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ABSTRACT
The purpose of this paper is to examine the quality of message and level of knowledge of TV 
programs amongst first time and repeat visitors by domestic tourists to national parks. The objective 
of this article is to analyze the relationship between content and information about national parks 
amongst first time and repeat visitors by domestic tourists to national parks. This study was 
conducted in Southern National Parks of Tanzania. Written survey was used where quantitative data 
were collected. Semi-structured questionnaires were handed to 420 respondents and subjected to 
descriptive statistics and univariate analysis. The findings showed that there is a statistically 
significant relationship between content and information about national parks amongst first time 
and repeat visitors by domestic tourists to national parks F (22.563) and (p = 0.000). The outcome 
of this paper implies that tourism stakeholders can improve promotion of domestic tourism through 
content and information about national parks. 
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1. INTRODUCTION
Domestic tourists to national parks are documented in various scholarly articles around the world. 
Recent studies in the tourism field have researched domestic tourists on issues related to television 
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advertising, social media, millennials and tourist gaze (Mkwizu, 2016a, 2016b, 2017; Mkwizu & 
Matama, 2017a, 2017b; Stone & Nyaupane (2017). The growth of domestic tourists is revealed in 
tourism studies. For example, the increase of domestic tourists is noted in India, and that domestic 
tourists are known as the backbone of Indian tourism (Nair & Ramachandran, 2016; Dwarka, 2017). 
Furthermore, the article by Nair and Ramachandran (2016) argued that climate and destination 
management are determinants of tourists destination by domestic tourists in India. While other 
studies in tourism indicated growth in domestic tourists, another study in China analyzed factors of 
non-participation in the domestic tourism (Li, Meng & Zhang, 2016). The study concluded that 
non-participation of domestic tourism is influenced by discouraging factors, such as low internal 
motivation and attitudes, age for under 25 years old and over 55 years old, less educated, less 
healthy with small child or children, lower income and constraints in leisure time (Li et al., 2016). 
Subsequently Wahid, Aliman, Hashim and Harun (2016) found that there were 38.8% first time 
visitors and repeat visitors (61.2%) to Langkawi Island in Malaysia, and that first time visitors 
stayed shorter compared to repeat visitors. 

In Africa, a research conducted in Botswana revealed that the number of domestic visitors to 
national parks is low due to factors such as the local tourist gaze (Stone & Nyaupane, 2017). One of 
the destinations in Sub-Saharan Africa, that is rich in wildlife resources and has renowned national 
parks, is Tanzania (Mkumbo, 2017). In Kenya, Ogutu, Mugo, Kibe and Kariuki (2017) conducted a 
research on the contribution of internet marketing towards promotion of domestic tourism. The 
study was driven by a decline of traditional source markets and the need to focus on domestic 
tourists. Ogutu et al (2017) found that social media and websites are effective channels to promote 
domestic tourism in Kenya. It is evident that these previous studies in Africa (Mkumbo, 2017; 
Ogutu et al., 2017; Stone & Nyaupane, 2017) did not consider the quality of message and 
knowledge of TV programs from the perspective of domestic tourists. 

The study by Mkwizu (2017) noted that domestic tourists contributed 40.5% of total visitors 
to national parks in Tanzania. Similarly, there are tourism studies in Tanzania of which many have 
concentrated on investigating aspects of successful factors of hotel management, and social media 
for co-creation of tourists in safari destinations (Mbise, 2017; Mkumbo, 2017). For instance, the 
study by Mbise (2017) pointed out that past studies focused on value based outcomes rather than 
what drives the implementation of environment management. Despite various studies in tourism for 
Tanzania, there is scant literature on quality of message and knowledge of TV programs amongst 
first time and repeat visitors by domestic tourists to national parks. The main purpose of this study 
is to examine quality of message and knowledge of TV programs amongst first time and repeat 
visitors by domestic tourists to national parks. The objective of this paper is to analyze the 
relationship between content and information about national parks amongst first time and repeat 
visitors to national parks. 

2. LITERATURE REVIEW
2.1 Conceptual Definitions
2.1.1. Quality of Message
The concept of quality of message consists of uniqueness and importance of message (Payne, 
Doran, Samuel & Pharo, 2012). On the other hand, Beriain (2013) refers to quality of message as 
content. In this study, quality of message is content shown on TV programs. The study by Brown 
(2010) looked at quality of message from the perspective of uniqueness. In addition, Brown (2010) 
expressed uniqueness of message using the word imaginative while importance of message is 
considered as valuable and not easy to forget.  

2.1.2 Knowledge of TV programs
In Stockton (2011), the concept of knowledge in tourism was studied from the perspective of 
environment. The study by Mkwizu (2018) connected the concepts of knowledge and TV programs 
to investigate business intelligence in tourism. In Tanzania, there are various TV programs which 
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show national parks to domestic tourists (Mkwizu, 2018). For purposes of this paper, knowledge of 
TV programs refers to information which is shown on TV programs related to national parks.  

2.2 Theoretical framework and hypothesis development
This paper utilizes Economics of Information Theory (EIT) developed by Stigler in 1961. The 
assumption of EIT by Stigler (1961) was that advertising conveys information to consumers and 
argued that advertising is related to price dispersion. Other developers of EIT (Telser, 1964; Nelson, 
1974) argued that price dispersion alone is not adequate and, therefore, conveying information to 
consumers was also connected to the concepts of competition and experience goods. This study 
adopts EIT to guide the examination of quality of message and knowledge of TV programs by 
connecting content and information about national parks. This paper argues that in conveying 
information to domestic tourists, such as information about national parks, there is a relationship 
between quality of message in terms of content and knowledge of TV programs in terms of 
information about national parks amongst first time and repeat visitors by domestic tourists to 
national parks. 

2.3 Empirical Literature Review
Kruger, Saayman and Hermann (2014) conducted a study in South Africa to examine first time 
versus repeat visitors at the Kruger National Park. Kruger et al (2014) adopted a two-way frequency 
tables and chi-square test with results showing that first time visitors are long haul visitors, young 
and pay for fewer people compared to repeat visitors. Repeat visitors are motivated to visit Kruger 
National Park because of escape reasons and plan their trips well in advance (Kruger et al., 2014).  

In China, Wahid et al (2016) did a study on first time and repeat visitors to Langkawi Island 
using descriptive statistics. The study revealed that 38.8% of the respondents were first time visitors 
while majority of the sampled respondents (61.2%) were repeat visitors. Further, findings indicated 
that there are statistically significant differences and similarities between first time and repeat 
visitors in terms of demographics, characteristics and trip behaviour (Wahid et al., 2016). This 
current study is interested on first time and repeat visitors by domestic tourists in terms of quality of 
message and knowledge of TV programs. 

Yapparova (2013) explored best media for advertising local tourism among Russian tourists. 
The study by Yapparova (2013) was conducted in Finland to determine the prospects for using 
media channels to attract Russian tourists. Quantitative survey approach and descriptive statistics 
show that the highest media use for information such as road maps, leisure activities and transport 
timetables by Russian tourists to visit places is through internet (73.03%) while TV and Radio had 
lowest value of 4.49%  (Yapparova, 2013). A similar study by Hossain and Ahmed (2012) was 
carried out in Bangladesh to examine viewers’ perception of TV advertising. Hossain and Ahmed 
(2012) adopted chi-square test and results revealed that 71.74% of respondents were not satisfied 
with product information on TV advertising. 

The research conducted in the UK at the Isle of Man was concerned with the extent and role 
of domestic tourism in a small island (Canavan, 2012). The application of qualitative interviews 
with residents provided highlights on the behaviour of tourists in the small island. Canavan (2012) 
noted that tourists engaged in domestic tourism through entertaining friends and family and 
exploring unknown destinations. Although the study by Canavan (2012) looked at tourist behavior, 
the focus was on island tourism while this current study is directed to first time and repeat visitors 
by domestic tourists to national parks. 

The literature that we reviewed shows that various studies have been done on first time 
visitors, repeat visitors, domestic tourists, and domestic tourism from a global level to Africa Level 
and local level in Tanzania (Canavan, 2012; Kruger et al., 2014; Nair & Ramachandran, 2016; Li et 
al., 2016; Wahid et al., 2016; Mkwizu, 2016a, 2016b, 2017; Mkwizu & Matama, 2017a, 2017b; 
Dwarka, 2017; Stone & Nyaupane, 2017; Ogutu et al., 2017; Mkwizu, 2018). However, there is a 
gap in the literature related to quality of message and knowledge of TV programs amongst first time 
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and repeat visitors by domestic tourists. Hence, the objective of this study is to analyze the 
relationship between content and information about national parks amongst first time and repeat 
visitors by domestic tourists in Tanzania. 

2.4 Conceptual Framework
The conceptual framework of this study emanates from the theoretical and empirical literature 
review. Knowledge of TV programs is the dependent variable whereas quality of message is the 
independent variable. We hypothesized that there is a relationship between content and information 
about national parks amongst first time and repeat visitors by domestic tourists to national parks. 
The authors intend to test whether there is a statistically significant relationship between content 
and information about national parks amongst first time and repeat visitors by domestic tourists to 
national parks. 

3. DATA & METHODOLOGY
A written survey was used in this study to collect quantitative data from respondents in order to test 
hypothesis. The hypothesis stated that there is a statistically significant relationship between content 
and information about national parks amongst first time and repeat visitors by domestic tourists to 
national parks. The unit of analysis is domestic tourists who visited Southern National Parks namely 
Mikumi, Udzungwa, Ruaha and Kitulo. Semi structured questionnaires were handed out to 420 
respondents using convenience sampling and 400 questionnaires were usable and hence subjected to 
descriptive statistics and univariate analysis. 

The four statements for the content variable, which is the independent variable of this study, 
were adopted and customized from the studies by Shavitt, Lowrey and Haefer (1998). The four 
statements are: TV advertising is informative, TV advertising made me decide to visit national 
parks, Confident in using information on TV advertising to visit national parks, and Comfortable to 
use address or phone number seen in a TV advertising for further information about national parks. 

The five statements for information about national parks, which is the dependent variable, 
were adopted from the study by Mkwizu (2018). The five statements are: information on national 
parks, information that build interest in learning domestic tourism, information on activities in 
national parks, information on wildlife in national parks, and information on location and transport 
methods to national parks. The statements were adopted and customized from Shavitt et al (1998), 
as well as adopted from Mkwizu (2018) are used to test whether the relationship between content 
and information about national parks amongst first time and repeat visitors by domestic tourists is 
statistically significant.

A five point Likert scale measurement was used containing five values of strongly disagree 
(1), disagree (2), undecided (3), agree (4) and strongly agree (5) for variables of content and 
information about national parks. The Cronbach’s alpha for internal consistency of responses 
indicate content is 0.746 and information about national parks is 0.849. In the study by Field 
(2014), a Cronbach’s alpha value of 0.70 and above is considered as acceptable for reliability test. 

4. FINDINGS & DISCUSSION
The descriptive statistics finding in percentages in this study revealed that a majority of the 
respondents were first time visitors (63%), aged between 26 to 35 years old (32.8%), males (64%), 
earn monthly income of below and above TZS 300,000 (57.3%), and have a secondary education 
(43.3%). These results imply that domestic tourists to Southern National Parks are mostly first time 
visitor who are males, earn income and have a secondary education. The findings differ from the 
study by Wahid et al (2016) which had mostly repeat visitors (61.2%) while this current study 
shows a majority of domestic tourists to national parks were first time visitors (63%). The reasons 
for variations is that Southern National Parks in Tanzania have been less promoted over the years; 
now that promotions for domestic tourism are encouraged, more domestic tourists are beginning to 
explore and visit Southern National Parks.    
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The descriptive results for the four statements of content revealed that a majority of 

respondents agreed that TV advertising is informative (49%), TV advertising made them visit 
national parks (46.8%), confident in using information on TV advertising to visit national parks 
(47.3%), and comfortable to use address or phone number on TV advertising for further 
information about national parks (37%). The descriptive statistics findings for the five statements 
of information about national parks showed that most of the respondents agreed that TV 
advertising provide information about national parks (45.3%), TV advertising of tourists 
attractions build interest in learning domestic tourism (45.5%), TV advertising provide 
information on activities at the national parks (46.5%), TV advertising provide information on 
wildlife in national parks (45.8%), and TV advertising provide information on location and 
transport methods to national parks (38.3%). The results suggests that majority of respondents 
agreed that content and information about national parks to be informative. 

The percentage findings of content and information about national parks in this study are 
not in line with the study by Hossain and Ahmed (2012). The research by Hossain and Ahmed 
(2012) conducted in Bangladesh showed that 71.74% of respondents found product information on 
TV advertising not satisfactory. The differences of results between these two studies is due to the 
fact that first time visitors by domestic tourists were the majority; therefore, most respondents 
found content to be informative and they agreed that there is information about national parks, 
such as activities and wildlife in national parks. 
          The purpose of using Univariate analysis for this study is to test whether there is a 
statistically significant relationship between the independent variable (content) and the dependent 
variable (information about national parks) amongst first time and repeat visitors by domestic 
tourists to national parks. The findings in Table 1 for Univariate analysis test show that the 
relationship between content and information about national parks amongst first time and repeat 
visitors by domestic tourists to national parks is statistically significant (p = 0.000). Further 
findings in Table 1 show the mean variance (11.336) with F (22.563), and this suggest that the F 
ratio (22.563) observed between groups variance (11.336) is 22 times greater in between groups 
than within groups (0.502). We conclude that the relationship between content and information 
about national parks amongst first time and repeat visitors by domestic tourists to national parks is 
statistically significant. This finding supports the Economics of Information Theory (EIT).  

Table 1: Univariate analysis test for content and information about national parks. Dependent 
variable is information about national parks.

Mean Square F Sig.
Corrected Model 11.336 22.563 0.000
Intercept 1397.206 2780.921 0.000
content 11.336 22.563 0.000
Error 0.502
Total
Corrected Total

 Source: Field data (2018)

The results of this study differ from Kruger et al (2014) because while differences were 
noted between first time and repeat visitors to Kruger National Park, the findings of this study 
showed a statistically significant relationship between content and information about national parks 
for first time and repeat visitors by domestic tourists to national parks. Further implications of this 
study is that the variables of content and information about national parks can be used in examining 
quality of message and knowledge of TV programs amongst first time and repeat visitors by 
domestic tourists. 

On another note, the results of this paper are different from a study by Canavan (2012) 
carried out in the UK. The variation of results is due to tourists’ engagement in domestic tourism 
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which was mostly by entertaining family and friends from the study by Canavan (2012) while in 
this current study, results suggests a significant relationship between content and information about 
national parks amongst first time and repeat visitors by domestic tourists to national parks. 

Similarly, results of this study are not consistent with the research by Yapparova (2013) 
done in Finland which showed that a majority of information such as road maps and leisure 
activities by Russian tourists is through internet not TV and thus internet be used as a media for 
local tourism. The variations of results in the research by Yapparova (2013) and this study is that, 
not only are these studies conducted in different countries but the content and information about 
national parks amongst first time and repeat visitors by domestic tourists to national parks was 
statistically significant in this study. Furthermore, the information about national parks includes 
activities and wildlife in national parks as well as location and transport methods to national parks. 
  
5. CONCLUSION
The main purpose of this study was to examine the quality of message and knowledge of TV 
programs amongst first time and repeat visitors by domestic tourists to national parks. The objective 
was to analyze the relationship between content and information about national parks amongst first 
time and repeat visitors by domestic tourists to national parks. The findings revealed that the 
relationship between content and information about national parks for first time and repeat visitors 
by domestic tourists to national parks is statistically significant. This implies that information about 
national parks amongst first time and repeat visitors by domestic tourists to national parks is 
dependent on content. 

The statistically significant results support the Economics of Information Theory in that 
knowledge of TV programs convey information about national parks amongst first time and repeat 
visitors by domestic tourists to national parks who are dependent on content in terms of “TV 
advertising is informative”, “TV advertising made me decide to visit national parks”, “Confident in 
using information on TV advertising to visit national parks”, and “Comfortable to use address or 
phone number seen in a TV advertising for further information about national parks”.  In addition, 
the outcome of this paper implies that stakeholders and policy makers can improve promotion of 
domestic tourism through content and information about national parks.

REFERENCES
Beriain, A. (2013). “Measurement of advertising effectiveness: How different theories about 

relative importance of sales vs recall/recognition vs emotion were popular.”  China-US Business 
Review 12: 1017-1024.

Brown, M. (2010). “Watch ability.” (Slide 29).
Retrieved from http://slideplayer.com/slide/1640257/.

Canavan, B. (2012). “The extent and role of domestic tourism in a small island.” Journal of Travel 
Research 52(3): 340-352.

Dwarka, J. (2017). Session on Innovations in Travel, Tourism, Hospitality and Responsible 
Consumerism. Proceedings of the International Women Economic Forum’17. Vivanta. 
Retrieved from http://bwhotelier.businessworld.in/article/-Domestic-Tourists-are-the-Backbone-
of-Indian-Tourism-/15-09-2017-126274 

Field, A. (2014). Discovering statistics using IBM SPSS statistics 4th ed. Los Angeles, London. 
ISBN 978-4462-4917-8, 673-675.

Hossain, M., & Ahmed, S.M. (2012). Television advertisement of Bangladesh: Viewers’ attitude 
and behaviour. Retrieved from http://papers.ssrn.com/sol3/papers.cfm?abstract_id=2170908 

Kruger, M., Saayman, M., & Hermann, U.P (2014). First time versus repeat visitors at the Kruger 
National Park. Acta Commercii, 14(1).

Li, H., Meng, F., & Zhang, Z. (2016). “Non-participation of domestic tourism: Analyzing the 
influence of discouraging factors.” International Journal of Tourism Research 18(6): 567-578.

32



International Journal of Research & Methodology in Social Science
Vol. 4, No. 2, p.33 (Apr. – Jun. 2018). ISSN 2415-0371 (Online)

www.socialsciencepublication.com
Mbise, N. (2017). Factors that influence successful implementation of hotels’ environment 

management practices among hotels in Tanzania. Proceedings of the 10th ATLAS Africa 
Conference ’17. Eldoret, Kenya. 
 http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-
WOAdc%3d&tabid=261&language=en-US 

Mkumbo, P. (2017). The use of social media as tools for co-creation of tourist experiences in safari 
destinations. Proceedings of the 10th ATLAS Africa Conference ’17. Eldoret, Kenya. 
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-
WOAdc%3d&tabid=261&language=en-US 

Mkwizu, K.H.M. (2016a). “Domestic Tourists’ Attitude towards Television Advertising in 
Tanzania.” International Journal of Business & Management 4(6): 364-370.

Mkwizu, K.H.M. (2016b). “Domestic Tourists’ Visitation Profile for Ruaha National Park: What’s 
the Impact of Social Media?” The International Journal of Business & Management 4(9): 213-
217.

Mkwizu, K.H. (2017). Influence of Media and Income on Domestic Tourists visiting Udzungwa 
National Park, Tanzania. Proceedings of the 10th ATLAS Africa Conference ’17. Eldoret, 
Kenya. 
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-
WOAdc%3d&tabid=261&language=en-US 

Mkwizu, K.H., & Matama, R. (2017a). “Frugal Generation: Millennials Perspective of Domestic 
Tourists in Tanzania.” International Journal of Business & Management 5(7): 142-145.

Mkwizu, K.H., & Matama, R. (2017b). “Millennials Age group and Income Levels among 
Domestic Tourists in Tanzania.” International Journal of Research & Methodology in Social 
Sciences 3(4), 48-54.

Mkwizu, K.H. (2018). Business Intelligence in Tourism: Analysis of Knowledge based TV 
programs on national parks and education of Domestic Tourists in Tanzania. Proceedings of 
the 13th International Operations Research Society of Eastern Africa Conference’18. Nairobi, 
Kenya. 

Nelson, P. (1974). “Advertising as information.” Journal of Politics Economy 82: 729-754.
Ogutu, H., Mugo, T., Kibe, J., & Kariuki, E. (2017). The efficacy of internet marketing contribution 

towards domestic tourism promotion in Kenya. Proceedings of the 10th ATLAS Africa 
Conference ’17. Eldoret, Kenya. 
 http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-
WOAdc%3d&tabid=261&language=en-US 

Shavitt, S., Lowery, P., Haifer, J. (1998). Public attitudes toward advertising more favourable than 
you might think.
http://business.illinois.edu/sahvitt/pdf%20files/JAR%201998.pdf 

Stigler, G.J. (1961). “The Economics of information.” Journal of Politics Economy 69: 213-225.
Stockton, T.M.D. (2011). Assessment of Moro Bay resident’s attitudes toward and knowledge 

about tourism: Setting the foundation for sustainable tourism development. Thesis, MSA, 
California Polytechnic State University, San Luis Obispo, USA. 1-125.  

Stone, L., & Nyaupane, G. (2017). The tourist gaze: Local versus international tourists. 
Proceedings of the 10th ATLAS Africa Conference ’17. Eldoret, Kenya. Retrieved from 
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-
WOAdc%3d&tabid=261&language=en-US 

Telser, L.G. (1964). “Advertising and competition.” Journal of Politics Economy 72: 537-562.
Wahid, S.D.M., Aliman, N.K., Hashim, S.M., & Harudin, S. (2016). “First time and repeat visitors 

to Langkawi Island, Malaysia.” Procedia Economics & Finance 35: 622-631. 
Yapparova, N. (2013). Best media for advertising local tourism among Russian tourists. 1-68. 

https://www.theseus.fi/bitstream/handle/10024/63040/THESIS%20N.YAPPAROVA.pdf?seque
nce=1

33

http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid
http://www.atlas-euro.org/LinkClick.aspx?fileticket=B43I-WOAdc%3d&tabid

