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ABSTRACT
This study examined the role of digital marketing on the development of tourism. The study was

guided by the following projects notably; to find out the role of digital marketing to the
development of tourism in Uganda; to find out the role of marketing strategies and other
approaches to the promotion and development of tourism in Uganda; to find out the contribution
of ICT (Information and Communications Technologies) towards the development of tourism.
The study used a descriptive and quantitative approach. Data was collected from a target
population of 50 tour operators of AUTO with accessible unit of 47 tour operators of AUTO, using
simple random and purposive sampling techniques. Data were collected with the aid of closed
ended questionnaire and Statistical Packages for Social Sciences was employed for analyzing data
from which frequency tables, descriptive statistics (mean and standard deviation), reliability,

validity, correlation, and regression results were obtained.

The study findings revealed that there is a positive and a significant effect of digital marketing on
tourism development, marketing strategies and other approaches on tourism development and the
role ICT on tourism development. The study, recommends that efforts to improve on the
development of tourism depends on digital marketing (social media marketing, online travel
agencies and Websites). Finally, the study concludes that there is a strong predictive power that
the dimensions of digital marketing contribute towards enhancing the development of tourism of

AUTO members or tour operators.

Xi



CHAPTER ONE

BACKGROUND OF STUDY
1.0 Introduction
This chapter comprises of the background of the study, statement of the problem, general objective,
specific objectives, research questions, scope of the study and significance of the study and the

conceptual framework.

1.1 Background of study
Digital marketing has become an indispensable tool in the tourism industry, shaping the way

destinations engage with travelers and promoting economic growth (Mustafa Ayobami Raji et al.,
2024). This study will focus on the role digital marketing on the development of tourism in
Uganda, a case study of association of Uganda tour operators (AUTO), Kampala. The Association
of Uganda Tour Operators (AUTO) is Uganda’s leading tourism trade association, representing
the interests of the country’s leading and experienced professional tour operators. Members offer
a range of services, which can be broadly divided into the following categories Special interest
safaris Air safaris Incentive travel group safaris Custom safaris for individual travelers Camping

safaris (luxury & budget).

Tourism is a social, cultural and economic phenomenon which entails the movement of people to
countries or Places outside their usual environment for personal or business/professional purposes
according to UNWTO. Tourism is a global phenomenon, which involves more and more people

and is considered to be one of the largest industries all over the world(Tovmasyan, 2016).

Tourism is generally considered to be the largest industry in the world. It is the third largest export
sector and one of the most promising in terms of future growth potential. As people’s income and
education rises, demand for travel will steadily increase both domestically and
internationally(Ahebwa, 2018) . Tourism is a booming industry with many travelers flocking to
different destinations around the globe; tourism is becoming one of the most viable business
markets in the world. (Abdollahdeh, G. Sharifzadeh, A, 2018), Also Tourism and travel is a very
lucrative industry and increasingly contributes towards the world’s economy. Travel & Tourism

has been an important driver for job creation and a dynamic engine of employment opportunities.
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