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connectivity, absence of strategically-integrated product development and 

marketing, visa restrictions, poor treasury support to tourism, bad image 

created for the Africa brand, health and hygiene concerns., unfavorable 

business environment, low ICT readiness and high ticket taxes and airport 

charges. These challenges make sub-sahara Africa less likely to attract 

visitors and travel and tourism investors despite her appealing natural 

assets. The conclusion is that the proper marketing of these tourism 

products and services to attract consumers to come and spend their money; 

and putting the required infrastructure in place, is key to taking most Sub- 

sahara countries out of the league of less developed countries. It is 

recommended that, the right kind of marketing and promotion; provision of 

the necessary services and facilities to cater for tourists; visitor safety and 

security and maintenance of natural environments that often attract tourists 

should be put in place   to help   grow the tourism sector. Federal, State, 

and local governments should re-develop tourist sites and upgrade local 

festivals, some of which can be turned into money-spinners. There should 

be a vigorous programme of providing basic amenities in the rural areas. 

Currently, it is very difficult to travel around the country. Efforts should be 

doubled to build infrastructure, especially roads linking strategic tourist 

attractions across the country. The Intra-African Air Connectivity should 

not be ignored. 

 

Keywords: Tourism Marketing, Sustainability, societal marketing concept, 

Trampling, culinary experience, Biological diversity, and Economic 

development. 

 

Introduction 
Global tourism experienced a 4% 

upturn in 2021, compared to 2020 

(415 million versus 400 million). 

However, international tourist arrivals 

(overnight visitors) were still 72% 

below the pre-pandemic year of 2019, 

according to preliminary estimates by 

UNWTO. This follows on from 2020, 

the worst year on record for tourism, 

when international arrivals decreased 

by 73%. 

The economic contribution of tourism 

(tourism direct gross domestic 

product) was estimated at US$1.9 

trillion in 2021, above the US$1.6 

trillion in 2020, but still well below the 
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pre-pandemic value of US$ 3.5 trillion. The latest UNWTO Panel of Experts 

survey indicates that 61% of tourism professionals expect better performance in 

2022 than in 2021. However, most experts (64%) also believe international 

tourism will not return to 2019 levels until 2024 or later. The recent surge in 

COVID-19 cases and the emergence of the Omicron variant could disrupt the 

recovery of tourism in early 2022. UNWTO scenarios point to 30% to 78% 

growth in international tourist arrivals in 2022 depending on various factors, 

which would be 50% to 63% below pre-pandemic levels. While international 

tourism bounces back, domestic tourism will continue to drive the recovery of 

the sector in an increasing number of destinations. 

When it comes to travel and tourism, sub-Saharan Africa is a region with 

massive potential tempered by multiple structural, institutional, economic and 

socio-economic challenges. According to data from the World Travel & 

Tourism Council (WTTC), the region’s direct travel and tourism GDP is 

forecast to grow by 60% from 2018 to 2029. As such, the industry has a crucial 

role in the development of the region. 

The World economic Forum report (2019) reveals that with regards tourism, 

Sub-Sahara Africa is an ‘’Untapped potential’’. The region accounts for nearly 

17% of UNESCO World Heritage Natural sites and, based on IUCN figures, on 

average countries in sub-Saharan Africa have nearly 15% more known species 

than others in the ranking. Despite this, the region is the least competitive in the 

world when it comes to travel and tourism, with only Mauritius, South Africa 

and the Seychelles ranking in the upper half of the Travel and Tourism 

Competitiveness Index (TTCI) scorers. Consequently, sub-Saharan Africa 

boasts a large gap between overall TTCI and natural resource scores in the 

ranking. 

This gap is characterized by issues such as unfavourable business environments, 

health and hygiene concerns, low ICT readiness and severely underdeveloped 

infrastructure. In addition, despite the sector’s potential and importance to 

economic development, regional economies are yet to develop strategies to 

capitalize on this. This is shown in the typically low scores for prioritization of 

travel and tourism and overall international openness. 

The reports says that even price competitiveness, one of the region’s strongest 

advantages, is in some cases diluted by fairly high ticket taxes and airport 
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charges (making air travel more expensive), and hotel prices also. These 

challenges make sub-Saharan Africa less likely to attract visitors and travel and 

tourism investors despite its appealing natural assets. Nearly half of the 34 

regional economies covered by the report are among the upper half of top 

scorers for natural resources, with Tanzania, South Africa and Kenya among 

the top 20%. 

With this kind of scenario, what steps can be taken to better utilize sub-Saharan 

Africa’s rich natural resources to generate nature-based and other types of 

tourism? This researcher believes that tourism marketing and sustainable 

tourism development can help a great deal. 

 

Objectives of the Paper 

The broad objective is to examine the role of Tourism Marketing in the 

sustainable development of Sub-Sahara Africa. The supporting objectives are 

as follows: 

i) To establish the marketing strategies that will positively impact on 

tourism development  in Sub –Sahara Africa  

ii) To examine the concept of   Sustainable Tourism and its challenges 

in Sub –sahara Africa.  

iii) To make Known some negative impacts of Tourism on the 

Environment 

 

Review of Related Literature 

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

communicating, delivering, and exchanging offerings that have value for 

customers, clients, partners, and society at large ( AMA, 2017). There are 4ps 

of the marketing mix which is that particular blend of controllable marketing 

variables that  a marketer uses to achieve his/her objective in the target market 

.These 4 Ps are the product, the price, promotion and  place (distribution). In 

marketing, markets are important. A market, in marketing, is defined as people 

who have needs and wants to satisfy, purchasing power to satisfy those needs 

and wants; and the willingness to spend that purchasing power. So it is only 

natural to have a tourism market which is defined by Williams (2008) as 

consisting of all those people with sufficient motivation, ability and opportunity 
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to visit a destination or attraction. In tourism marketing, market segmentation 

is very necessary because not every tourist will be interested in, or be able to 

buy (pay for) the same leisure and tourism product (Dolnicar, 2019). 

There is the societal marketing concept which is closely linked with sustainable 

tourism development. The societal marketing concept holds that the 

organization's task is to determine the needs, wants, and interests of a target 

market and to deliver the desired satisfactions more effectively and efficiently 

than competitors in a way that preserves or enhances the well-being of both the 

individual consumer and society in general ( Abratt &  Sacks, 1989). Therefore, 

marketers must endeavor to satisfy the needs and wants of their target markets 

in ways that preserve and enhance the well-being of consumers and society as 

a whole. 

i).Tourism: Its Sectors and Types 

Tourism is a social, cultural and economic phenomenon which entails the 

movement of people to countries or places outside their usual environment for 

personal or business/professional purposes. The sum of the phenomena and 

relationships arising from the interaction of tourists, business suppliers, host 

governments and host communities in the process of attracting and hosting these 

tourists and other visitors (Macintosh and Goeldner, 1986).Being a major social 

phenomenon, it is driven by social, religious, recreational, knowledge - seeking, 

business interest and motivated by the human urge for new experience, 

adventure, education and entertainment.   

Tourism is a collection of activities, services and industries which deliver a 

travel experience comprising transportation, accommodation, eating and 

drinking establishments, retail shops, entertainment businesses and other 

hospitality services provided for individuals or groups traveling away from 

home (UNWTO) 

Walton, (2018) affirms that tourism comprises the activities of persons 

travelling to and staying in places outside their usual environment for not more 

than one consecutive year (12 months) for leisure, business or other purposes. 

This includes goods and services the tourist pays for personally or somebody 

pays for on his/her behalf, or which the tourist receives without compensation 

for his/her own use or to be given to someone else. Included are expenses paid 

before the trip or after it. As such, tourism is a product of modern social 
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arrangements, beginning in Western Europe in the 17th century, although it has 

antecedents in Classical antiquity. 

Tourism is both cause and consequence of economic development. It has the 

potential to stimulate other sectors in the economy owing to cross-synergistic 

benefits and its backward and forward linkages. Travel and tourism is the largest 

service industry globally in terms of gross revenue and foreign exchange 

earnings. It is also one of the largest employment generators in the world 

(WTTC, 2018) economic impact report. In 2020, the number of jobs in the travel 

and tourism industry worldwide was 272 million. The tourism industry 

incorporates many sectors as con be seen in the operating sectors below and 

jobs are generated from each of the sectors. 

The people that are involved in this movement are called visitors (which may 

be either tourists or excursionists; residents or non-residents) and tourism has 

to do with their activities, some of which imply tourism expenditure (United 

Nations World Tourism Organization, 2008).Tourism is commonly associated 

with international travel, but may also refer to travel to another place within the 

same country (WEF, 2013). The World Tourism Organization also defines 

tourists as people who travel to and stay in places outside their usual 

environment for not more than one consecutive year either for leisure, business 

and other purposes. 

Tourism products are important in tourism because that is what really attracts 

the tourists.    Malra (2011) sees a tourism product as the sum of the physical 

and psychological experiences got by tourists during their trip to a destination. 

It is a composite product as the combination of different services like tourist 

attractions, transportation, accommodation, food service, entertainment and 

others provide tourist satisfaction. 

According to the World Tourism Organization (2020) a tourism product is a 

combination of tangible and intangible elements, such as natural, cultural and 

man-made resources, attractions, facilities, services and activities around a 

specific center of interest which represents the core of the destination marketing 

mix and creates an overall visitor experience including emotional aspects for 

the potential customers. A tourism product is priced and sold through 

distribution channels and it has a life-cycle. 
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ii).Sectors of Tourism 

 There are 9 operating sectors of the tourism industry, but some authors choose 

to call them products and these tourism products which also offer services 

according to the World Tourism Organization include the following.  

Travel Trade sector: Services such as for travel agencies and other reservation 

services, providing guided tours, including tour operators and destination 

management companies 

Accommodation sector: such as  hotels, motels Boatels ,flotels, capsules, bed 

& breakfasts, guest houses, self-catering/serviced apartments, camping, 

caravanning and home stay. 

Tourism services sector: These include services provided by hotels and 

restaurants (including catering), travel agencies and tour operator services, tour 

guide services, destination management companies. 

Transportation sector: Services such as rail, road, water, air networks 

including their booking   and rental 

Entertainment sector: services such as movies, TV shows, books Video 

games, Comedy clubs, open mic night, circus, etc. 

Food and Beverage services sector: comprise of fine dining enterprises, ethnic 

restaurants, pubs and lounges, institutional food outlets to catering firms. 

Adventure and outdoor recreation sector: Tourists do some adventure 

activities like hill climbing, sky diving, scuba diving, fishing hiking, etc. It gains 

most of its excitement by allowing the tourists to step outside their comfort 

zone. 

Attractions sector: Natural attraction like oceans. Waterfalls, lakes, beaches, 

mountains, wildlife, rivers; cultural attractions such as dance, festivals, boat 

regattas, etc. Religious monuments 

Events sector: Olympic games, commonwealth games, world fairs and 

expositions 

iii).Types of Tourism 

Mainly, there are three types of tourism found in any country. The classes are 

domestic tourism, International tourism, and outbound tourism. But 

nowadays, many types of tourism have evolved, about 18 types and they are 

globally accepted. 
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Figure1: Different types of Tourism 

Source: Baidya (2022).Different Types of Tourism 

https://www.theholidaystory.com/different-types-of-tourism/. 

 

Tourism product covers a wide variety of services according to visit Britain 

(2020) and they include the following    Hospitality services such as food and 

beverage serving centres e.g. pubs, restaurants, cafes, private dining for 

groups/conferences  

iv).Objectives of Tourism Marketing 

Tourism marketing drives business growth. If customers are satisfied with a 

business services, they will spread the world about the facility.The following 

are the three main objectives of tourism marketing (Picincu &Shoenbeger, 

2018). 

❖ Increase customer awareness 

❖ Grow the local economy 

❖ Promote local brands 

 

Tourism Marketing and the Various Strategies 

Tourism Marketing according to the World Tourism Organization (UNWTO) 

https://www.theholidaystory.com/different-types-of-tourism/
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is a management philosophy which, in the light of tourist demand, makes it 

possible through research, forecasting and selection of tourism 

products/services from suppliers, in line with the organization’s purpose and 

tourist satisfaction. 

Marketing in the tourism industry is defined as the policy promoted by a tourism 

enterprise which, by constantly exploring the conditions of the tourism market, 

both present and future, aims to determine the continuous adaptation of its own 

offer to these conditions in order to optimally satisfy requirements and the 

realization, on this basis, of a cost-effective economic activity. 

Therefore, tourism marketing is the systematic and coordinated efforts by 

government, national tourism organization or the tourist enterprises to optimize 

the satisfaction of tourists, groups and individuals in the view of the tourism 

growth. In this way, tourism marketing need to be understood as a joint effort 

of the components involved in it. Tourism marketing is broken into two main 

forms: Location Marketing and Activity Marketing. 

The ultimate goal of tourism marketing is to attract tourists to a specific tourist 

destination, by promoting the business, making it stand out from rivals, and 

generating brand awareness. To achieve the marketing objectives stated above, 

tourism marketing mainly entails using basic marketing techniques and specific 

strategies to market and drive up tourist visits. Most of these strategies make 

use of the 10Ps of service marketing because tourism is in the service industry.  

These 10Ps according to Makens (1999) are: Product, Price, Promotion, Place 

or distribution, People, Physical evidence/physical facilities, Process, 

Packaging, Programming, and Partnership. 

 The tourism marketer must continually revisit these 10 Ps to make sure the 

business is on track and achieving the maximum results possible in today's 

marketplace. This is because products, markets, customers and needs change 

rapidly. 

Internet or digital marketing is a very powerful tool in tourism marketing. 

Digital channels and tools such as social media, search engine marketing, 

affiliate marketing, and others  as well as traditional channels like printed 

advertisements, billboards, radio, and television are used in combination . Some 

of these sites may include hotels, specific cities having special tourist features, 

states with peculiar consumer attractions, centers of conventions and other 

locations which are of recreational or travel interest. 
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What do the most popular vacation resorts and hotels have in common? What 

about the top rated travel agencies? They offer not only excellent service but 

also invest heavily in marketing to expand their reach and drive customer 

awareness. In a 2017 survey, 48 percent of hotel professionals said that they 

were planning to spend more on digital marketing campaigns. About 44 percent 

expressed their intention to invest in social media. Governments spend billions 

on tourism marketing as well, in order to promote their best destinations and 

boost the local economy (OECD, 2020). 

Tourism marketing is different because the customer purchases a series of 

services but is left with very little concrete value at the completion of his/or her 

trip. As a result the marketing initiatives have to emphasize the value of the 

memories, make the collection of services easily accessible and add value 

through additional programming and other factors. 

i).Strategies of Tourism Marketing 

Location Marketing: Location marketing deals with the methods used in 

attracting people to specific locations. Often location marketing is silent on sites 

or kinds of accommodation available. The principle here is that when a location 

is well known, other attractions within the location is marketed as well. In 

instances where the location may be so well known the tourism marketer simply 

needed to remind potential visitors that the place exists and that they stand to 

have a good time when they visit. 

Location marketing like many marketing measures uses slogans, catchwords 

and zingers. For example, in Bauchi State, the slogan “Pearl of Tourism” is used 

to indicate to the world that there are several tourist attractions in the state to be 

visited by inbound tourists. For a city in Ghana like Kumasi, the accolade “the 

Garden City” is used in touting its impressive landscape and greenery. The 

cross-river state in Nigeria is tagged the peoples' paradise while the slogan for 

the Calabar cultural carnival is “Nigeria's largest street party'' 

Activity Marketing: Another form of tourism marketing is Activity Marketing. 

Activity marketing involves putting measures in place to attract people to a 

tourist destination by using interesting activities which goes on there. For 

example, in Cross River state of in Nigeria, the Calabar Carnival, an annual 

carnival is marketed to attract tourists to the city of Calabar and indeed, tourists 

come from all over the world. Other such similar activities marketed to attract 

visitors include the special way Easter Festivities are celebrated in the Kwahu 
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Land in Ghana. Activity marketing can also be created around hiking, golfing 

and gambling for example. 

 

Segmentation Strategy in Tourism marketing 

Tourism market segmentation is the tactical instrument for getting a clear 

picture of the heterogeneity and commonalities among potential tourist groups. 

Tourism industry customers have different backgrounds, preferences, habits, 

the media they exposed to, aspirations, expectations, of how they would wish 

an excellent holiday would look like, as well as how much they may be willing 

to spend on their vacations varies. By grouping these into persons with similar 

tastes, tourism marketers are able to provide vacation packages to meet the taste, 

preference and purchasing power of each group(Bruyn,2019).There are four 

fundamental criteria for segmentation: geographic, demographic, 

psychographic and behavioral. This strategy can probably be said to be the 

direct opposite of mass marketing where no attempt is made to segment 

customers into groups  

Sometimes, target marketing is ideal when a company or tour operator does not 

have the financial means to cater for the various groups of tourists. By 

segmenting them, a tourist service provider can concentrate his/her resources in 

meeting the needs of only the few groups that his business strength can take 

care of. 

 

Mass marketing strategy in Tourism Marketing 

Messages and distributing through different mean to target customers in each 

group Mass marketing is also known as undifferentiated marketing. It is a 

marketing strategy where the tourism management tries to reach every potential 

patron in one go with the same marketing approach. Usually in mass marketing, 

mass advertising is used to distribute information about the tourist destination 

or activity. Mass media, mass distribution of messages of the fun to be had and 

the attractiveness of the tourist site is extensively used. Unlike in the case of 

segmentation, no attempt is made in mass marketing to group potential 

customers into various segments with similar preference and taste. Instead one 

product is marketed to all potential customers with the aim of reaching as many 

people as possible. One major advantage of mass marketing is that it saves cost 

which is incurred in marketing to different groups separately by designing 
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different.  

 

Niche marketing strategy in tourism Marketing 

Niche marketing in tourism is where tourist destination managers use special 

programs to attract tourists in very special market segments. Unlike in the case 

of market segmentation, niche marketing focuses on just one group of 

customers or tourists who has a special need and; are looking to visit places 

where those needs and passion would be satisfied. For example a tourist who 

needs some quietness and moments of reflection would not go for a crowded 

street jam. Because his need is not to meet people and have fun. Niche 

marketing in tourism is based on the understanding that tourists are usually 

looking for experiences. Because of this they would want to visit those places 

where the opportunity to have those wonderful experiences to match their 

interests and passion. Creating a niche tourist product and service actually helps 

the tourist organization to increase visitation from people with passions that 

match the tourist packages they offer.  

Some examples of particular niche tourist markets include: Agri-tourism (for 

tourists interested in farming); Eco-tourism (for people interested in the peculiar 

nature of an areas vegetation and wildlife); Wine tourism (for tourists who have 

a passion for wine, its taste, history and preparation; as well as buying, drinking 

and keeping good wine). (Colleen, 2022). 

Contrary to what many believe, a niche market is not necessarily a small market. 

For example there is currently a form of niche tourist market which attracts 

thousands of people every year known as medical tourism where people take 

vacation to regions where health care bills are low to get treated for illness while 

on vacation 

ii). Digital Tourism Marketing Trends 

When it comes to travel and tourism, the old ways of taking a trip into the city 

to book flights and accommodation many months in advance are no longer the 

dominant trend. As such, tourism operators invest some time and money into 

new forms of tourism marketing to benefit. 

Social Media Tools: Rodriguez- Lang (2018) affirms that, more than ever, 

people are able to do their own travel research, destination discovery via social 

sharing using the internet and social sites such as trip Advisor, face-book and 

Google+. One of the benefits of social media is its word-of-mouth (WOM) 
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aspect as users post reviews and engage in dialogue about their travel 

experiences. Social sites are based around on line community and relationships. 

For air lines and other tourism operators to be successful in this arena, they may 

need to invest substantial time and money into building good business models 

rather than just using these sites as quick advertising platforms. Marketers are 

encouraged to: 

▪ Snap on snapchtat 

▪ Tweet on twitter 

▪ Livestream on Facebook(Meta) and Instagram 

▪ Engage Linkedin Groups 

 

b) Mobile Tourism: Mongo (2013) reveals that travelers these days are starting 

to make more use of the web through mobile devices, such as smartphones or 

ipads. The good thing about mobiles, is that travelers are able to utilize it not 

only for the initial researching and booking, but also during trips to find 

accommodation and local attractions and activities  

c) The Culinary Travel Experiences:  According to Green (2014), nearly 

every tourist eats out while travelling and dining is consistently ranked in the 

top three favourite activities of travellers. Food is no longer just an incidental 

part of travel for many people, and with travelers now seeking culinary 

experiences; it has become a major player in the decision making process. 

Options may include food and wine trails, cruise ship package deals that involve 

all day feasting and cooking classes. 

d) Video Content Production: Torres (2014) opines that video content 

production in tourism marketing is growing, massively, and this is because it 

helps customer retention, Google rankings and the all-important bookings.  

More users will book a tour after watching a good quality video on You- Tube 

video, on the marketer's site. You -Tube is the largest search engine in the world. 

e) Reviews mean more bookings: Today's internet users require user generated 

content such as reviews, ratings, photos, and videos to help them make their 

decisions to buy. 

f) Blogging for growth: Good travel related blogs are a great way to build brand 

awareness, rankings in Google and generate bookings .Most travelers will read 

travel related blogs before making a buying decision. Business owners agree 

that regular blogs improve sales growth (Fray, 2015). 

tel:2013
tel:2014
tel:2014
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iii).The 10Ps Marketing strategy for Services Marketing 

To achieve the marketing objectives stated above, tourism marketing mainly 

entails using basic marketing techniques and specific strategies to market and 

drive up tourist visits. Most of these strategies make use of the 10Ps of service 

marketing because tourism is in the service industry.  These 10Ps according to 

Makens (1999) are as follows: 

Product: What the business has to offer and any special features 

Price: What customers will pay for a product, activity or amenities including 

discounts 

Promotion: Marketing communication mix with the specific blend of 

advertising, personal selling, sales promotion, publicity, public relations, and 

direct marketing; that the business uses to persuasively communicate customer 

value and build customer relations. The marketer can use radio, television, 

newspapers, cinemas, tv and travel journalists to promote editorial comment, 

travel shows and of course the internet. 

Place or Distribution: It has to do with providing the product at a place which 

is convenient for the prospective tourists or consumer to access. In tourism the 

product is not distributed to the customers, but the customers travel to the 

product. The intermediaries in a tourism distribution channel according to 

Buhalis and Law (2001) consist of three major categories: 

➢ Tour Packagers 

➢ Retail Travel agents and 

➢ Specialty channels ( including incentive travel firms, meeting and 

convention planners, hotel representatives, association executives, 

marketing organizations, corporate level offices, tourism wholesalers, 

and retailers across product segmentation lines). 

 

People: The people variable is made up of the employees ,visitors to the 

attraction, the host community; all working in their various ways to make the 

tourism experience a memorable one(Jenkins,2010).Much of how customers 

rate the service experience hinges on how the person delivers it, and 

professionalism and courtesy go a long way in any service business. 

Physical evidence or physical environment: As the tourism product is highly 

intangible, the place, the décor, providing professional photographs of the 

customers at key events, and the supply of branded products are effective 
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strategies. It is also vital for potential customers to see what a product would be 

like and this can be done by providing physical evidence displayed in 

photographs of one's facilities) or testimonial (what tourists write about their 

own previous experiences) 

The Process Variable: Arpan (2012) sees process as being made up of service 

delivery, complaints and response time. Smith (2012) tends to see process as 

the standard operating procedure in delivering the service. Depending upon the 

situation and location, luxury hotels may require employees to smile, nod, and  

bow, shake hands or otherwise to greet guests. Sinha(2019) opine that the 

process in tourism includes: 

❖ Contact 

❖ Reminders 

❖ Registration 

❖ Subscription 

❖ Form filling 

❖ Trip planning packages including maps, quality souvenirs and 

mementoes. 

 

The Packaging Variable in the Tourism Marketing Mix: McEvoy (2010) 

opines that packaging tourism products involves combining more than one 

product. For instance, combining accommodation, transport and attraction and 

presenting, then as a single product to the customer with a single price. This 

makes pricing and promotion easier.It is different from the packaging of 

products in marketing. 

The Programming Variable in the Tourism Marketing Mix programming 

involves developing special activities, events or programmes to increase 

customer spending or give added appeal to a package. Programming special 

events and activities like carnivals, fishing festivals enhance and enrich the 

tourism product and makes marketing much easier. 

The Partnership Variable in the Tourism Marketing Mix: The concept of 

partnership is one of the "buzz in tourism today. Everywhere, players in the 

industry are being encouraged to work with partners for their mutual benefit. 

According to Makens (1999), partnership in tourism marketing is forging 

profitable relationships with companies or businesses that share the same 

business objective. He says one can better meet the overall demands of the 

tel:2012
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tourism customer while sharing the total marking costs. Calling it a strategic 

alliance, tourism agencies can form alliances with airlines, hotels, and transport 

firms. 

 

Sustainable Development  

 Sustainable development has been defined by The Brundtland Commission 

(1987) as “Development that meets the needs of the present without 

compromising the ability of future generations to meet their own needs”. This 

sums it up for the most part, but as expected, there are many initiatives that must 

be implemented to back up this crucial global objective. Over the past two 

decades in particular, economic growth has come at the expense of the 

environment. Earth’s natural resources have been used in ways that are 

environmentally inefficient and wasteful, with dangerous consequences such as 

decreased air quality and overall climate change. Sustainable development is a 

carefully planned strategy to embrace growth while using resources more 

efficiently, with utmost consideration of immediate and long-term benefits for 

our planet and the humans who live on it (Steinbrink, Setzekorn & Geithner, 

2017). 

There are 3 primary objectives of sustainable development: 

•  Economic growth – building a strong, competitive economy, by 

ensuring that sufficient land of the right type is available in the right 

places and at the right time to support growth and innovation; and 

identifying then coordinating development requirements. 

•  Environmental protection – contributing to protecting and enhancing 

our natural and developed environment, while helping to improve 

biodiversity, use natural resources wisely, minimizing waste and 

pollution, and adapting to and helping to decrease climate change, 

including a global shift to low-carbon economy. 

•  Social inclusion – supporting strong, vibrant and healthy communities 

by providing the supply of housing required to meet the needs of present 

and future generations; and by creating a high-quality of development, 

with accessible local services that reflect the community’s needs and 

support its health, social and cultural well-being. 

According to Wealth (2019) these objectives of sustainable development are 

applied across all sectors of development, especially in tourism and include:  
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 Urbanization 

 Agriculture 

 Infrastructure  

 Energy use 

 Water availability 

 Transportation 

 

To achieve effective sustainable development, the 3 primary objectives must be 

applied simultaneously, interacting with one another in a consistent, committed 

effort. Applying these strategies to development means that cities must embrace 

low-carbon growth and public transportation, climate-smart agriculture, 

preservation of natural resources and greater efficiency in energy and the global 

supply chain. Sustainable development practices help countries grow in ways 

that adapt to the challenges posed by climate change, which will in turn help to 

protect important natural resources for ours and future generations. 

By the year 2050, it is estimated that the global population will likely reach 9. 

9 billion people (PRB, 2020). Sub-Saharan Africa has the youngest population 

of any region, with 43% of its population under age 15. The challenge of 

sustainable development is to move forward in such a way that every single one 

of these people will be able to enjoy a substantial quality of life without being 

detrimental to our natural resources. 

 

Sustainable Tourism and some challenges in Sub Sahara Africa 

 Sustainable tourism is that which takes full account of its current and future 

economic, social and environmental impacts, addressing the needs of visitors, 

the industry, the environment and host communities (UNWTO).  Sustainable 

tourism emerged as an outcome of preventing the uncontrolled and excessive 

use of mountain tourism resources and attractions in Sumadija and Western 

Serbia. Sustainable tourism should embrace concerns for environmental 

protection, social equity, and the quality of life, cultural diversity, and a 

dynamic, viable economy delivering jobs and prosperity for all. Sustainable 

tourism development guidelines and management practices are applicable to all 

forms of tourism in all types of destinations, including mass tourism and the 

various niche tourism segments. Sustainable development tourism it seeks to 

achieve the best balance between social & environmental cost & economic 
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benefits. Sustainability principles refer to the environmental, economic, and 

socio-cultural aspects of tourism development, and a suitable balance must be 

established between these three dimensions to guarantee its long-term 

sustainability. 

Thus, sustainable tourism should: 

❖ Make optimal use of environmental resources that constitute a key element 

in tourism development, maintaining essential ecological processes and 

helping to conserve natural heritage and biodiversity. 

❖     Respect the socio-cultural authenticity of host communities, conserve 

their built and   living cultural heritage and traditional values, and contribute 

to inter-cultural understanding and tolerance. 

❖     Ensure viable, long-term economic operations, providing socio-economic 

benefits to all stakeholders that are fairly distributed, including stable 

employment and income-earning opportunities and social services to host 

communities, and contributing to poverty alleviation. 

❖ Sustainable tourism should also maintain a high level of tourist satisfaction 

and ensure a meaningful experience to the tourists, raising their awareness 

about sustainability issues and promoting sustainable tourism practices 

amongst them. 

 

Sustainable tourism development requires the informed participation of all 

relevant stakeholders, as well as strong political leadership to ensure wide 

participation and consensus building. Achieving sustainable tourism is a 

continuous process and it requires constant monitoring of impacts, introducing 

the necessary preventive and/or corrective measures whenever necessary 

(UNEP&UNWTO, 2005) 

There are many forms of sustainable tourism: the ecological tourism 

(ecotourism), the green tourism, the soft tourism, the rural tourism and agro- 

tourism, community tourism, equitable tourism, solidarity and responsible 

tourism ,all these opposing to the traditional, mass tourism, which demands 

special attention. 

i).Some challenges faced by Sustainable Tourism Development in Sub 

Sahara 

The world Economic forum (2019) and Gbadeyanka (2016) have confirmed 

some of these challenges. 
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➢ Under developed Tourism Infrastructure 

➢ Poor Intra-African Air Connectivity 

➢ Absence of Strategically-Integrated Product Development and 

Marketing 

➢ Visa Restrictions 

➢ Poor Treasury Support to Tourism 

➢ Brand Africa has been marred by stories of poverty, strife, hunger, war, 

starvation, diseases and these shape the way people see us and our 

countries. 

➢ Health and hygiene concerns 

➢ Unfavourable Business Environment 

➢ Low ICT readiness  

➢ Price competitiveness in some cases has been diluted by fairly high ticket 

taxes and airport charges(making air travel more expensive), and hotel 

prices higher 

 

These challenges make sub-sahara Africa less likely to attract visitors and travel 

and tourism investors despite her appealing natural assets. 

ii).Sustainable Tourism as a Development Tool 

2017 was declared the international year of sustainable tourism for development 

earnings. When analyzing tourism development trends world-wide, at least 

three main conclusions can be drawn in connection with tourism and its 

potential for poverty alleviation: 

1. Tourism is one of the most dynamic economic sectors in many countries, 

developed but also developing ones, with a wide range of upstream and 

downstream effects on other economic activities thanks to a very large and 

diversified supply chain. 

2. Tourist movements towards developing and least developed countries are 

growing faster than in the developed world, accounting now for almost 50% 

per cent of total international tourist arrivals; Many developing countries do 

have assets of enormous value to the tourism sector, such as culture, art, 

landscape, wildlife and climate, and are very well positioned to develop 

tourism as a key sector contributing to economic growth. 

3. Tourism in many developing and least developed countries is one of the 

principal sources, and in some countries the main source, of foreign exchange 
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earnings and, quite often, the most viable and sustainable economic 

development option, with positive impacts on reducing poverty levels. The 

impact of tourism as a driver of development has been felt in many countries. 

For example, in recent years tourism was a main factor in the graduation of 

Botswana, the Maldives and Cape Verde from their status of Less Developed 

Countries. 

 

Some Negative Impacts of Tourism on the Environment. 

Negative impacts from tourism occur when the level of visitor use is greater 

than the environment's ability to cope with this use within the acceptable limits 

of change. Uncontrolled conventional tourism poses potential threats to many 

natural areas around the world. It can put enormous pressure on an area and lead 

to impacts such as soil erosion, increased pollution, discharges into the sea, 

natural habitat loss, increased pressure on endangered species and heightened 

vulnerability to forest fires. It often puts a strain on water resources, and it can 

force local populations to compete for the use of critical resources (Oishimaya, 

2018). 

Depletion of Natural Resources 

Tourism development can put pressure on natural resources when it increases 

consumption in areas where resources are already scarce. 

Water resources: Tourism often leads to overuse of water: An average golf 

course in a tropical country, for example, uses as much water as 60,000 rural 

villagers. It also uses 1500 kilos of chemical fertilizers, pesticides and 

herbicides per year. 

Local resources:  can create great pressure on local resources like energy, food, 

and other raw materials that may already be in short supply. 

Land degradation: Important land resources include minerals, fossil fuels, 

fertile soil, forests, wetland and wildlife 

Pollution: Tourism can cause the same forms of pollution as any other industry: 

air emissions, noise, solid waste and littering, releases of sewage, oil and 

chemicals, even architectural/visual pollution. 

Air pollution and noise: Transport by air, road, and rail is continuously 

increasing in response to the rising number, reported that the number of 

international air passengers worldwide rose from 88 million in 1972 to 344 

million in 1994 and to 2.3 billion in 2019(ICAO,2021).These bring about 
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carbon dioxide ( CO2 0emissions that lead to acid rain ,global warming and 

photochemical pollution. 

 Climate change: Tourism contributes to more than 5 percent of global 

greenhouse gas emissions, with transportation accounting for 90 percent of this. 

By 2030, a 25% increase in CO2-emissions from tourism compared to 2016 is 

expected. From 1,597 million tons to 1,998 million tons. 

Solid waste and littering: In areas with high concentrations of tourist activities 

and appealing natural attractions, waste disposal is a serious problem and 

improper disposal can be a major despoiler of the natural environment - rivers, 

scenic areas, and roadsides. Some trails in the Peruvian Andes and in Nepal 

frequently visited by tourists have been nicknamed "Coca-Cola trail" and 

"Toilet paper trail" because of the liter and the waste from these products. 

Sewage: Construction of hotels, recreation and other facilities often leads to 

increased sewage pollution. Wastewater has polluted seas and lakes 

surrounding tourist attractions, damaging the flora and fauna. Sewage runoff 

causes serious damage to coral reefs because it stimulates the growth of algae, 

which cover the filter-feeding corals, hindering their ability to survive. 

Aesthetic Pollution: Often tourism fails to integrate its structures with the 

natural features and indigenous architectural of the destination. 

Trampling: Tourists using the same rail over and over again trample on the 

vegetation and soil, eventually causing damage that can lead to loss of 

biodiversity and other impacts Such damage can be even more extensive when 

visitors frequently stray off established rails. The table below shows this. 

 
Table 1: Physical impacts from tourists activities 

Source: University of Idaho 

https://www.gdrc.org/uem/eco-tour/envi/one.html 
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Table 2: Aims of Sustainable Tourism 

Source: UNWTO & UNEP (2005) 

https//www.e-unwto.org/doi//pdf/10.18111/97/89284415496  

 

It can be seen from table 2 that, the sustainable tourism agenda is a broad one 

.It is as much about delivering economic benefits to destinations and 

communities, through competitive, viable tourism businesses that create 

employment, as about minimizing adverse impacts on the environment. 

 

Conclusion and Recommendation 

The main purpose of the paper is to examine tourism marketing and sustainable 
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development in the Sub-Sahara region .The tourism industry has emerged as a 

key force for sustainable socio-economic development globally. The idea 

behind sustainable tourism is to visit the locations without harming the local 

community and nature and also having some constructive impact on the 

environment, society, as well as the economy of the country. When it comes to 

travel and tourism, sub-Saharan Africa is a region with massive potential 

tempered by multiple structural, institutional, economic and socio-economic 

challenges. According to data from the World Travel & Tourism Council 

(WTTC), the region’s direct travel and tourism GDP is forecast to grow by 60% 

from 2018 to 2029. As such, the industry has a crucial role in the development 

of the region .The proper marketing of these tourism products and services is 

key to taking most Sub- sahara countries out of the league of less developed 

countries.  Tourism’s role as an important source of employment generation, 

income from formal and informal sectors of the economy, revenue earner that 

compliments the exchange received from overseas trade of goods and services 

cannot be overemphasized.  It could be better if a few things are put in place. 

The researcher recommends the following: 

The right kind of marketing and promotion; provision of the necessary services 

and facilities to cater for tourists; visitor safety and security and maintenance of 

natural environments that often attract tourists are irreducible factors in growing 

the tourism sector. Federal, State, and local governments should redevelop 

tourist sites and upgrade local festivals, some of which can be turned into 

money-spinners. There should be a vigorous programme of providing basic 

amenities in the rural areas. Currently, it is very difficult to travel around the 

country. Efforts should be doubled to build infrastructure, especially roads 

linking strategic tourist attractions across the country. The Intra-African Air 

Connectivity should not be ignored. Initiatives such as the creation of the East 

Africa Visa programme allowing travellers to apply for a visa online before 

visiting Uganda, Rwanda and Kenya are making these places ever more 

attractive to tourists, which other sub- sahara countries should imitate. 
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