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ABSTRACT

This study analyzed the effects of promotional activities on performance of tour operators in Tanzania by giving a special attention to the case study of Arusha Region. The study identified the promotional activities used by tour operators, then it determined the relationship between promotional activities and sales volume, then the last objective was to determine challenges and limitations facing promotional activities, which hinders sales of tour operators. The study adopted a descriptive case study design where quantitative data were collected from the selected tour operators in Arusha region. The data were collected through questionnaires and analyzed descriptively through SPSS. Findings of the study revealed that promotional activities have positive contribution to the organization’s sales volume with a few respondents indicated there was a negative contribution on organization’s sales volume. The study also showed that on the influence of promotional activities to sales volume of tour operators most of the respondents strongly agreed the advertising, then followed by direct marketing, public relations, personal selling and lastly was discounts. Therefore, the study concludes that promotional activities are important in enhancing the tour activities in the country. In this regard, the study recommends that in order to attract more potential tourists, the country needs to launch more promotional activities. 

Keywords: Promotion and Promotion Activities, Tourism and Organizational Performance
TABLE OF CONTENTS

iiCERTIFICATION

COPYRIGHT
iii
DECLARATION
iv
DEDICATION
v
ACKNOWLEDGEMENT
vi
ABSTRACT
vii
LIST OF TABLES
xii
LIST OF FIGURES
xiii
LIST OF ABBREVIATIONS AND ACRONYMS
xiv
CHAPTER ONE
1
INTRODUCTION
1
1.1 
Introduction
1
1.2 
Background of the Study
1
1.3 
Statement of the Research Problem
4
1.4 
Objectives of the Study
5
1.4.1
 General Objective
5
1.4.2 
Specific Objectives
5
1.5 
Research Questions
5
1.5.1 
General Research Question
5
1.5.2 
Specific Research Questions
6
1.6 
Significance of the Study
6
1.7 
Organization of the Study
6
CHAPTER TWO
8
LITERATURE REVIEW
8
2.1 
Introduction
8
2.2 
Conceptual Definitions
8
2.2.1 
Promotion and Promotion Activities (Mix)
8
2.2.2 
Tourism
9
2.2.3 
Organizational Performance
10
2.3 
Theoretical Literature
11
2.3.1 
The Role of Promotion Activities on Tourism Development
11
2.3.3 
Promotional Activities and Organization Performance
14
2.4 
Empirical Literature Review
17
2.4.1 
General Studies
17
2.4.2 
Studies in African Countries
19
2.4.3 
Studies in Tanzania
21
2.5 
Research Gap
22
2.6 
Conceptual Framework of the Study
23
CHAPTER THREE
24
RESEARCH METHODOLOGY
24
3.1 
Introduction
24
3.2 
Research Design
24
3.2.1 
Research Philosophy
24
3.2.2 
Research Strategies
24
3.2.3 
Study Population
25
3.2.4 
Area of the Study
25
3.3 
Sampling Design and Procedures
26
3.4 
Variables and Measurement Procedures
27
3.5 
Data Collection Methods
28
3.5.1 
Collection of Primary Data
28
3.5.2 
Collection of Secondary Data
28
3.6 
Processing and Analysis of Data
29
3.7 
Validity and Reliability of Study Instruments
29
3.7.1 
Validity test
29
3.7.2 
Reliability
30
CHAPTER FOUR
31
DATA PRESENTATION ANALYSIS AND DISCUSSION
31
4.1 
Introduction
31
4.2 
Response Rate
31
4.3 
Demographic Information
31
4.3.1 
Position of Respondent in the Organization
32
4.4 
Educational Level of Respondents
32
4.5
Work Experience
33
4.6 
Background of the Organization
34
4.6.1 
Age of the Organization
34
4.6.2 
Change of the Sales Volume Performance of the Organization
35
4.6.3 
Nature of Changes in the Organization’s Sales Volume
35
4.7 
Promotional Activities Effects
36
4.7.1 
Promotional Activities Contribution to the Changes of Organization’s 

Sales Volume
36
4.7.2 
Contribution of Promotional Activities to the Change in Organization’s 

Sales Volume
37
4.7.3 
Influence of Promotional Activities to Tour Operator’s Sales Volume
38
CHAPTER FIVE
41
CONCLUSIONS AND RECOMMENDATIONS
41
5.1 
Introduction
41
5.2 
Summary of Findings
41
5.3 
Conclusions
42
5.4 
Recommendations
43
5.4.1 
Recommendations to Tour Operators
44
5.4.2 
Recommendations to Governmental Organizations
45
5.4.3 
Recommended Areas for Further Research
45
5.5 
Implications of the Study
46
5.6 
Limitations of the Study
46
REFERENCES
47
APPENDICES
51


LIST OF TABLES

31Table 4.1: Response Rate

Table 4.2: Position Levels
32
Table 4.3: Educational Levels
33
Table 4.4: Work Experience of Respondents
34
Table 4.5: Age of the Organization
34
Table 4.6: Age of the Organization
35
Table 4.7: Nature of Changes in the Organization’s Sales Volume
36
Table 4.8: Promotional Activities Contribution to the Organization’s Sales 

Volume
36
Table 4.9: Extent of Promotional Activities Contribution to the Change in Organization’s Sales Volume
37
Table 4.10: Influence of Promotional Activities on Sales Volume of Tour 

Packages
38


LIST OF FIGURES

23Figure 2.1: Conceptual Framework Linking Promotional Activities and Organizational Performance



LIST OF ABBREVIATIONS AND ACRONYMS

EAC

 East African Community

ILO

International Labor Organization

IMF

International Monetary Fund

KPI

Key Performance Indicators

NCAA

Ngorongoro Conservation Area Authority 

SPSS

Statistical Package for Social Science

TANAPA 
Tanzania National Park

TATO

Tanzania Association of Tour Operators

TAWA

Tanzania Wildlife Authority

TTB

Tanzania Tourist Board

TTLB

Tanzania Tourism Licensing Board
UNDP

United Nations Development Program

UNWTO
United Nations World Tourism Organization

WTTC

World Travel and Tourism Council

CHAPTER ONE

INTRODUCTION
1.1 
Introduction

This study assessed the effects of promotional activities on the performance of tour operators in Tanzania. This first chapter of the study explains the background of the study, the statement of the problem, research objectives, research questions, significance and organization of the study.
1.2 
Background of the Study

The tourism industry plays a very significant role in any economy with tourists` destinations. The role tourism plays in countries` economies is from the fact that the sector is growing very fast throughout the world and therefore having a multiplier effect in the economy. The United Nations World Tourism Organization (UNWTO) (2021) reports that the tourism sector prior to the COVID-19 pandemic, Travel & Tourism (including its direct, indirect and induced impacts) accounted for 1 in 4 of all new jobs created across the world, 10.6% of all jobs (334 million), and 10.4% of global GDP (US$9.2 trillion). Meanwhile, international visitor spending amounted to US$1.7 trillion in 2019 (6.8% of total exports, 27.4% of global services exports). 
According to Deloitte (2020), Tanzania’s tourism sector reported improved performance in 2019 with tourism earnings increasing by 6.3% to reach USD 2.6bn from USD 2.5bn in 2018 while tourist arrivals increased by 8.1% to reach an estimated 1.6m arrivals in 2019 from 1.5m arrivals in 2018. The travel and tourism are a very competitive industry in the market and with diversity customer information search. Tourism and travel related services are among the most important tradable sectors (WTTC, 2017).
Hose, (2018) argues that, there are numerous ways through which a product or services can be promoted; it is the fact that product/service promotion is one of the crucial ways of introducing, and marketing products/services. It is also one of the most important ways to increase the market share by attracting more customers. The use of different promotional strategies is highly encouraged by researchers; since different promotional strategies are used for different environment. It is also recommended that a good mix of promotional strategies to be adopted for better results. 
Even though the tourism industry is growing worldwide but still has many challenges facing the industry, Okello and Novelli, (2014) discussed several challenges facing the tourism sector. Some of the discussed challenges included those borne from the nations themselves (internal challenges); these were such as having few tourism products, having insufficient level of marketing strategies, poor infrastructure as well as political instability. The external factors included the costs of tourism as well as tourists` beliefs such as conservation of local communities.
Consequently, the tour operators in the tourism industry have engaged different methods for boosting the growth of the tourism industry. Such measures includes but not limited to marketing and promotional activities which aims at maximizing customer value and satisfaction and tends to be seen as a creative in tourism industry, which includes advertising all information about tourism; it is also concerned with anticipating the customers' future needs and wants, which are often discovered through market research (Kotler, 2011). Also, Promotion refers to all activities and strategies geared towards achieving the persuasions, informing and/or reminding the potential and existing customers of the products/service line. It is very important for tour operators to set nicely and strategically the promotional activities in order to increase sales volume of their companies.
Therefore, the marketing and promotional activities are geared towards fighting the challenges facing the tourism industry. Despite the noted challenges, the tourism industry has remained strong globally showing all the signs of being strong notwithstanding other recent challenges such as outbreak of diseases (pandemic and endemic), tourists security for some countries, some global financial crises and international political conflicts (Wane and Morisset, 2012). The sector has remained steady because of its important contribution to the socioeconomic development of the host countries, specifically the developing countries.
An organization according to Kanyi, (2014) is a group of individuals who have come together to achieve a specific goal and objective which could not be achieved by one individual. Organizational performance denotes doing the work as well as its impact. It comprises the comparison between the work done and the results thereof. The comparison involves comparing the results of the work done with the intended objectives of the organization (Salem, 2003). One of the common goals for business organizations is profit maximization, therefore, most of the organizations measure their performance in terms of profits earned; therefore globally, higher profit has been used as an indicator of performance. 
However, other organizations consider profit to be an insufficient indicator of performance, therefore they have added some other indicators such as quality, market share and customer satisfaction in connection to their objectives (Kanyi, 2014). This study, therefore, given the above background intended to analyze the relationship of promotional activities on performance of tour operators in Tanzania.
1.3 
Statement of the Research Problem

The trend of Tourism Industry was severely affected by COVID-19. The pandemic has battered the global tourism industry, with investment and job creation declining significantly in 2020, according to a report published today by FDI Intelligence, in association with the UN World Tourism Organization (UNWTO). UNWTO figures outlined in the report show that international arrivals in 2020 dropped by 73% from the previous year, precipitating an estimated $1.3tn loss in export revenues and threatening up to 120 million direct jobs (Tourism Investment Report, 2020).
Consequently, Tanzania through the Tanzania tourist board and other stakeholders like TANAPA, NCAA, TAWA and Tourism Department at the Ministry of Natural Resources and Tourism has been in the forefront through using different promotional activities in marketing Tanzania as a destination of choice. However, the sector has been growing but in a slow pace and therefore, the tourism industry performance does not meet the expectations. Though attributed to the existing social, political and economic environment, tourism promotion has played a great role of increasing the market share.
Studies have been conducted to assess the impact of promotional activities on the performance of tourism industry. Researchers such as Salazar, (2009); Kazuzu (2014); Kanyi, (2014); Abdul (2015) and Uiso, (2017) assessed marketing services on tourism industry. However, all these studies were conducted before the COVID-19 pandemic. Similarly, the studies focused more on marketing strategies while putting less concentration on the impact of promotional activities on the performance of the tourism industry. Therefore, the study, for that matter, fills the gap of knowledge by analyzing the relationship of promotional activities on the performance of tour operators in Tanzania.
1.4 
Objectives of the Study 

1.4.1
 General Objective

The overall objective of this study was to analyze the effects of promotional activities on the performance of tour operators in Tanzania.
1.4.2 
Specific Objectives

The specific objectives of the study include the following:

(i) To identify the promotional activities used by the different tour operators of Tanzania.

(ii) To determine the relationship between promotional activities and sales volume of tour operators in Tanzania.

(iii) To determine the challenges and limitations facing promotional activities which hinders the sales volume of tour operators in Tanzania.

1.5 
Research Questions

1.5.1 
General Research Question

What are the effects of the promotional activities on the performance of tour operators in Tanzania?

1.5.2 
Specific Research Questions

(i) What are the promotional activities used by the different tour operators in Tanzania?

(ii) What is the relationship between promotional activities and sales volume of tour operators in Tanzania?

(iii) What are the challenges and limitations of promotional activities, which hinders sales volume of tour operators in Tanzania?

1.6 
Significance of the Study

Travelers are like any other customers, search product/service information to make purchase decisions for their travel among various options for transportation, accommodations, meals and so forth, therefore understanding promotional activities used by tourism industry stakeholders and their contributions to the performance of tourism industry in Tanzania is of supreme importance. The study in question establishes the findings useful for all tourism stakeholders in the country. The findings, if employed, may enable the optimization of benefits and it can allow them to use the appropriate promotional activities to persuade their target markets and boosts up the tourism industry performance. 
1.7 
Organization of the Study
This study is organized into five chapters. Chapter one introduces the study; it talks about the background of the study, the statement of the research problem, general and specific objectives as well as the significance of the study. Chapter two discusses various literatures reviewed in relation to the study; the chapter has an overview, Conceptual definitions, Theoretical analysis, Empirical analysis of relevant studies, Research gap identified, Conceptual framework, Theoretical framework, Statement of hypotheses and summary literature review. Chapter three shows the methodology which was employed in conducting the study; the chapter has an Overview, Research design, Survey population, Area of the research, Sampling Design and Procedures, Variables and measurement procedures, Methods of data collection, Data processing and Analysis, Results of the study. Chapter four presents the analyzed findings of the study; the findings have been presented in accordance to the study`s specific objectives. Chapter five has presented the conclusion and the recommendations of the study.

CHAPTER TWO

LITERATURE REVIEW

2.1 
Introduction 

This chapter deals with ruling information from various studies in different sources such as books, journals, newspapers and internet sources which are in relation to the current study. The specific areas covered here are, conceptual definitions of promotion and promotion activities (mix), definition of tourism and organizational performance, theoretical literatures, which comprises the role of promotional activities in tourism development, Effective promotional activities and organization performance.
2.2 
Conceptual Definitions

2.2.1 
Promotion and Promotion Activities (Mix)

Currently the marketing strategy of companies involves the use of more than one strategy for promoting products and services. The marketing strategy of involving more than one marketing promotion is referred to as marketing mix.  One of the key methods in the marketing mix is promotion, which involves different activities such as advertising, public relation, sales promotion, personal selling and direct marketing. 
The use of different promotion activities increases the effectiveness of marketing and promotion as the strategy touches the vast majority of the target potential customers. All the activities of marketing promotion through market mix communicate the qualities and uses of the products and services in question (Kotler and Armstrong, 2010).  

Baldemoro, (2013) asserts that an effective promotion strategy involves the planning process, which is geared towards achieving the objectives of an organization. It is therefore through promotional planning where the objectives of an organization are met through the promotion activities. It is further argued that, in the context of tourism, promotional activities are geared towards creating the awareness of various tourists` products and services. A mix of promotional activities such as advertisements and sales promotion are being used by majority of the tour operators in Tanzania, specifically Arusha region and the Northern Tourist circuit.
Advertising is any form of paid for, non-personal presentation and promotion of ideas, products or services by a specific sponsor using some forms of mass media. Personal selling is an oral presentation to one or more prospective customers on a face-to-face basis; Sales promotion activities, other than advertising and Personal selling, that stimulate a purchase. Public relations are the presentation of ideas, goods or services about an organization using mass media, unlike advertising it is not paid for. It is designed to create favorable image of the product, service or business unit. Among all these promotional activities, the researcher will study all five of them, which are Advertising, Personal selling, Sales promotion, Public relations and direct marketing.

2.2.2 
Tourism 

Tourism refers to all activities associated with the movement of people who are called tourists from the working or (and) residential places to other places on a temporary basis (Mathinson and Wall, 1982). The tourism activities include but not limited to all events related to transport, accommodation, buying of goods and services from suppliers and all other hospitality activities (Macintosh and Goeldner, 2010). Additionally, tourism can be regarded as an activity involving tourists moving around the world apart from their residential homes and working places for the purposes of leisure and business (UNWTO, 2010).
2.2.3 
Organizational Performance

Many scholars have defined organizational performance; however, there is no common definition as to what is organizational performance. Some of them Richard et al., (2009) have argued that Organizational performance refers to fulfillment of organizational objectives in an efficient and effective manner. Summing the definitions from various scholars, all of them are pointing three aspects of organizational performance; the include but not limited to organizational financial performance which includes the financial performance indicators such as profitability, return on investment and return on assets employed. 
Scholars also point market performance as an indicator of organizational performance; the market performance includes sales performance as well as market share. The third indicator pointed out is shareholders` return, which includes the value creation of the shareholders` investment (Richard et al., 2009). Performance comprises the actual output or results of an organization as measured against its intended outputs or goals and objectives.  
Therefore, among all three categories of performances, the researcher will measure the sales volume trend within tour operators in Tanzania after pursuing various promotional activities. 
2.3 
Theoretical Literature

2.3.1 
The Role of Promotion Activities on Tourism Development

According to International Labor Organization (2011), the main purpose of tourism promotion activities is to communicate to the target and potential tourists or visitors about the tourist services and products and informing them how attractive the services and products are. This whole process advocates the communication process normally through advertising. Apart from advertising being the most dominant method of promotional activities, the word of mouth is also seen as the most convincing method for the visitors. Therefore, high quality of products and services offered to visitors is a paramount in order to build up good ambassadors of the business. On the other hand, it is important to remember that a number of independent tourists who organize their own trips depend of different ways of getting information about destinations.
Similarly, Abdul, (2015) argues that tourist promotional activities are there to persuade the existing and potential customers to visit the countries of destinations through the words, which are communicated through various channels. Promotion mix is believed to have an effective impact on marketing tourists` products and services. travel a destination through the spreading of information. Promotion is one of the most effective marketing mix elements used in marketing a tourist product. 
While Baldemoro, (2013) said that, a good promotion strategy should be a good communication. Principally, designing a promotional and marketing mix goes parallel with the communication exercise. The main three components of a communication channel are the sender, the message and the receiver. Therefore, in a tourism advertising campaign and therefore a communication, the sender who is a tour operator sends some information to a receiver who is a tourist. The communication system is made up of a sender, receiver and a message. The information transmitted by the sender to the receiver is intended to change the receiver’s attitude on a certain tourist product or service. The end objective of any kind of promotional activity is to change customer’s purchase behavior and to initiate a purchase of the product/services offered by the organization such as tourism destination package or to reinforce existing customer’s behavior which it will culminate having the returned visitors/ tourists to a particular destination which have been promoted.
Apart from the fact that tourism has been playing a significant role in the social and environmental sector changes from the 1950s; the field has called for serious attention for the researchers and funds to be invested in the research and development for the field since 1970s. The history of various nations and countries are highly attached to the tourism development patterns. It is because the history of any nation practicing tourism cannot be detached from the growth patterns of tourist activities. 
Apart from the history of many countries being attached to tourism growth patterns, the sector has also proved to play significant roles in wealth creation (Robinson, Luck and Smith, 2013). These and many more reasons denote how important tourism is for the nations.
The development of tourism activities has proved to be of significant importance in the African content and indicated a tremendous increase in recent years. It has been noted that for example there has been an increase of tourists from 6.7 million in 1990 to 56 million in 2014 denoting a significant increase over the years. Apart from that fact, African tourism still shows a low growth compared to the world`s tourism (5%) despite being denoted as having many attractive tourists` destinations. Due to various efforts of promoting tourism industry in Africa, the potential for its growth is high; estimates show that the tourism industry in Africa is expected to reach at least 135 million until 2030 (UNWTO, 2013).
The comparison of the development of tourism activities in Africa with the rest of the world is an important approach towards boosting the development levels through having an integrated marketing and promotion strategy. For example, during its early stages of marketing promotion, there was only one strategy, which involves one-way communication, which didn’t allow customers feedback, and therefore no performance evaluation. Over time there has been improved developments, which bring more intensive and complex promotional strategies as a result of competitive business environment resulting from comparison (Jaensson and Uiso, 2017).
Tourism development isn’t a rapid process and hasn’t reached its climax; there are still potentials to improve the sector not only in Africa but the World as well. The competitive environment in the tourism industry is keeping the sector alive and grow; therefore, more competition will bring more growth in the sector (Kanyi, 2014).

All studies mentioned above shows that the promotional activities are very important for the development of the tourism industry worldwide, because every tourism destination and tour companies are struggling to get a huge number of tourists for the benefit of their organizations and countries; therefore, the study analyzed the effects of promotional activities of tour operators in Tanzania.
2.3.3 
Promotional Activities and Organization Performance

Nowadays, due to high competition on every kind of business, the role of effective promotional activities is of very crucial for the performance of the organization in sales volume of their products or services. The effective promotional activities are therefore a third party that current and potential customers are likely to trust, and they are therefore influenced by the mass media in their decision-making process. 
The journal written by Hose (2018) has indicated different interventions as far as marketing promotion is concerned; the author mention strategies such as product giveaway, point of sale promotion, mail order, customer referral incentive program, causes and charity, branded promotional gifts, customer appreciation events, after-sale-customer surveys, and media including internet, websites, print (magazines, newspapers, brochures, and direct-mail), television and radio. Promoting products or services is important for any business because of the lasting impact promoting has on customers.
Advertising strategies not only play a role in tourism activities, it has a crucial contribution in our daily lives. The advertising campaigns lead the way we think about something, they influence our thinking as well as our attitudes towards some products and services. Similarly, they introduce us to some new products, services as well as ideas (Abdul, 2015).
Sales Promotion is a short-term inducement used by marketing people of the company to attract potential customers to purchase their products or services offered in the market. It includes many marketing activities, other than personal selling, advertising and publicity, which stimulate consumers purchasing and dealers’ effectiveness such as window display, shows, expositions, demonstrations etc. Sales promotion is also concerned with the designing, creation, application and dissemination of promotional materials and techniques that supplement advertising and personal selling.
Personal selling is unique form of promotion, whereby the company’s sales representative communicating directly to the potential customers involving not only individual sometimes social behavior as well. The aim is to bring the right products or services to the right customers. Communication ca be taken on different forms such as calls, emails, assistance from sales clerks, and an informal invitation from one company executive to another. The purpose is to create awareness, stimulation of interest, developing brand preference, negotiating product price etc.
Mariki, (2011) acknowledges public relations to be one of the crucial functions of the management of any organization. This management`s function caters for the mutual understanding of the organizations` stakeholders and the organization itself. Public relations also seek for establishing and maintaining the mutual benefits between the public and the organization. 
The direct marketing component of marketing mix focuses on the idea of having a direct communication with the existing and potential customers. The strategy relies on informing the customers about the products and services; it also focuses on informing the public about the products and services. The most important aspect about this strategy is that it seeks to obtain a direct feedback from the public; therefore, it is a two-way communication. The two-way communication aspect makes the strategy more effective in the marketing mix. In doing so, the strategy uses a range of sophisticated methods, which use technology in advertising as well as obtaining the public feedback (Kumar 2012).
Kirkman et al., (1999) opine that organizational relates to the achievement of the pre-determined organizational objectives, which are all geared towards strengthening the organizational strategies to achieve a better organizational competitive advantage.  Normally organizational performance is measured in terms of sales volume for business related organizations (Khailil, Nor, Salleh and Azni, 2008). 
Richard et al., (2009) argues that, organizational performance is normally tied to internal indicators which through them the whole organizational performance is achieved. This is to say that organizational performance comes as the final result of an organization which is measured either in financial and non-financial indicators, and contains a number of parameters, such as the existence of certain targets are achieved, has a period of time in achieving the targets and the realization of efficiency and effectiveness (Gibson et al., 2010). Company performance can also be used to view how an enterprise is doing in terms of sales volume which will portray clearly the performance of the organization and as well as the tourism industry of Tanzania.  
Critically, to the success and sustainability of using effective promotional activities in tourism industry would be very important to the business performance. When an organization fails to follow through with promises, customers, employees and partners are more likely to question the truthfulness of all the organization's current and future messages. Regaining trust can be difficult and time-consuming. Un-effective tourism promotion (Communication) has a direct effect on sales organization growth. Companies that are virtually unknown can at times experience a boom in business after publicity. Increased awareness enhances the customer base and therefore resulting to increased sale and market share. On the other hand, bad publicity damages the long-term success of larger established businesses.
2.4 
Empirical Literature Review

2.4.1 
General Studies

Abdul (2015) conducted a study on the effects of promotional activities in the strategic tourism development of Lapland. The study involved the Tour Operator’s use of the social media. The study involved the use of theoretical and empirical findings to achieve its objective. The theoretical findings were obtained from literature review of various literature sources such as articles, journals, and internet web page. The empirical part of the study was conducted based on contextual analysis. Findings of the study revealed that the development of tourism sector is highly impacted by promotional activities. The study also discovered that Finland is yet to reach its tourism potential despite the fact that it has so many attractive tourists’ destinations. Therefore, the study recommended that the country should engage more efforts in promoting its tourist activities since it was also discovered that the use of social media as a means of advertising by Finnish tour operators is not at the professional level. 
On the study done by Pereira and Almeida, (2014) concerning marketing and promotion in Hotel industry; A case study in Family Hotel and Hotel Group in Portugal, this was fundamental research in thematic books, consult scientific articles and academic theses already undertaken, the consultation of literature related to the two hotel units under study, conducting interviews with the direction of the family-run hotel unit for information about the hotel management and even a visit to the two hotels that were targeted by their research. After collecting and processing all the information and content that could meet the predefined objectives of their investigation, it was revealed that marketing and promotion is a vehicle of great importance for the management of Hotels.
According to Buena et al, (2014) in their study of strategies and problems in the promotion of Taal as a Culture Religious Destination; the study aimed to determine the strategies and problems in the promotion of Taal as a Culture and Religious Destination.
More specifically, it identifies the current number of tourists visiting Taal, to determine the best promotional strategy in promoting Taal and to identify the problems encountered by the tourists of Taal. The descriptive method was used in order to determine the needed information. A modified questionnaire was constructed to obtain the data for the study. 
The researchers conclude that the commonly visited tourist attraction in Taal were Escuela Pia, White House and Basilica of St. Martins of Tours. Based on the survey, the respondents agreed that historical sites were considered the most effective promotional strategies used in Taal. Lastly, the respondents for this research agreed that presence of beggars was the common problem encountered by the tourists.
2.4.2 
Studies in African Countries

According to Kanyi, (2014) on the study of media publicity and the performance of international tourism in Kenya. The main purpose of the study was to determine the relationship between media publicity and the performance of international tourism in Kenya. The research adopted a descriptive survey of the tourism sector in Kenya. 
The population of the study was the six government parastatals in charge of promoting tourism in Kenya and the six other affiliates. Primary data was used for the purpose of this study. The data was collected using a semi-structured questionnaire consisting of both open and closed ended questions. The questionnaires were coded and data cleaned before analysis where the closed ended questions were analyzed quantitatively, using descriptive statistics and open-ended questions analyzed qualitatively using content analysis and the results presented under identified themes as per the objectives of the study.
The study findings established that media publicity has a great impact on an organizations performance and therefore a negative publicity on a firm can cause a decrease in its clientele level and a reduction in the financial position of the firm. While a positive media publicity on the organization would encourage more clients and customers to the firm thereby increasing the organizations business performance. 
Media publicity also influenced to a large extent the international tourists‟ arrivals in the country. The study made recommendations based on the study findings as follows: it is of importance to encourage the media to portray the country in a positive light. Though playing their role in creating awareness, it is also important to consider the repercussions of such publicity to the various sectors in the country such as the tourism sector. The government should also take their role of safeguarding the tourism sector by encouraging the media houses to advertise on the tourists‟ site and resorts in the country such as the eighth wonder of the world. The government can also impose laws on the media houses that would prevent them from taking part exposing exaggerated dirty linen to the outside world. The information given out should be first considered of its effects and any screening done.

On the other study done by Mwarania, (2012) in the research study titled internet marketing adoption and performance of tour operators in Nairobi, Kenya. The study data resorted by using descriptive survey design, stratified random sampling procedure was applied and the questionnaire style was semi structured. Method used in data analysis was descriptive statistics and presented by using means and percentages. In this study, conclusion was this; The initial cost of developing a website and maintenance is too high for tour operators, most of employees in organizations are only computer literate, respondents showed that, they do like to use internet as marketing tool; tour operators has supported adoption of using internet marketing which also allows them to access universal customers as well as growing the market share. Recommendations from the study were; financial organizations should make credit facilities to be available to tour operators as the initial fund to develop websites, training to tour firms employees on computer knowledge is of a paramount in order to avoid illiteracy among them, allocation of enough fund during budgeting and senior staff in the management of tour firms should support and to be helpful to their subordinates on using internet marketing. 

2.4.3 
Studies in Tanzania

In study on assessment of the marketing strategies tour operators use for marketing and promotion of Tanzania tourism done by Kaaya, (2014) in Tanzania, study has three main objectives which were; to evaluate marketing strategies tour operators use, determine effectiveness of marketing strategies used and examine achievement of marketing strategies tour operators used to promote Tanzania as tourism destination. Research type carried out was quantitative by nature. Data collected by questionnaires and documentary review, analysis done by using SPSS before converted to Microsoft Excel. In findings study included marketing strategies, efficient marketing strategies, and effectiveness of marketing strategies and achievement of marketing strategies. 
Study recommends that, tour operators should implement efficient marketing strategies, product development (innovation), improve services provided to clients, training to tour operators employees on marketing and improvement of website contents and there is a very significant importance for the public private partnership to be mainstreamed by the government. The endeavor should be geared towards enhancing the strategies for marketing the tourism sector. Little efforts have been made by researchers on exploring the Tanzanian tourism marketing; more researcher is advised to be conducted in this area.
Mariki et al, (2011) conducted a study on Wildlife-Domestic Based Tourism in Tanzania, examining reasons and features affecting domestic tourism in Tanzania. since the study was based on domestic tourism, Tanzanian tourists were studied to identify factors affecting domestic tourism as well as reasons for slow growth of domestic tourism in Tanzania. Methodologically the study fetched a sample of 322 respondents from the population of Tanzania domestic tourists. The respondents were used to provide useful data for the study through various data collection techniques such as survey, focus group discussions, informal discussion for primary data collection. The study also used secondary data through documentary review technique where documents such as tourists visiting reports, and various statistics were used. Descriptive statistics were used to analyze data and findings of the study indicated that factors such as insufficient income (77.0%) and poor communication infrastructure (71.8%) were found to have a significant impact on domestic tourism activities. 
This study of effects of promotional activities on the performance of tour operators in Tanzania has very few empirical studies already done especially in Africa, therefore the researcher did not find enough literature reviews, so by doing this study will help to cover that gap especially for Tanzania.
2.5 
Research Gap

In reviewing the literature, according to Tanzania Tourism Master Plan, (2002), Tanzania is a country with a rich of tourist attractions from beaches, protected wildlife areas, mountains like Mount Kilimanjaro, large number of ethnic groups and so many, the country that set aside approximately 38 percentages of her land as protected areas which a very rich in wildlife. Tanzania is one of the countries with high level of hospitality gifted with friendly environment and sociable people; since the growth of the domestic tourism sector is in an infant stage compared to other countries such as Kenya and South Africa, then it is vital that the reasons affecting the domestic tourism in Tanzania be examined. 

2.6 
Conceptual Framework of the Study
A conceptual framework concerns with diagrammatical or explanation of the relationship existing between variables of the study. It displays the interrelationship between independent and the dependent variables. This study`s dependent variable is organizational performance indicated by sales volume, market share, customer loyalty and increase of new employment opportunities within an organization which influenced by the independent variables, the advertising, personal selling, sales promotion and direct marketing.  

      Independent Variables                             

Dependent Variables                                                                                                                                                                      




                 
Figure 2.1: Conceptual Framework Linking Promotional Activities and Organizational Performance

CHAPTER THREE
RESEARCH METHODOLOGY
3.1 
Introduction

This chapter looks at the methods and techniques of research that were used to carry out this study. It involves Research Design, Sampling design and procedures, Variables and measurement procedures, Methods and Data Collection procedures, Data processing and Analysis, expected results of study, Work Plan and Estimated research budget.

3.2 
Research Design

3.2.1 
Research Philosophy 

The research philosophy adopted for this study is positivism philosophy.  Research philosophy relates to the developments of knowledge and nature of that knowledge (Saunders et al., 2009). Most contemporary social scientists explain the nature of the world around us by considering two major philosophical assumptions being positivism and subjectivism. Lwiza, (2002), associated positivism with quantitative, objective, experimental, the traditional or the empiricist; whereas subjectivism was related to the qualitative, interpretive, constructionist phenomenological, naturalistic or humanistic paradigm. Therefore, this study is going to use positivism philosophy.

3.2.2 
Research Strategies

The study adopted a quantitative research strategy in examining the how the promotional activities in the domestic tourism sector affect the performance of the industry (tour operators) in Tanzania. The design was suitable for this study because of its providence in highlighting this method when investigating and collecting data (Saunders et al, 2003). Therefore, the study mainly relied on quantitative strategy; however, the qualitative strategy was also employed to triangulate findings.  

3.2.3 
Study Population

Goddard and Melville (2001) explain population of the study to be the group of elements constituting a universe, which is under investigation for the purpose of the study. The elements involved in a population can be people under investigation of a certain study or any items as far as the study is concerned. This study`s population involved the tour operators in Arusha region. The researcher selected the Arusha region because according to TTLB more than 900 tour operators are settled there, and Arusha region is the heart of northern tourism circuit, therefore many tourism activities conducted there.

The population was chosen based on the fact that they could provide useful information for the purpose of the study. The information provided was able to provide information to fulfill the research objectives. 

3.2.4 
Area of the Study
The study was carried out in Arusha region involving the tour operators operating in the region. Arusha is one of the regions positioned in the Northern part of the country. The Northern part of the country is where the Northern tourist circuit is located. The region has 37,576 square km in size with a total of 416,442 (National Bureau of Statistics, 2013). The rationale for choosing Arusha region is due to the fact that it covers the largest part of the Northern tourist circuit and therefore a good representation of the circuit. Apart from that, the region has the major and famous tourist destinations such as the Ngorongoro conservations area as well as the Serengeti national park. Additionally, the region has a good number of tour operators compared to other regions in the country thereby having a good representation in the sample (Mkumbo, 2010).

According to Tanzania Tourism Licensing Board (TTLB) there are more than 970 active registered tour companies more than 900 are located in Arusha (Ministry of Natural Resources and Tourism, 2018).

3.3 
Sampling Design and Procedures

Kabir (2016) asserts that sampling design is a procedure to be followed in drawing a good representation of the population called a sample. The process involves formulas and procedures for selecting the items from the universe, which will be used to draw conclusions as far as the population is concerned (Fowler, 1985).

The study involved two sampling techniques to select the sample of the study; the first method was simple random sampling, which involves selecting a sample from the population with all the items of the population having an equal chance of being involved in a sample. This method was employed in selecting the tour operators from Arusha region to constitute a sample to be studied. The study also employed purposive sampling technique, which was involved in selecting key informants for the study in accordance to the information they possess. The method was employed in selecting company directors, skilled marketing staff and other responsible persons of promotional activities, sales, and excludes other employees of tour companies, because are the ones participating in preparation and implementation of organization’s promotional activities and the trend of sales. 

Kothari (2004) defines a sample size as the items selected from the population under consideration to represent the entire universe in the study. The sample size for the purpose of this study was drawn based on the formula by Tabachnick and Fidel, (2007) by considering the number of independent variables that the study had: N > 50 + 8m (where m = number of independent variables). Therefore, from this formula the sample size of this study was 90 respondents (i.e. N > 50 + 8(5) = 90). The selected sample size was a reasonable sample size compared to the sample population of more than 900 tour operators settled in Arusha Region. These 90 respondents were examined by a researcher in collecting information from them during dissemination and collection of questionnaires.

This study’s questionnaire was adopted questions from Kanyi, (2014), but modified in-line with the study and they was dispensed to 90 tour companies by targeting directors or any persons responsible to promotional activities and sales for the organizations and 1 respondent was selected per organization as representative and then it was made a total of 90 respondents, that are players of promotional activities in their respective tour companies. This study was concentrated on analyzing the effects of promotional activities on the performance of tour operators in Tanzania.

3.4 
Variables and Measurement Procedures
This study relies on the two different kinds of variables which independent and dependent variables. Independent variables are causing changes to dependent variable but in opposite the dependent are not affecting the independent variables. Independent and dependent variables was measured by using Likert scale and multiple regressions and correlation analysis and all were done by SPSS.

3.5 
Data Collection Methods

In this study primary and secondary data was used. During this study secondary data was obtained through reports, documents, internets, journals and books. Primary data was obtained through questions that were conducted among tour operators. This technique has been chosen because it covers a large population for a short time, with also less cost.

3.5.1 
Collection of Primary Data

The primary data collection in this study was done by using questionnaires because it was simple and practical possible to collect the required information from 90 respondents within a limited time. The questionnaire was comprised both open ended and close-ended questions.

3.5.2 
Collection of Secondary Data

The researcher reviewed published and unpublished documents concerned subject matters. Most of the documents reviewed was from the ministry and different institutions under the ministry of natural resources and tourism of Tanzania like TANAPA, TTB, NCAA, TATO, other tourism stakeholders and journals from different websites, the search words were promotion, promotional strategy, promotional activities, tourism, tourism promotion, tour operators, Tanzania, Africa, organizational performance, measures and scales, tourism statistics and most of empirical studies in this proposal found through the searching of this words in internet. Therefore, the documents were reviewed and the sensible insights taken related to the problem in question.

3.6 
Processing and Analysis of Data

Kothari (2004) asserts that data processing involves processes such as data editing, data coding, data classification and tabulation of information collected from the sample therefore will allows the analysis. Analysis of data includes extracting the hidden information from the data collected which includes interpretation of findings through some statistical procedures such as testing of the level of significance to determine the validity and reliability of findings so that reliable conclusions can be drawn. Therefore, SPSS was used for statistical analysis, whereby the tools, which were used to analyze descriptive statistics, are cross tabulations and frequencies. The data was checked out the data entry to make sure there were no any missing values and then researcher was made sure all data are valid, reliable and following all ethical issues.

3.7 
Validity and Reliability of Study Instruments

3.7.1 
Validity test

According to Saunders et al., (2007) Validity refer to the extent to which data collection method or methods accurately measure what they were intended to measure or the extent to which research findings are really about what they profess to be. To ensure validity of the research instrument, pilot study was conducted which gave positive results as there was no query on the precision of the questions raised. A discussion of the research instrument with experts in the subject matter including my supervisor, directors of tour company and my colleagues also confirmed that there were no ambiguous questions and thus validates this study.

3.7.2 
Reliability

Reliability refers to the extent to which data collection technique or techniques yield consistent findings. In other words, similar observations would be made or conclusion reached by other researcher or where there was transparency made from the raw data to ensures reliability (Saunders et al. 2007). To ensure reliability of research instruments for data collection in this study, Cronbach’s Alpha was used to test the reliability of the multiple and Likert questionnaires and were acceptable.
CHAPTER FOUR

DATA PRESENTATION ANALYSIS AND DISCUSSION

4.1 
Introduction

This chapter presents data collected; analysis of the study focused on analyzing effects of promotional activities on performance of tour operators in Tanzania.

4.2 
Response Rate

The study targeted 90 tour operators from which 1 respondent was selected from each tour operator to form a sample of 90 respondents. 50 respondents filled in and returned questionnaires making a response rate of 55.6% as shown in Table 4.1.

Table 4.1: Response Rate

	Respondents
	Questionnaires Administered
	Questionnaires filled and Returned
	Percentage

	T
	90
	50
	55.6%


Source: Study Findings (2020)

According to Baruch & Holtom (2008), the acceptable average rate of response for studies that utilized data collected from individuals was 52.7% with a standard deviation of 20.4. For this study response rate was 55.6%. Based on contention above, the response was considered to be excellent. 

4.3 
Demographic Information

This part provides the findings on respondents and organization demographic information as analyzed. 
4.3.1 
Position of Respondent in the Organization 

The positions respondents have in their organizations was an important factor to be considered for the validity of data. Findings of the study indicated that respondents were divided in six different categories namely; directors, managing directors, reservation manager/personnel/officer/Assistant, accountants, sales representative /marketing consultants/officers/representatives, and the last category were operational personnel/manager/mountain department as indicated in Table 4.2.
Table 4.2: Position Levels
	S/N
	Respondents’ Position
	Frequency
	Percentage

	1.
	Directors
	12
	24.0

	2.
	Managing Directors
	7
	14.0

	3.
	Reservation Manager/Personnel/ Officer
	6
	12.0

	4.
	Accountant
	3
	6.0

	5.
	Sales/Marketing consultant/Officer
	14
	28.0

	6.
	Operations Personnel/Officer
	6
	12.0

	
	Total
	48
	96.0

	
	Missing System
	1
	4.0


Source: Study Findings (2020)

The respondents were chosen from the population because were reckoned to hold important information on the promotional activities and sales volume of their organizations.

4.4 
Educational Level of Respondents

The respondents were asked to indicate their formal educational levels and the findings revealed the results as in the Table 4.3. 

Table 4.3: Educational Levels
	S/N
	Education Level
	Frequency
	Percentage

	1.
	Certificate
	7
	14%

	2.
	Diploma
	12
	24%

	3.
	Bachelor’s Degree
	27
	54%

	4.
	Postgraduate
	4
	8%

	
	Total
	50
	100%


Source: Study Findings (2020)

From the Table 4.3 shows that 54% of respondents were degree holders, diploma holders followed by having 24% then followed by certificate holders of 14% and lastly post graduate holders were 4 of them which equals to 8% of all respondents; it seems that a large percentage of respondents were well qualified and knowledgeable. This indicates that the questionnaires were answered accurately with little or no guess work which increases level of confidence in their findings. 

4.5
Work Experience
Sample taken from respondents of different years of working experience whereby; 24% were less than 5 years, 36% were ranges from 5 – 10 years and above 10 years of work experience were 40%.  From the findings indicated that more than 76% of respondents have worked over 5 years with their organization, this has provided them with enough experience to establish changes to their organizations and how promotional activities conducted with those tour operators contributed to sales volume of their tour packages. As a result, this gives more confidence on the reliability of data given by the respondents.
Table 4.4: Work Experience of Respondents
	S/N
	Work Experience 
	Frequency
	Percentage

	1.
	Less than Five Years
	12
	24%

	2.
	5 – 10 Years
	18
	36%

	3.
	Above 10 Years
	20
	40%

	
	Total
	50
	100%


Source: Study Findings (2020)

4.6 
Background of the Organization

4.6.1 
Age of the Organization

The respondents were required to indicate the number of years the organization has been on operation. The findings as stipulated in the Table 4.5.

Table 4.5: Age of the Organization

	S/N
	Work Experience 
	Frequency
	Percentage

	1.
	Less than Five Years
	6
	12%

	2.
	5 – 10 Years
	8
	16%

	3.
	Above 10 Years
	36
	72%

	
	Total
	50
	100%


Source: Study Findings (2020)

According to the Table 4.5, a large number of respondents (72%) indicated that their organizations are in operation for above 10 years while 16% indicated that their organizations are in operation between 5 to 10 years and lastly 12% of respondents indicating that their organizations have been in operation less than 5 years.

From the findings 88% of organizations they are in operation more than 5 years, therefore showed that due to their experiences of using different promotional activities to sale their tour packages. This given them relevant insight to the influence of promotional activities on their business performance. This makes the information gathered more reliable for the purposes of this study.

4.6.2 
Change of the Sales Volume Performance of the Organization

Respondents were required to indicate if there were any changes in sales volume of their tour packages for the period of time they have been worked. Consider findings on the Table 4.6.

Table 4.6: Age of the Organization

	S/N
	Responses 
	Frequency
	Percentage

	1.
	Yes
	48
	96%

	2.
	No
	2
	4%

	
	Total
	50
	100%


Source: Study Findings (2020)

Findings showed that 96% of the respondents indicated there have been changes in sales volume of their tour packages for their organization. However, 4% of the respondents indicated there have no changes. This implies that over time promotional activities have had a significant effect on the sales volume of organizations, hence improved the performance of the respective organizations. This has been noted from the fact that most of the respondents have indicated changes on the sales volume of their tour packages as a result of effective promotional activities.

4.6.3 
Nature of Changes in the Organization’s Sales Volume

In this question, the respondents were required to indicate the nature of changes they noted in the respective organizations. The findings presented in the Table 4.7.

Table 4.7: Nature of Changes in the Organization’s Sales Volume
	S/N
	Responses 
	Frequency
	Percentage

	1.
	Positive
	49
	98%

	2.
	Negative
	1
	02%

	
	Total
	50
	100%


Source: Study Findings (2020)

From the findings in the Table 4.7 on the Nature of changes in the organization’s sales volume 98% of the respondents were indicated that the changes on the sales volume were positive while only 1 respondent which is equal to 2% of all respondents indicated the changes were negative. This showed, generally there are positive changes on the organization’s sales volume occurring as a result of effective promotional activities among the organizations studied.

4.7 
Promotional Activities Effects

4.7.1 
Promotional Activities Contribution to the Changes of Organization’s Sales Volume
The respondents were asked to indicate if the promotional activities have contributed to the changes of their respective organization’s sales volume or not. The findings are presented in the Table 4.8.

Table 4.8: Promotional Activities Contribution to the Organization’s Sales Volume
	S/N
	Responses 
	Frequency
	Percentage

	1.
	Yes
	48
	96%

	2.
	No
	2
	04%

	
	Total
	50
	100%


Source: Study Findings (2020)

Table 4.8 indicates that 96% of the studied respondents agreed that promotional activities have contributed to the performance of organization’s sales volume while only a single respondent which equal to 4% of all respondents indicated there have no contribution of promotional activities to the performance of the organization’s sales volume.  From findings above, showed promotional activities has a great influence on the performance of the organization’s sales volume.

4.7.2 
Contribution of Promotional Activities to the Change in Organization’s Sales Volume
The study also examined the contribution of promotional activities on the change in sales volume. Findings of the study are tabulated in Table 4.9.
Table 4.9: Extent of Promotional Activities Contribution to the Change in Organization’s Sales Volume

	Responses
	Frequency 
	Percentage
	Mean
	Standard Deviation

	Strongly Agree
	15
	30%
	1.0400
	0.19795

	Agree
	26
	52%
	
	

	Neither
	1
	2%
	
	

	Strongly Disagree
	2
	4%
	
	

	Total
	44
	88%
	
	

	Missing System
	6
	12%
	
	

	Total
	50
	100.0
	
	


Source: Study Findings (2020)

From the findings above showed that the majority of respondents agreed that promotional activities has contributed to the organization’s sales volume where by 30% strongly agreed and 52% agreed therefore made a total of 82% of all respondents agreed while 2% neither agreed, 4% strongly disagreed and 12% was for missing values and Disagreed was 0%. 

The mean calculated from these findings amounted 1.0400 and on the likert scale a round of average of 1 represented “strongly agree”. This means that the majority of respondents noted that promotional activities have influence on organization’s sales volume and generally organizational performance.  

4.7.3 
Influence of Promotional Activities to Tour Operator’s Sales Volume
In this part, the respondents were required to indicate to which extent the promotional activities influence the tour operator’s sales volume of their packages. The scale was from 1 to 5 whereby 1 representing strongly disagrees, 2 representing disagree, 3 representing neutral, 4 representing agree and 5 representing strongly agree. The findings are presented in Table 4.10.

Table 4.10: Influence of Promotional Activities on Sales Volume of Tour Packages

	Promotional Activities
	Strongly Disagree 
	Disagree 
	Neutral 
	Agree 
	Strongly Agree 
	Total

	Advertising
	4%
	0%
	6%
	14%
	76%
	100%

	Personal Selling
	6%
	2%
	10%
	62%
	20%
	100%

	Discounts
	6%
	2%
	6%
	67%
	18%
	100%

	Direct Mailing
	4%
	2%
	2%
	24%
	68%
	100%

	Public Relations
	2%
	4%
	16%
	27%
	51%
	100%


Source: Study Findings (2020)

From the findings above showed that most of the respondents agree that promotional activities help to increase sales volume among the tour operators. In examining the influence of advertising on sales volume; findings indicated that 76% of all respondents strongly agreed and 14% of them agreed while 6% were indifferent, on the other hand 4% of the respondents strongly agreed on the same fact while no respondent indicated to disagree on the same. 
On measuring how discounts influence sales volume, the findings of the study revealed that 18% of respondents strongly agreed and 67% of them agreed while 6% of respondents were neutral. Apart from that only 2% of respondents disagreed and 6% of respondents strongly disagreed that discounts influence sales volume. 

In assessing the influence of personal selling to sales volume findings revealed that 20% of respondents strongly agreed and 62% agreed where as 10% of them were undecided. On the other hand, 2% of respondents disagreed and 6% of all respondents strongly disagreed. Additionally, the study assessed the impact of direct mailing on sales volume of tour operators and the findings showed that 68% of respondents strongly agree and 24% of them agreed on the fact while 2% of them Disagreed and 4% Strongly Disagree; the remaining 2% of respondents were neutral.

Lastly, the influence of public relations in sales volume was assessed and the findings indicated that 51% of respondents strongly agree and 27% of respondents agree that public relations influence sales volume while 4% of respondents disagreed and 2% strongly disagree. The rest were neutral (16%).

Generally, from the findings showed that most of the respondents Strongly Agreed, followed by those who agreed, then Neutral, Disagreed and very few numbers of the respondents strongly disagreed that the promotional activities have a contributed to their sales volume of their businesses. 

CHAPTER FIVE

CONCLUSIONS AND RECOMMENDATIONS

5.1 
Introduction

This chapter represents the study findings, conclusions and recommendations in inline with objectives of the study, as well as limitations and suggestions for future studies. 

5.2 
Summary of Findings

The study showed that most of the respondents were sales/marketing personnel, followed by directors, managing directors, reservation manager/officer and operation personnel and lastly were accountants but most of them were graduates of degree level, followed by diploma holders’ level of education, then certificate level of education and lastly was post graduate level of education, therefore most of the respondents involved in this study were highly educated.

The findings in this study shows that more than 40% of respondents had worked with their organizations more than 10 years, 36% of respondents worked with their respected organizations between 5 – 10 years and those who worked less than 5 years were only 24% of all respondents, therefore through these findings showed that most of the respondents in this study were highly experienced in the industry.

The findings also showed that most of the organizations under consideration of the study were in operations for above 10 years, followed by those in operations between 5 – 10 years and lastly were all organizations were in operations for less than 5 years. Further, findings showed most of the respondents agreed that there were changes in their sales volume of their organizations while very small number of respondents disagreed that there were changes in their sales volume and about 98% of all respondents agreed that there were positive changes of sales volume within their organizations and tour packages while a merely percentage of about 2% of all respondents disagreed that there was a positive change in sales volume of their organizations.

On the subject of contribution of the promotional activities to the sales volume and performance of the organization, most of respondents agreed that there was a positive contribution to the organization’s sales volume with a few respondents indicated there was a negative contribution on organization’s sales volume. The study also shows that on the influence of promotional activities to sales volume of tour operators most of the respondents strongly agreed the advertising, then followed by direct marketing, public relations, personal selling and lastly was discounts.

5.3 
Conclusions

From the study we can conclude that most of the employees in the tourism industry are well educated as most of them their education ranges to diploma, degree, certificate and lastly postgraduate. The level of staff retention was high as most of them were worked with their respected organizations above 20 years and 5 to 10 years and very few of them were less than 5 years. This shows a very high level of experience to their organizations.

On the side of the organizations information, we conclude that most of these organizations have been in operation on a quite long time therefore they are well conversant with the dynamics of the industry. Over the long time of operation most of the organizations experienced some changes on their performances, even though most of the respondents indicated positive changes but few of them indicated there were negative changes to their organizations.  

From the study, we can also conclude that promotional activities have a great influence on the sales volume of the tour operators. Effective promotional activities result to high business performance while a negative one has a negative influence. Most of the respondents showed that promotional activities contributed positively to their sales volume. 

On the other side, many of respondents mentioned some of the limitations or challenges faces their businesses on participating or conducting promotional activities for their products or services as follows; lack of fund, powerful internet services, website designers, high costs of participating international exhibitions and poor conditions of infrastructures.

5.4 
Recommendations 

Promotional activities for any kind of products or services offered to potential customers are very important to make sure that, they are aware of the products or services and to be easy for them to make decision on purchasing them. Relating to study of analyzing the effects of promotional activities to the performance of tour operators in Tanzania, the researcher come up with the following recommendations to be considered with different tourism industry stakeholders in Tanzania in order to enhance performance of tour operators in Tanzania.

5.4.1 
Recommendations to Tour Operators

Each tour operator should make sure the use of effective promotional activities to promote their tour packages and Tanzania’s tourist attractions to their potential costumers (visitors), therefore, by doing this will help to raise sales volume of their packages, hence will improve performance of their companies and tourism industry in Tanzania enlarge. 

Tour operators are advised to use online promotion strategy by improving their websites and social media accounts and those accounts to be active and updated all the time while replying comments and questions from potential customers and by doing so they will attract more visitors to choose Tanzania, hence improve performances of their companies. 

Tour operators are advised to unite in groups. This will help them to contribute a small amount of fund each and then will be easy for each company to send some staff to participate in promotional activities inside and outside Tanzania to potential customers, because according to responses from respondents, most of them mentioned lack of fund for promotional activities, therefore by uniting they will have enough fund to do so. Briefly, uniting will improve brands, reduce marketing costs, improve efficiency and reach potential markets with low costs.

It is suggested tour operators from Arusha region should start designing budget tour packages for domestic tourists as a marketing strategy, which will help to stimulate demand and to increase sales volume of their packages, hence will improve their companies’ performances in the market, which will be easy for them to venture international markets.

5.4.2 
Recommendations to Governmental Organizations

The government advised to help local tour operators to access international markets by collaborating with tour companies to international promotional activities like attending different trade fairs and exhibitions abroad, opening tourist’s information offices in international major markets to provide information year around about the destination and registered tour operators operating in Tanzania and these offices should operate as booking points for visitors wants to visit Tanzania.

5.4.3 
Recommended Areas for Further Research

Various gaps were identified in the literature as few studies have been conducted in Tanzania on the area of relationship between promotional activities and the performance of tour operators in Tanzania; therefore, conducting this study was one of the means of filling the gaps. With the exception of Erick, (2014) who tried to examine the marketing strategies adopted by tour operators in promotion of Tanzania tourism, the rest of the studies have left some unfilled gaps. However, due to time and resources factor, this study wasn’t able to fill all the gaps previously left with other researchers instead, areas for further research in this and related areas are offered. 

Visitors-based survey is needed to know exactly what kind of promotional activities done by tour operators of Tanzania, which makes them to be aware of the products and services offered in Tanzania as a tourist destination. This will enhance understanding to tour operators of Tanzania to choose the right promotional activities for marketing their tour packages to potential markets. Extension of this study to other countries within Africa, which offers the similar, or different tourism products, which will allow wider comparison. Such studies will disclose to what extent are findings from Arusha region applicable to other areas.

5.5 
Implications of the Study

Tourism sector policy makers are in position to use the findings of this study to improve the tourism policies to include the promotional activities for enhancing the tourism industry. Since the tourism industry adds much to the GDP of the country, policies to improve the industry can include the promotional activities to enhance the growth of the tourism industry. Apart from the government, the findings also imply that the tour operators have to invest more in promotional activities to make sure the tourism industry remains vibrant. This requires more financial and human resources directed towards promoting their products and services. 

5.6 
Limitations of the Study

The administering of questionnaires in the services industry especially to tourism industry it was not an easy task to the researcher, because most of the tour operators are so confidential to their business, therefore was difficult to respond to the questionnaires as they were afraid of losing their markets by providing their marketing and promotional strategies to other peoples, researcher had to do a close follow-up to respondents to collect all questionnaires which culminated the use a long period of time and high costs as well in collection of data.
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APPENDICES

Appendix 1: Questionnaires for Respondents

My name is Godfrey Adam Mboma, student of MBA-Marketing, in the Faculty of Business Management of the Open University of Tanzania. I am carrying out a research with a purpose of analyzing the effects of the promotional activities on the performance of tour operators in Tanzania. The information you provide will be used for the purpose and will be treated with the confidentiality it deserved. It is my hope that it will take no more than 10 minutes of your time.

Part 1: Background Information

1. What is your position in the organization…………………………………………..

2. Please indicate your highest level of formal education. (Please tick the appropriate one)

Certificate [      ]     Diploma [      ]    Degree [       ]      Post graduate [       ]

3. For how long have you worked with the organization? (Please tick the appropriate one)

Less than 5 years [      ]   5-10 years [      ]   above 10 years [       ]

4. For how long has your organization been in operation? (Please tick the appropriate one)

Less than 5 years [      ]    5-10 years [      ]   above 10 years [       ]

5.  For the duration you have been working with the organization, has there been any change in the organization’s sales volume? (Please tick the appropriate one)

Yes [      ]   No [      ]   Don’t Know [       ]

6. If your answer in question 5 is yes, how would you categorize that change? (Please tick the appropriate one)

Positive [     ]      Negative [       ]

7. Has promotion had any contribution to your answer in question 6? (Please tick the appropriate one)

Yes [    ]     No [      ]

8. Promotional activities contributed to your organization sales volume? (Please tick the appropriate one)

Strongly Agree    Agree         Neither   Disagree    Strongly Disagree

(1)               (2)               (3)             (4)                   (5)

Part 2: Influence of promotional activities to tour operator’s sales volume.

9. Below are statements related to influence of promotional activities used by your organization to potential tourists to visit Tanzania. State the extent to which you agree with each statement.

	STATEMENT
	(1)

Strongly Disagree
	(2)

Disagree
	(3)

Neutral
	(4)

Agree
	(5)

Strongly Agree

	Most of tourists who are using your organization services gets information through advertisements in different media like websites, social media etc.
	
	
	
	
	

	Personal selling of your tour packages through different face to face encounters to potential customers and travel agents has an impact to your organization’s sales volume.
	
	
	
	
	

	Discounts to potential customers and bonuses to travel agents/wholesalers of your organization tour packages have an impact to sales volume of your organization.
	
	
	
	
	

	Direct mailing and through online communication are the one of the ways contributes on sales volume of your tour packages.
	
	
	
	
	

	Public relations and publicity of your organization has positive impacts on sales volume of your tour packages. 
	
	
	
	
	


10. What do you think, are limitations or problems hinder promotional activities on sales volume of your company?

a. ............................................................................................................................

b. ............................................................................................................................

11. What do you think, are suitable promotional activities to be used with tour operators to promote and increase sales volume of their tour packages?

..............................................................................................................................................................................................................................................................................................................................................................................................................................
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