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ABSTRACT 

his study was on marketing 

strategies and tourism business: 

a way forward in post covid-19 

era. Marketing strategies involves quick 

product launches, and the identification of 

new market dimensions needed to pursue 

and drive customers, and successfully 

drive profit. Specifically, the study 

examined the To examine the effect of 

social media marketing, word of mouth 

and pricing marketing strategies  on 

tourism businesses in post covid-19 era. 

The study utilized survey research design. 

Primary data was used in this study. The 

population of the study was 624 

respondents consist of academic staff of 

Department of marketing, Management 

and Business Administration selected 

from institutions across Norh–Central and 

South-West, Nigeria The study utilized 

simple random sampling technique to 
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Introduction: 
Corona virus known as 

covid –19 as a pandemic 

has negatively affect 

economic development of 

all nations in the world. 

This novel coronavirus 

(covid –19) was first 

detected in December 2019 

in Wuhan, a city in the 

country’s Hubei province. 

The Covid-19 pandemic has 

been a monumental 

disaster for all the nations 

on the planet. In Africa, the 

economic effects of the 

pandemic are substantially 

more serious, compared to 

other parts of the world, 

due to endemic poverty 

that has existed in many 

economies on the continent 
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select sample of 438 students for the study. 5-point likert scale option of 

structured questionnaire was used in the study to obtain respondents 

response.  Content validity was used to determine the validity of the 

instrument and the value of the test of reliability was 0.84 which was 

calculated using test-retest reliability method. Simple linear Regression 

Analyses was used to test the hypotheses. Three hypotheses were tested in 

line with the objectives of the study and it was revealed social media 

marketing, word of mouth and pricing marketing strategies have 

significant effect on tourism businesses in post covid-19 era.. The study 

suggested some recommendations as follows:  Tourism operator should 

engage in social media marketing to promote their business during post 

covid- 19 era. Also, they should improve on their environmental outlook 

with attractive features in order to entice tourist to spread good news 

about the tourism centre through word of mouth marketing strategy. 
 

Keywords: Marketing strategies, Tourism, business, Post covid-19, Social 
media, Words of mouth 

  

ong before the coronavirus diseaseoutbreak (Charles, 2020). Many 

businesses were affected, but this study focused on tourism business in 

Nigeria. In some developed countries such as Europe, Asia Canada, New 

Zealand, United Kingdom, Australia and the United States, tourism 

business has been one of their major sources of boosting their economic 

development. Tourism refers to any activity that voluntarily and 

temporarily takes people away from their usual place of residence in order 

to satisfy the need for pleasure, excitement, experience and relaxation 

(Falade, 2000). Due to pervasive effect of this covid-19 pandemic on 

tourism business in Nigeria, post covid-19 era may proof tough for the 

tourism business. For this segment of business to survive in this chaotic 

era, marketing strategies could be an atidote to ameloriate and assist 

tourim businesses in Nigeria. Marketing strategies have an effect on 

financial outcomes for businesses (Solomon & Perry, 2011). Marketing is 

an effective tool and strategy for increasing the sales of a product (Jager 

2007). 

l 
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Tourism businesses survival during post covid-19 era depends on serious 

application of marketing strategies. It is a business that embraces 

environmental friemdly components such as clean and tidy environment, 

absence of environmental pollution, absence of terrorist attack etc.  

Tourism improves the living conditions of residents; diversifies and 

improves leisure facilities; stimulates greater recognition of the 

importance of preserving historic buildings; supports infrastructure 

development, pollution control and conservation of flora, fauna and 

natural resources, imposing in some cases even the limitation of number of 

tourists; creates the possibility of intercultural exchanges offering both 

residents and tourists a better understanding of the world, increases 

residents wealth etc. Tourism has many potential benefits for rural areas 

(Frederick, 1992). Tourism can be an important source of jobs for 

nonmetro communities, especially for those that are economically 

underdeveloped. Because jobs in the tourist industry often do not require 

advanced training, local residents with few skills can readily work as food 

servers, retail clerks, and hospitalityworkers. Marketing strategies plays a 

vital roles in reviving tourism in the era of post covid.-19. Marketing 

strategies involves quick product launches, and the identification of new 

market dimensions needed to pursue and drive customers, and 

successfully drive profits (Swenson, Rhoads and Whitlark, 2012). 

Marketing strategies aim at increasing the sales of a company, by the 

sociological and psychological influences they create on consumers as well. 

 

Statement of the problem 

Several studies had been carried out by many scholars such as Wanda, 

(2015); Çiğdem, Bertan, and Can, (2011); Ogah, Adah and Osho, (2018); 

Gbolagadem, Adesola and Oyewale (2013). Rajan. (2010); Camilleri, 

(2018); Bankole,(2013.) Luis, José and Melanie, (2019).on marketing 

strategies and variables like  business performance, Small and mediun 

business, organisational profitabiliy, base on empirical finding within my 

reach, non of these mentioned authors carried out a study on the 
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relationships between  marketing strategies and tourism: A way forward 

in post covid-19 era. This is the gap the study tends to cover.  

Many tourm operators in Nigeria are novies of the positive influence of 

marketing strategies during post covid-19 era. They rely on the own way 

of doing business.  A strategic marketing system entails a needs analysis, 

research and analysis, creative infusion, strategic positioning, marketing 

plan development and training, implementation, evaluation, and 

adjustment (janicic & jankovic, 2014). This study tends to enligten tourism 

centres manager to embrace various marketing strategies to survive in 

post covid-19 era.  

 

Objectives of the study 

1) To examine the effect of social media marketing on tourism 

businesses in post covid-19 era. 

2) To examine the effect of word of mouth on tourism businesses in 

post covid-19 era. 

3) To examine the effect of pricing marketing strategies on tourism 

businesses in post covid-19 era.  

 

Conceptual Framework 

Meaning of marketing strategies 

Marketing strategy starts with market research, in which needs and 

attitudes and competitors' products are assessed and continuesthrough 

into advertising, promotion, distribution and where applicable, customer 

servicing, packaging, sales and distribution. Goi (2005) define marketing 

strategy as the set of the marketing tools that firms use to pursue their 

marketing objectives in the target market; the view which was earlier 

expressed by (Gronroos, 1999, and Osuagwu, 2006). “Marketing strategy 

is a set of integrated decisions and actions by which a business expects to 

achieve it marketing objectives and meet the value requirements of its 

customers.” (Slater and Olson, 2001). Marketing strategy must focus on 

delivering greater value to customers and the firm at a lower cost Chiliya, 

Herbst.,  and Roberts- Combardm, 2009). Electronic marketing also known 
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as online marketing,is a segment of  instrument of marketing strategies 

that assist business to grow.  Online marketing offers an enormous amount 

of possibilities for companies. It is an evolving world which is why constant 

development of strategies is necessary. It is much easier for customers to 

find substitutes from competitors on the internet because of the minimal 

effort a person has to make to get to another website. Marketing strategy 

is define as in a given market area, the proper allocation of resources to 

support enterprises to win competitive advantage. Marketing strategy is 

an organization’s integrated pattern of decisions that specify its crucial 

choices concerning products, markets, marketing activities and marketing 

resources in the creation, communication and/or delivery of products that 

offer value to customers in exchanges with the organization and thereby 

enables the organization to achieve specific objectives. (Varadarajan, 

2010). 

Marketing strategies aim at increasing the sales of a company, by the 

sociological and psychological influences they create on consumers as well. 

In addition, each distinct individual is influenced in a different level and 

each individual has the ability to influence other people with their 

purchase experience. Product characteristics values are also important 

factors in influencing the buying decision of the consumer.  Marketing 

strategy is a vital prerequisite of Industry's ability to strengthen its market 

share and minimize the impact of the competition. 

 

Objectives of marketing strategies 

The objectives of marketing objectives are as follows ((Bagozzi 1975; 

Carpenter, Glazer, & Nakamoto, 1997; MacMillan and McGrath 1997; 

Srivastava, Shervani,  & Fahey, 1998) : 

1. A purpose of marketing strategy is to facilitate an organization to 

achieve and sustain a competitive advantage in the marketplace. 

2. A purpose of marketing strategy is to create marketbased relational 

assets and market-based intellectual assets for the organization. 
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3. A purpose of marketing strategy is to enable an organization to 

establish and nurture mutually beneficial exchange relationships 

with customers. 

4. A purpose of marketing strategy is to modify/ influence/shape the 

affect, cognition and behaviors of customers and consumers in ways 

that are conducive to their acquisition, possession and consumption 

of specific product offerings of an organization. 

5. A purpose of marketing strategy is to identify and leverage new 

points of differentiation. 

6. A purpose of marketing strategy is to enhance the salience of non-

price criteria vis-à-vis price or viceversa in buyers’ choice decisions. 

 

Types of marketing strategies 

Social Media Marketing Strategy 

Social media sites and platforms reach more than a billion people around 

the world. This type of communication channel is very effective in sending 

messages and information to potential consumers. Social marketing is not 

different from other business strategies (Vorkapić, Popović, Ćoćkalo, 

Đorđević, & Minić, 2015). There a few crucial steps for effective social 

media marketing development. These steps are defining social goals, 

extending effort in the organization, focusing on networks that add value, 

creating engaging content, identify business opportunities through social 

interactions, track and improve market efforts (Kumar, Choi, & Greene, 

2016). Companies must define their goals from a social aspect. Further, 

social media marketing is a part of internet marketing strategies. Similarly 

as a marketing plan, or internet marketing plan, social media marketing 

development needs a clearly defined social goal. The goal can be a better 

corporate image, better public relations or generally higher numbers in 

sales (Kumar, Choi, & Greene, 2016). All the effort in the organization need 

to be extended to a point where almost every employee is included in such 

a manner where he or she can contribute to overall better business 

performance. Therefore, when a social media marketing plan is in 

development, human resources in the company must be aware of the goal 
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of this plan. This way, the effectiveness of the social media marketing plan 

will be higher (Lee, 2016). Furthermore, there is a need to clearly define 

and identify the best social media platforms for communication and 

message distribution. There is a big difference if a message or information 

is distributed through Facebook or LinkedIn. Therefore, companies must 

decide through what social media platform they want to communicate with 

the consumers (Antoncic, Auer Antoncic, & Aaltonen, 2016). 

 

Word of Mouth Marketing Strategy and tourism 

Word-of-mouth is often considered one of the oldest and most powerful 

forms of marketing. It is said that word-of-mouth has always existed since 

a human first pointed to a cave painting to share the location of a good 

hunting ground with his family (O’Leary and Sheehan, 2008), American 

Word of Mouth Marketing Association (WOMMA), defined word of mouth 

(WOM) as ‘[t]he act of consumers providing information to other 

consumers’ (WOMMA, 2008). Bickart and Schindler (2002) have argued, 

typical word-of-mouth communication consists of spoken words 

exchanged with one friend or relative in faceto- face-communication. The 

term word-of-mouth is most commonly recognised for its interpersonal 

communication occurring in a situational environment (Storey, 2008) By 

contrast, online word of mouth consists in the transmission of personal 

opinions and experiences through the written word. An advantage of this 

new kind of word-of-mouth communication – namely, the written word – 

is that people can seek information at home. Writing may also transmit the 

information in a more intact manner and make it appear more formal 

(Brown, Broderik and Lee, 2007). Furthermore, online communicators 

tend to be more willing to disclose personal information and to be more 

honest and forthcoming about their point of view (Roed, 2003). Word-of-

mouth can be defined as“the act of telling at least one friend, acquaintance 

or family member about a satisfactory or unsatisfactory product 

experience” (Halstead, 2002). 

O´Leary and Sheehan (2008) define it as the process of information 

exchange, especially recommendations about products or services, 
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between two people in an informal way. To make it clear, The Word of 

Mouth Marketing Association (WOMMA) has defined word-of-mouth as 

“the act of a consumer creating and/or distributing marketing-relevant 

information to another consumer.” Plummer (2007), for example, 

introduces WOM (devoid of marketing) as a ‘new advertising discipline’ 

with the aim of generating conversations about brands, and so refers to 

both the discipline and the desired result.  Rosen (2000), the author of 

Anatomy of Buzz, believes that word-of-mouth can be considered oral 

communication about products and services with friends, family and 

colleagues. 

 

Pricing marketing strategy and tourism 

Pricing strategy is the policy a firm adopts to determine what it will charge 

for its products and services. The objectives of pricing are to determine 

which pricing strategy will be the basis for profitable decisions as a result 

of company’s overall strategy (Hinterhuber, 2003). The choice of pricing 

strategy adopted by the firm will depend on the overall corporate strategy, 

buyer expectations and behavior, competitor strategies, industry changes, 

and regulatory boundaries. Pricing is one of the most critical decisions that 

a company can undertake and no other tool in the marketing toolbox can 

increase sales or reduce demand more quickly than pricing strategy 

(Harmon, Demirkan, Hefley, and Auseklis,2009).  Pricing strategy is a key 

variable in financial modeling, which determines the revenues achieved, 

the profits earned, and the amounts reinvested in the firm’s growth for its 

long-term survival. Docters, Reopel, Sun, Tanny,  (2004) state that pricing 

services is often more difficult than products, and firms should think about 

ensuring customer satisfaction.  

 

Nature of tourism  

TheUnited nation World Tourism Organization (UNWTO) and the United 

Nations Statistical Commission described tourism as the activities of 

people traveling to and staying in places outside their usual environments 

for more than one consecutive day for leisure, business, and other 
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purposes. ABS Australian National Accounts, tourism is defined according 

to these international standards to include visitors ‘whose primary 

purpose is private or government businesses, as well as more familiar 

tourism for leisure purposes’ (ABS, 2003) Tourism includes the movement 

of people for all purposes, including day visits or excursions (Cooper, 2008; 

Holloway & Taylor, 2006). 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. 

Tourism is defined as ‘activities of persons traveling to and staying in 

places outside their usual environment for not more than one consecutive 

year for leisure, business and other purposes not related to the exercise of 

an activity remunerated from within the place visited’ (ABS 2004). 

Tourism can be animportant source of jobs for nonmetro communities, 

especially for those that are economicallyunderdeveloped. Because jobs in 

the tourist industry often do not require advanced training,local residents 

with few skills can readily work as food servers, retail clerks, and 

hospitalityworkers. Tourism also not only offers business opportunities to 

local residents, but it can serveas a vehicle for marketing a place to 

potential residents and firms, as today’s tourist may return later to retire 

or start a business locally. 

 

Types of tourism  

Tourism emanates from various formation of life that entices both 

individual and government agencies to invest in the host communities and 

also conduct research about some important issues. (Tunde, 2012; Ogah., 

Adah,  & Osho, 2018). analyzed various types of tourism structure as 

follows: 

1. Ethnic Tourism: This is travelling for the purpose of observing the 

cultural expressions and life-styles of truly exotic people. Examples 

include visits to native homes, attending dances and ceremonies and 

possibly participating in religious rituals. 
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2. Cultural Tourism: This type of tourism involves having experience 

and in some cases participates in a vanishing lifestyle that lies within 

human memory e.g. costume festivals, folk performances, arts and 

crafts etc. 

3. Historical Tourism: Travelling to places where there are museum, 

cathedral circuits that stresses the glories of the past e.g. guided 

tours of moments. 

4. Environmental Tourism: To travel for the purpose of “getting back 

to nature”, man-land relationships. It is primarily geographic in 

nature and will include destinations such as Assop waterfalls, 

Plateau state. Aso rock, Abuj a, Rock formation Jos Plateau,Yankari 

National Parkn Bauchi and other natural wonders. 

5. Recreational Tourism: It includes taking part in sports, sun bathing 

“Ayo” or Ludo game and social contacts in relaxed environment. 

6. Business Tourism: This centres on participation in conventions, 

meetings, seminars and form of travel. 

 

Conceptual model of marketing strategies and tourism business 

Conceptual model of marketing strategies and tourism is the model that 

illustrates the effect of marketing strategies on tourism businesses during 

post cvid-19 era. During this period, tourism businesses experience low 

patronage due to the chock erupts from pandemic known as corona virus. 

Most tourists may not be facinating to move to tourism centre to spend 

their leisure time due to fear of contacting the virus. The profit margin in 

this business may not encourage the service provider. For tourism 

business to strive and survive in this era, marketing strategies such as 

social media marketing, words of mouth and pricing strategy could be an 

antidote. This model showcase the benefit of marketing strategies on 

tourism businesses during post covid-19 era. 
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Fig 1: Conceptual model of marketing strategies and tourism business 

 

Methodology 

The study utilized survey research design. Primary data was used in this 

study. The population of the study was 624 respondents consist of 

academic staff of Department of marketing, Management and Business 

Administration selected from institutions across Norh–Central and South-

West, Nigeria The study utilized simple random sampling technique to 

select sample of 438 students for the study. 5-point likert scale option of 

structured questionnaire was used in the study to obtain respondents 

response.  Content validity was used to determine the validity of the 

instrument and the value of the test of reliability was 0.84 which was 

calculated using test-retest reliability method. It indicated that there is 

internal consistency of the instrument. Simple linear Regression Analyses 

was used to test the hypotheses through Statistical Package for Social 

Sciences (SPSS) version 23. 
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Analyses and result 

 Four hundred and thirty eight (438) questionnaires were administered 

and Four hundred and thirty (430) questionnaires were retrieved and 

used for the study. 

Findings show the distribution of respondents on the bases of sex, age and 

qualification. The analyses of distribution of sex shows that 278 were male 

representing 64.7% and 152 were female representing 35.3%. The 

analyses of distribution of age of respondents shows that, out of 430, 

respondents,  47 falls between 20 – 29 years, 341 falls between 30- 39  and 

42 falls within 40 years and  above. Analyses of distribution of educational 

qualifications of respondents show that 339 obtained M.Sc and 91 obtained 

Ph,D 

 

Research hypothesis One   

Ho:  Social media marketing has no significant effect on tourism businesses 

in post covid-19 era. 

H1:  Social media marketing has significant effect on tourism businesses in 

post covid-19 era. 

 

Table 1    

Regression Model Summary for H1 

Model R R Square Adjusted R 

Square 

Std. Error of 

the Estimate 

H1 .616a .379 .378 39.22755 

a. Predictors: (Constant): Social media marketing   

b. Dependent Variable: Tourism businesses 

Source: SPSS Version 16 

 

Table 2  

ANOVA  for H1 

Model Sum of 

Squares 

Df Mean 

Square 

F Sig. 

        Regression 402568.932 1 402568.932 261.612 
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 H 

1 

Residual 658606.845 428 1538.801    

000a 

Total 1061175.777 429    

a. Dependent Variable:: Tourism businesses  

b. Predictors: (Constant): Social media marketing  

Source: SPSS Version 16 

 

Decision Rule  

According to Table 2, the overall result for the regression model was 

significant (p = 0. .000 < 0.05), thus results indicate support for the first 

hypothesis. We reject null hypothesis and accept the alternative hypothesis 

which state that Social media marketing has significant effect on tourism 

businesses in post covid-19 era. The result considered that Social media 

marketing can be used to predict Tourism businesses; it means that if 

Social media marketing is increasing the Tourism businesses may also 

improve. Depending on the R Square value of (0.379), Social media 

marketing could explain 3.8% variation in Tourism businesses. The 

analysis of variance (ANOVA) calculated F test was 261.612 and an 

associated significance p value of 0.000 ( p value < 0.05) was significant. 

The implication was that the simple linear regression was good fit for the 

data. 

 

Research hypothesis Two 

Ho: Word of mouth has no significant effect on tourism businesses in post 

covid-19 era. 

H1: Word of mouth has significant effect on tourism businesses in post 

covid-19 era. 

 

Table 3  

Regression Model Summary for H2 

Model R R Square Adjusted R Square Std. Error of the Estimate 

H2 .662a .438 .437 34.69371 

a. Predictors: (Constant) :Word of mouth   
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b. Dependent Variable : Tourism businesses 

Source: SPSS Version 16 

 

Table 4   

ANOVA for H2 

Model Sum of Squares Df Mean Square F Sig. 

H2 Regression 401337.418 1 401337.418 333.433 .000a 

Residual 515163.568 428 1203.653  

Total 916500.986 429    

a. Dependent Variable:: Tourism businesses 

b. Predictors: (Constant): Word of mouth             

Source: SPSS Version 16 

 

Decision Rule  

According to Table 4, the overall result for the regression model was 

significant (p = 0. .000 < 0.05), thus results indicate support for the first 

hypothesis. We reject null hypothesis and accept the alternative hypothesis 

which state that word of mouth has significant effect on tourism businesses 

in post covid-19 era. The result considered that word of mouth can be used 

to predict tourism businesses; it means that if word of mouth is increasing 

the tourism businesses may also improve. Depending on the R Square value 

of (0.438), word of mouth could explain 4.4% variation in tourism 

businesses. The analysis of variance (ANOVA) calculated F test was 

333.433 and an associated significance p value of 0.000 ( p value < 0.05) 

was significant. The implication was that the simple linear regression was 

good fit for the data. 

 

Research hypothesis Three 

Ho: Pricing marketing strategies has no significant effect on tourism 

businesses in post covid-19 era. 

H1: Pricing marketing strategies has significant effect on tourism 

businesses in post covid-19 era. 
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Table 5  

Regression Model Summary for H3 

Model R R Square Adjusted R Square Std. Error of the Estimate 

1 .768a .589 .588 25.29875 

a. Predictors: (Constant) : Pricing marketing stretegies   

b. Dependent Variable : Tourism businesses 

Source: SPSS Version 16 

 

Table 6  

 ANOVA  for H3 

Model Sum of Squares Df Mean Square F Sig. 

H3 Regression 389562.749 1 389562.749 608.666 .000a 

Residual 271371.354 424 640.027  

Total 660934.103 425    

a. Dependent Variable:: Tourism businesses 

b. Predictors: (Constant): Pricing marketing stretegies             

Source: SPSS Version 16 

 

Decision Rule  

According to Table 5, the overall result for the regression model was 

significant (p = 0. .000 < 0.05), thus results indicate support for the first 

hypothesis. We reject null hypothesis and accept the alternative hypothesis 

which state that pricing marketing stretegies has significant effect on 

tourism businesses in post covid-19 era. The result considered that pricing 

marketing strategies can be used to predict tourism businesses; it means 

that if pricing marketing stretegies is increasing the tourism businesses 

may also improve. Depending on the R Square value of (0.589), pricing 

marketing stretegies could explain 5.9% variation in tourism businesses. 

The analysis of variance (ANOVA) calculated F test was 261.612 and an 

associated significance p value of 0.000 ( p value < 0.05) was significant. 

The implication was that the simple linear regression was good fit for the 

data. 
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Discussion of findings 

The first hypothesis testifies that, social media marketing has significant 

effect on tourism businesses in post covid-19 era.  Hollier (2009) affirm 

that social media can be used to be realistic, transparent, and for being able 

to communicate issues on time; thereby reducing rumors, negative talk, 

and motivating people to speak for the company. 

The second hypothesis testifies that word of mouth has significant effect 

on tourism businesses in post covid-19 era. Rusticus (2007) affirm that 

informal information, such as word-of-mouth, is a more significant source 

of information compared to mass media such as print or television 

advertising. This makes word-of-mouth marketing more persuasive and 

credible source of information compared to traditional marketing 

channels. Stern (1994) affirm  that word of- mouth involves the exchange 

of oral messages spontaneously occurring in real life and in a word-of-

mouth conversation consumers are not assumed to create and revise pre-

written conversational exchanges about a product or service. 

The third hypothesis testifies that pricing marketing stretegies has 

significant effect on tourism businesses in post covid-19 era. Shankar, 

Berry and Dotzel (2009) affirm that firms must pay more attention to 

pricing in respect to new hybrid offerings to attract new customers, and 

improve demand among existing ones by providing superior value. This 

will enable firms to boost their revenue and profit streams, and improve 

liquidity at low risk. ! Pricing strategy, also known as promotional pricing, 

involves temporarily setting prices below the market price or even lower 

than cost price. This is often used to maximize rapid market entry into new 

markets, or the market entry of new products into existing markets. 

 

Conclusion 

From the findings, it was reveal that social media marketing, word of 

mouth and  pricing marketing stretegies has significant effect on tourism 

businesses in post covid-19 era. Services marketing strategy focuses on 

delivering processes, experiences, and intangibles to customers rather 

than physical goods and transactions. It involves integrating a focus on the 
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customer throughout the firm and across all functions. A key to worldwide 

marketing strategy success is participation in all major world markets to 

gain competitive leverage and effective integration of the firm’s 

competitive campaigns across these markets. marketing strategy as 

encompassing the strategy decisions and actions (what) and strategy-

making and realization processes (how) concerning a firm’s desired goals 

over a future time-period, and the means through which it intends to 

achieve them including selecting target markets and customers; identifying 

required value propositions; and designing and enacting integrated 

marketing programs to develop, deliver, and communicate the value 

offerings. 

 

Recommendations 

The study attracts the following recommendations:  

1) Tourism operator should engage in social media marketing to 

promote their business during post covid- 19 era. 

2) They should improve on their environmental outlook with attractive 

features in order to entice tourist to spread good news about the 

tourism centre through word of mouth marketing strategy. 

3) Tourism operator should evalute their pricing setting mechanism 

that can motivate both regular and potential tourist to boost their 

level of patronage. 

4) They should make provision for covid-19 peventive measure to curb 

spread of the pandemic around and within the tourism centre. 

5) They should make the tourism centre environmental friendly for 

tourist in order to boost visitation.   
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