclusive marketing
campaigns. Stakeholder engagement is critical in this regard, as fostering partnerships with local
communities and private organizations can ensure the sustainability and authenticity of marketing
efforts. Additionally, addressing challenges in reaching international audiences, such as
multilingual digital tools and partnerships with global travel platforms, can broaden the region's
appeal. By aligning these strategies with the Ghana Tourism Authority’s objectives and leveraging
existing policies like the National Tourism Development Plan, operators can enhance their
marketing impact. These implications provide a roadmap for bridging current gaps in practice,

ensuring that the Volta Region’s tourism sector thrives sustainably and inclusively.
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4.13 Summary

The chapter provides an in-depth analysis of the utilization, effectiveness, and challenges of
marketing communication tools in the Volta Region's tourism sector. It integrates qualitative
responses with statistical findings to explore the influence of digital tools and stakeholder
collaboration. The findings underscore the need for strategic investments, capacity building, and

enhanced policy support to optimize tourism promotion in the region.

5.0 CHAPTER FIVE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

5.1 Introduction

This chapter offers practical suggestions for enhancing marketing communication strategies in the
tourism sector of the Volta Region, summarises the study's main findings, and draws conclusions
based on the objectives. To improve tourism promotion, we must first address the identified
challenges and then take advantage of the opportunities. Relevant policy, practice, and future study

directions are suggested by the results.

5.2 Summary
The purpose of this research was to determine how well marketing communication tools worked

to boost tourism in the Volta Region. Specifically, we wanted to know how well digital tools were
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used, how effective they were, and what obstacles were in the way of their full implementation.
Questions about the kinds of digital marketing tools used, how well they engage tourists, and what
gets in the way of effective implementation were the focus of the research. These goals were in
line with the overarching objective of increasing the exposure and allure of the Volta Region's

cultural and environmental attractions to audiences around the world.

The study employed a mixed-methods approach, incorporating qualitative insights from interviews
with 20 respondents representing staff members at key tourist sites, and quantitative analysis
through regression models. Thematic analysis was used to examine interview data, focusing on
recurring themes such as resource availability, infrastructural challenges, and stakeholder
collaboration. Quantitative data, including regression statistics, provided a robust framework to
understand the statistical relationships between marketing strategies and tourism outcomes. Key
metrics such as Multiple R (0.8745), R Square (0.7653), and significant coefficients for variables
like cultural and natural attractions (0.4156, p=0.0017) highlighted the strength of these predictors

in driving tourism promotion.

Key Findings

1. Utilization of Digital Marketing Tools

The findings revealed that social media platforms such as Facebook and Instagram were the most
utilized digital tools, with respondents noting their effectiveness in showcasing attractions and
engaging audiences. However, email marketing and online booking systems were underutilized
due to limited resources and technical expertise. Regression analysis confirmed the significant role
of these tools, as marketing communication tools had a coefficient of 0.4823 (p = 0.0034),

underscoring their impact on tourism promotion.

2. Effectiveness of Marketing Strategies
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Respondents reported that social media platforms contributed significantly to increasing tourist
inquiries and visits. Organic promotion through user-generated content, such as tourist tags and
reviews, amplified these effects. The regression analysis validated this, showing a strong
relationship between tourist engagement and tourism promotion, with a coefficient of 0.3654 (p =
0.0142). Feedback mechanisms were also found to enhance loyalty and repeat visits, albeit

inconsistently implemented.

3. Challenges in Implementation

The study identified financial constraints, lack of technical expertise, and infrastructural
limitations as major challenges. Limited funding hindered investments in advanced digital tools,
while unreliable internet connectivity affected timely communication with potential visitors.
Respondents also highlighted insufficient support from local authorities, with sporadic
collaborations failing to address systemic issues. The regression analysis further emphasized these
challenges, with stakeholder engagement showing moderate significance (0.3654, p = 0.0142),

suggesting the need for improved partnerships and resource allocation.

In summary, the findings demonstrate that while digital marketing tools are impactful in promoting
tourism in the Volta Region, their effectiveness is constrained by systemic barriers such as funding,
expertise, and infrastructure. By addressing these challenges and leveraging strategies aligned with
the region's strengths, stakeholders can maximize the potential of marketing communication tools
to boost tourism outcomes. These insights provide a foundation for developing sustainable and

inclusive tourism practices in the region.
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5.3  Conclusion

The study concludes that marketing communication tools play a pivotal role in promoting tourism
in the Volta Region, significantly influencing tourist engagement, site visibility, and operational
efficiency. Digital marketing tools, particularly social media platforms like Facebook and
Instagram, emerged as key drivers of tourism promotion. These platforms not only amplify the
reach of promotional campaigns but also facilitate organic marketing through user-generated
content. However, underutilization of email marketing and online booking systems highlights a
gap in leveraging the full spectrum of digital tools available. This underscores the need for a more
comprehensive adoption of diverse marketing tools to optimize tourist engagement and

satisfaction.

The findings further highlight the effectiveness of promoting cultural and natural attractions in
driving tourism growth. The regression analysis validated the significant impact of these
attractions, with variables such as cultural heritage and natural landmarks demonstrating strong
correlations with increased tourist visits. These results reaffirm the importance of aligning
marketing strategies with the unique strengths of the region, such as the Wli Waterfalls and Mount
Afadja. Moreover, stakeholder collaboration, while moderately effective, requires further
enhancement to ensure cohesive efforts in addressing marketing challenges and fostering
sustainable tourism development. The study demonstrates that consistent stakeholder engagement

is critical for aligning objectives and pooling resources to overcome systemic barriers.

Despite these positive insights, the study also identified key challenges impeding the full
realization of marketing communication strategies. Limited financial resources, infrastructural
inadequacies, and a lack of technical expertise significantly hinder the effective implementation
of marketing tools. The absence of reliable internet connectivity and inadequate support from local

authorities were recurring issues among respondents, emphasizing the need for systemic reforms.
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Based on these findings, the study concludes that while the Volta Region has immense potential
as a tourism destination, achieving sustainable growth will require targeted investments, policy
interventions, and collaborative partnerships to address these barriers. By doing so, tourism
operators can effectively harness marketing tools to attract both domestic and international tourists,

ultimately contributing to the economic and cultural development of the region.

5.4 Limitations

A number of caveats are mentioned in the study, which could have affected the breadth and depth
of the results. First, while the sample does include some important stakeholders and respondents,
it might not be large enough to include everyone's varied viewpoints on the Volta Region's tourist
industry. Though informative, depending on theme analysis and qualitative interviews may bring
subjectivity to the interpretation of respondents' experiences and views. In addition, while the
quantitative part of the study provided statistical validation, it might have been limited by a lack
of complete data for all variables, especially in areas like infrastructure development and financial
metrics. Additionally, the study's geographical scope was too narrow to include the opportunities
and threats posed by new or lesser-known tourist destinations in the area. Finally, long-term trends
and impacts could not have been fully investigated due to the short data collection period,
especially in the dynamic field of digital marketing. In spite of these caveats, the study lays a solid
groundwork for more research and policymaking by shedding light on the state of marketing

communication strategies in the Volta Region.
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5.5 Recommendations

The first piece of advice I have for tourism groups in the Volta Region is to use all the digital
marketing tools at your disposal. This involves going beyond just social media to include things
like online booking systems, search engine optimisation (SEO), and email marketing. To achieve
this goal, businesses should provide their employees with the necessary technical training to
manage and optimise these tools. One way to help in-house teams reach their full potential is to
team up with digital marketing agencies or specialists to offer continuous guidance and assistance.
Organisations can also make sure these strategies are effectively implemented by setting aside a

portion of their marketing budgets to buy cutting-edge software and tools.

Secondly, organizations should work towards enhancing their stakeholder engagement
frameworks to foster stronger collaboration with local communities, private entities, and
government bodies. Creating formalized partnerships with these stakeholders can help address
resource constraints by pooling funds, knowledge, and technical support. To make this possible,
organizations should establish regular dialogue platforms such as stakeholder meetings or
workshops to align objectives and identify shared opportunities. For example, joint funding
initiatives between private investors and tourism boards can enable the development of marketing
campaigns that are inclusive and impactful. Establishing clear communication channels and
memorandums of understanding (MOUs) will further solidify these collaborations and ensure

long-term sustainability.

Thirdly, improving infrastructural support, such as internet connectivity and mobile network
reliability, should be a top priority. Tourism organizations can advocate for better infrastructure
by engaging policymakers and telecommunications companies in dialogue. Steps to make this
possible include forming alliances with other businesses in the region to lobby for improved digital

infrastructure and highlighting the economic benefits such investments would bring to the tourism
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sector. Additionally, organizations can consider deploying cost-effective solutions such as portable
Wi-Fi systems or leveraging satellite technology to bridge connectivity gaps in remote areas.
Strengthening digital infrastructure will enable seamless communication with potential visitors

and enhance the overall effectiveness of marketing strategies.

Lastly, organizations should focus on tailoring their marketing efforts to target both domestic and
international audiences more effectively. This includes creating multilingual content on websites
and social media platforms to cater to non-English-speaking tourists and developing partnerships
with global travel platforms and agencies. To achieve this, organizations can invest in translation
services and hire professionals to curate culturally sensitive content that resonates with diverse
audiences. Establishing connections with international tour operators and participating in global
tourism expos can further expand their reach. These steps will ensure that the Volta Region is
positioned as an attractive and accessible destination for tourists worldwide, boosting visitor

numbers and fostering sustainable growth.

5.6 Implications for Policy and Future Research

Policy, practice, and future studies in the Volta Region's tourist sector can learn a lot from this
study's conclusions. Researchers concluded that lawmakers should immediately begin allocating
resources towards digital infrastructure projects, with a focus on expanding and enhancing mobile
network coverage and internet access in rural regions that are home to numerous popular tourist
destinations. Improving the infrastructure will help with marketing and will also make the
experience better for visitors. Furthermore, policies that provide subsidies or grants to tourism
operators who use digital marketing tools can help fill in resource gaps and promote the use of

effective strategies more widely. Training programs that provide stakeholders the tools they need
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to succeed in digital marketing environments should also be a priority for policymakers. To
promote sustainable tourism growth, policymakers in Ghana should coordinate these initiatives

with the country's National Tourism Development Plan.

The results have important practical implications, such as the need to maximise tourist promotion
efforts by integrating diverse digital tools and encouraging stakeholder collaboration. In order to
reach more people, tourism organisations should not only rely on traditional marketing methods,
but also incorporate digital strategies like social media, email campaigns, and multilingual content.
Marketing can be even more effective and genuine when it forms partnerships with local
communities and global travel platforms. Additional research is needed to fully understand the
experiences of new tourist destinations, which were not adequately included in this study, and to
determine the long-term effects of digital marketing on the performance of regional tourism. The
role of policy interventions and infrastructure improvements in driving tourism growth could also
be the subject of future research. By delving into these points, subsequent research can expand
upon the present findings and provide practical recommendations to boost the tourist sector in the

Volta Region and beyond.

5.7 Summary

The chapter consolidates the study's findings, highlighting the critical role of digital marketing
tools, stakeholder engagement, and infrastructural improvements in promoting tourism in the Volta
Region. It emphasizes the significance of addressing financial and technical barriers while
fostering collaboration among stakeholders. The recommendations provide a roadmap for
sustainable tourism growth, with implications for policy, organizational practices, and further

research directions.
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SCHOOL OF GRADUATE STUDIES AND RESEARCH (SoGSaR)

QUESTIONNAIRE

THE EFFECTIVENESS OF MARKETING COMMUNICATION TOOLS IN THE

PROMOTION OF TOURISM IN THE VOLTA REGION OF GHANA

INTRODUCTION:

My name is Peacelyn Selinam Lawerance. I am a student at UNIMAC. I am conducting a
research study titled “THE EFFECTIVENESS OF MARKETING COMMUNICATION TOOLS

IN THE PROMOTION OF TOURISM IN THE VOLTA REGION OF GHANA”.

Overview of Research: This research therefore seeks to explore the following objectives.

1.  To evaluate the impact of various marketing communication tools on the promotion

of tourism in the Volta Region.

2. To analyze the extent to which digital marketing tools are utilized by tourism

operators in the Volta Region.

3.  To identify the challenges faced in implementing effective marketing

communication strategies for tourism in the Volta Region.

You are, however, not under any obligation to answer questions to which you feel uncomfortable

with. Thank you for your valuable contribution in advance. Your participation is vital to the
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success of this research. Please be rest assured that the information to be gathered from you is

purely intended for academic purposes.

SECTION A: BACKGROUND INFORMATION OF RESPONDENTS

1. Gender Male [ ] Female [ |

2. Age 20-30 years [ ] 31-40 years [ | 41-50 years [ ] Above 50 years [ ]

3. Frequency of Visits to Tourist Sites First-time Visitor [ ] Occasionally (Once or Twice
aYear)[ | Frequently (More than Twice a Year) [ |

4. Tourist Site  WI1i Waterfalls [ ]| Mount Afadja (Afadjato) [ ] Tafi Atome Monkey
Sanctuary [ ] Tagbo Falls [ ]

5. Mode of Travel to Tourist Sites Private Vehicle [ ]  Public Transport[] Tour

Group/Chartered Bus [ ]

Objective One: To evaluate the impact of various marketing communication tools on the

promotion of tourism in the Volta Region.

Section 1: Marketing Communication Tools

Statement 112(3|14]5

The organization's marketing tools effectively convey its objectives.

Digital communication strategies improve customer understanding of services.

Advertising campaigns are well-targeted to attract potential tourists.
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Social media platforms are utilized effectively for promotional activities.

The use of marketing tools has led to increased engagement with the audience.

Section 2: Tourist Engagement

Statement 112

Tourists feel engaged through the organization’s marketing initiatives.

Activities and programs attract significant interest from visitors.

Tourists frequently interact with the organization’s promotional content.

Feedback channels encourage active participation from tourists.

Marketing efforts motivate tourists to explore the region further.

Section 3: Stakeholder Engagement

Statement 1

Stakeholders are actively involved in tourism marketing decisions.

Collaboration with stakeholders strengthens the effectiveness of marketing.

Regular communication with stakeholders enhances project outcomes.

Stakeholders’ contributions are valued in promotional campaigns.

Marketing tools are developed with stakeholder input.
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Section 4: Tourist Feedback

Statement

Tourists’ feedback significantly influences marketing strategies.

Feedback mechanisms are easily accessible to visitors.

Suggestions from tourists lead to noticeable improvements in services.

Marketing strategies reflect tourist preferences effectively.

Negative feedback is addressed promptly and efficiently.

Section 5: Cultural and Natural Attractions

Statement

Marketing campaigns highlight the uniqueness of cultural attractions.

Natural attractions are well-represented in promotional materials.

Visitors are drawn to the region because of its cultural heritage.

The promotion of natural attractions enhances overall tourism appeal.

Local cultural events are effectively marketed to increase attendance.

Interview Guide
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Objective 2: To analyze the extent to which digital marketing tools are utilized by tourism

operators in the Volta Region

1. What digital marketing tools are currently being used by your organization to promote

tourism services in the Volta Region?

2. How effective have social media platforms been in attracting tourists to your services?

3. To what extent do you use email marketing to engage with potential and past visitors?

4. Have you integrated any online booking or reservation systems into your marketing

strategy? If so, how have they impacted your operations?

5. What challenges have you encountered in adopting digital marketing tools, such as

websites, social media, or search engine optimization?

Objective 3: To identify the challenges faced in implementing effective marketing

communication strategies for tourism in the Volta Region

1. What are the primary obstacles you face in implementing marketing communication

strategies for your tourism business?

2. How does the availability of resources (e.g., financial, technical, human) impact your

marketing communication efforts?

3. Are there any infrastructural limitations in the Volta Region that affect your marketing

strategies (e.g., internet access, mobile network)?

103



How do you perceive the level of support from local authorities or tourism organizations

in enhancing your marketing communication strategies?

What specific challenges do you encounter when trying to reach an international audience

with your marketing efforts?
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