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ABSTRACT

This research examined the role of the COVID-19 pandemic on Kenya's tourism industry,
emphasizing the role of social media, particularly Facebook, in promoting domestic tourism.
Focusing on the Wanderlust Diaries Facebook group, which has actively promoted domestic
travel in Kenya since April 2020, the study engageds with the group’s Facebook members to
gather qualitative data from posts by tourism businesses, travel bloggers, and influencers.The
objectives of the study were: to examine the significance of Facebook posts within the
Wanderlust Diaries Facebook group in effectively communicating about domestic tourism
during the pandemic, to explore the influence that members of the Wanderldst Diaries group
had on others' decisions to visit Kenyan tourist destinations during this period and to analyze
how posts in this group were utilized as a marketing tool to promote domestic tourism,
particularly at a time when the Covid-19 pandemic heavily impacted travel behaviors and
choices. Supported by Chaffey’s Theory of Social Media Marketing, the,research employed
descriptive research design which was appropriate for this study,as‘it'enabled the researcher
to gather information on the state of domestic tourism imyKenya,and’how Facebook posts
wereused to promote it.The study used interviews,40. celleet “in-depth data from 30
participants on Facebook's influence on domestic tourism, duringithe pandemic. The findings
revealed that Facebook posts effectively created @omestie tourism awareness to followers
which led to the interest in visiting the parks andiethex tourist attraction areas, disseminated
information, and marketed the domestic tourism ifidustryleven during lockdowns. Businesses
can leverage Facebook to promote their services, with posts significantly raising awareness
about domestic tourism destinations. In summary,the study demonstrated that Facebook was
instrumental in promoting domesti¢ tourism i Kenya during the COVID-19 pandemic,
providing valuable insights for businesses on utilizing social media as an effective marketing
strategy.
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CHAPTER ONE
1.1 Introduction.

This chapter contains the background to the study, the purpose of the study,
objectives of the study, research questions, and justification of the study, the

significance of the study and, the scope and limitations of the study.

1.2 Background of the Study

Social media platforms, including Facebook, hayepgained popularity in the
recent past due to the emergence of the internet, high penetration rate and affordable
digital devices including tablets, smartphones aid laptops (Anderson & Jiang, 2018).
On October 28, 2021, Facebook announced, that it was rebranding to Meta. The
company's CEO, Mark Zuckerberg,ycxplained that the new name reflects the
company's goal of building a iéw virtualsworld that is more immersive and connected

than the internet we know today (Zuckerberg, 2021).

Facebook's, rebranding to Meta marked a significant shift in the company's
focus from seeialimedia‘to the metaverse, reflecting the company's goal of building a
new virtual world*that is more immersive and connected than the internet we know
today. The company's shift towards virtual and augmented reality technology is likely
to have significant implications for the future of technology and society. The
Covid-19 pandemic as explained by Adetunji, Mohd and Ishak(2018) propelled
online business(es), online markets and social networks where almost all businesses
and buyers switched to e-commerce and online shopping, respectively as preventive

measures against the spread of the Covid-19 pandemic. According to Adetunji, Mohd
1
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and Ishak(2018), online portals and social networks were increasingly used in
marketing businesses, products, and services, and Facebook posts on Facebook
platforms were not exempt from promoting offerings, including the tourism industry's
offerings (products and services). As explained by Madrigal (2017) Facebook posts
encompass content uploaded or posted on a Facebook platform about anything in

"what is on your mind” section.

On the other hand, local tourism comprises busine$ses and,establishments that
offer products and services designed to enhancegenjoymentileisure, and business
activities outside of the home environment (Zsarnoczky, 2018). It consists of
accommodation, attraction sites, game reserves and national parks, recreation and
entertainment, transportation andgtravel ‘services, among others. The sector was
significantly affected by the Covid-19"pandemic leading to the temporary and
permanent closure of “some businesses, including restaurants and recreational
facilities. According t0,Warah'(2021), popular and iconic hotels, including Driftwood
Club, Intercontinental, and Old Man and the Sea in coastal region shut down due to
the effects of Covid-19 pandemic. This meant that there was need to use social media
platfetms, ‘inhcluding Facebook, to promote local tourism in the times

of/duringCovid-19 to ensure the sector survived.

Covid-19 pandemic period is crucial for this study because it affected all the
sectors of the economy including the tourism and hospitality industry in Kenya.

Besides, the Covid-19 pandemic wreaked havoc on world economies and business
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because its preventive measures disrupted supply chainsandbusiness operations
making some businesses to shut down either temporarily or permanently. Also/ in
addition, digital marketing surged during the Covid-19 pandemic leading to rise in
social media marketing and internet users as well as online pages and groups
Wanderlust Diaries,a social media page on Facebook with a following of more than
398,000 followers or members, was not left behind (Facebobk.com, 2022). The
Covid-19 pandemic had a significant impact on the tourism ‘industty globally, with
travel restrictions and safety concerns affecting travgl plans. However, social media
platforms such as Facebook played a crucial@oledn promoting domestic tourism
during this period. According to a study condueted by the Kenya Tourism Board
(2021), social media platforms such asFacebook ‘and Instagram have played a critical
role in promoting domestic tousism dusing the pandemic. The research revealed that
social media campaigns,featuringylocal travel experiences were effective in attracting
domestic tourists, With“Bacebook being the most popular platform for promoting

these campaigngy(Kenya Tourism Board, 2021).

The history>of tourism dates back to the 17" century in European countries
andbécame fairly stable in Kenya from 1964 to date when total tourists’ arrivals rose
from 65,000 to more than a 1 million in the mid-1990s and has risen steadily over the

last three decades (Akama, 2019).

Tourism is one of the world’s major economic sectors. It is the third-largest

export category (after fuels and chemicals) and in 2019 accounted for 7% of global
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trade. For some countries, it can represent over 20% of their GDP and, overall, it is
the third largest export sector of the global economy. Tourism was one of the sectors
most affected by the Covid-19 pandemic, impacting economies, livelihoods, public
services and opportunities on all continents. All parts of its vast value-chain were

affected, (World Tourism Organization,2023).

The Covid-19 pandemic negatively impacted the many different sectors of
tourism globally ultimately causing the industry to shut down femmonths(Gdossling et
al., 2020). Though various efforts were made sinceqJune 20200 reopen the industry,
most sectors continued to struggle and the UNWTQ, (2020) has acknowledged
tourism as one of the hardest hit industriesy, Crises‘are regular occurrences in tourism
(Gossling et al., 2020). Many destinatiensyare-affected by natural and human-made
crises and, over the years, have_developed tactics and strategies of resilience and

mitigation.

According te, Muoki (2021) tourism is one of the largest foreign exchange
earners and fastest-growing sectors in the East African Community (EAC). Tourism
contributed tosthe Gross Domestic Product (GDP) of the EAC Partner States by an
average of 9.5% in 2019. It contributed an average of 17.2% to EAC total exports and
7.1% to employment. However, the upward trajectory in tourism in the region, with
its positive impact on the economy, was devastatingly affected by the onset of
COVID-19 pandemic in March 2020. About/Approximately 4.2 million foreign

touristscouldnottravel to their preferred EAC destinations. The trickle-down effects
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were felt across affiliated industries and the rest of the economy. In terms of impact
on employment, it is estimated that tourism jobs in the region dropped from about 4.1
million jobs to 2.2 million jobs, that is, about two million jobs in the tourism sector
were lost. There was a significant decline of about 65% of visitors to national parks

and, therefore, impacting negatively on wildlife conservation efforts in the region.

Tourism is one of Kenya’s main sources of foreign cusfency (Akama, 2019).
As stated in Tourism.go.ke (2022) in 2019, the sector represented around 8% of total
GDP and employed approximately 1.6 million pgeple,/and“afrivals grew by 3.9%
from 2.02 million to 2.05 million from 2018 to, 20194 Tourism.go.ke (2022). The
former Cabinet secretary for tourism, Hon, NajibBalala lauded the Kenya Tourism

Board for its efforts in positioningdlenya asya high-value tourist destination.

According to Facebooki€om (2022), Wanderlust Diaries is a social media
page on Facebook with ‘more than 400,000 followers who love travelling. It was
started in 2020 When ‘the/Covid-19 pandemic had just hit Kenya. Its main aim, as
explained by the founder Dr. Wala is to help inspire other travelers, sharing uplifting

stories and driving uptake of unique experiences.

The history of the Covid-19 pandemic and its effects can be clearly traced in
late 2019 in Wuhan in China. In early 2020, the Covid-19 pandemic spread to other
parts of the world with Kenya reporting the first case on 12" March, 2020 (Ngwacho,
2020). As at April 2020, the Covid-19 pandemic was severe and the Kenyan

government moved to stipulate measures to curb the Covid-19 pandemic including

5
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lockdowns, curfews, social distancing rule, stay at home order and banning of public
gathering and grounding of flights which adversely affected businesses. The tourism
was one of the most affected sectors of the economy in Kenya by the coronavirus due

to movement restrictions and grounding of flights among others.

The tourism industry, like other sectors, is rapidly evolving. o keep up with
these changes and attract clients, businesses in the tourismfsector must develop
effective strategies, as discussed by Hole and Snehal, 2019-9Oneikey aspect of this is
establishing clear communication channels to raisgyawarenessyand draw in domestic
tourists. The three primary forms of communicatien—verbal, visual, and written—are
essential in this effort. Communication_is‘indeéniablypone of the most important tools

in both social interactions and orgamizational management.

This study focusedpongthéyrole of Facebook posts in promoting domestic
tourism during the €ovids19 pandemic in Kenya, using the Wanderlust Diaries
Facebook Group as, a'ease study. The Wanderlust Diaries Facebook Group is a
community of travel enthusiasts in Kenya, with over 400,000 members. The Group
was,chosen as,a case study because of its popularity among Kenyan travelers and its
potentialito influence domestic tourism during the pandemic. The group's primary
goal is to share travel experiences, tips, and information on various travel destinations

in Kenya and around the world.

According to a study by Musau et al. (2020), social media platforms like/such

as Facebook have become a crucial source of information for domestic tourists in
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Kenya. The study found that Facebook posts by tourism businesses, travel bloggers,
and influencers played a significant role in shaping tourists' travel decision-making
process. The study also found that tourists were more likely to engage with Facebook
posts that contained high-quality visuals, engaging captions, and clear calls to action.
In another study by Nyangara and Ndhlovu (2020), it was noted that social media
platforms offer an opportunity for tourism businesses to reach a broaderiaudience at a
lower cost. Nyangara and Ndhlovu (2020)/ They, found that Facebook was the most

popular social media platform in Kenya, with a user base of oyer 7 million people.

Wanderlust Diaries Facebook Group 1Sha“popular platform that promoted
domestic tourism in Kenya during the“€ovid-19 pandemic. This study aimed to
explore the role of Facebook postsgin ptemeting’domestic tourism in Kenya using the
Wanderlust Diaries Facebook Group as'a case study. The study provided insights
into/on how tourism, businesseS, travel bloggers, and influencers couldleverage

Facebook to promoteidomestic tourism in Kenya and other developing countries.

1.3 Statement of the Problem

The COVID-19 pandemic severely disrupted Kenya's tourism industry,
prompting a shift towards domestic tourism to aid recovery. Despite the increase in
Facebook users and its potential as a marketing tool, there is limited research on how
Facebook posts influenced domestic tourism during the pandemic in Kenya. This
study soughtto fill this gap by exploring the specific communication strategies and

content characteristics within Facebook posts that effectively promoted domestic
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tourism and influenced Kenyan travelers' decisions. The COVID-19 pandemic
severely disrupted Kenya's tourism industry, prompting a shift towards domestic
tourism to aid recovery. As documented by Jones and George (2021), travel
restrictions and safety concerns led to a renewed interest in exploring local

destinations. In this context, social media platforms emerged as vital. communication

tools Ahmad et al., (2022), with Facebook being a pro latform for
information dissemination and traveler engagement. Whi iestlike Wang et al.
(2020) highlight the significant impact of social rism recovery, the
specific communication strategies and content ics within Facebook posts
that foster a renewed sense of trust, e engagement among Kenyan
travelers remain understudied. Al- 17) found that people use social
media channels for tourist oti forts in order to stimulate and promote
domestic tourism. Des 'te\-e al role of social media in shaping consumer
behavior and influéngci choices, there is a significant gap in understanding

how specifi ch as Facebook, facilitated the promotion of domestic

touris ring VID-19 pandemic in Kenya. This study therefore, sought to
t &pact of the Wanderlust Diaries Facebook page on encouraging

Kenya explore their country..

1.4 Purpose of the Study
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The purpose of this study was to investigate the role of social mediain
promoting domestic tourism during the Covid-19 pandemic in Kenya, using the

Wanderlust Diaries Ltd Facebook group as a case study.

1.5 The Objectives of the study
i.  To Analyze the strategies employed by Wanderlust Diaries on Facebook to promote
domestic tourism Facebook group during the Covid-19 pandemic in Kenya.
ii.  To evaluate the effectiveness of Facebook as a commani€ation tool for domestic
tourism promotion during Covid-19 pandemic.
iii.  To assess the impact of Facebook posts in the Wanderlust Diaries Facebook group as
a tool for marketing domestic tourism during the Covid- 19 pandemic.
1.6 The Research Questions
i.  What Strategies were empldyed by Wanderlust Diaries on Facebook to promote
domestic tourism Facebook groupduring the Covid-19 pandemic in Kenya?
ii. How effective awvas“Eacebook as a communication tool for domestic tourism
promotion during\Covid=19 pandemic?
iii.  Whatds the impactiof Facebook posts in the Wanderlust Diaries Facebook group as a
toolifor marketing domestic tourism during the Covid- 19 pandemic?
1.7 Justification of the Study
This study aimed to investigate the role of Facebook posts in promoting
tourism in Kenya, particularly during the Covid-19 pandemic. With Facebook users
in Kenya increasing from 11 million in 2020 to 13 million in March 2022 Muthee,

(2021), it is essential to understand the impact of this growing user base on
9
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businesses, including the local tourism industry. The Covid-19 pandemic led to
international border closures and travel restrictions, causing a significant decline in
international tourism. Consequently, promoting domestic tourism became vital for the
industry's survival. According to the Kenya National Bureau of Statistics (2020), the
tourism sector in Kenya experienced a 71.5% decline in international tourist arrivals

and a 45.1% decline in tourism receipts due to the pandemic.

Social media, especially Facebook, with its over{l0"million Users in Kenya,
has become an essential tool for promoting tourism, Studies by Muthee (2021) show
that social media is the most popular source of ihformatien on tourist destinations in
Kenya. Therefore, understanding how“Eaceébook ‘can be effectively utilized to
promote tourism during a pandemig, is‘¢sucial. “The pandemic resulted in a significant
loss of over Ksh 80 billion in tourism“revenue (Ministry of Tourism and Wildlife,
2020). This study proyided valudbleinsights for tourism stakeholders and businesses

on adapting to the,newanotmal’by using Facebook to promote domestic tourism.

By questioning the Wanderlust Diaries Facebook group followers, a popular
online*community of over 400,000 travel enthusiasts, this study offered a detailed
examination of the effectiveness of Facebook posts in promoting domestic tourism
during the pandemic. The findings contributed to the body of knowledge on using
Facebook as a marketing tool for tourism and provided practical insights for tourism
stakeholders and businesses on effectively leveraging social media to promote

domestic tourism during a crisis.

10
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1.8 Significance of the Study

The research was/would be of paramount significance to numerous
stakeholders in the industry by highlighting how Facebook posts promoted the
expansion of domestic tourism in Kenya. Firstly, the studyprovided valuable insights
into/on how domestic tourism can be effectively promoted during, a pandemic in
Kenya. This is particularly important given the significant negative“impact that the
pandemic had on the tourism industry in the country, With ‘many businesses
struggling to stay afloat (Owino&Kiguru, 2021). Byfidentifyingithe key factors that
influenced domestic tourists' decision to wisitjtouristy destinations during the
pandemic, the study provided recommendations) for tourism stakeholders and
businesses on how to effectively @ise ‘Facebook as a marketing tool to promote
domestic tourism incaseofa futuse pandemic.

The study will also contribute to the growing body of literature on the role of
social media in prémoting totrisSm. Social media platforms such as Facebook have
become incre@singly important in the tourism industry, with many tourists using these
platforms, to research and plan their trips (Buhalis& Law, 2008). However, there is a
lack “of research on the specific role of Facebook in promoting domestic tourism
during“the pandemic, particularly in the context of developing countries such as
Kenya. Therefore, this study filled a gap in the literature and provided valuable
insights into the effectiveness of Facebook posts in promoting domestic tourism
during a pandemic in a developing country. The researchermadeuse of the findings,

research processes in the research work.

11
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1.9 Assumptions of the study
In conducting this study, assumptions were made to provide a framework forthe
research.

Facebook platform was used in the promotion of domestic tourism during the

Covid-19 pandemic in Wanderlust Diaries Limited page.

The study reliedon the assumption that the feedback provide participants

& determine the
credibility of the study.

Wanderlust Diaries Ltd page management wo he permission to collect data
for the study. \

1.10 Scope of the Study

washonest and objective. The openness of the resp

The scope of this s was anderlust Diaries Facebook group. Data
collection was done 'th%on nth whereby the interviews were conducted
within/on the Wa &s Facebook group members. The interviews were
conducted trips in the Wanderlust diaries Facebook group, both
online (& he study mainly analyzed the content of the Facebook posts

th e & during the Covid - 19 period June 2020 to December 2020 and their

effecti ss in promoting domestic tourism. The research exploredthe factors that
influenced domestic tourists' decision to visit tourist destinations during the
pandemic. The study waslimited to the time frame of the Covid-19 pandemic in

Kenya, which began in March 2020.

12
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The geographical scope of the study was limited to Kenya, with a focus on the
popular tourist destinations within the country. The study wasalsolimited to the
analysis of the Wanderlust Diaries Facebook group, as it is one of the most popular
Facebook groups in Kenya focused on tourism. This being a qualitative study,
qualitative approach was applied which focused on descriptive ,information. It
accounted for people’s behavior and words (Taylor, Bogdafiy, &DeVault,2016).
Descriptive research design was employed to investigate the tole ofyFacebook posts
in promoting domestic tourism during the Covid-19 pandemic,in Kenya.

1.11 Limitation and Delimitation of the Study

The study relied on self-reported datayobtained from the Wanderlust Facebook
group members. This data may have'been prone 0 bias and may not have accurately
represented the respondents' agtual behavior.

The researcher mitigated his by encouraging members to be open on their
experiences and pfomised not to expose the data to third parties.they were also
informed that'they could hold the researcher accountable in case anyinformation on
their identity leakedto third party.

Theres€arch findings may not be generalizable to other countries or regions
with different cultures and social media usage patterns. The researcher mitigated this
by comparing results with existing literature and highlight similarities and
differences.

It was a challenge collecting data from the vocal members of the Wanderlust

Diaries Facebook page due their unavailability and time. This was mitigated by

13
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ensuring that the questions were short and precise and also explaining the importance
of the responses to the study. The researcher also joined the group trips to engage the
respondents during the interaction breaks.

1.12 Definition of Terms

Covid-19: This is a contagious disease caused by a virus, the severe acute
respiratory syndrome coronavirus 2 (SARS-CoV-2), a global outbreak of the
coronavirus disease that began in December 2019 and affected millions of people
worldwide (Aluga 2020).

Facebook: A popular social media platform that allows users to create
profiles, share content, and connect with others (Zuckerberg, 2021). It is owned by
Meta formerly known by Facebook. The company (Meta) owns Facebook, Instagram,
and WhatsApp, among other products and services. The research will be conducted

on one of Facebook group page.

Facebook,posts: This'is the content uploaded on Facebook account. Content
shared on social media‘platforms, such as text, images, or videos as explained by

Madrigal (2017).

Social media:Macharia (2020) describes this as online platforms that allow users to

create and share content, connect with others, and participate in social networking

Wanderlust Diaries: This is a social media page on Facebook with a following

of more than 400,000 (By April 2022) followers or members, Facebook.com (2022).

14
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1.13 Summary

In this chapter, the background, problem statement, purpose of the study,
research objectives, research questions, justification, significance, scope, limitations,
and definition of terms related to the investigation of the effectiveness of Facebook

posts in promoting domestic tourism during the Covid-19 pandemic, in Kenya were

outlined. The study aimed to analyze the content of Facebook p Wanderlust
Diaries group, to identify factors influencing domestic s' isions to visit

tourist destinations and provide recommendations f

tool in the tourism industry. \%

ok as a marketing

»
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CHAPTER TWO

LITERATURE REVIEW
2.1 Introduction

This chapter comprises the theoretical review, conceptual framework, general
literature review, the critiques of the existing literature relevant to the study, chapter
summary and research gaps. It explores literature regarding so€ialmediajand tourism
related to the role of social media in promotion of domesti¢ tourism.

2. 2 General Literature Review

The Covid-19 pandemic led to a significant decline in the tourism industry
worldwide, with many countries focusing‘on promoting domestic tourism as a means
of recovery. Social media platfesmsalike, Facebook became essential tools for
promoting tourism during the pandemie; thanks to their wide reach and ability to
facilitate targeted matrketing campaigns. The stakeholders’ collaboration has a role to
create destinatiofis, resilience” in crisis communication. They provide an in-depth
analysis of “how “the “tourism industry responds to pandemics, focusing on

management stratégies and marketing adaptations (Valeri&Fernandez, 2021).

Domestic tourism, which involves residents traveling within their own
country,has gained attention for its economic implication and resilience during crises.
Many countries have a strong tradition of domestic travel and vacationing that not
only predates but also exceeds mass international travel. This is especially true in

Asia, where recent economic growth and globalization trends have further influenced
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domestic tourism practices. Various dynamics of domestic tourism in the Asia-Pacific
region have been explored, highlighting the motivations, trends, and impacts (Singh

2009).

Tourism promotion is the key component in the marketing of travel packages
Raju, 2009. The tourism sector should make sure that promotion is fiot only focused
towards potential clients but also to individuals and organizatigns such'as agents and
travel writers.. Social media platforms, particularly Facebook;thaverrevolutionized
the way tourism is marketed. According to Xianggand, Gtetzel (2010), social media
serves as a critical tool for destination marketing ‘orgamizations (DMOs) to engage
with potential tourists, share rich contént, and create interactive experiences. The
ability to share images, videos andyuset-gencrated content makes Facebook an ideal

platform for promoting tourism.

Facebook's features, ,such as pages, groups, events, and targeted
advertisements, ‘enable’DMOs to reach a wide audience efficiently. The interactive
nature of Facebook‘allows for real-time communication and feedback, which can
enhanee customer engagement and satisfaction (Hays, Page, and Buhalis (2013). The
use of Faeebook to promote domestic tourism has gained grip, especially in response
to travel restrictions and safety concerns during pandemics. Sigala (2011) discusses
how DMOs can leverage Facebook to encourage local travel by highlighting nearby
attractions, offering special deals, and creating community-driven campaigns that

resonate with local travelers. By fostering a sense of community and pride, Facebook
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can effectively promote domestic tourism. It is clear that tourism crisis can be caused
by natural disasters, pandemics, acts of war among other crises. Henderson explores
various crises affecting tourism, including pandemics, and offers insights into
effective management and recovery strategies (Henderson, 2007). In such cases
tourist destinations are affected and the country is required to develop strategies to

rebuild the industry for economic purposes.

Tourism is one of the largest and fastest-growing industtics 1 the world. As
stated by the World Bank, the tourism industry brought,in $1S4.7 trillion in revenue
in 2019 as explained by Sofronov, 2018. Spending on tourism has a positive effect on
a country's GDP as well as its interconneetedysectors, the labor market, and overall
economy. For example, tourism has a positive’effect on both the micro and macro
levels, Jordan's economy gteatly benefits from domestic tourism. It contributed
14.20% of GDP in 2019,and gfew at a CAGR of 16.2% between 2013 and 2017
Sofronov, 2018. Around 130,000 people work in the tourism industry, which includes
both direct and mdiréet @mployment (11 percent of the work force). As mentioned by
Jonesget al (2017)734,405 people are employed by the tourism cluster, with the hotel

andr€staurant sector accounting for 77.5% of total employment.

Since the end of the 1990s, China's domestic tourism industry has grewat a
rapid pace, a total of 784 million Chinese citizens toured within the country, spending
RMB352.2 billion (US$43.6 billion) Zhao & Liu, 2020. In recent years, China's

domestic tourism has overtaken its international tourism. Several researchers have
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noted the rapid growth of China's domestic tourism and have concluded that it is
primarily due to the rise in per capita income, the expansion of vacation time, and the
structural alteration of China's national economy Webster and Ivanov, 2020. African
countries, mainly those in sub-Saharan Africa, are also experiencing tremendous
growth rates in the global tourism industry. Tourism is one of the few viable policy
options left for many African economies despite the difficultiesgheyface, especially

in the developing world.

For Africa, domestic and regional tourism is,the,real seurce of its competitive
advantage. According to experts, this sector, is‘the'driving force behind the overall
growth of the tourism industry (Rogetsen&Rogerson, 2021). When it comes to
tourism in South Africa, for example, domestictourists account for around 69 percent
of the total volume of( visitors, “making them a significant contributor
(Sixaba&Rogerson, 2019). This‘is'a direct effort to boost South Africa's domestic
tourism. In addition;hthe tourism industry provides investors, entrepreneurs, and
policymakefs withta path and opportunity to advance Africa's domestic tourism
secton! Panashe(2020) estimates that the tourism industry in South Africa contributed
R425%billion”to the country's GDP in 2019, or about 8 percent. As a result, the
industry provides more than 1.5 million jobs in comparison to the contributions of

other industries in the country (Panashe, 2020).

Social networking, on the other hand, has grown exponentially in popularity

over the last decade. In April 2022, Facebook had 2.94 billion monthly active users
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(MAUs), up from 2.60 million in April 2020, making it the most popular social
networking site in the world. In addition, Facebook's global advertising audience in
April 2022 was approximately 2.141 billion (Data Reportal, 2022). With 95 million
African users and 13 million Kenyan users, Facebook penetration in Africa reached
19.3% in March 2021 according to Statista Research Department (2022). In today's
communications industry, computers, mobile phones, and other glectronic devices are

widely used.

Overall, the literature suggested that social media platfotms such as Facebook
were effective tools for promoting domestic tourism-during the Covid-19 pandemic in
Kenya. The ability to target specific demographics‘and geographical areas, as well as
facilitate user-generated contentgenhanced the authenticity and effectiveness of
tourism marketing campaigns.

2.3 Empirical Literature

The Covid-19ypandemic had a significant impact on the universal tourism
industry, anld Kenya was not been an exemption. The restrictions and travel bans
impleented to control the spread of the virus negatively affected the tourism sector.
Howeéven, soeial media platforms such as Facebook provided an opportunity for
tourism stakeholders to market and promote domestic tourism. This empirical
framework aims to explore the relationship between domestic tourism, social media
marketing, and the pandemic.

Several studies have examined the effectiveness of social media in promoting

tourism. For example, a study by Pappas and Papatheodorou (2016) found that social
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media platforms influenced tourists' travel planning and decision-making processes.
They noted the growing importance of online search and influence on travel
behaviors, in a survey of the hotel and restaurant industry in Europe in 2007
concluded that 80% of UK consumers are researching online before booking a hotel
and half of them maintained/reported to have refrained from booking a specific hotel
as a consequence of a negative review on TripAdvisor-like webSite:“A\demographic
analysis of the users is performed/done in TripAdvisor websitexor forums discussion
and hotel rating categories comparison. The study did‘motinclude the interviews from
the people who have/had posted on the Website§Similarly,ia study by Govers and Go
(2009) suggested that social media could be,used to increase awareness of tourism

destinations and encourage visitatior.

In another study by Mugo and Otieno (2021), it was found that social media
platforms, particularly “Bacebook;fwere an essential tool for promoting domestic
tourism during the pandemic.“The study revealed that Facebook posts featuring local
tourist destifiations, activities, and experiences significantly influenced people's travel
decisions. According to an article by Macharia (2020), social media platforms,
including, Facebook, hadbecome crucial for tourism marketing during the pandemic.
The article noted that businesses in the tourism industry had increased their use of
social media to promote local tourism, and Facebook had emerged as the preferred

platform due to its wide reach and popularity.
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In the context of domestic tourism promotion during the Covid-19 pandemic
in Kenya, Facebook may be particularly effective due to its ability to target specific
demographics and geographical areas. A study by Ahmad and Pathan (2019) found
that Facebook advertising was an effective tool for targeting specific audiences and
increasing brand awareness. Similarly, a study by Wang, Yu, and Fesenmaier (2002)
suggested that targeted marketing was essential for promoting gourism, destinations.
The use of social media platforms such as Facebook can alse faeilitate user-generated
content, which can increase engagement and enhamee the authenticity of tourism
marketing campaigns. A study by Xiang and Guétzel(20 10),found that user-generated
content was a significant factor in shaping tourists! perceptions of destinations and

influencing their travel decisions.

2.3.1 Strategies Employed( by Wanderlust Diaries on Facebook to Promote
Domestic Tourism Facebook group during the Covid-19 pandemic

Social media‘platforms, especially Facebook, have become essential tools for
marketing ifi_ thextourismr sector. With over 2.89 billion active users monthly as of
20214 Facebook “offers vast reach and engagement potential for businesses and
orgamizations” (Statista, 2021). Its utility as a promotional platform was further
emphasized during the pandemic when traditional marketing strategies became less
viable (Miah& Ali, 2021). Researchers have noted that effective social media
marketing can result in increased brand awareness and user engagement which are

critical for encouraging travel (Bai et al., 2020).
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Facebook provides a versatile environment for creating and managing
community-focused groups, which have been effective in promoting domestic
tourism. These groups allow tourists to share experiences, recommendations, and
insights into local attractions (Fuchs, 2020). Promoting domestic tourism on social
media can enhance destination visibility and encourage the exploration of local sites.
Research suggests that user-generated content plays a crucialéxolelin influencing
travel decisions, as potential tourists often rely on peer reviewsiathenthan traditional

advertisements (Dijkmans et al., 2015).

During the pandemic, fostering community engagement became paramount in
encouraging travel and supporting localjbusinesses. Effective strategies included
organizing virtual events, photogeontestsy and travel storytelling sessions within
Facebook groups (Cinar& (Sari, 2020)." For example, some groups encouraged
members to share personal travel'éxperiences within the community, which not only

built engagementpbutalsoinspired others to visit these local attractions (Zung, 2020).

Additionally, live streaming events allowed local tourism authorities and
businesses,to showcase their offerings and connect with potential visitors in real-time
(Gonzalez &Patifio, 2021). Such strategies effectively fostered a sense of community

while promoting domestic tourism safely during restrictions.

Content curation and the sharing of relevant information have proven essential
in establishing authority and providing value to group members. Facebook groups
dedicated to domestic tourism often serve as platforms for sharing travel advice,
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safety guidelines, and promotional offers for local accommodations and attractions
(Lee et al.,, 2020). Research indicates that informative content can significantly
influence travelers' decision-making processes, especially in uncertain times (Bai et

al., 2020).

Additionally, posts featuring attractive imagery and engagingivideos of local
destinations can entice group members to consider trips ghey might not have
previously thought about. The importance of visual content i, tourism marketing
cannot be overstated as it plays a crucial role in“captivating potential travelers'

attention and arousing their interest (Duncan et aly, 2021 )¢

Collaboration with local busifiesses, influencers, and tourism boards has
emerged as a vital strategy for ‘promoting domestic tourism on Facebook. By
partnering with local influcne®rsy, tourism-related groups have reached broader
audiences and garnefed trust through authentic endorsements (Hsu et al., 2021).
Furthermore, initiativeshlike "shop local" campaigns within Facebook groups aimed
at promoting lgeal businesses indirectly support tourism by encouraging residents and

visitors toexplore their local areas (Higgins-Desbiolles, 2020).

Partnerships with local tourism authorities have also allowed groups to access
valuable resources and promotional material that aid in providing better content to
their members (Fuchs, 2020). This collaborative approach fosters a sense of
community support, essential for bolstering the local tourism economy during
challenging times.
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While organic reach on Facebook is crucial, targeted advertising has emerged
as a potent strategy for tourism promotion. Facebook Advertisements offer tools for
precise demographic targeting, allowing tourism businesses and groups to reach
potential travelers more effectively (Gupta & Singh, 2021). During the pandemic,
many tourism organizations pivoted toward targeted ads to promote domestic

destinations and highlight safety measures implemented by localibusinesses (Miah&

Ali, 2021).

Research shows that Pay-Per-Click (PPC) advertising on Facebook can lead to
higher conversion rates, as travelers are mote likely to#espond to ads that resonate
with their interests and current travel desites (Punecan et al., 2021). The strategic use
of Facebook advertising, coupled, with “‘éngaging content, resulted in substantial

increases in inquiries and visitation to loeal attractions during the pandemic.

2.3.2 Solving Challenges with Facebook Posts

Using Facebookyas a Guerilla Marketing tool is a common practice.Gaber,
Labib, and Salem (2018) proved how Facebook, which is a key variable in this study,
can.beused toypromote local tourism in Kenya as theyclassified it aslow-cost, unusual
marketing) approaches.. For the domestic tourismsector to develop trust and brand
loyalty, it is critical that the updates and dialogues on their Facebook page include
tangible, appealing, real-time material by understanding the concept of "selling a
promise" (Kachamas et al., 2019). Domestic tourism is boosted as a result of this. In

addition, Facebook users are more likely to return to a page with a variety of
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information, which increases the likelihood of information and content sharing. With
the help of Facebook's built-in share button, organizations may influence visitors and
Facebook fans by encouraging them to share their material with their friends and

followers, as noted by (Gaber, Labib& Salem, 2018).

In order to prevent cyber terrorism, any internet materialy including the
Facebook page of the Wanderlust Diaries Limited travel group, could'be erased or
corrupted. There is a custom tab that informs site visitors of the,limitations on how
much involvement they are allowed to have with the page (Jashari&Rrustemi, 2017).
There is also a note indicating that this should notbe a free pass to disregard etiquette
and delete all messages. This is because tesearch shows that responding to criticism
with meaningful action can havegbeneficial consequences and even convert critics
into supporters and admirers.(This is what'they mean by "cart Blanche." According to
Piitter (2017), a smart,teehnique t@ encourage interaction with Facebook audience is
to engage them throughopeén-ended questions so that a wide variety of responses can
be gathered As Varfghese and Agrawal (2021) recommend, it is important to tag
peopl€ in photographs so that the notification displays on their walls as well, which is
based'onyresearch. To assist visitors form a strong connection with apark, posts that
elicit positive emotions, such as fun, wonder or curiosity, are essential.

Delete the space
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2.3.3 Effectiveness of Facebook as a Communication Tool for Domestic Tourism
Promotion during Covid-19 pandemic

The COVID-19 pandemic drastically transformed the tourism landscape
forcing the industry to adapt to new challenges and dynamics. This unprecedented
crisis triggered a shift towards digital communication channels, with social media
platforms like Facebook emerging as vital tools for promoting defaestic tourism. This
literature review examined the effectiveness of Facebook as,a‘communication tool for
domestic tourism promotion during the pandemic, afialyzing, its\reach, engagement,
and impact on consumer behavior.

Social media has increasingly gbe¢omepan essential driver for tourism
marketing (Xiang &Gretzel, 2010). Facebookwith its extensive user base, provides
tourism entities an effectivegplatformy,for communicating with potential tourists.
According to Statista (2021), Facebook has over 2.8 billion active usersmonthly,
making it an ideal platfotm for tourism promotion. The pandemic expedited the shift
towards onlim€leommunication, as travel restrictions and safety concerns limited the
traditional marketing methods.

Theeffectiveness of a communication tool is often measured by its reach and
engagément metrics. Reach refers to the number of unique users who view a post,
while engagement includes likes, shares, comments, and overall interaction with the
content. A study by Hays, Page, and Buhalis (2013) found that user-generated content
significantly influences travelers’ decisions, and Facebook's interactive features allow

for greater consumer engagement.
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The COVID-19 pandemic saw an increase in user engagement on social
media platforms, including Facebook. Statistics indicate that users spent more time
on the platform during the pandemic, with many seeking travel inspiration and

updates (Pérez et al., 2021). This spike in usage presented a unique opportunity for
domestic tourism promotion, as stakeholders couldutilize Facebook to share content
that resonatedwith potential travelers. *

Several case studies highlighted the effectiveness. e
%i

Facebook to reach local travelers (Touri 0 ns Board, 2021). By leveraging

in promoting

domestic tourism during the pandemic. For instan

e Department of
Tourism launched a campaign titled "It's Mor lippines" that utilized
visually appealing content and e tives, the campaign successfully
increased awareness of local inat spite the ongoing pandemic.

Similarly, man reg%na rist boards in the United States implemented
Facebook campai staycations and local attractions. According to a
ravel Association (2020), these campaigns effectively
iences, encouraging domestic travel and economic recovery in
lo &ties. The ability to create targeted ads on Facebook allowed

organi ns to tailor their messages to specific demographics, further enhancing

their outreach efforts.
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The effectiveness of Facebook as a communication tool is not only reflected
in engagement metrics but also in its impact on consumer behavior. Research shows
that social media influences travel-related decisions, with users often seeking

information and inspiration from peers and influencers on these platforms (Leung et

al., 2013). During the pandemic, Facebook's role as a source of travel information
became particularly salient. *

The travel restrictions imposed during the pandemi to ‘aysignificant shift

towards domestic tourism. A survey conducted by urism Organization

(UNWTO, 2021) indicated that many traveler edjinterest in exploring their
own countries rather than international d acebook played a crucial role in

this transition by promoting local experiences. The familiarity and

accessibility offered by do ic t catered forthe desire for/of safe travel

decisions.

options, and Facebook“'nama ional capabilities helped consumers make informed

User: ent (UGC) on Facebook has emerged as a powerful

influe n co 1 perceptions and decisions in tourism. UGC not only enhances
e e &also fosters a sense of community among users. A study by Mariani
et al. ) emphasized the importance of UGC in the tourism industry, stating that

travelers often rely on authentic experiences shared by fellow tourists.

29



St. Paul’s University Repository

During the pandemic, users turned to Facebook to share their travel
experiences, tips, and safety measures, which in turn influenced the behavior of their
networks. The peer-to-peer exchange of information became a potent marketing tool
for tourism promotion, as potential travelers felt more confident in visiting
destinations that wereendorsed by their peers.

2.3.4 Domestic Tourism

Domestic tourism refers to individuals touringgwithin “their country of
residence for leisure or business purposes (UNWTO,“2019). The World Tourism
Organization (UNWTO) reported, domestic tourism>is @, vital component of the
tourism industry, accounting for over J5%, ofyall tourism activities worldwide.
Domestic tourism 1is essential ifi) generating revenue, creating employment
opportunities, and supportinggdecal communities' livelihoods. The pandemic led to a
notable shift in travel, preferences, with a greater focus on domestic tourism.
Travelers were opting for lo€al” destinations due to ease of access, reduced travel
risks, and 4Supperting “their own economies. This trend was observed

global WIUNWTQ,2020).

2.3.5 The impact of Facebook posts in the Wanderlust Diaries Facebook group
as a tool for marketing domestic tourism during the Covid- 19 pandemic.
The Covid-19 pandemic drastically reshaped the global tourism landscape,

compelling travel marketers to explore innovative avenues for promoting domestic
tourism. This literature review examines the effectiveness of social media—

specifically Facebook posts—in marketing domestic tourism within the context of the
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Wanderlust Diaries Facebook group during the pandemic. Leveraging digital
platforms for tourism marketing is evident in the growing interest in user-generated
content, community engagement, and shifting consumer behavior patterns. This
paper/study /research explored studies on digital marketing strategies, social media
engagement, and user interactions to elucidate the role of Facebook posts in
enhancing domestic tourism during this challenging time.

The Covid-19 pandemic forced the tourism industryy to“adapt rapidly to
evolving restrictions and consumer behaviors. As & result, the) focus shifted from
international to domestic tourism, compelling, ‘matketers, to craft strategies that
resonated with local audiences. The risggofisocial media as a significant marketing
tool created opportunities for destination marketing organizations (DMOs) and local
businesses to reach potential gravelersyThis literature review centered on the impact
of Facebook posts within the Wanderlust Diaries Facebook group and how these
posts have functioned as@,tool for promoting domestic tourism.

Socialfmedia platforms like/such as Facebook have become pivotal in shaping
travel-rélated decisions. According to Gretzel et al. (2015), social media influences
travelers' destination choices, often providing authentic and relatable content. During
the pandemic, when travel restrictions limited international movement, the
significance of domestic tourism promotion via social media escalated. The
Wanderlust Diaries Facebook group serves as a community-driven platform where

users share experiences, recommendations, and travel tips specific to their locales.
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One of the major advantages of using social media platforms is user-generated
content (UGC). UGC is often perceived as more credible compared to traditional
advertising (Boley et al., 2019). In the context of the Wanderlust Diaries Facebook
group, members frequently share their travel experiences and photos, creating a rich
repository of content that showcases domestic attractions. The authenticity of the
shared experiences may lead to increased interest and engagément among group
members, promoting local tourism destinations.

Engaging with users is vital for effective tourism marketing. As stated by Ha
et al. (2018), community engagement fosters@¢brand’loyalty and can significantly
influence consumers' aspirations and aetions.“Bhe Wanderlust Diaries Facebook
group exemplifies this engagement‘through its “interactive features, such as polls,
discussions, and live eventsgEhese ‘Oppottunities for interaction not only enhance
community cohesion but alsé previde DMOs and businesses with critical feedback
regarding what travelers-ase'seeking.

Faceb0ok ‘posts, " the Wanderlust Diaries group serve as informational
resource€s) that help potential travelers navigate their options. A study by Li et al.
(2020)_found, that informative social media content can increase travelers' perceived
behavioral control, which positively affects their intention to visit certain
destinations. Posts in the Wanderlust Diaries often detailed local events, safety
measures, and travel tips, effectively dispelling uncertainties that potential travelers

may have had during the pandemic.
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Visual content is essential forcapturing attention in digital marketing. The
incorporation of images and videos in Facebook posts significantly enhances user
engagement (Teng et al., 2019). Posts in the Wanderlust Diaries frequently utilized
visual storytelling methods to showcase local attractions. For instance, highlighting
scenic spots,historical landmarks, and eco-tourism initiatives through vivid imagery
creates a compelling narrative that may inspire group member$) to“explore nearby
destinations.

The pandemic induced a sense of anxiety and uneertainty among consumers,
influencing their travel behaviors and preferenées. Researeh has shown that positive
reinforcements on social media can mitigateanxicty and encourage desirable
outcomes (Biel &Thakral, 2020). Posts that'shewcase safety measures taken by local
businesses or communicate gpesitivejpuser experiences can instill confidence in
potential travelers, prompting them t0 make plans for domestic travel.

The role ofjinflueneers in social media marketing is well-documented.
Influencers campdrivetengagement rates higher than traditional marketing methods
(Frebergiet al., 2011). In the context of the Wanderlust Diaries, collaborations with
local"influencers can provide an authentic touch to marketing campaigns. These
influeneers often share their experiences within the community, drawing attention to
unique local attractions and initiatives aimed at promoting domestic tourism during
the pandemic.

2.3.6 Social media Marketing
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Social media marketing involves utilizing social media platforms to promote a
product or service. Social media marketing has become an essential tool for
businesses to reach their target audience and increase brand awareness (Kaplan
&Haenlein, 2010). According to Ryan and Jones (2019), social media marketing has
transformed the tourism industry, and many tourists use social media platforms to
gather information about their travel destinations. Social média“marketing has
become an essential component of digital marketinggstrategiesyfor businesses
worldwide. It offers a platform for companies to connect, with their target audience,
build brand awareness, and drive engagemert.  ki.,andBernoff (2008) provide a
comprehensive overview of social media ‘marketing and its impact on businesses.
They explore various case studies ‘and" provide insights into how companies can
leverage social media to createysa positive brand image, engage with customers, and
drive business growth.

2.3.7 Covid-19 Pandemic

The @ovid=19wpandemic had a significant impact on the global tourism
industgypywith many countries implementing travel restrictions and lockdowns to
control the'spread of the virus (Hall et al., 2020). According to the World Tourism
Organization (UNWTO 2021) report, the global tourism industry's international
arrivals decreased by 72% in 2020 compared to 2019. The pandemic compelled the
tourism industry to adjust to new conditions, making social media marketing a vital

tool for promoting domestic tourism.
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2.4 Theoretical Framework

The theoretical framework includes the Chaffey’s theory of Social Medial
Marketing which has been expounded below.
Chaffey's Theory of Social Media Marketing

According to Chaffey Dave who advanced this theory in 2016, human
networking and communication via social media are at the heagtfef human behavior,
which eventually manifests itself in consumer behavioig(Rahyadi& Aras, 2020).
Therefore, social media marketing makes use of thes¢ platforms to exert influence on
users' thoughts about various goods and serviges, whichteyentually results in users
making purchases and even developing brand \loyalty to a certain company
(Haule&Swallehe, 2021). This theoryviews soeial media as a tool that can be used to
develop stronger relationshipsgbetweenya corporation and its customers. Interactions
and connections that arg substantive may be developed between the company and its
customers as a result, of thisiThere are assumptions based on Chaffey's theory and
work on digitalmazketing. According to Chaffey, D. (2020) the assumptionsinclude;
Consumier-Centrie, Approach which assumes that social media marketing is highly
consumer-eentric. This means that businesses must focus on understanding their
audienee's preferences, behaviors, and needs to create relevant and engaging content.
Social media offers an opportunity for two-way communication, enabling brands to
listen, engage, and respond to customers in real time. There is also an assumption on
Integrated Marketing Communications that social media marketing does not work in

isolation but is part of a broader, integrated digital marketing strategy. Domestic
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tourism marketers need to align social media with other channels, such as email,

search engines, and content marketing, to create a seamless experience for users.

Chaffey and Chawick (2019) emphasize that interaction, feedback, and
customer involvement are central to building trust and loyalty. Social media
platforms are not just broadcasting tools but interaction platforms where brands must

foster community engagement.

Chaffey’s Theory of Social Media Marketingpeofférs several strengths and
limitations when applied to domestic tourismdpromotion.DA key strength is its
consumer-centric approach, which enables goutismimartketers to tailor their content to
the preferences of local tourists. By“leweraging social media platforms, tourism
boards can engage directly with “petential”travelers, showcase destinations, and
encourage travel through petsonalized campaigns (Chaffey & Ellis-Chadwick, 2019).
Additionally, the theoryis‘@mphasis on data-driven decision-making helps marketers
track the success ‘of prometional efforts, optimizing strategies to boost tourism traffic.
However, one limitation of Chaffey’s theory is the assumption that there is high level
of digital'litefacy and internet access among consumers (Chaffey, 2020). In many
developing regions, including rural parts of Kenya, limited access to technology and
the internet may reduce the effectiveness of social media campaigns aimed at
domestic tourists. Furthermore, the theory's continuous optimization approach
requires consistent monitoring and resources, which smaller tourism businesses may

struggle to maintain. While Chaffey's theory provides useful insights into engaging
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with audiences online, the reliance on digital tools may overlook the importance of

offline strategies in less connected areas.

Chaffey's Theory of Social Media Marketing proposes a framework for
understanding the role of social media in marketing. According to Chaffey (2011),
social media can be used for various marketing activities such as brand awareness,
customer engagement, customer service, and sales promotion. The theory suggests
that social media can be used to achieve different marketing objeetives depending on

the type of content shared, the audience targeted, and thegplatform used.

Chaffey's Theory of Social MediagMarketingis relevant to this study as it
provides a framework for grasping “the,rolc ef social media, particularly how
Facebook could be used to promote'domestic’tourism during the Covid-19 pandemic
in Kenya. The theory emphasizes the importance of creating content that is relevant
and engaging to the target audience and using social media platforms that are popular
among the target audicnee. It also highlights the need for tourism stakeholders and
businesses to use social media as a means of fostering relationships with customers

andipromaotingtheir brand (Chaffey, 2020).

Strategic social media marketing: Marketing communication process and
consumer engagement. In the handbook of research on leveraging consumer
psychology for effective customer engagement, Hong-yuGao & Ling Feng (2019)
reference to the model Chaffey’s theory as useful in understanding the process of

marketing communication in the context of social media. The authors emphasize
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Chaffey's orientation to making clear what the objectives are and creating strategic
tactics in social media marketing campaigns. Leung, and Lee, 2015 looks into
Chaffey Theory as an instrumental framework guiding the development of effective

strategies in social media marketing for tourism.

The notions included in the theory include social media, digital, and social
media marketing fundamentals for business-to-business transa *fer advice
\&cus‘tomizaﬁon

rketing campaigns,

on social media and digital marketing. Because of t
options and improved methods for gauging the s

business-to-business marketing has also mov t 1gital and social media
sphere (Rekola,2021).

0

en 0

By applying Chaffey's Th

e dia Marketing, this study aimed to

identify the key factors that anflu mestic tourists' decision to visit tourist

destinations during th Co\i - ndemic in Kenya. It also aimed to provide

recommendations keholders and businesses on how to effectively use

Facebook a

ool to promote domestic tourism. Chaffey’s Theory of

Social dia keting, particularly as it applies to the use of platforms like
F k, &lnstrumental in understanding and influencing domestic tourists'

decisi uring the Covid-19 pandemic.
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2.5 The conceptual framework

Independent Variable Moderating Dependent
Variable Variable

Strategies employed by wanderlust
diaries
-content analysis of the posts
- Engagement metrics
-promotional campaigns on local
tourism destinations

Covid-19 Pandemic:

Social distancing

Restricted

gatherings

Impact of Facebook Engagement

-The relationship between likes, shares, ] .
. ) ) -Increased domestic tourism
comments, and user interaction with

various posts and how these factors - Perception and Behavior of
shape individuals' travel decisions Domestic Tourists

- Domestic Tourism

Promotion
Effectiveness of Facebook as a - Domestic Tourism
promotional medium Promotion Post-Pandemic

-online marketing efforts of wanderlust

-other forms tourism promotion and

communication channels

Challenges and Opportunities for
Leveraging Social Media in Domestic
Tourism Promotion Post-Pandemic

-lessons learned >
-assessing how the tourism sector can
adapt its marketing approaches to
bolster resilience in the face of
potential future disruptions.
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According to Cooper and Schindler (2003), a conceptual framework is an
abstract model that helps in understanding the factors involved by examining critical
variables and their influence on explaining why a problem occurred and how to solve
it. In this study, the researcher focused on the main conceptsdtather than specific
variables. Facebook posts are the dependent variable because they Were examined to
see how they impacted the promotion of domesticourism., Facebook posts in the
Wanderlust Diaries Facebook group werethé), dependent variable because their
influence on domestic tourists' decisiong, was being studied. Facebook posts in the
Wanderlust Diaries Facebook groupawerealso, the dependent variable because the
study exploredhow they wereased as‘aumatketing tool.

Information on_domestic, tourism was anindependent variable because it
wasthe outcome beihg measufed in relation to the role of Facebook posts. Domestic
tourists' decision, toyvisit tourist destinations was also anindependent variable because
it was the outcome being influenced by Facebook posts in the Wanderlust Diaries
Faeebook “group. Use of Facebook posts as a marketing tool was the dependent
variable'because the study measuredhow these posts promote domestic tourism.

The conceptual framework developed by the researcher highlighted the
concepts used throughout the research. When constructing a conceptual framework, it
is essential to identify existing problems in previous research and theories, recognize

gaps in current views, and offer a unique contribution from the particular study
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(Maxwell, 2013). Facebook's global advertising audience in April 2022 was
approximately 2.141 billion (Data reportal, 2022). With 95 million African users and
13 million Kenyan users, Facebook penetration in Africa reached 19.3% in March
2021 (Statista Research Department, 2022).All these translateto increasedFacebook
posts and their influence in marketing. Promotion of domestic tourism /affected
/enhanced the efforts and strategies used to encourage local tetisism within Kenya
during the Covid-19 pandemic.Marketing domestic tourisim focused,on the various
marketing techniques and campaigns employed to advertisc and attract local tourists
to domestic destinations during the pandemic.

Covid-19- this is a contagious disease caused by a virus, the severe acute
respiratory syndrome coronavirus 2(SARS-€CoV-2). In early 2020, the Covid-19
pandemic spread to other pastspof theyworld with Kenya reporting the first case on
12"March 2020. As at June 2020 4the Covid-19 pandemic was severe and the Kenyan
government movedito stipulate measures to curb the Covid-19 pandemic including
lockdowns, cérfews, Iimeter rule, stay at home order and banning of public gathering
and grotinding offlights which adversely affected businesses.

Tourism' is one of Kenya’s main sources of foreign currency. According to
Tourism.go.ke, (2022), in 2019, the sector represented around 8% of total GDP and
employed approximately 1.6 million people, and arrivals grew by 3.9% from 2.02
million to 2.05 million from 2018 to 2019. With the emergence of the Covid-19

pandemic, the tourism sector was one of the most affected sectors of the economy in
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Kenya by the Coronavirus due to movement restrictions and grounding of flights
among others.

The Covid 19 pandemic affected domestic tourism and travel decisions. The
effects were felt on travel restrictions, health and safety concerns, and government
guidelines on domestic tourism. Covid 19 as a moderating variable influencedthe
strength or direction of the relationship between an independent‘variable and a
dependent variable. Essentially, it acted as a third variable ‘that medified how the
independent variable affected the dependent variablegMeoderating variables can either
enhance or weaken the effect of the independentyvatidble, and in some cases, they can
change the nature of the relationship entitely.

2.6 Research Gap Analysis

There are critiques of the existing literature relevant to the study as discussed.

Various empirical studies have explored the relationship between domestic
tourism, social meédia “marketing, and the pandemic. For instance, a study by
Orellana-Rodriguez etal“(2020) investigated the role of social media marketing in
promotifig domestic tourism during the Covid-19 pandemic in Ecuador. The study
fotnd’ thatsocial media marketing was an effective tool for promoting domestic
tourismiand encouraged tourists to visit domestic destinations.

Similarly, a study by Nasrullah et al. (2021) explored the impact of the
Covid-19 pandemic on domestic tourism in Pakistan. The study found that social

media marketing was an effective tool for promoting domestic tourism, and tourists
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relied heavily on social media platforms to gather information about travel

destinations during the pandemic.

In conclusion, domestic tourism, social media marketing, and the pandemic
are interlinked concepts that hada significant impact on the tourism industry. The
Covid-19 pandemic forced the tourism industry to adapt to new cirf€umstances, and
social media marketing became an essential tool for promoting domestic tourism.
Empirical studies have shown that social media marketiig“was an cffective tool for
promoting domestic tourism during the pandemic. Zhesefore fourism stakeholders in
Kenya should have embraced social media marketing to, promote domestic tourism

during the Covid-19 pandemic.

2.7 Summary

In this chapter, the theoretical and conceptual frameworks that underpin this
study were explored. The Chaffey's Theory of Social Media Marketing was identified
as the key theoretical frameworks that informed this study.

Furthermore, the literature review focused on the relationship between
domestic tourism, social media marketing, and the pandemic. several empirical
studies that explored the impact of social media marketing on domestic tourism
during the pandemic, with a particular focus on Facebook as a marketing tool were
identified. The literature reviews also highlighted the importance of tourists' intention
to visit tourist destinations, which serves as an intervening variable in the relationship

between Facebook posts and domestic tourism during the pandemic.
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Overall, this chapter laid the foundation for the study by providing a
comprehensive understanding of the theoretical and conceptual frameworks that

informed the study, as well as reviewing the empirical literature related to the topic.
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CHAPTER THREE
RESEARCH METHODOLOGY

3.0 Introduction
This chapter outlines the research design and methodology used in this study.

The chapter also explains the population, target population, sample size, sampling
techniques, data collection method, data collection procedures, data, analysis plan,
ethical considerations, and provides a summary of the researchémethodology.
3.1 The Research Design

Research design refers to the overall strategy thatwutlines how the research
problem was addressed, the methods that wete employedy and the data collected and
analyzed to answer the research questions ‘as,cXplained by, Creswell 2014. A research
design has also been defined a$ia plan“that a researcher adopts to answer the
questions of the study (Rose, Spinks &Canhoto, 2014). Types of research designs
include observation,gdeseriptive, exploratory, and experimental. This being a
qualitative studyypthedresearcher focused on descriptive information which also
accounts people’s behavior and words (Taylor, Bogdan, &DeVault,2016). In this
study§ adescriptive research design was employed to investigate the role of Facebook
poststin jpromoting domestic tourism during the Covid-19 pandemic in Kenya.
Descriptive research design is a research method that describes a phenomenon as it is,
without attempting to establish causal relationships or make predictions. The research
design depicts the situation as it exists (Kothari, 2004). The primary objective of the

study was to find out the role of Facebook posts in promoting domestic tourism
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during the Covid-19 pandemic in Kenya. Descriptive research design was appropriate
for this study as it enabled researcher to gather information on the state of domestic
tourism in Kenya and how Facebook posts were used to promote it. Kothari Pg 45
(2004), notes that “descriptive research design obtains relevant and precise
information concerning the current status of a problem or phenomenon and whenever
possible to draw valid general conclusions from the facts discoyésed.” Therefore, the
design was effective since the research entaileds significant,collection of information

such as facts, attitudes, opinions, perceptions, and compliments.

The research design involved collecting) data through interviews from the
members who were also followers of theéyWanderlust Diaries Facebook Page. The
interviews wereadministered to membets of\the"Wanderlust Diaries Facebook Diaries
who wereabove 18 years as(it 1s_the requirement forjoining the group. The criteria
used to select the respondents“imeluded age, availability and when they joined
wanderlust diarigs. The Wanderlust Diaries members are above 18 years which is a
requirementforjoining the group and the respondent ought to have joined the group
during Covid 19%pandemic period to participate in the interview. The researcher
collected,data on their perceptions and behaviors related to domestic tourism during

the pandemic.

In conclusion, the descriptive research design was suitable for it allowed
researcher to provide a comprehensive description of the phenomenon under study.

Overall, the research design allowed for a comprehensive investigation of the role of
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Facebook posts in promoting domestic tourism during the Covid-19 pandemic in
Kenya, providing valuable insights for tourism stakeholders and businesses on

effective social media marketing strategies during pandemics.

3.2 Population
The population for this study was all followers of theWanderlust Diaries Limited Facebook
Page members who were brought together with a common goal of trageling. The, population
for the group was 400,000 people (by April 2022).
3.3 The Target Population

The study's target population included individuals“whoghadengaged with Facebook
posts on Wanderlust Diaries Limited page relatedytoidomestic tourism in Kenya during the
Covid-19 pandemic. This includedindividualsiwhe, hadliked, commented, shared, or saved
domestic tourism-related posts on Faeebook. The'sample size was 30 which was sufficient to
achieve the objectives while “keeping ‘the” study manageable. This number allowed the
researchers to deeply gexplore “the"participants' experiences and perspectives without
overwhelming resotirceshor diluting the data quality. Creswell and Poth (2018) recommend
20 to 30 intérviews for'a study and 5 to 25 participants for phenomenological studies,
aligning with the principle that smaller samples are sufficient for in-depth qualitative
research.

30 members were selected from the Wanderlust diaries Facebook page which has a
following of over 400,000 members. From the 30 participants, 13 were male and17 female.

This included five travel agents, two tour guides, 21 active members in the wanderlust
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Diaries Facebook page, one of the Wanderlust Facebook moderators and one of the directors
from the same page.
3.4 The Sampling Techniques

The study was conducted in Kenya using Wanderlust Diaries Facebook page. There
are two types of sampling methods: probability sampling and non- probability sampling. On
the one hand, probability sampling is a procedure in which a sample is ¢hosen with a known
probability. It includes basic random sampling, stratified sampling, cluster sampling,
systematic sampling, network sampling, among others. On the Contrary, when a sample has
no known likelihood of being chosen, such as in convénien€e or voluntary answer surveys,
non-probability or judgment sampling is utilized (Crésswell, 2018). For this study, the
researcher used convenience sampling to sélect'the participants, as it is a cost-effective and
time-efficient method.

According to Babbie (2017), convenience sampling is a non-probability sampling
technique that involves seléeting,participants based on their availability and willingness to
participate in the studynAs, Etikan et al. (2016) noted, convenience sampling was chosen for
its ease of acceSs to participants and the speed with which data can be collected. The cost-
effectiveness_of comvenience sampling is another major advantage as it required fewer
resources. This®made it a practical choice for the research due to the limited budget,
Bornstein 2013. It is a common sampling technique used in qualitative research and can be

useful in studying hard-to-reach populations.
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3.5 The Data Collection Method

This refers to the method used to collect data in a research study as explained by
Dillmanet all. 2014. For this particular study on, an interview guide was used. An interview
guide is a structured framework comprising predetermined questions and prompts used by
interviewers to elicit information from respondents in a systematic and consistent manner
(Patton, 2015). It helps to ensure that the interview process is focused, cowersiessential topics
and facilitates the collection of relevant data. in addition, it allews"greater, flexibility. The
interview consisted of semi-structured questions, which made 1t easicr t6 analyze and gather
in-depth information (Patton, 2015)

The interview guide was administered onlme and en phone calls which wereeasily
accessible and allowed for easy data collectionand analysis. The researcher collected data
from two interviewees on phone andgenline through a zoom meeting. This is because the
participants were away from Nairobt and,the researcher was sure they could provide data in
regard to the research topicy Due, toxthe limited time in the field, the online interview was
necessary with the lifiited access to the participant. With the video conference call, the facial
expressions wete easy t0, get compared to phone call only interview. Physical interviews

were alsoleonducted,to the available members of the Wanderlust Facebook group.

The physical interviews were conducted during the trips where the researcher
interviewed the participants during the interactions breaks each for 30-40 minutes.. The
Wanderlust Diaries Facebook page hasorganized quarterly trips which were introduced in the
year 2023 and it was convenient to collect data during the organized trip. The first trip this

year was on 30th March 2024, in which 15 participants were interviewed. The trip was
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destined for Nairobi National park and a camp at Karen Brixen in Nairobi. The
researcheralso joined another organized trip on 13th April 2024 to Lake Elementaita and
Nakuru County where data was colleecetdthrough interviews from seven participants.
Between 15th April and 25th April 2024 six participants were visited in their places of work
for data collection through interviews. Two participants who were willing to participate/
share crucial data for the research were away from Nairobi and this r€sulted to the use of
phone call and online meeting via Zoom. The researcher alsotvisited the available

interviewees for the interview during the data collection perigd.

3.6 Data Collection Procedure

The researcher collected data using interview guide:@s the main tool . Data is
classified as eitherprimary orsecondary.{Primaryadataallows for the researcher to
obtain information first hand from the participants.
Itinvolvesobtaininginformationthsoughobservationofaparticulargroupofpeople,holdin
g focus group discussions, or'eonducting face-to- face interviews. Secondary data,on
the other hand, dims)at ©btaining data from different sources such as the
internet,newspaperormagazineand books (Kadametal., 2013). The main source of

data for thisgfesearch’was interviews.

The data collection procedures were conducted in adherence to ethical guidelines to
ensure the privacy and confidentiality of the research participants. Social media page
specifically the Wanderlust Diaries Facebook page was used to identify some of the

participants and the researcher reached out to them for the interview.
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In addition to the interviews, the researcher analyzed Facebook post. The research
adopted a qualitative approach with a descriptive method. Descriptive research is used to
systematically and accurately describe the facts and characteristics of the observed
phenomena. According to Sugiono (2015), this method guides researchers to explore and
portray social situations thoroughly and deeply. It involved collecting detailed descriptions of
events, interactions, and behaviors, which were then analyzed to identifyfpatterns and
meanings. This approach was particularly relevant for understandiag the significance of
Facebook posts in relaying information about domestic tourigin and decision to visit the
domestic tourist attraction sites in the Wanderlust Diariés Fa¢ebook, group during the
Covid-19 pandemic in Kenya.

The data analyzed for this research consisted of.Facebook posts and comments on
Wanderlust Diaries Facebook page. These dataywee qualitative in nature, comprising
information regarding travelling andtravel destinations within Kenya. Data collection
involved systematically samplingand‘analyzing relevant posts and comments over a specific
Covid 19 pandemic petiodwhichwas April May 2020 to December 2020. The Covid-19
pandemic perig@ywas crueial for this study because it affected all the sectors of the economy
including the tourism mdustry in Kenya. The use of digital tools such as snipping tool
inqualitative research shows how the research process in its entirety can be supported by
technology in ways that can save time and add robustness and depth to qualitative work.The
use of digital tools also addresses the use of a variety of tools to support every phase of the
research process, providing practical case studies taken from real world research (Trena

Paulus, 2013). Snipping tool was used to capture posts in terms of images from the
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Wanderlust Diaries Facebook Limited page since it is one of the straight forward ways of
editing digital still images.
3.7 Data Analysis Plan

It involves understanding the whole picture by use of data to describe phenomena and
what it means. In this study, an analytical and interpretative framework was employed for
data analysis. This involved organizing transcribed interview and contentianalysis data to
create coherent meanings that were relevant to the study, employing a‘thematic analysis
approach (Braun & Clarke, 2019; Kiger & Varpio, 2020).

Thematic analysis approach Braun& Clarke,2009 was>applied in the research study.
The method was selected to make sense of the imformation provided by the Wanderlust
Diaries Limited research participants. The precess wasinitiated by transcribing the interview
data and subsequently engagingin muitiple rounds of coding and categorization to identify
and explore emerging themes and ‘patterns) within the data. Referring to the guidance of
qualitative researchers suchhas Braun and Clarke (2019) and Kiger and Varpio (2020), the
researcher paid carefilljattention to the emerging themes and systematically refined them in
relation to the #@€search ‘questions at hand. The thematic analysis involved the following after
transcribing the data: Familiarization with the data by reading through it. Generalizing initial
codes which were compiled into codebook from the feature in MAXQDA. This was followed
by searching for potential themes by use of MAXQDAand reviewing themby selecting,
highlighting, grouping and categorizing the data to various segmentations. The themes were

then defined and named. The themes were used to develop the research.
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Table 3.1 Thematic Analysis Framework

Stage

Activity

1. Transcription

All interviews were transcribed

2. Familiarization

Reading the transcribed data to f

3. Generalizing
initial codes

The codes were compile k from the feature in

MAXQDA

4. Searching for
themes

and naming

5. Defining themes \

selecting, highlighting, grouping and
to various segmentations

es were then defined and named

The themes were used to develop the research.

3.8 Ethica erations

These are values and principles that address questions of what is good or bad while

conducting the research. The source of information should not be exposed, and in this case,

the names of those who participated in the interviews werenot mentioned to avoid

victimization. The informationwas being treated with the utmost confidentiality (Krause,

54




St. Paul’s University Repository

2017). Besides, informed consent was obtained for the voluntary agreement to participate in
research. The researcher sought permission to collect data from the respondents and ethics
committee. Permission was sought from the Nacosti and SPU Scientific Ethics Review
Committee- ISEARC. Lastly, the researcher didnot cause physiological or physical harm to
the participants and fully disclosed the purpose of the study, which was for academic purpose

Ramrathan et al. 2017.

3.9 Summary \
In summary, this chapter outlined the research desig % ogy used in the

study. The population, target population, sample size, t ques, data collection

an \ thical considerations were
tudy

instruments, data collection procedures, data

discussed. The next chapter will present the

»

NG
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CHAPTER FOUR
DATA PRESENTATION, ANALYSIS, AND INTERPRETATION

4.1 Introduction
The chapter entails the analysis of the data obtained via face to face interviews. The

research goal was to find out the role of social media specifically Facebook in promoting

domestic tourism during the Covid-19 pandemic in Kenya, using the Wan, st Diaries Ltd
Facebook group page as a case study. The structured in-depth inte were designed to
gather qualitative data on Wanderlust Diaries Facebook page the role and
influence the page had during the Covid-19 pandemic p .a. The objectives of

the study included; to investigate the significance o 0 s in communicating about
e

the domestic tourism in the Wanderlust Di 1\
pandemic in Kenya,to find out the influerice,o erlust Diaries Facebook group members
in Kenyan tourist destinations d( uring Covid-19 pandemicand to find out how

Facebook posts in the Wand iaries Facebook group were used as a marketing tool to

k group during the Covid-19

promote domestic touri ovid- 19 pandemic.

NG

4.2 Presentation, Analysis and Interpretation
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A qualitative research approach was applied and a thematic analysis conducted on the
interview data. The data obtained from the interviews was input into the MAXQDA software
which was used to help in the analysis of qualitative data. MAXQDA is often considered one
of the best software tools for analyzing qualitative data due to its versatility and
comprehensive toolset as described by (Kuckartz& Radiker,2019). MAXQDA supports a
wide range of qualitative data types, including text, audio, video, and imdges:

This versatility allows researchers to analyze various data, formatshwithin a single
platformasMAXQDA is a comprehensive, user-friendly andgersatile tool for qualitative data
analysis. Its advanced features, robust data visudlization ‘options, and support for
collaborative research makes it a preferred cheiceyforymany qualitative researchers. The
research objectives guided in the creation and fine-tuning of the themes derived from the
interview data. The themes that emerged from the data collection included; The role of
Facebook in domestic tourism, Awareness and influence raised by Facebook posts,
Effectiveness in providinghinformation, Adaptations to Covid 19 pandemic period and
Tourist stakeholdersd@nd businesses
4.3 Key Findings

The role of Facebook in Domestic tourism

Facebook pages were used to disseminate information in regard to domestic tourism
during the Covid-19 pandemic and the page followers got readily available information. This
information was generated from the Wanderlust Diaries page participants when they were
interviewedon their general observations on the role of Facebook in promoting domestic

tourism in Kenya during the Covid-19 pandemic.
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During the Covid-19 Pandemic period in Kenya there were restrictions in movements
and gathering activities. As a result, most people were not busy with closure of schools and
work from home arrangements. With the creation of Wanderlust Facebook page which

gained popularity within a short time, the followers were on look outforactivity to get

involved in. Below are sentiments expressed by one of ther participa ing domestic

%ﬂ'od, it was a bit

ts‘Were a great reminder that

tourism during the Covid-19 pandemic period.
With the banof social gatherings during the Covid-
idle over the weekends. Wanderlust Facebook
ust next to our homes. For the

we had not visited the tourist destinatio,

years I lived in Nyahururu, I hadnot on falls despite working in the area

for more than 10 years. I lea ore it from the posts in the Wanderlust page.
(Participant 7) ' \

One idle a was scrolling through the social media specifically
Wan

d t Facebook page, I came across a post which had a team hiking
N; i ctuary. 1 figured out this is something I'd like to also participatein

thoug. ad never heard of the place. I followed the conversation on the post where

they described the sceneries at the park and also recommended the OloluaSanctuary.
This was a great recommendation which I developed interest in and actualized

(Participant 4)
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The description of Nanyuki Sweet Waters Camp, made us feel like we hadalready
been there through the description we got from a traveler who visited and posted the
photos. (Participant 9)

Awareness raised by Facebook posts

With the description of the Wanderlust Diaries Facebook group by the interview

participant and facebook post on the tourist destinations on how they di about of the

existence of tourism destination areas in Kenya which they ardjlittle of or no

information about. According to the participants the po to promotion of
domestic tourism and the tourists’ destinations in Ken %
From your perspective, how have Fa

ce
domestic tourism in Kenya, specifically duri
1ari

ontributed to the promotion of
ic?

Figure 1: Post from Wanderl ebook page
a

| Top contnlbutor. - Sepiember 11, 20090 - &

Finally road trips can be diverted from the wsual Maryuki, Namanga. Maivasha, Makuru.and the usual
places. & road np throogh MakurugKabameten sounds good. From Nakuru you can check en
Lake Bogoria, then lake Baringo then head 1o Kabamet for a sleepover before proceeding to Iten and
if yous feel more enengized you can proceed to Bldoret then back to Nairobd @ @ & ... Haven't
completed the whole tip but hogefully will de it soon. All you need is a good company, Happersed
to pass by some place past Kabarmet and can't forget to recommend Cheptebo training and
conference center which along Kabarner ften road. It's a faith based offering conference and
accomrmadation facilities. It's a serene place. Also Kerio river lodge is next gate. you can spend a
night or so heré and enjoy their \hi'r_llJl::':';_-.':lnl::' .E'.ZI' in _.f:-eu.- you can "igul & oul places 1o visit For
those of us whole loves nature 88 S [our tour quidie and photographer] | need
1o s1art paying now far & round road trip. 1 hefz‘ié"..l[fi‘?‘f'lluw- ideas here & o
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Members of the group posted attractive photos showing the destination and they even
indicated the entrance fee and some of the destination were not even charged. A good
example is Chebiloch Gorge in ElgeiyoMarakwet. According to the poster, you were
only required to pay a small fee for the young men to dive in the falls which I found

exciting. (Participant 15)

From your perspective, how have Facebook posts contribute romotion of
domestic tourism in Kenya, specifically during the pande
The view of Mt. Kilimanjaro was only seen on ma ver thought of as a
magical view. During the Covid-19 I got to vie it after visiting Amboseli
National park for the first time in my life

view now that I had not viewed it ph
Covid -19 actually made us iz

unexplored areas that w, 0 re geography (Participant 16)

a new discovery of the beautiful
. (Participant 3)

e have a beautiful country with a lot of

Some people had 1 with various tourist destination within the country
and during the Coyi d an opportunity to first tour their surrounding tourism
destinations in the Country though they still had to observe the stringent measures that

were put t &iod. They got an opportunity to visit some parks that they had visited

when they we early primary school years.
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The descriptions, the stories, narrations and photos on the Wanderlust Facebook page
made people wish to visit the various destination within their restricted area. From the
description the Wanderlust Diaries Facebook group followers had their minds visualize the
tourist destinations and the views from the narrations and photos which led them to making

the decision to visit the destinations.

In your experience, what types of Facebook posts have been parti effective in
attracting domestic tourists to different destinations within Kenya the pandemic?
The first time I visited the Nairobi National Park fc edrive was during the

Covid-19 pandemic. There was a post in Wan roup. page that had very nice
photos and the narration of the experien ional park and we couldn’t wait

to also visit the park for the similar articipant 17)

Can you describe the types ont monly shared in the Wanderlust Diaries

e&m andemic?

posted by member P(Name withheld) forced me out

Facebook group during

The attractive pict

of the house ust watching the screen and browsing online, I developed

an int o know my country better and even interact with the community

of g
a I %laces we visited.” (Participant 6).
your experience, what types of Facebook posts have been particularly

effective in attracting domestic tourists to different destinations within Kenya during

the pandemic?
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The first time I visited Samburu National Park and its environs was during the
covid-19 period. This was after getting a group through the wanderlust
diaries that was joining for a roadtrip to the Samburupark via an overland
vehicle (Participant 21).

From your perspective, what factors within the Wanderlust Diaries Facebook

group seem to influence domestic tourists' decisi visit tourist
destinations during the pandemic?

Joining the Wanderlust group brought a ne e way I spent my
free time during the Covid 19 period. T group gave ideas which
enabled prior planning of visiti estinations. This was either for

Solo or group traveling (Par

Effective n ng information

The responses provide b}&le erlust Facebook followers interviewed paint a

clear picture of positive 1 ir decisions to visit the tourism destinations. From

the posts they read they saw, they developed the interest of getting to know

the places ph lly andinot just viewing them on the page. It also gave them the courage to

visit plac &ht were expensive to visit but they realized that the places were

affordable.
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The Wanderlust Diaries page did not only motivate its followers but also made them
feel part of the group. The members got a sense of belonging and the responses emphasized
that the followers viewed themselves as part of the group and contributors to the group. They
were ready to be invited and invited their friends to join the group and be on the lookout for

the next travel idea since the members were generous enough in giving out ideas and budgets

of traveling to various destinations.

Figure 2: Facebook post from a Wanderlust Diaries Faceb,

g . 00

Today is a special day to most of us.

Those wha love travelling and those who are in traveling busines
include people who have dreams to travel. One day one time it s
become reality. The destinations we have travelled in this
#wanderlustDiariesgroup can never go unnoticed. Thanks to the
brains behind the group.

Figure 3: Facebook cc&n‘toﬁt from Facebook page Wanderlust Diaries

A

. ) a
-5 2

| &3 =

One of rge most amazing trips...and also check at Koriama cottages along Marigat-
Kabarnet for sleep over

4y Love Reply ?_oa

View all 7 replies

-Sag-c;-ciub also good enough

4y Love Reply an

View all 2 replies

L aE R
~ When in Kabarnet try a sleepover at Rift Hills Hatel- a 5 star hotel at 3 star rates

4y Love Reply 203

Tourist stakeholders and businesses
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During Covid-19, some new and existing businesses posted on the Wanderlust
Diaries Facebook page, earning them clients. This included the tour and travels organizers
and the hikers’ groups. Some businesses were born out of interactions from the page.

Based on your experience, what strategies would you recommend to tourism
stakeholders and businesses for utilizing Facebook effectively in promoting domestic tourism

during the pandemic?

Are there specific features or approaches within Face u believe are
particularly beneficial for promoting domestic tourism in th

How can tourism stakeholders and busines e Wanderlust Diaries
Facebook group specifically to enhance their omestic tourism during the
pandemic?

“My company was born out lust diaries Facebook page. After several

trips organized by the members | group I decided to monetize this and came up

with a tour compa rtised on the same platform” (Participant 25)

ers on the Wanderlust Diaries Facebook page, I decided

People lost their income during this period due to closure of some business such as
hotel, entertainment, schools and other organization. Some people through the Wanderlust
Diaries started their organizations in the tourism sectors by targeting the Wanderlust Diaries

followers.
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Wanderlust diaries Facebook group page provided a platform for the tourism
stakeholders to market their services time to time. The marketing posts promoted domestic
tourism during the Covid-19 pandemic period. The tourism stakeholders got clients from the
posts they sent on the Wanderlust Diaries Facebook page and they created a portfolio and

increased their trips to the tourism destination within the country. The responders in the

industry recommended constant posting to the Wanderlust Diaries Face e to promote
domestic tourism
“Constant posting on the page encouraging the me. e country assisted

in marketing the various tourism destinations untry.” (Participant No

16)

Within five months after the creatio erlust Diaries Facebook page, there
were many marketing posts as busi op in the tourism field advertised their trip
packages on the page. The fo de&%oup had to regulate the posts by not approving
the adverts but later intro@nelp regulate the posts. The business operators used
the page in promoti w ices which included day trips, camping, hiking among

others.

6«

ing ﬁrs that have the photos for the previous trips and purpose for the trip

enhan he promotion of domestic tourism during the Covid-19 pandemic period”.

4.4 Summary
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The chapter delved into the role the Facebook posts played in promotion of Domestic
tourism during the Covid -19 pandemic period especially in the Wanderlust Diaries
Facebook page. A careful investigation of the role of Facebook posts in promoting Domestic
tourism in Kenya during the Covid-19 pandemic in Kenya was undertaken. The themes that

emerged from the data collected by the researcher included the role of Facebook in tourism,

engagement on Facebook, the reach, Adaptation to the Pandemic, Contri

k

s of the Wanderlust

0 promotion,
awareness raised by Facebook posts, effectiveness in providing i visual content,

user generated content and tourism decision. The reactions

Diaries Facebook page stresses on various ways the edifrom the page during the

period and the rise of interests and careers. i\

»

NG
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CHAPTER FIVE
DISCUSSIONS, CONCLUSIONS AND RECOMMENDATIONS
5.1 Introduction
The chapter sums up the findings from Chapter Four and gives conclusions and

recommendations based on the objective of the research. The overall goal of this study was

to investigate the role of Facebook in promotion of domestic touris
pandemic in Kenya, case study of Wanderlust diaries Facebo e. The chapter also
provides the summary of study including findings, concl endations and the
suggestions for further studies. &
5.2 Discussions of Key Findings. i\
é
QN
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The first objective aimed to investigate the significance of Facebook posts in
communicating about the domestic tourism in the Wanderlust Diaries Facebook group during
the Covid-19 pandemic in Kenya. The objective sought to determine the significance of
Facebook in spreading the information on domestic tourism in Kenya during the Covid 19
pandemic. Facebook posts were used in promoting domestic tourism in Kenya during the
Covid-19 pandemic. It was discovered that during Covid-19 pandemic périodithe posts in the
Wanderlust diaries played a role in creating awareness of demestic tourism industry.
Facebook post were employed to reach a higher numbef ofypeople, and meet specific
requirement which in the current study was to promotefdomeéstic tourism. Wamuyu and Ireri
(2019), study on the use of social media by Kenyansystated that, 88.6% of Kenyans are using
Facebook, thus it was an important platfornt/teolforuse m promoting domestic tourism.since
it has become a once stop shop for easily disseminating information, getting feedback and
getting audience information relating'to certain needs and interests.

The study findingstestablished that because of the easy access and creation of the
Wanderlust Diaries flaecbookapage where the followers posted and collected views about
domestic tourigth, it ledte, people getting to know and appreciate domestic tourism. From the
literature (review, ‘@, study by Wang, et al 2002 suggested that targeted marketing was
essential for promoting tourism destinations. The use of social media platforms such as
Facebook can also facilitate user-generated content, which can increase engagement and

enhance the authenticity of tourism marketing campaigns.
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The posts in Wanderlust Diaries Facebook page continually provided information
related to domestic tourism in Kenya and made it easier for the followers to embrace and
promotedomestic tourism. A lot of knowledge was gained from the posts and the members
used that opportunity to learn about it and how it benefitedtheir counties in terms of revenue.

In addition, they gained historical knowledge related to some of the destinations. This

resulted in promotion of domestic tourism and it gained popularity.
N whereby they
% uring pandemics.
However, social media users can also leverage pos pages and groups with
verified accounts, which are more likely to be a * ible. The social media pages
and groups with verified accounts should b
Otherwise, users can report any ac t&
Meta. \

»

NG

appreciated
their surroundings. This could be beneficial to all people in

couldrely on the platforms to get more knowledge related t

taining the trust of their followers.

ates any terms and conditions set out by
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To the second objective was intended to find out the influence of Wanderlust Diaries
Facebook group members in Kenyan tourist destinations decision during Covid-19
pandemic.From the research study, there was influence in term of the destinations the
followers visited and gained interest in exploring. They were relying on the posts to explore
and seek diverse information about various destinations on the Wanderlust Diaries Facebook
page. They made it an effort for themselves to frequent the page in ordén to"get information
on their next travel destinations. The posts influenced them to visitvatieus destinations. The
daily updates of posts on the Wanderlust diaries Facebogk page .made it easier for the
followers to get the current conditions of the destinatiofis‘théy*wete looking forward to visit.
This prompted them to budget since with the transpareney of the posts, they could estimate
the cost of visiting various destinations.

The followers had to make sure that'they hadenough internet data to keep up with
their daily postings especially from™the people who were posting their daily activities once
they embarked on a trip.. Withiall"the details they read from the Facebook posts from the
Wanderlust diaries gfoup theyawere eager to also visit the destinations to allow them have the
same experiene€or even better.

From _the “tesearch, it was clear that engagements with the Wanderlust Diaries
Facebook pageidid not start and end with just posting of the information alone. One of the
respondent noted that the people who posted information regarding their trip were very
generous with the information. They kept engaging with the followers and offered the details

of their trip as requested by the followers.
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Information regarding various tourist destinations in the country was freely shared on
the Wanderlust Diaries Facebook page. As stated by Galbraith (2010), social media
platforms provide a central place where information is freely shared. The information in the
Wanderlust Diaries Facebook page was easily accessible without gatekeeping and it was up
to the interested followers to evaluate the shared information to assess the credibility if there
were any doubts. The fact finding led to getting more information regasding the destinations
and influenced the followers in visiting the destinations.

The members ofthe Wanderlust Diaries Facebook page who posted frequently
influenced the perception of the followers especially i, positive teviews displayed in some
posts as mentioned from the respondents. From, the, views, of members who had visited a
certain hotel and the overall services theyrceeiveds, the followers developed interest in
visiting the same venue. Tourist destimations jean \gain popularity in the social media while
their visitors post about them and their experiences.

Objective 3: To fifd, outyhow Facebook posts in the Wanderlust Diaries Facebook
group were used asdaimarketing tool to promote domestic tourism during the Covid- 19
pandemic.Facebook posts,were used as marketing tool to promote domestic tourism during
the Covid-19_pandemic where travel agents advertised their travel packages and used the
platform to shewcase their previous trips and their services. From their posts, followers who
hadpreviously travelled with them endorsed them, therefore, creating confidence for any
other follower who was interested in their packages. The promotion adverts helped them

transform followers to clients who travelled with their companies.
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The followers also regrouped and travelled together to same destination, for
instance,inthe case of a group that was created and explored Nanyuki together specifically
Sweet Waters Game Reserve. The destinations in Nanyuki has been marketed over and over
and the followers decided to visit the venues and explore. The hotels and the reservations
couldbe done online so it was easier for the followers to get the venues on,the Wanderlust
Diaries Facebook page and book the venues online.

According to Chaffey (2011), social media can be used, for vatious publicizing
actions such as brand awareness, customer engagementf customer)service, and sales
promotion. This was evident in the study from the respondénts who through the Facebook
posts in Wanderlust Diaries Page, engaged with“the ‘pedple personnel in the venues they
were planning to visit. The good services reeerved by, followers led them to endorsing the
venues and posting about them whichggave thém/good reviews.

5.3 Conclusion

Facebook posts wefgyusedyin promoting domestic tourism during the Covid-19
pandemic on the Warderlust Diaries Facebook page. The followers contributed to posts by
sharing their experiencesiand stories in regard to domestic tourism. The posts were attributed
tothe firstthand experiences of the domestic tourism. The posting of images, photos and
narrations regarding the places they visited createddesires in the mind of the other followers
who in return ended up visiting the places. The referrals also came in handy with the
exchange of contacts and great teams, relationships were developed out of the group visits

that happened during the visits. Influence incorporated followers trusting information shared
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by the followers who travelled and aired their opinion in regard to a travel company, hotels

and other destinations.
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The Facebook posts helped increating awareness, passing information and also
marketing the domestic tourism industry in the country even during pandemics when a
country hada lockdown. Businesses can use Facebook in marketing their services. The
findings of this study revealed that there was gratification pursued from the use of the
Facebook to access information regarding domestic tourism destinations. It is worth noting is
that one can gauge the credibility of a social media account based on theumber of followers
and posts shared on a particular page. Wanderlust Diaries Faceboek page was easy to access
and engage the followers with the motive of getting information in regard to their visits.

According to Tench and Waddington (2021) secialmediawill not go away and will
continues to grow with opportunities in digital spacey Fagebook is part of social media and if
people understand how to interact and make usetof\the digital space, it can be of great
benefit. From the study, the researchembrought out the impact of Facebook in promotion of
domestic tourism during a Pandemic. Fagebook will keep gaining more fame especially with
more inventions and platfotms that‘ar€ users friendly based on factors such as age, needs and

fashions.

5.4 Recommendatiens

It is evident that the use of internet has made the world a global village. People across
the world can come together for a common goal with the use of the preferred social
mediaplatform. The internet has aided in reconnecting of people, old friends and also created
new friendships. Groups can be formed by friends who share common interests and goals

where they share their plans, likes and what they envy doing or participating in.
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The discussions get to the point of planning trips and escapades together and
discovering new tourist destinations. With a common goal, it will be so easy to get the
information regarding the planed venues and destinations, their costs and route or even get
the travel planner one would wish. Internet has become an enabler of such plans and a lot of
information would be available in the Wanderlust Diaries Facebook page..

5.5 Suggestions for Further Studies

This study focused on the domestic tourism during the,Cowid-19, pandemic and
narrowed the scope to Kenyan case study of Wanderlust diartes, Facebook Page. However,
further research could be conducted on the impact oftFaeebook en other areas apart from
domestic tourism. Other areas in tourism can alsolbe aygreat focus and the areas affected
during the Covid-19 pandemic and how Facébook hasbeen used to revive them.

Another approach for the rgsearch “would be on the role of other social media
platforms in promotion of domesti¢ tourism. This can include Tiktok, Instagram, among
others which can be used 4n, creating awareness on domestic tourism. Focus on a different
group for data colleetion would also be ideal to get more views on domestic tourism during
the Covid-19 gandemiepAdditionally, similar research could be carried out focusing on
venues such ‘as hotels, parks and historical destinations to get their views on how Covid-19
pandemic affeeted their businesses. Lastly, the impact of Facebook as immediate platforms
to satisfy the motive and desired objectives of the users in relation to domestic tourism
should be studied. Future research is necessary to understand the dangers of social media and
how to lessen their effects, especially when they come from the public because they are

dissatisfied and have different observations.
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APPENDICES

Appendix A: INTERVIEW GUIDE
My name is Florence Mathangani a final year student at St Paul’s University pursuing
a Masters of Arts in communication degree. As part of the studies, am conducting a research

on the role of Facebook posts in promoting domestic tourism. This i

ntefview is used to

gather insights on the effectiveness of Facebook posts in promoting d&f&;ism during

the Covid-19 pandemic in Kenya, focusing on the Wanderlust %

main purpose is for scholarly, and data collectt%%reated
Thank you so much for your willin v&m ate in this research that will be

useful in determining the role of Faceb% in promoting domestic tourism during

Pandemic. I kindly request your inion and the information shared shall remain

Wbe anonymized and it is for academic purposes only.

ok group. Its

with total

secrecy/confidentiality.

ic information

What is your gender?

-Male - Female

2. What age range are you?
a. 19-29 Years []
b. 30-39 Years []
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C. 40-49 Years []

d. 50 Years and above []

3. Duration since joining Wanderlust Diaries Limited. ..................

4. How has the Wanderlust Diaries page impacted your domestic
tourism?

To investigate the effectiveness of Facebook posts i estic tourism during the

Covid-19 pandemic in Kenya. \
1. What is your general observations on t% cebook in promoting domestic tourism

in Kenya during the Covid-19 pan

2. From yo rspective, how have Facebook posts contributed to the promotion of

domestic ism 1n Kenya, specifically during the pandemic?

3. In your experience, what types of Facebook posts have been particularly effective in

attracting domestic tourists to different destinations within Kenya during the pandemic?
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Part 3: Wanderlust Diaries Facebook Group

To identify factors influencing domestic tourists' decisions to visit tourist destinations during

the Covid-19 pandemic Facebook posts in the Wanderlust Diaries Facebo up.

I.How familiar are you with the Wanderlust Diari boo group?

2. Can you describe the types of content co ed in the Wanderlust Diaries

Facebook group during the Covid-19 pan.

3. From your perspec t factors within the Wanderlust Diaries Facebook group seem

to influen '@urists’ decisions to visit tourist destinations during the pandemic?
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Part 4: Recommendations for Tourism Stakeholders and Businesses

To provide recommendations for tourism stakeholders and businesses on how to effectively
use Facebook as a marketing tool to promote domestic tourism during the Covid-19

pandemic.

1.Based on your experience, what strategies would you recommend to t stakeholders

and businesses for utilizing Facebook effectively in promoting do urismpduring the
pandemic?

2. Are there specific features or approach ook that you believe are particularly
beneficial for promoting domestic to in rrent context?

3. How ¢ u leholders and businesses leverage the Wanderlust Diaries Facebook

group specifi to enhance their promotion of domestic tourism during the pandemic?

Thank the participant for their time and insights.
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Signature of the participant...............cooooiiiiiiiiiiiiiiiin,

(©70) 11 7: 1615

Signature of the Researcher...................ooooiiiiiiii i,
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Private Bag 00217 LIMURU, KENYA
Email: office@spu.ac.ke
Website: www.spu.ac.ke

ST. PAUL’S UNIVERSITY

Tel Office: +254 (0) 20-2020505/10
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BOARD OF POSTGRADUATE STUDIES

29" February, 2024

National Commission for Science and Technology,
P.0. BOX 30623-00100,
Nairobi.

Dear Sir/Madam,

RE: RECOMMENDATION FOR FLORENCE MATHANGANI MACSNRB264621 -TO CONDUCT
RESEARCH

This letter confirms the above-named person is a student of the Master of Arts in Communication Studies
Program at St. Paul's University.

The second year consists of a major research work leading to a Thesis. The student's selected topic is:
“The role of Facebook posts in promoting domestic tourism during the Covid-19 Pandemic in

Kenya.”

Kindly grant this student the required permit.
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Appendix C: ISERC letter

ST. PAUL’S UNIVERSITY

Tel Office: +254 (0) 20-

202050510

Mobile: +254 (0) 728-669000
(0) T36-424440

Private Bag 00217 Linnan,
Kenya

Email: office@spuac ke
Website: www.spu.ac ke

REF: SPUS112/2023 Date: 22~ February 2024

TO: Florence Mathangi
5t. Paul's University

Dear Florence,

REF: The Role of Facebook Posts in Promoting Domestic Tourism During the
Covid- 1% Pandemic in Kenya

Greefings.

This is to inform you thot SPU- Institutional Scientific Ethics Review Committes
has reviewed the above-naomed research proposal.  Your ERB approval
number is 121, for the period between 22 February 2024 - 22 February
2025 (1 year).

This approval is subject to compliance with the following requirements;

i. Only opproved documents including (informed consents, study
instruments) will be used.

i. Al changes including (amendments, deviations, and violations) are

submitted for review and approval by SPU- Institutional Scientfific

Ethics Review Committee.

Death and life-threatening problems and serious adverse events or

vnexpected adverse events whether reloted or unrelated to the

study must be reported to SPU- Institutional Scientific Ethics Review

Committee within 72 hours of notification

iv. Any changes, anticipated or otherwise that may increase the risks or
offected safety or welfare of study participants and others or aoffect
the integrty of the research must be reported to SPU- Institutional
Scientific Ethics Review Committee within 72 hours
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Cleoronce for export of biological specimens must be oblained rom
redevant insShutions.

Submission of o requeest for renewal of approwval af leost 60 days prior
o expiry of the opproval pedod. Attach o comprehensive progress
reporl to support the nenewal.

Submission of an executive summary report within %0 days upon
compietion of the study to SPU- Instifulional Scientific Ethics Review
Committee.

Plecse nofe fhot it 5 within the BERC's mondale lo monifor your
resecech ond fo do rondom visits fo the sife. All resecrch i subject fo
post opproval monitoring.

Prior to commendcing your study, you wil be expected fo obtain o research
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Appendix D: NACOSTI Certificate

—
REPUBLIC OF KENYA NATIONAL COMMISSION FOR
SCIENCE, TECHNOLOGY & INNOVATION

Ref No: 457108 Date of Issue: 15/March/2024

RESEARCH LICENSE

This is to Certify that Miss.. FLORENCE MATHANGANI of St. Paul's University, has been licensed to conduct research as per
the provision of the Science, Technology and Innovation Act, 2013 (Rev.2014) in Nairobi on the topic: THE ROLE OF
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DILARIES FACEBOOK GROUP for the period ending : 15/March/202S.

License No: NACOSTLP/24/33544
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Applicant Identi fication Number Director General
NATIONAL COMMISSION FOR
SCIENCE. TECHNOLOGY &
INNOVATION

Werification QR Code
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