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Abstract

Internet .basc.za' applications and social media are inextricably linked to modern businesses, each contributing to
qnd having impact on the other. Social media platforms specifically have been used to share information among
internel users both within and outside the tourism industry. They allow people to engage in conversations with
one another and are regarded as the future of communication, They present people with a countless array of
internet platforms that increase and enhance the sharing of information. They make the transfer of text, photos,
audio, video and electronic information in general easy. Social media platforms include Google, Facebook,
Twitter, Youtube, blogging, Linkedin, Flickr, Whatsapp, Wechat, Badoo, Quanicast, etc. These communication
modes have experienced a tremendous growth during the recent past years, and as they continue to grow, so is
the importance of harnessing their contributions as marketing and management tools for businesses, especially
the tourism industry, since the industry has long relied so much on the spread of information through the word-
of-mouth, destination popularity and other forms of print media. The research, therefore, takes a look at the
selected social media platforms available in Nigeria and how they are used for tourism promotion and
development. To achieve these aims, the research employs an ethnographfc_ method gf data cpllectton throzfgh
the distribution of questionnaires via htp.//www.surveymonkey.com rq elicit tfseful information on the subject
matter from users of social media in Nigeria. The study argues that social media platforms are acuve_ly used for
tourism development and promotion, though the usage is still poor when compared to other countries. Hence,

there is need to create enabling environment for increased usage.

Keywords: Social media, Internet, Tourism development and promotion, Facebook, Twitter,

Instagram, Blogger.

l"t'fodua:;‘); latforms have greatly impacted every aspect of live and society in general. As a by-
S el D transformed the world into what can now be referred to as

internet., they have | . -
E.rOdum O'f thseociet » with high-tech communication permeating almost every aspect of human hfe
Il\lnforl;nallonc{nd Cﬁiéoba 2007). Social media platforms which came up as improvement in
(Nwabueze ¢ A
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business and most especially, recently, tourism. Their emergence have 1ncr§ased communication
between people all over the world, as they help people to gain access to any l'nformatlon that they
desire at anytime, anywhere, on any digital device as well as on any interactive user feed’l?ack.. A
Social network is a social structure made up of individuals or organizations called "‘NOD.ES ,'whl‘ch
are connected by one or more specific types of interdependency such as .frlenc:ishlp, kinship,
common interest, financial exchange, dislike, sexual relationship or relationship beliefs (Adeboye,
2012). For Kaplan and Haenlein (2010), the term social media refers to “a group of Internet-based
applications that constructs on the ideological and technological foundations of Web 2.0,. and thgt
allows the design and exchange of “User-Generated Content”. Among the numerous social media
networks, Facebook, Skype, Twitter, Blogs, Badoo, WhatsApp, Instagram and Myspace seem to be
the most popular among the youths. However, Facebook seems to be the most popular of them all,
at least to the Nigerian audience. The popularity of Facebook is based on the fact that as at presen.t,
no less than three million Nigerians and over 27 million Africans are registered members. It is
pertinent to note that the tourism industry is not left out in this patronage.

Furthermore, studies have equally shown that the use of social media platforms by tourism
promoters and other tourism active groups have increased globally in recent times. These studies
realised that the usage of social networking potentially increases tourism mobilisation and, in effect,
tourism participation among citizenry (Ihejinika, Mbazie and Ndinojuo, 2015). To lend credence to
this, Henrikson (2011) noted that between 2005 and 2010, the percentage of internet users between
the ages of 18-29 year old grew from 16% to 86%, and adult users between the ages of 30-49 year
old, 50-64 year old, and 65 and above, within the same years (2005-2010) rose from 12%-61%, 7%-
47%, and 5%-26% respectively. Information has equally shown that tourism contributes 30% to
Nigeria’s GDP annually, which when compared with other income generating sectors in Nigeria
like oil, agricultural and manufacturing sectors seems to be discouraging (Mbanefo, 201 5). Hence,
the need to invest more in the tourism sector for continued growth. One question that readily comes
to mind is: how has social media being utilised in promoting tourism in Nigeria?

Research conducted on the internet revealed that millions of people have been recorded as
using social networks dally (Miles, 2015). Thgs, §oc1a| networks are avenues where information is
shared, and regrettably, this mode of communication’s potentials have not been fully harnessed for
Fhe d.evelop'ment and promotion of various d.estmat.lon sites in Nigeria. This research seeks to
1den-t|fy social networks mostly lgseci. by ngf:rnans with a view to examining their contributions to
tourism development and promotion in Nigeria,

Methodology

A combination of two methods (qualitative and quantitative methods) was used to elicit vital
information from knowledgeable users of social media. The qualitative method ‘waq used t th
information that are not numerical in nature from the respondents, In this regard in-gie th i t0 sl
and semi-structured interviews were used to obtain primary data fron; diff:re tn erviews
establishments in Nigeria that employ the use of social media, as well as social m d.” tourism
achieve this, four social media platforms were selected for the study. Theqe‘are Fe i 1 e, 79
Instagram and Blogger. Their selection was based on theiy high number nl‘u:qeri and c;cceceggil;”il;;vntter,
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The quantitati
IV€ method invol - . . : ; woal
; ve e merica
evidence to draw conclusion o S statistical analysis which relies heavily on nu

Voste , I test hypotheses. For thi d 12,500 tionnaires were
Sdibutad-oni . . For this study, over 12, ques _

Ej[“he gty lthee:hzo?lgh http://www.surveymonkey.com to Nigerians (via emails) that use internet.

el ollated and analysed descriptively. The study provided insights into the major

p ms used in the country, as well as their activeness and contributions to tourism

,ﬁi‘ﬁggem' Secondary data was also used, especially journals, unpublished projects, and conference

Brief Literature Review

’H?re, attempts are made to review scholarly works on social media with a view to examining
auth.ors views on the subject matter. It is instructive to point out that many research works have been
carried out either on social media in general, or on one or more social media platforms. Folaranmi’s
(2013) survey on Facebook addiction level among undergraduates in selected Nigerian universities
revealed that of the 994 students surveyed, 220 (22.1%) stated their reason for Facebook addiction as
‘meeting people’; for school work 149 (15%); dating 134 (13.5%); uploading 113 (11.4%); chatting
194 (19.5%); uploading pictures 69 (6.9%); messaging 82 (8.2%); and celebrity follow-up 33 (3.3%).
The study however, found low addiction (1.6%) particularly among university undergraduates in
private universities, attributing the result to the low level of internet access generally in Nigeria. This
review shows that social media can also thrive in the tourism sector. There is no doubt that the
popularity of the social media has been greatly enhanced by its flexibility, interactivity and ability to
perform multiple roles in almost every sphere of life. Unlike the mainstream or the traditional. media
with their rigid regulations and time-wasting characteristics, the social media platforms are virtually
free, instantaneous, open to all, have little or no restriction on what to say, when to say it, how to say
it and who to address it to. On the other hand, social.media p]atforms have turned consumers of news
into news producers. Accordingly, Nwabueze, O.baSl anc} Obi (20]3.) postulated that the spcnal mefjla
ushered the world into what can be called “attention age,” an era which followed after the information
age; and characterised by the ability of mdlv‘lduais' to create and consume lnformatnor} instantly and
share it on the Internet via Eocnalt rllnedla. t/)\ fur;her p]roc;:1 otf the »\;lde agcfptar:;e

: : ia can be seen from the number of people that operate social media
ad el S Of' 2 Soc'léslt;rqlzglahcai over 3 million people whilep27.4l milliopn Africans are on
el ngerla, f_or llntforms: Besides, there are more than 664.03 million people on Facebook
different social m?dla P at 2014‘ K azeniac (2010) notes that more than 67% of the global online
acrosls ?33 Cou?gissv?;tsa a socieil network site, and social networking sites now collectively account
population regu ) dionline:
for one in every eleven 'ﬁqu;ejvgflf l?lltelesclj) ?‘nThe Social Media Marketing Book noted that traditional

Zarrella (201(.)) bt newspapers, radio and magazine are one-way, static broadcasting
mediassuch a8 telewsmnffwr to argue that magazines and newspapers are distributing expensive
technologies. He wenl. fulz’le advertisers pay for the privilege to insert their ‘ads’ (products) into the
contents to consumers; Il ve no possibility of sending the editors instant feedback, in case they
contents. Readers In i ].C-i Social networking has made it easy for anyone to create and, most
disagree with tz(? tcr?t'::,f:tt(ﬁzlr own contents. A blog post, a “tweet” on Twitter handle, or a Youtube
importantly, to d1$ :

freely, and as well,
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for free. Advertisers do not have to pay
ed their ads; now they create their own
2010). Weber (2009) lends credence to the

video can be produced and viewed by millions virtually
publishers or distributors huge sums of money to emb

: ; ; : : -ella
interesting contents that viewers will flock into (Zarle ; s s e e
above when he observed that traditional media such as television, radio, and pap

3 ryone
providing one way communication; while social media platforms, on the othe:(h:snt‘i‘,t;il%\:] :1vee glace
to publish and contribute in online conversations. He defines social networ o
where people with common interest can gather to share thoughts, comments, and 0p . k. e
further to state that social media platforms consist of social networks, such as Facebook,
web destination like amazon.com, e-bay, etc. (Weber, 2009). o ;
For Palmer and Koenig (2009),ysocial network is an online application, platforms and med.la
which aim to facilitate interactions, collaborations, and sharing of contents. Palmer and Koenig
were of the opinion that social media was grouped into four categories name.ly: : ; :
> Blogs: Comprising individuals or firms, online journals that often combined with audio or video
podcasts.

> Content Communities: Websites for organising and sharing particular types of contents. ;

> Forums/Bulletin Boards: Sites for exchanging ideas and information, usually around special
interests

> Context Aggregators: Applications allowing users to fully customise the web contents they
wish to access.

It should be noted that any of the above categories of social media can be used by tourism
professionals in developing and promoting tourism industry in Nigeria. More so, social media
platforms no doubt have so much influenced tourism industry, in that virtually all facets of the
sector cannot do without them. As rightly noted by Khan (2012), the use of social media has
changed the popular proverb in the hospitality sector from: “do one thing bad and ten people will
know by the word-of-mouth”, to: “do one thing bad and ten people will know by the word of
million mouths™. This goes to show the rapidness of communication which can either make or mar
any business, government or agency. Khan (2012) further noted that the inherent benefits of social
media are numerous and can be helpful in marketing and Management, which are particularly
important for hospitality and tourism since they are people professions, Supporting this assertion
Bobur, et. al. (2015) opined that the growth of Internet and diffusion of new technologies havej‘
transformed the tourism sector in unprecedented ways, and have provided unique op ortuﬁiti d
challenges for national and destination marketing societies, essentially keeping pa pf s
changing and competitive environment, & pace of a constantly

According to Neeraj (2015), social media platforms have bees
development and promotion of tourism industry in Ind
development cooperation in India known as Madhy
Cooperation (MPSTDC) markets and promotes tourists sites in the Madh
beyond. Neeraj further opined that the cooperation since 2004 has been
information on different sightseeing, tours, accommodation, attraélionq
travel related current and updated information, Through this coopcralim;:

1 highly utilised in the
his findings, a tourism
Tourism Development
Ya Pradesh region and
offering comprehensive
events, destinations and
access to highly targeted

ia. According to
a Pradesh Siate
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audience has been made
different products and ser
From the empiri
pirical review : . ;
development and promotion in Ihis& social media platforms, no doubt, are viable tools for tourism
most things easy and have beco, modern age, where computer and Internet have made virtually
sector is still at its embryonic s ne part.al)d parcel of the modern society. In Nigeria, the tourism
promotion, the industry wi| zge, and it is argued that with the adequate use of social media in its
countries. Xperience tremendous growth as witnessed in other developed

Possible, and it

Vices, as served as an advertising outlet for the promotion of

Data Presentation

Data collecte
G cemed~ from 'four s.elected social media are presented below. Thereafter, our
ron their contributions to tourism development and promotion in Nigeria.

1) Facebook

- Websli:ticfvzzol};ulsc?;]edommFe social networking service headquartered in Menlo Park, California.
S U on February 4, 2004 by Ma}rk Zuckerberg with his college roomma’ges and

: sity students, Eduardo Saverin, Andrew McCollum, Dustin Moskovitz and
Chris Hughes. Tbe founders had initially limited the website's membership to Harvard students, but
later expan.ded it to colleges in the Boston area, the Ivy League, and Stanford University
(W}’vw.en.mkipedia.or,q/facebook). It gradually added support for students at various other
universities and later to high-school students. Since 2006, anyone who is at least 13 years old is
allowed to become a registered user of the website, though the age requirement may be higher
depending on applicable local laws. The name ‘Facebook’ came from a colloquialism for the
eirectory given to it by American universities students (www.en.wikipedia.org/facebook).

Being part of the social network is simple. An individual would be required to register in
order to have an account. After registering to use the site, users can create a user profile, add other
users as "friend", exchange messages, post status updates and photos, share videos and receive
notifications when others update their profiles. Additionally, users may join common-interest user
groups, organised by workplace, school or college, or qther characteristics, and categorise their
friends into lists such as "People from Work" or "Clqse Friends" (www.en.wikipedia.org/facebook)

Facebook had over 1.18 billion monthly active users as of June 2015. Because of the large
volume of data that users submit to the serv,ice, Fa(':ebo'ok has come under scrutiny for t!leir privacy
policies. Facebook Inc. held its initial public gffermg in February 2012 and began selling stock to
the public three months later, reaching an'orngmal peak ma.rk?l capltahzatloq Qf$lp4 billion. As of
February 2015, it reached a market capitallzatl'on of $212 Billion (wvyw.en.w1k|pegla,on.‘g[fg‘cebg. 0k).
Ethnographic sources revealed that Facebook is the most popular social networks used in Nigeria.
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Facebook helps you connect and share with the Sign Up
people in your life. It's free and anyone can join
i s L~ esroeinbini __j
Q .(l ‘E]__ P a Your fmat E_:: .:J
o 8 " A Newtaswsd: [ %
‘i)n qumerndiangy ) _i?. ‘ lam  Saiect Ses 2|
R 9 AN ; Orihday.  Wortn =| Dar x| vear

. S e o Why ey | perd w previde (his?

3 ot

|
By thchimy Spn UR, viiw den nVATiSG Wt s P T
i : v o 190, Taenet of Vs aod ¥ wary Poley

Plate I: Facebook Home Page (Source: www. facebook.com)

2) Twitter

Twitter is an online social networking service that enables users to send and read shOFt (140
characters) messages called "tweets". Registered users can read and post tweets, but unregistered
users can only read them. Users access Twitter through the website interface, SMS, or mobile
device application. Twitter Inc. is based in San Francisco and has more than 25 offices around the
world (www.en.wikipedia.org/twitter). Twitter was created in March 2006 by Jack Dorsey, Evan
Williams, Biz Stone and Noah Glass and launched in July 2006. The service rapidly gained
worldwide popularity, with more than 100 million users who in 2012 posted 340 million tweets per
day. The service also handled 1.6 billion search queries per day. In 2013, Twitter was one of the ten
most-visited websites, and has been described as the ‘SMS of the Internet’. As of May 2015, Twitter
has more than 500 million users, out of which more than 302 million are active users
(www.en.wikipedia.org/twitter).

. tiithery

Plate 2: Twitter Home Page (Source: WWw.twitter,com)
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There are map wa

local businesses ang e)\//eryglfel(zrzse.a“d/m search on Twitter, You can find Tweets from friends,
sports men and women and other Egll“g .ﬂ‘om well-known entertainers to global political leaders,
hashtags, you can follow ong()inlg].plorlle personalities). By searching for topics, keywords or
(www.en.wikioedia.ow) Fol% conversations about breaking news or personal interests
many followers as possible. so §0u ov;er is the.name of the game on Twitter, you need to get as
follow you. To be active in’Twitter l;ecfu égeiig Interacting with other people for them to notice and
i.  Follow Other : : ;
andiStart following lt’;;g?e/.xsstirtcl? ef\?r people that.would like to folloyv you a}nd what'you provide
most will check you out, if eyl er?f1 other social networ}g they will receive a notification and
other social networks. Some accounf Wwhat they see, some will follow back. Tlflls is true for all the
not just be interested in what ; fSfare used rarely; some are redu.ndant, _whnle some people may
you in and follow you back Af)tl u offer. 'There‘:fore, not all notnﬁcatlon's'wﬂl be a9cepted to check
e ot bt didin ot follow' ftr)r a certain period of time (5-10 days), it is a gf)od idea to un-follow
i« FollowiPaople Back: J)’Ou : ack so you keep your followers/follows ratio in a good ba!ance.
Rl + Just like you fO“O'W other people and want to be followed back in return,

e 20w . you Wltlj thg same idea in mind. Although, these might not be the people
308 walli 1o targeF, In the beginning, it’s a good idea to follow everybody back so you have a nice
looking profile with a decent amount of followers. If you don’t follow them back fast they might
un-follow you, so keep that in mind.
iii. Re-tweet Other People’s Tweets. It is important that one should find tweets that are in line
with his/her area(s) of interest(s) and re-tweet them. There are lots of interesting things on twitter
that one can find and re-tweet. Once you re-tweet, the user that made that tweet will get a
notification and might follow back. A new user might find people that are ‘high up’ with great
accounts and re-tweet and interact with them often. They will eventually notice you and will help if
you ask nicely or at least re-tweet some of your tweets for all their followers to see. To have a recipe
for a great growing twitter handle, it is recommended that you schedule post, get other posts from
other people on twitter, and get some post from different other feeds that are highly relevant to you
based on your interests. This will make your account active on the social website (Jonny, 2014).

3) Instagram : , > ; 3 :
Instagram is an online mobile photo/video sharing and social networking services that

enables its users to take pictures and videos, and share.them on a variety of social networking
ch as Facebook, Twitter, Tumbler and Flicker (Systrom and Kreger, 2010) . Its
that it confines photos to a square shape, similar to Kodak Instamatic and
Polaroid images, in contrast 1o the 4:3 aspect ratio typically used by mobile device cameras. Users
also apply digital filters 10 their images (Systrorp and Kreger, 2010). Instagram was crea}ed by
f(aenvin Sy.ftrom and Mike Krieger, and launched in October 2010 as a free mobile application
ikipedia.org/i gram). ; fe : b
(Www.en'mkmedl?aoridll)l/jz:infed ;opularity, with over 100 million active users as of April 2012 and
lnSl'a%ram'n gccembcr 2014, The service was acquired by Facebook Inc. in April 2012 for
Ove;oi(i)glzrl?éll;088l$l billion in cash and stock. In 20 13, Instagram grew by 23%, while Facebook, as
app

platforms, su ;
distinctive feature Is
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). It is a powerful social

‘kinedia.org/instagram S
the parent company, only grew by 3% (MMMM&/—T;&; A ——

i X . ites. A lot 0 .
ot e o drlve amanp grdffc fo Websg:fter for them than Facebook and Twitter

successfully and they are reporting that it works. i< that, because of the way it was
combined (Jonny, 2014). The only downside of this platform' L o’ne . i post fmages onling
designed, one can only post images on it from ones smartphone; thus,

from a computer or by any other means.

b A s s s

TrusLoucgruce s,

FiIPd D FRAE PN DS O 5l 18NS T o G R At

FEollavw e reads 1o mee pfie i (ea X T Bt
el wpacency as B ey -

Fond Wiowr Facabool Friersds

R At 5 e

Plate 3: Instagram Home Page (Source: Www.instagram.com)

followers as possible. Thus, to get many followers, you need to: + This trick is to attract many

i. Start following other people: Use the search * S

their interests alien to yours, One also needs to be chreaf:ilcgt;zg tand o
them to follow you back. Once you start following people, ¢ arget oth ;
turn will follow you back if they like your account, and A
without going through your account (Jonny, 2014), : J
ii. Start liking other people’s images; Peg

: e ple like
receive a notification when you do this, Foy t 19,09

: appreciate i
hese reasons ma; d and liked,

. and they will
Y will be grateful and 4

follow you in
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return. If they do not follow
start noticing you after 5 whi
iii.  Start Commenting on
help you to further grow Yo
order to boost your follower
ask them to post one or tw
IMages grows ones account

iyeoslfcl;ewms\l,vmne‘ k‘eeF’ liking posts from the same people and they will

other peo lah} 0 reciprocate (Jonny, 2014),

ur accol:lm ?stn Images: This can help to create connections that could

S growth is to t; ;Ly -20'4)' One final thing you can do on Instagram in

0 images fro BIK With Ol.her people on Instagram with big accounts E}nd

- M you to their followers (Jonny, 2014). Posting interesting
eads 1o steady increase in traffic.

4) Blogger

Blo i E _

Iivas deve]%)gpe:dlsb; glyor%-ilgtt))llslu;]g service that allows multi-user blogs with time-stamped entries.

hosted by Google at a sub ds, which was bought by Google Inc. in 2003. Generally, the blogs are

custom domain of the blo omain of blogspot.com. Blogs can also be hosted in the registered

be redirected to th gEer (ll_ke Www.example.com). So, blogspot.com domain publishing will
0 the custom domain. A user can have up to 100 blogs per account.

Sign in to use Blogger
with your Google Account

Usorname (La Fauswoud: (1)

! SIGN IN ) e mambet we (7

’
Create a blog. It’s free.
(s easy. and coly ke
Beautiful templates. (v tomize o
LAYOU L, TONTY, Coiars and more Learn more:
Try the template designer Takbe o quick
Wt A
Your blog. Siore vous 15 pt g read Blogaol Bizz
r‘? r e wd Lh your friends and the wodd
Bloys of Hote
Girly Smefl Kitchen
Easy to use. fi’s casy to posk feel, photas
a0 vdens from the web of your mobile phon !
f

Plate 4: Blogger Home Page (Source: www.blogger.com)

Discussion: Contributions of Social Networks to Tourism Development and Promotion in

Nigeria : : : ‘ o

: Of the four social media discussed above, Facebook is the most widely used in Nigeria.
ult of the amount of information that users are allowed to post and share. The
ble and the figures provided below give eloquent testimony on the level of

| networks in Nigeria.

This could be as a res
frequency distribution ta
usage of the studied socia
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ied Soci t k
Table 1: Frequency Distribution of Number ofEQl_lQXV_CLS_‘lf_“_’E—Sﬂ'd'Cd Social Networks

S/No | Social Network Number of Followers |
I Facebook 11 million followers

2 Twitter 1.8 million followers

3 Instagram 3 million followers

4 Blogger | million followers

Source: Fieldwork, 2016.

| network in Nigerian for tourism promotion
of likes or friends one can have, and
d. Social networks are now generally
parastatals, ministries,

Facebook is the most actively used socia
because of the way it was designed: there is no limited numb_er
also sharing and posting of information and photos are unlimite o
accepted medium of communication among government agencies, p:
commissions, etc. For instance, the Nigerian Tourism Development Cor.Pora'“On (NTD_C) —.the.apex
body in charge of tourism in the country uses Facebook to promote tourism and trave_:l m.T\'Jlgerla.. as
well as cultural carnivals and local festivals. NTDC helps in the development of Nigeria's tourfsm
and travel industry as they relate to investments, aviation, maritime, hospitality, government policy,
destination trends and directory of leading organisations. Presently, NTDC’s Facebook followers
are about 3,691. Apart from these cooperate bodies, individuals also use Facebook to promote
tourism products. Example at hand is Johnpaul.ezeani@facebook.com. This individual (Mr. Ezeani
— a tourism consultant to Enugu State Tourism Board) uses his Facebook homepage to advertise
events such as carnivals, festivals, tourism seminars/conferences, tour packages, and international
tourism forum. He also provides information on airlines and hotels as well as pictures of his visits to
natural and cultural attractions. He equally does consultancy services to individuals intending to
visit attractions in parts of Enugu State. Apart from Mr. Ezeani Johnpaul, there are lots of other
individuals using Facebook, Twitter handle, Instagram and Blogger to develop and promote tourism
in Nigeria.

B!ogge'r is next to Facebook in promoting tourism prgducts. Naija Treks is a travel blog that
has been in existence since May 2003, and has been travelling the length and breadth of Nigeria,
exploxl'lng' and documenting its vast tourist attractions. Naija Treks Travel is a duly registered
organisation, born out of a deep admiration and love for nature as wel] as a quest to explore
promote and develop the numerous tourism potentials of Nigeria, Naija Treks Travel Xp 'ai
networks for several reasons, considering the vast wealth of undevel d e 0

: : : ey = oped and unharnessed tourism
potentials with which Nigeria is blessed. Naija Treks blogger aims to explore, e
these potentials, first to Nigerians locally, and then to the world at large Na',' ’f{?ose and promote
use the tool of knowledge to rekindle the pride and love for (he African‘ L8 .reks also aims to
g culture in the heart of all

Apart from the blogger, the organisation uses o i :
and Instagram to develop and promote tourism potentiatlt;eirnscrijcil?elr?et\;vorks like Facebook, TwitlFr
Treks started using Facebook in June 2006 with |.890 SUbSCribirq ai‘ {should be noted that Naija
followers and Instagram in March 2011 with 810 followers o Wilter in May 2009 with 540

. ' ; : « Their F C Si : i
and is used for promoting tourism potentials in Nigeria, Destinatiot: 2?;20(?: Stltte (N audicnce
! attractions in Nigeria are
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posted on their social networks and receiy
b?en promo_ted through Naija Trek bloggereil
Tinapa Business and Leisure Resort in Cros

good number of likes. Examples of attractions that have
1clude Legacy Nigerian Railway Museum in Lagos State,

abve: mentioned attraci s River State, and Heritage Resources in Niger Delta. The
actions hosted by Naija Trek via social media platforms are embraced with

Hlikes’. . Thus, Ti ; .
Facebook, fo[loq;\l/zgpt?y ggsllil;zzsoin"ﬁ ljtelsure Resort in Cross River_State has over'267- likes on
has 207 likes on Facebook. § e er[Eerl and 103 on ll}stragram. Heritage Resources in Niger Delta

Another organisation that on bw1tter and 131 likes on.]nst'agra'm. i L
owned by an entrepreneur, Steph usgsk logger to promote tourism in Nigeria is .Travelstart Nigeria,
is an online travel agenc ; tha‘z AR DR i blogger page was created in 1999. Travelsta‘rt
online flight bookings c>;1r - tL'lSleS her blogg_er to efﬂcnently serve her numerous customers in
Siopaeniasiavinito éars I ndd. hotel booklng_s, e'tc. Thelr‘ efﬁc.lency in comn‘wm.catl(?n \{la
et fromtheir bloy p aced them as the}eashng industry in online tranel booking in Nigeria.

: gECr page, Travelstart Nigeria also uses Facebook, Twitter and Instagram to
promote tourism potentials in Nigeria. Travelstart blogger homepage introduced a hyperlink to other
SOC‘?I ne_tWOY.kS \_Nlth a view to widening their reach to potential customers and thus, to promote
tourism in Nigeria. Their hyperlink takes viewers to 3 social networks viz: Facebook (with over
2,777 subscribers), Twitter (with 695 followers) and Instagram (with over 708 followers).

Twitter is also used for the promotion and development of tourism in Nigeria. An
organisation with a brand name “Come to Nigeria” (see http://www.cometonigeria.twitter.com)
dedicated their twitter handle to promoting Nigeria’s natural, cultural and man-made attractions. The
organisation’s twitter handle is aimed at promoting and marketing Nigeria to leisure and business
visitors, advocate quality improvements to tourism infrastructure and services, and to maximise the
benefits of tourism for the improvement of the country. ‘Come to Nigeria’ twitter handle has 113
tweets, with 1596 followers, and follows 2032 other twitter users.

Just like the other social networks, Instagram is also employed in the promotion of tourism
in Nigeria. For example, Jovagotravel.com has bleen very instrumeptal in promoting .tour_is,m in
Nigeria. Recently, Jovago Travel laupched an innovative campaign tagged ‘#mymgerla, an
Instagram page that gives social media users Fh? opportunity to upload and share pictures of
Nigerian attractions using the hashtz}g ‘.#m.ymgerla . The initiative is geared towarfls promoting the
nation’s domestic tourism and hospitality industry. Jovago Travel is :cllso the official hotel partners
with Nigerian Tourism Development Corporation (NTDC). lts operations help to accelerate tourism
development in Nigeria. Till date, about 7,469 registered hotels in nggrla are l.|st.ed in Jovago
Travel’s homepage. Apart from ln?slfa\]g'ralﬁ,aJovago also uses Facebook (with 15 million likes) and

: i eria.

enmce prho'mgct)il:(c)z; l:::/el:ledlfhat social networks are used for many reasons. They help in

: e oss o different users and can be used in advertising of tourism products.
pads i rnesgg;:ﬁiig as any paid form of non-personal presentation and the promotion of ideas,
Advertising 15 : i onsor (Rowley, 1998). Tourism products in Nigeria are
L o afny lgzgfa}lfl‘lﬁecsi?a platfcgrms studied. As seen in most government tourism
advertised through .the' 'our’l owned establishments, social media platforms are more suitable for
orpArtisdtizne, 0 ;:)Cil:;]dyl“‘}ﬂs explains why most of them focus on using social media in their
public relation purposes:
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hat good
- tormed Rowley (1998) to argue t go
e lﬂfOlmE; or those of its products, including
s concentrated on

tourism programs and activities. This view may
public relation promote and protect the image of .~ vion. The effort |
product literature, exhibitions and articles about the organisation. sarelle. Blogser amd InstaEram
conversation among people. Thus, the services of Face;book. Twitter rtu’nities ereated by social
focus on conversation and sharing of images and videos. These oppo

media are explored by both government and individuals i!1 promc e have heen.an The
The contributions of social media platforms in tourism pro

increase. Social networks play increasing roles in many aspects of tourism, es}iﬁﬁﬂ!i alt?ornesea\icith];
information  sharing, decision-making, tourism  promotion andy =<9

: : : : : destinations benefit the most
consumers/tourists (social sharing of holiday experiences). Tourism  thiske fiew ool
from the latest development in social networks because they can take ad\./antag.elod o ols
for organising, developing and marketing tourism packages. Many tourists visit destinations as a
result of the information made available to them via social networks. The SO'CIaI networks are made
in such a way that they are interactive, timeless, etc. This makes it imperatllve for the mar!<eters to
market their products differently from the standard way of presenting other information (Xiang and
Gretzel, 2010). Social Networks no doubt render a lot of services to tourism de?velopment in
Nigeria. These services help tourism professionals in advertising tourist sites in Nigeria globally via
social networks. Through the social media platforms, inbound and outbound tourists find it
convenient to make enquiries about destinations by going through the destination page. Take for
instance, if a tourist from Canada wants to visit Nigeria, with the help of social media platforms, the
tourist can get adequate information such as attractions, accommodation and transportation in
Nigeria. Other pieces of information that can be gotten via social media platforms include the
facilities available at the proposed destination, cost of packaged tour to the destination, information
about the host community, among others. These will help in increasing the number of tourists and
expand touris_m development _in Nigeria. Again, social media platforms contribute to tourism
development. in the area of f)nlme booking. These p!atforms have made it easy for tourists to make
payment online for reservation of hotels or travels ticket wit'hout stressing themselves to get to the
destination before making any necessary e:rrangement. For instance, booking of flight ticket from
Enugu to Abuja can be done via the airline’s website vyhere the flight schedules are made available.
Payment can also be made online for the purchase of flight ticket.

When cultural tourism, sport tourism, business tourism, i e :
are promoted through social media by making the information av:icl(;t:?eurllligerellﬁlous tounsm:betc.
to tourism development. Events can attract tourists from different pa;ts of t}?u £ can pajEfLaute
event is communicated via social media. It is a general belief am i 3 ji more if the
Ong social media users that prompt

posting of images of an upcoming event attracts lots of fun se i

im; ; omi ekers instanc
Argungu Fishing Festlv.al which is done once in a year is shared vig sociaatltemlc(j)"]. e e
event’s due date and this has helped in popularising the festi ot o ke

S . val. :
the world visit Nigeria for the festival, This increases the rate offgl’lrli’setogl(fwfriolr cTi\lJffere:nt pezirtslof
e e Sk nto Nigeria and also
¢ed Lo represent Nigerjan tourism via good photos

a compan

oting tourism events and activities.
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the quality of information advertised

‘ : witter and
Instagram users. (in facebook and blogger) and/or shared among t

: ‘Soc1al media platforms also allow people from around the world to interact with a
destll1athn thrpugh these networks. For instance, the travel blogs in Nigeria can make use of photos
of attractions in Nigeria on their blogger homepage so that any tourist who clicks on the blog can
see unique natural and cultural heritage that Nigeria is blessed with. The use of social media
platforms in tourism development and promotion would enable the tourism industry reach larger
number of consumers all over the world and at a relatively low cost. Tourism industries can provide
factual and higher quality information via social media that will enable customers to get tourism
products and services faster and from the comfort of their homes.

Conclusion

: Four social media platforms (Facebook, Twitter, Instagram and Blogger) were studied with
a view to examining their roles in tourism development and promotion in Nigeria. These social
media platforms are the most popular and frequently used networks in Nigeria for the promotion
and development of tourism. From the study done, almost all of the tourism activities in Nigeria are
being promoted via social networks by different government agencies and individuals or groups.
This paper argues that social media platforms contribute to the development and promotion of
tourism in Nigeria. The contributions of the studied social media platforms were identified in areas
like travel agencies, natural and cultural attractions, hospitality industry, etc. However, in as much
as social media platforms help in development and promotion of tourism in the country, users of
these platforms are faced with lots of challenges like: lack of internet access in most areas especially
in rural areas, high cost of accessing the internet either through cyber café, purchase of data bundle
etc., high cost of smart phones used for social networking, etc. It is believed that when these
challenges are properly handled, the efficiency that will result will belp to advance the country more
in terms of technology. Other social networks_ thgt are used outside Nigeria which requires high
speed internet facilities may be introduced in Nigeria when these challenges are surmounted. '
The paper concludes that the use of social media f.or. tourism developmen.t and promotion
in Nigeria, though it has not been utilized to its full capacity. Government
Jindividuals’ examples used in this paper mainly focused their efforts on
very. Thus, they were identified as useful tool for fast spreading of
tivities. The data for this paper shows that tourism industry have found
moting attractions and other tourism related activities like news on
d other parts of the world. These are done through various social
opportunities for people to engage in different interactions. Using
will no doubt help in publicising tourism attractions or sites and the

purpose is effective
agencies and groups _
promotion and service‘ deli
information about tourism ac
social media to be useful for pro
what is happening in Nigena. an
media platforms, which provide
the right social media platform,
features within Nigeria.
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