
DOI: 10.4018/IJTHMDA.2020010104

International Journal of Tourism and Hospitality Management in the Digital Age
Volume 4 • Issue 1 • January-June 2020


Copyright©2020,IGIGlobal.CopyingordistributinginprintorelectronicformswithoutwrittenpermissionofIGIGlobalisprohibited.



42

Leveraging on Digital Technologies 
to Up-Scale Tourism for 
Economic Growth in Africa
John E. Efiong, Wesley University, Ondo, Nigeria

 https://orcid.org/0000-0003-4391-2475

Adewale S. Adegbola, Wesley University, Ondo, Nigeria

ABSTRACT

Theapplicationofdigitaltechnologiesinvarioushumanendeavourstodayisunabated.Thisarticle
presentsinformationandcommunicationstechnologies(ICTs)asadrivingforceforpromotingtourism
inAfricaforacceleratedeconomicgrowth.Descriptivemethodologywasusedinthestudy.Thestudy
reliedontheexploredimpactsoftourismonsocio-economicdevelopmentofthedevelopingnations
ofAfricaandencouragestheadoptionofpersonamodelsinimplementingtechnologicalstrategies
gearedtowardthepromotionoftourismproductsandservicesonthecontinent.Thearticleadvocates
technologycompliancebyalltourismorganizationsandinvolvementofallstakeholders,agencies
ofgovernmentsandICTdriversinmakingAfricaadestinationofchoicetotheworldbyadopting
appropriatetechnologicalprovisions.
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1. INTRoDUCTIoN

Tourismisasectorthathasremainedrelevantovertimeintheworld’shistory.Duetoitsattractive
nature,tourismhasnotonlydrawnmanyvisitorsbutalsosupportsthegrowthoftheeconomiesof
continentsthathaveidentifiedandalignedwithitsinherenteconomicbenefits.Intheyear2013,the
WorldBankreportedthatthetourismindustryinthesub-SaharanAfricawouldspurmoreeconomic
growthfortheareaandproudlyemploy6.7millionpeopleby2021(WorldBank,2013).Furthermore,
theWorldTravelandTourismCouncilreportedinthesameyearthat:

thetourismsectorisdirectlyandindirectlyresponsiblefor8.8percentoftheworld’sjobs(258
million);9.1percentoftheworld’sGrossDomesticProduct(GDP)(US$6trillion);5.8percentof
theworld’sexports(US$1.1trillion);and4.5percentoftheworld’sinvestment(US$652billion).It
isestimatedthat3.8millionjobs(including2.4millionindirectjobs)couldbecreatedbythetourism
industryinsub-SaharanAfrica(SSA)overthenext10years(WorldBank,AfricaHouse,&ATA,
2010;WTTC,2013).

ThispresentedanamazingfuturefortheSSAwitheffectfrom2013.Africahasarichecosystem,
notonlyforhumanhabitationbutalsofortourism.Thevastlandmass,largewaterbodies,andnumerous
naturalresourcesinthecontinentprovideexcitingplatformsandsitesfortouristsattractionacrossthe
land.Someoftheseinterestingsitesfoundindifferentcountriesofthecontinentincludewaterfalls,
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beaches,gamereserves,aquariums,rainforests,Wildlife,lakes,scenicbeauty,naturalhabitats,natural
mealcuisines,culturalheritage,etc.Therearealsosomeman-madeorhuman-enhancedcollections
ofbeautifulsightlikeartsgalleries,museumofnaturalhistoriesandwars,potteriescentres,resorts,
internationalhotels,recreationparks,etc.(Itumo,2017).

Inthedevelopedworld,tourismenhanceseconomicgrowthbyhelpinggenerateasubstantial
incomeearnedthroughforeignexchanges(WorldBank-AFTFP,2011).Thisisobviouslynotthecase
inAfrica.AlthoughAfricaisblessedwithhugepotentials,thetourismopportunitiesareyettobe
optimallyutilizedtosupportsustainabledevelopment.Sadly,thenaturaltouristcentersthatabound
inthecontinentarelargelynotdiscoveredandsoremainunknowntotherestoftheworldwhowould
needthemforrecreational,educational,orreligiouspurposes.Duetotheapparenthiddennatureof
theseresources,therefore,theyhavebecomeuntappedandtheirpotentialsunharnessed.Thisimplies
wastingawaywhatshouldultimatelygeneraterevenuesforthecontinent.

Asweapproachthepredictedyear2023,howclosearewetothereality?Africawouldbeableto
meetthistargetandexceeditsexpectationwithhugesupportsfromitsstakeholders,policymakers,
investorsandstrategicplannersandleveragingoncomputingtechnologies,whichdefinethenew
wayofdoingthingstoday.

Therestofthepaperisstructuredasfollows:Section2discussesrelatedworksinICTadoption
fortourismpromotioninAfricaandconceptsborderingonsmarttourismanddigitalmarketingasa
collectionoftoolsfordevelopingthetravelsandtourssectorinAfricaareexplored.Abriefanalysis
onthepersonasmodelasapplicabletothesub-SaharanAfricanscenarioisperformed.Section3
discussesdigitalavalanchefortourismpromotioninAfrica.Here,therecentdigitaltoolsandoptions
areenumeratedandappliedtoAfricanpeculiarenvironment.ThebenefitsofleveragingonICTfor
tourismpromotioninthecontinentarepresentedinSection4andtheconclusionisdrawninSection5.

2. ICT ADoPTIoN IN THE AFRICAN ToURISM INDUSTRy

FromwhentheICTfounditswayintothesociety,ithascontinuouslypenetrateddeeplyandpermeates
everyfacetofthehumanlife.Today,thereishardlyanidentifiedareainthesocietywheredigital
technologieshavenotgainedaccessintoandhavenotinrealtermstransformed.ICThasthepropensity
totransformanyareawhereitisapplied.Inthispaper,wearguethatICTcanhelptourismboostthe
economicpurseofAfrica.

StudiesbyIainetal.(2016)andItumo(2017)haveshownthepossibilitiesofAfrica’seconomy
significantlyimprovingthroughtourism.However,thesecanonlybecomearealitywithstrategic
plansandstructuredmodalitiestomakethetouristsitesinthecontinentvisibleandattractivetothe
prospectivetourists.Thiscanbeaccomplishedinavarietyofways,typicallythroughaggressive
promotion.Inmarketing,advertisingandproductspromotionarekeytoolsthatmustbegivendue
attentionifafirmistoremaininbusiness.Sinceeveryproductrequiresanadequateexposurefor
increasedpatronage,thetourismindustryinAfricacannotbutadoptadequatetechniquestoshowcase
itsblessingstotherestoftheworld.

PreviousstudiesontourisminAfricahadfocusedonthedevelopmentalratesacrosscountriesin
thecontinent(Martínetal.,2017).Otherswereinterestedinestimatingandforecastingthedemand
fortourismandprobableincomethatcanbeorhasbeengeneratedthroughthemultiplierprocess.
Allofthesestudiesleavealacunaintheareaoftourismpromotioninthesub-saharanAfricanregion
forwhichthispaperattemptstoaddressusingcomputingprivilegesasthetool.

Thepresent-dayavailabilityofdigitaltoolsandavenuesprovidestheopportunitiesforannouncing
totheworldtheblessingsofGodintheregion.ICTsgrantustheabilitytotakeaglanceatatourist
sitebeforeactuallyplanningatrip.WebsitessuchasYelp,TripAdvisorandotheronlinetravelresearch
sitesmakeiteasierforonetodigitallyexploreplacesandhaveadigitalexperienceofthoseplaces
beforethinkingofanadventurethere.
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Guillermo Mazier of Atlas, as reported by Forbes Agency Council enumerates four digital
techniques through which marketers can promote tourists attraction centers for increased traffic
(Mazier,2017).Theseincludedevelopingdigitalstrategies,adoptingsearchenginemarketing,using
mappabledatabasesandusingmobileapplications.Mazierarguesthatdigitalstrategiesshouldbe
tailor-madetomeettheneedsofspecificaudiences.Inotherword,theremustbeatargetandthe
toolsandtechniquesmustcatchtheirattentionattheveryleastonashortterm.Asadirectfollow-up
ontheabove,adoptingsearchenginemarketingwheredigitalprofilingtechniquesareusedwillhelp
pointonlineuserstositesthatmeettheirfrequentlysearchedcontents.Asuserssearchtheweb,search
enginesgathertheirprofilesandcanmakesuggestionsofwhattheywouldliketosearchforinthe
nextsearchopportunities.Thistechniquecanallowmanagersoftouristssitesanddigitalmarketersto
senddetailsoftourismlocationstotheusers.Thetaskofmappabledatabasesistogatherimportant
factsoftouristsitesinacentralstore–typicallydatabases.Thesefactsmaycoverhistory,direction,
cost,management,buildings,propertiesandthemostinterestingpointsofattractionsuchthatthey
provideaone-stopviewofwhattheplacesoffer.Suchinformationcanbepresentedtotheusersvia
mobileapplicationsthatrunontheirhandhelddevices.

2.1. Smart Tourism
RecentresearchassessingICTinvasionintourismhasseentotheevolutionofanewterminology,
calledsmarttourism.Thisistoalludetotheemergenceofparadigmsinotherareasoflife,where
wenowhavesmartagriculture, smart transport, smarthealthcare, smart law, smart securityand
surveillance,etc.The‘smartness’intheseareasdefinetheubiquitoustendencyofmobiletechnology
whichisatechnologyofanywhereandanytime.Theattemptistomakeourcitiesdigital,hence
thename“smartcities.”JasrotiaandGangotia(2018)submitthatsmarttourismisanintegraland
fundamentalpartofsmartcities.Thisimpliesthatinmakingacitysmart,wearemakingitsofor
tourismpurposes.

Gretzel, Zhong & Koo (2016) assessed the possibility of applying smart devices such as
smartphones,networkedservices,internetservices,bigdata,sensors,andbyextensionvirtuallyall
componentsofthedigitalcommunitytomaketourismincitiesascintillatingexperience.Kooetal.
(2015)didasimilarexplorationwherethebeautyofICTintourismwaspresented,speciallygeared
towards social development. This situation is what scholars describe as smart tourism in cities.
Smarttourisminvolvesinnovativelyutilizingdigitalopportunities,especiallymobiletechnologies
tosupporttourists’experiencesatsites.Thiscapabilitylargelydependsontherapidlydeveloping
trendssuchasinternetofthings,cloudcomputing,bigdataanalytics,artificialintelligence,geo-
spatialfunctionalities,etc.(Buhalis&Amaranggana,2014;Guo,Liu,&Chai,2014;Wang,Park,
&Fesenmaier,2012).

Lietal.(2017)posit thatsmarttourismshouldonlybesaidtoexistwherethereisatourist
supportsystemwithinthedefinedparametersofinformationserviceanditsdependenttechnology.
BuhalisandAmaranggana(2014)associatesmarttourismwithsmartdestinations,describingsmart
citiesassmartdestinationswheretheoverallmeansoftourinthedestinationsaredigitized.This
digitizationinanarrowedsenseistheinfusionofseveralfunctionsintoamobiledeviceorother
smarttools.Gretzeletal.(2015)opinedthatsmarttourismshouldgivesmartexperience,havesmart
businessecosysteminasmartdestinationasshowninFigure1.Thesewouldlargelydependonthe
availabilityofdatathataretobecaptured,processedandexchangeddigitallywiththeassistanceof
smarttools.Wherethisoccurs,smarttourismcanbesaidtohavebeeninitiated.

2.2. Digital Marketing Strategies for Upscaling Tourism
Digitalmarketing(DM)involvesalltechniques,tricks,strategies,andtoolsemployedtomarketa
productorserviceempoweredbytechnology.Thisisdonebydigitizingthecontentsorinformation
ofandaboutthecommodityformobilecarriage(Jacob,2018).DMusesphotos,texts,audioand
videostopresentacommodity.ThebasictoolboxoftheDMrepresentedinFigure2containssocial
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marketing,emailmarketing,SMSmarketing,andblogging.Thesearejustplatformsandmeansthrough
whichthedevelopedcontentsofDMcanbedistributedandsharedto theprospectivecustomers
tocreateafirstlevelawarenessandremoteimpressionofthetoursitesand/orallowfollow-upfor
continuouspatronage.Thepervasiveeffectsofthedigitalwavesarefeltineverythinkableareaof
humanparticipation.Thetourismsectoriscurrentlyfeelingthebreezeinadeepsetsense.Travels
andtoursorganizationsindevelopednationshaveleveragedondigitalmarketingstrategiestogrow
theirbusiness.

HavingrealizedthefullessenceofDM,theMinistryofEconomyoftheUnitedArabEmirates
sponsorsanannualexecutivetrainingprogrammeondigitalmarketingwiththeaimofequipping
participantswithknowledge,skills,tools,bestpractices,andacommonplatformforbrainstorming
oncurrenttrendsinDMstrategiesandtheirimplementation(UNWTO,2017).InAfrica,inorder
tofullyunderstandandderivethepositiveresultsofDMfortourismpromotion,theremustfirstbe
analignmentwiththepotentials.Wemustalignwithbestpracticesinthedevelopmentoftourism
inthe21stcenturylikeSriLankawhichhasbeenrepeatedlyratedasachoiceplacefortourismin
theworld.Howdidtheygettogeneratesomuchripples?Certainly,alotofhardworkandstrategy.
AccordingtoDissanayakelage(2013),whilethereareseveralfactorsthathaveplayedouttoyield
theseamazingresults,SriLankagivesadequateattentiontoDMasanimagemakerofitstourism
industry.ApeepintoSriLanka’tourismwebsite(http://www.srilanka.travels/)showsacompelling
content,sellingthegoodnessofthelandataglance.Furthermore,visitorstothewebaddressget
informationandtourguidesbeforeevenmakinguptheirmindstotravel.

ToshowsufficientinterestinDMtoolbox,SriLankaoperatesitsDMwitha-sevenphasedigital
frameworkshowninFigure3.

AccordingtoGodwin(2009),theseven-steptravelprocessisdrivenbydigitaltechnologies.
AprospectivevisitortoSriLankaisfirstinspiredbyatestimonyofanoldvisitororbyword-of-
mouthofsomeoneinthebusiness.Thevisitorchecksthisoutbyperformingaresearchtoascertain
theclaims.Onconviction,thevisitorplansavisit,validatesplan,andthenbooksfortheadventure.
TravelismadetoSriLanka,andastheexperiencebecomesscintillating;thevisitorsharesthestory
andinspiresanotherprospectivevisitor.Thiscyclerepeatsitselfinanaturalprocessaidedbythe
availabilityofthetoolboxofDM.Thus,ICTbecomesastrongdrivingforceinthetravelsstory.

Figure 1. Components and layers of smart tourism (Gretzel et al., 2015)
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2.2.1. The Personas Model
Thepersonamodel isadigitalmarketingstrategywhereproductsandservicesaredeveloped to
meetthebuyingbehavioursofafictitiouscustomer.AsobservedbyPruitt&Adlin(2006),thetrick
of thepersonamodel is tomodel thecharacterofapersontowardsaproductorservice.Digital
technologiesmakethismodellingbothfunandrewardingsincetheconceptofpersonaevolvedfrom
asoftwaredevelopmentprocess(Godwin,2009).Personamodellingisauser-centricorcustomer-
centereddesignmodelthatincorporatesthegoals,desires,andlimitationsofprospectivecustomers.
Theaimistosimulatethereactionsofbuyersaboutaserviceorproduct.Personamodellingiskey
inadvertisementorproductpromotion.

TheTourismorganizationsinAfricawillneedtoseetheresourcesavailableinthecontinents
asproductsthatrequireaggressivepromotionandthenadoptappropriatetechniquestomodelthe

Figure 2. Digital marketing toolbox
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behavioursof theprospective tourists.Byhaving thecustomers inmind,personamodellingcan
beausefulmethodologyforpromotingtheseservicesandproducts.Theessenceofthiswillbeto
convincethecustomerswhentheyeventuallyhaveaccesstotheresources.Byobtainingdataabout
them,tourismdevelopmentexpertswillneedtobringhumanityintotheabstractdatatorepresentthe
visitors.WhilesomeexpertssuchasNielsen(2013)arguethatthereisadifferencebetweensimulated
customers’experienceofaproductandtherealcontact,personamodellingstillhelpsachieveafar
betterresultthannothavingdoneoneatall.Itisnotoutofplacetomodelpersonasaccordingtothe
respectivemarketsegmentsofthecustomers.Thisdoesnotonlyhelpputcustomersinperspectives
butalsohelpsmeettheclassifiedneedsofthetargetsegments.

Figure 3. The 7-step travel process (Dissanayakelage, 2013)
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3. DIGITAL AVALANCHE FoR ToURISM PRoMoTIoN IN AFRICA

Withtherapidgrowthofdigitalinfrastructureandproliferationofsmartdevicesastheyaggressively
penetratesub-SaharanAfrica,leveragingonICTsforenhancedeconomicgrowthinthecontinent
throughthetourismindustryismorethananecessity.Asexploredfromtheforegonesections,the
opportunitiesaremultifacetedandthechoiceisourstomake.TourisminAfricacanbeup-scaled
viasixmajordigitaltools,whicharecontentsmarketingsoftwaretools,digitalmarketingstrategies,
smarttourism,socialmedia,user-centricwebcontents,andICTpoliciesasshowninFigure4.The
ergonometricandadoptionofthesetoolsshouldtakeintocognizancethepersonasmodelwherethe
characteristicbehavioursofthetouristsarecaptured,simulatedandintegratedattheconceptionphase.

3.1. Digital Marketing Strategies and Involvement
Africangovernmentsmustsupportthedevelopmentofdigitalmarketingstrategiesthatwouldfavour
tourism.InadditiontoDMtoolboxearlierdiscussedandpresentedinFigure2,thecontinent’sinterest
intourismdevelopmentthroughDMshouldbereflectedingovernments’budgets,policies,regulations,
andhumancapacitybuilding.Thisiswhatourstudycallsdigitalmarketinginvolvement(DMI).We
believetheprocessshouldinvolveallstakeholdersinthetravelsandtoursindustry,playersinICT
designandimplementationandrelevantagentsofgovernment.

3.2. Contents Marketing Software
Contentsmarketingsoftware(CMS)toolsareprogramsthatenabletourismorganizationstocreate,
manageanddistributevisualcontentsaboutattractioncenterstheyaretryingtogetpatronagefor.
These contents canbe sharedon a plethoraof onlineplatforms and channels like socialmedia,
websites,andnewsgroupstowinasmanycustomersaspossibletothereallocations.Someofthe
CMSarefliphtml5,Wideo,Codefuel,Outbrain,Uberflip,Scribblelive,Anyflip,Clearvoice,etc.

Fliphtml5isafreedigitalcontentcreatorthatallowsdeveloperstoconvertstaticPortableData
Formatfiles,MicrosoftOfficedocumentsandimagestoHTML5pageturningpublications.This
impliesthattravelrelatedfilescouldbetransformedintodigitalvisualandimpressivepages(CMS,
2018). Besides, fliphtml5 allows beautiful animations, videos, audios, photo slideshow, links,
bookmark,andflexibleuser-centriccustomizationoptions.Inadditiontothecoolfeaturesabove,text
contentsdescribingthetouristsitescanbeeasilycrawledbysearchenginestoincreasevisibilityof
sites.AnotherimportantCMScreatoristhevideo,whichisavideocreatorthatcanenablescintillating
travelvideostobecreatedformarketingcampaigns.Sincepeoplebelievemoreinwhattheyseethan
whattheyread,videomakesusers’simulatedexperiencelookreal.

Codefuelontheotherendenables thecombinationof text, image,motionsandtags intoan
amazingvideocontent.Codefuelhasattractivelayoutstochoosefrominordertomakeanappealing
video for tourism promotion. Outbrain is a high quality program that allows building of blogs,
publishingofarticles,creationofvideos,infographicsetc.Thistoolcanbeusedtopromotetourism
intheSSAwheretechnologyisrapidlypenetrating.Uberflipfunctionsmuchinthesamepatternas
theOutbrainbutthethemesarepowerfulandcanallowdevelopersmakeuser-friendlycontentsfor
tourism.TheaimofScribbleliveistoallowtravelstoriesandexperiencesaboutplacestobeshared
inafascinatingmannersuchthatprospectivetouristswouldalwayswanttogothere.Theamazing
featureinAnyflipisitsabilitytousegoogleanalyticstoobtainpeople’sinformationandsharetravel
publicationswiththem.Finally,inthatcategoryisClearvoice,whichissimpletousetocreatetravel
contentsandpublishdetailsabouttouristattractioncenters.

3.3. Smart Tour Services
AsKooetal.(2015)noted,asmartcityisasmartdestination.Asmartdestinationrequiressufficient
andeffectivesmartservices.IfourvisionasacontinentistomakeAfricaasmarttourdestination,
thedevelopmentofsmartservicesisinevitable.Inreality,whatmakeasmartcityaretheproducts
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andservicesavailable,andtheworkforceandinfrastructurethatsupporttheservices.Africansare
everreadytolearnandhavereadymindstounderstandnewconcepts.Thecontinentismentally
preparedtolearnthesmartnessoftheworldinupscalingitstourismprovisionsforeconomicgrowth.
Developmentofsmarttourservicesisajobthatcanbehandledinternallyifgiventherightsupports
fromappropriate bodies.These services, as captured inFigure5,will include elements such as
smarttourguidesinmultimediaformattomeetvaryingphysiologicaldeficienciesoftourists;tour
hotlineswhichshouldbereadyanddedicatedphonelinestoconnecttourists.Theycanalsobetourist
smartstores,whichshouldbeaone-stopgrocerystorewithintourcenters,smartsitesecurityfor
surveillance,monitoring,andsecuritychecksanddestinationmanagementsupportsystemsforgeo-
locationguidance,wayfinding,anddestinationsupports.

3.4. User-centric websites
Theprinciplesofhumancomputerinteractionthatdealwithuser-friendliness,simplicity,interactivity,
and functionality must be adopted when developing websites for promoting tourism in Africa

Figure 4. ICT Framework for tourism promotion in Africa
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(Dissanayakelage,2013).Thisislargelysobecause,tourismdealsfirstwithsighting.Peoplewantto
seeinadvancewhattheyarecomingtoseeatthesites.Theywanttohaveavirtualviewandsimulated
experienceofthetourlocations.Thishelpsbuildstrongeagernessandenthusiasmintheirmindsif
theimpressionscreatedbythewebprogramsarewinning.Thegoalofauser-centeredwebsitefor
tourisminAfricaistopresentcontentsbasedonthepersonasmodellingparadigm.Typicaltourism
promotingwebsitesdepictedinFigure6mustbesearchengineoptimized(SEO),allowcampaigns
throughbannerads,word-of-mouth,offlinepromotionandsupportcustomer-relationshipmanagement
(CRM).TheCRMsubsystemmustallowfeedbacks;giveroomforforuminteractionandreviews.Two
majorfactorsareneededtodefinethewebinthisregard–mobilityandinteractivity.Tourwebsites
mustbeaccessibleonmobiledevicesandmustprovidesmartinteractivitytotheusers.

3.5. Social Media Adoption
The social media has become a household name in almost all countries of the world. Even the
remotest suburbsnowenjoy the advantageof socialnetworks inbuilding relationships, creating
careeropportunities,fosteringcommunications,andcreatingawarenessoradvocacyforaproduct
orservice.Asthesocialnetworksexpand,newmediaandnewfeaturesarebeingdevelopedtomeet
users’ever-increasingcommunicationneeds.Africansboastofawidesocialnetworkandtheirability
toefficientlyusethedigitalservicesandtoolsmadeavailablebythetechnologicaladvancesinthe
continent (Efiong&Aranuwa,2017).The tourismbusiness inAfricacan leverageon thesocial
platformssuchasFacebook,twitter,Instagram,Whatsapp,etc.foradvertsplacement,promotion
andasfeedbackchannels.

4. BENEFITS oF LEVERAGING oN ICT FoR ToURISM PRoMoTIoN IN AFRICA

ThereareimmeasurablebenefitsderivablefromICTapplicationintourism.Thesehavebeengreatly
explored by several scholars. Bethapudi (2015) informed that ICT has restructured the tourism
industry in Indiabyre-engineering itsproductsandservicesand theirdelivery.Dissanayakelage

Figure 5. Components of smart tourism with services
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(2013)describesICT’sroleintoursandtravelsassmart tourismwiththepropensitytopromote
destinationsandenhanceexperienceofvisitors.Similarreportshavebeendiscussedbytheresearchers
in(Buhalis&Amaranggana,2014;Gretzel,Zhong&Chulmo,2016).ByleveragingonICT,the
Africancontinentwillsubstantiallymakegainsinthefollowingareasandmore.

1. Increased Visibility:Witheffectivepolicyimplementation,ICTshavethepotentialstohelp
developandexposethetreasuresofAfricatotherestoftheworld.

2. Increased Traffic:IncreasedvisibilityofthetourismfeaturesinAfricawillresultingenerating
multiplecustomers’interestinvisitingthedifferentsitesinthecontinent.

3. Increased GDP:Witharousedandsustainedinterestofthecustomersandtheiractualpatronage,
theeconomicstatesoftherespectivecountrieswilldefinitelyshifttowardspositivefigures.This
isakeytrickadoptedbythedevelopednationsthathaveattainedgreatscalesintheworld’s
tourismmatrix.

4. Increased Employment Opportunities:ThetourismindustryinAfricacanbeabigemployer
ifthestructureisfullydevelopedandthepotentialsharvested.Thiswillnotonlyburndown
greatlytheunemploymentladderbutalsoequipthepeoplewithresourcestodevelopthemselves
andtheirimmediatesociety.

5. Reduced Negative Image:Oneofthebestwaystochangeabadimageistopresentanew,better
image.UntilthepositivethingsinAfricaarepresentedtotheglobe,thenegativeworldviewof
thecontinentmaynotbechangedeasily.WecanuseICTasatooltochangepeople’perception
ofourpeoplebyshowingthemthegoodnessintheland.Byvisitingthecontinentfortourism,

Figure 6. Components of tour promotion website
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theworldwillbegintoknowhowgreatthepeopleareinartsandculture,religion,scienceand
technology,sociology,etc.

5. CoNCLUSIoN

ThefutureoftheAfricantourismsectorispromising.Thepotentialsarethereaswellasthemarketfor
tourism.InAfrica,wehavethenaturalattractioncentresandothersitesofnaturalblessings;wehave
thepopulationandthehumanresourcestogrowtourism.TherestoftheworldwouldchooseAfrica
asdestinationofchoicefortourismandleisureifthepotentialsarefullyharnessed.Inadditionto
this,wewillneedtopaymoreattentiontotourisminfrastructure,policiesandfacilitiestosupportthe
existingnaturalandhumanresourcesinthecontinent.Wewouldachievethisbyadoptingappropriate
digitaltoolsandleveragingeffectivelyandefficientlyontheirservicesfortourismpromotion,service
delivery,andafter-serviceneeds.

Thispaperhas explored the avenuesof tourismpromotion inAfrica in the21st centuryby
leveragingondigitaltechnologies.Weconcludethatcomputingtechnologieshavegainedaplace
ofresidenceinAfricaandwillkeepexpandingrapidlywithinthenextfewyears.Astheyaffect
otherareasofourendeavourswithpositiveresults,theyhavehugepotentialstopushtourismfora
greaterGDP.Thepossibilityofthishasbeendiscussedinthestudy.Theideasofsmarttourismand
digitalmarketinghavebeenpresentedasmaybeappliedintheAfricantoursandtravelsindustry
forspontaneouseconomicadvancement.ThedigitaltoolsandtheirbenefitstotourisminAfricaas
discussedinthepaperwilldeterminethefutureoftourisminthecontinent.

TheimplicationsofthisdigitaladvantageforAfricaaremultifaceted:thecontinentwillharnessits
tourismpotentialsandgeneratesubstantialincomefromitsactivities.Itisexpectedthatitwillcreate
moreemploymentopportunitiesfortheteamingAfricanyouthsathomeandinthediaspora.This
willultimatelycutdownonpovertythatusuallyleadstosocialvicessuchasvandalism,hooligalism,
armedrobberyetc.asmoreyouthswouldbeusefullyengaged.Itwillalsochangethenegativeimage
theworldmayhaveoftheblackraceandgiveitaninternationalandcross-culturaladvantage.

However,thepapersubmitsthattheICTanditstoolswillmakenodifferenceintheAfrican
tourismsectorifnotusedinthemostefficientandeffectiveways.Forsuccessfulimplementation
andadoptionofICT,adequatestepsmusttherefore,betakentoensurethebestresultsarerealized.
Inpractice,werecommendthatthetourismmanagementsystemsshouldbedesignedasamarketing
strategy.Thismeansdesigningthemasasellingpointtothepublic.Suchsystemsshouldadoptthe
principlesofrecommendersystemsbyleveragingonuserprofilingbasedonthepersonamodel.Tourist
systemsdevelopersmustemployappropriatemachinelearningalgorithmsfortheuserprofilingsystem
whilethecontentsdevelopersshouldensuresearchengineoptimizationofallwebcontents(Vilaet
al.,2018).Ofcourse,contentswrittenshouldbetimelyandrelevantandonlythepositiveimagesof
thedestinationshouldbemadepublic.Thereisalsoaneedtodevelopsocialmediacampaignsby
buildingenticingcomponentsofthesocialnetworkstoallowrobustinteractions.Alloftheseshould
bedoneinawaythatallowsuserstonavigatewitheaseandmakethemostuseofthecontents.
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