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ABSTRACT 
Broadcast media advertising remains one of the most widely used promotional tools in tourism marketing due to its ability to reach large 
audiences and influence travel decisions. In Kenya, golf tourism has gained prominence following the country’s recognition as one of 
Africa’s leading golf destinations. However, limited empirical evidence exists regarding the contribution of broadcast media advertising 
to the popularity of golf tourism. This study examined the influence of broadcast media advertisement on the popularity of golf tourism 
in Nairobi and Kiambu Counties, Kenya. The study adopted a qualitative case study design involving golfers, golf spectators, golf course 
managers, golf marketers, and golf union officials. Data were collected through semi-structured interviews and analyzed using thematic 
analysis. The findings revealed that broadcast media advertising contributes significantly to golf tourism popularity by increasing 
awareness of golf destinations, improving destination image, influencing travel decisions,  enhancing customer engagement, and 
encouraging participation in golf-related activities. Television advertising was found to be particularly effective due to its ability to 
showcase golf course scenery, tournament experiences, and destination attractiveness. The study concludes that broadcast media 
advertising plays a critical role in promoting golf tourism and recommends greater collaboration between tourism stakeholders, golf 
clubs, media houses, and government agencies to strengthen golf tourism marketing efforts. 

KEYWORDS: Broadcast media advertising, golf tourism, popularity, tourism promotion, destination awareness, sports tourism. 
 

1. INTRODUCTION 
Promotion remains one of the most contested yet indispensable components of tourism marketing, primarily because it determines 

whether tourism products are merely available or actually consumed. While some scholars argue that destination attractiveness alone is 

sufficient to draw tourists, a stronger body of literature insists that visibility, communication, and persuasion are what ultimately convert 

potential interest into actual visitation (Chiu & Ananzeh, 2012). In this view, promotion is not a supportive function but a decisive force 

that shapes demand, especially in competitive and saturated tourism markets where destinations compete not only on resources but on 

narrative and image construction (Al-Azzam, 2016). Advertising, therefore, is not just informational it is strategic persuasion designed 

to influence perception, desire, and action (López-Bonilla et al., 2020). Tourism advertising in particular has been widely credited with 

shaping pre-travel expectations and travel intentions, although some critics caution that its influence may be overstated in contexts where 

price, accessibility, and personal constraints dominate decision-making (Soliman, 2021; Saleh, 2023). 

 

From a strategic standpoint, proponents of tourism advertising argue that destinations that fail to invest in persuasive communication 

risk remaining invisible regardless of the quality of their attractions. The dominant argument in literature is that tourism advertising is 

central to destination branding, awareness creation, and competitive positioning (He & Luo, 2020; Martin et al., 2022). In contrast, a 

counterview suggests that overreliance on advertising may lead to inflated expectations that destinations cannot sustain, potentially 

resulting in visitor dissatisfaction and reputational risk. Nevertheless, destination managers continue to prioritize advertising because it 

remains one of the few tools capable of reaching mass audiences quickly and repeatedly (Benitez-Aurioles, 2022). Therefore, is not 

whether advertising matters, but how much it matters relative to other determinants of tourism demand in increasingly complex consumer 

environments (Arana et al., 2020; Hernandez et al., 2019). 

 

Among promotional tools, broadcast advertising has generated particularly strong debate due to its cost, reach, and effectiveness. 

Advocates argue that television and radio remain unmatched in their ability to deliver mass communication with emotional and sensory 

impact, especially in tourism where imagery and storytelling are critical (González-Maestre & Martínez-Sánchez, 2015). Broadcast 

advertising is considered powerful because it combines sight, sound, and narrative, allowing destinations to simulate experience before 

travel occurs. Television advertising, in particular, is viewed as highly persuasive in shaping destination imagery and stimulating travel 

intentions (Bellman et al., 2017). However, broadcast advertising is increasingly challenged by digital platforms, which offer targeted, 
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measurable, and interactive communication at lower costs. Despite this, empirical evidence still supports the claim that broadcast media 

strongly influence recall, perception, and emotional engagement, particularly among broad audiences with varied media access (Sharma 

et al., 2012; Kim et al., 2014; Kim & Youn, 2017; Shen et al., 2021; Russo et al., 2020). 

 

Evidence from multiple contexts strengthens the argument that broadcast advertising plays a measurable role in shaping consumer and 

tourism behavior, although the extent of its influence remains debated. Studies in consumer markets indicate that advertising 

significantly enhances recall, preference, and brand recognition (Sutton, 2011). Similarly, Haven et al. (2007) and Hollebeek (2011) 

argue that broadcast advertising not only informs but actively engages consumers in cognitive and emotional brand processing. In 

tourism contexts, television advertising has been shown to influence destination choice and travel intention, as demonstrated in studies 

such as Pan et al. (2018), where Korean tourism visibility increased significantly through televised campaigns. However, skeptics argue 

that such outcomes may be context-specific and influenced by complementary factors such as national branding strategies and cultural 

appeal. Nonetheless, findings from Seymore et al. (2009) reinforce the view that broadcast media remains a key motivational source for 

domestic tourism decisions, particularly in developing tourism markets. 

 

Golf tourism is increasingly recognized as a specialized form of travel driven by sport participation, leisure, and experiential 

consumption, yet its growth is uneven across destinations (Matiza & Slabbert, 2022). Golf tourism cannot grow organically without 

strong promotional strategies that position destinations within global golf circuits. Countries such as Thailand and South Africa are 

frequently cited as evidence that structured promotion, including international exhibitions and media campaigns, significantly enhances 

golf tourism visibility and competitiveness (Sun et al., 2021; South Africa Tourism Report, 2023). However, opposing views suggest 

that infrastructure quality, course design, and accessibility may be more decisive than promotion alone, implying that advertising is 

supportive rather than foundational. Despite this debate, global trends indicate continued expansion of golf tourism, driven partly by 

sustained marketing and destination branding efforts. 

 

In Kenya, the argument for broadcast advertising becomes even more critical given the country’s rising but still developing position in 

global golf tourism. Kenya’s recognition as Africa’s Best Golf Destination in 2020 suggests strong inherent potential, yet the 

sustainability of this status is contested if not reinforced through consistent promotion (Mwacharo, 2023). While the country hosts high-

quality golf facilities and has benefited from increased marketing efforts by tourism stakeholders, some scholars and practitioners 

question whether such efforts are sufficiently targeted or evidence-based to sustain international competitiveness. The presence of elite 

golf courses in Nairobi and Kiambu Counties strengthens the case for strategic promotion, yet the lack of localized empirical evidence 

on broadcast advertising effectiveness raises concerns about whether current investments are yielding optimal returns (KTB, 2023). 

 

Ultimately, the central tension in this study lies in the gap between investment and evidence. Despite increasing emphasis on tourism 

promotion in Kenya, there remains limited empirical validation of how broadcast advertising specifically influences the popularity of 

golf tourism. Existing studies have largely focused on broader tourism promotion and destination marketing without isolating the unique 

contribution of television and radio advertising to niche tourism segments (Karoki, 2011; Kwoba, 2018; Lusariah, 2021; Wahome, 

2021). This absence of focused evidence creates a practical and theoretical gap, limiting the ability of stakeholders to defend or refine 

broadcast advertising strategies. Therefore, this study positions itself within this debate, seeking to determine whether broadcast media 

advertising is a primary driver, a supporting factor, or an overstated influence in shaping the popularity of golf tourism in Nairobi and 

Kiambu Counties, Kenya. 

 

Theoretical framework 

The study was guided the Attention, Interest, Desire, and Action (AIDA) model, AIDA model of communication proposed by Lewis In 

1898 was used to analyze how advertisement strategies influence decision-making of the prospective tourists. AIDA in the context of 

golf tourism advertisements aligns potential golf tourists' mindsets to buy golf tourism products. Each phase from attention, intention, 

and desire to action has its unique value and variables. All phases work in sequence and the variation is led by the interaction between 

the variables (Rawal 2013).  

 

METHODOLOGY 

This study was conducted in Nairobi and Kiambu Counties, Kenya, which host some of the country's leading golf tourism facilities, 

including Muthaiga Golf Club, Karen Country Club, Royal Nairobi Golf Club, Limuru Country Club, Sigona Golf Club, and Windsor 

Country Club. The two counties were selected because they have the highest concentration of golf courses in Kenya and are key 

destinations for domestic and international golf tourism. Their accessibility, well-developed tourism infrastructure, and established 

reputation as golfing destinations provided an appropriate context for examining the influence of broadcast media advertising on the 

popularity of golf tourism. 
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The study adopted a qualitative case study research design to gain an in-depth understanding of how broadcast media advertisements 

influence the popularity of golf tourism. A total of 24 respondents participated in the study, comprising golfers, golf spectators, golf 

course managers, golf marketers, and golf union officials. Purposive sampling was used to select respondents with knowledge and 

experience in golf tourism promotion, while convenience sampling was used to recruit golf spectators. Data were collected through 

semi-structured face-to-face interviews lasting between 30 and 50 minutes. The interviews enabled respondents to share their 

experiences, perceptions, and views regarding the role of broadcast media advertising in promoting golf tourism. 

 

Data were analyzed using inductive thematic analysis with the aid of MAXQDA software. The analysis involved familiarization with 

the interview transcripts, coding the data, identifying and reviewing emerging themes, and interpreting the findings in relation to the 

study objectives and existing literature. To enhance the credibility and validity of the findings, data were collected from multiple 

stakeholder groups and subjected to refutational analysis to assess consistency across responses. Ethical approval was obtained from the 

National Commission for Science, Technology and Innovation (NACOSTI), while informed consent, confidentiality, and voluntary 

participation were upheld throughout the study. 

 

RESULTS AND DISCUSSIONS 
Response rate 

The researcher conducted 24 interviews in six golf courses in Kiambu and Nairobi counties. All 24 interview transcripts were used in 

the analysis giving a response rate of 100%. 

 

 Data structure 

The opinions of golf tourism marketers and golf tourists about broadcast advertisements and popularity levels are examined and critically 

evaluated in this part. The study aimed to explore the subject matter comprehensively. The themes derived from the responses of each 

type of respondent are used to show the research findings. A total of 24 respondents were interviewed through semi-structured interviews 

with 12 golf tourists and 12 golf marketers who produced the findings. Golf marketer one (M1) through golf marketer twelve (M12) 

were the codes given to marketers’ respondents and golf tourist one (T1) through golf tourist twelve (T12) were the codes given to the 

golf tourists. Tables 1 and 2 display the coding of the respondents.  

Table 1: Golf marketers' respondents coding. 
Participant Code Position 

Golf marketer 1 M1 Golf course marketing manager 

Golf marketer 2 M2 Golf course marketing manager 

Golf marketer 3 M3 Golf course marketing manager 

Golf marketer 4 M4 Golf course marketing manager 

Golf marketer 5 M5 Golf course marketing manager 

Golf marketer 6 M6 Golf course marketing manager 

Golf marketer 7 M7 Kenya Golf Union official 

Golf marketer 8 M8 Kenya Ladies Golf Union official 

Golf marketer 9 M9 Junior Golf Foundation official 

Golf marketer 10 M10 Kenya Tourism Board Business Development Official 

Golf marketer 11 M11 Local golf business- manager 

Golf marketer 12 M12 Tour operator 

 

Table 2: Golf tourist respondents coding 
Participant Coding Gender Type of tourist 

Golf tourist 1 T1 Male Domestic 

Golf tourist 2 T2 Female International 

Golf tourist 3 T3 Male Domestic 

Golf tourist 4 T4 Male Domestic 

Golf tourist 5 T5 Male Domestic 

Golf tourist 6 T6 Female International 

Golf tourist 7 T7 Male Domestic 

Golf tourist 8 T8 Female Domestic 

Golf tourist 9 T9 Male International 

Golf tourist 10 T10 Female Domestic 

Golf tourist 11 T11 Male International 

Golf tourist 12 T12 Male Domestic 
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The findings are presented according to the major themes that emerged from the interviews with golfers, spectators, golf course 

managers, golf marketers, and golf union officials. The research gathered insights from both tourists who are golf enthusiasts and 

marketers who design and implement these advertisements. The findings offer a comprehensive view of how broadcast media influences 

popularity levels in golf tourism. The responses are examined and critically evaluated in this part. Several key findings emerged 

regarding how broadcast ads influence popularity levels of golf tourism: purchasing decisions, awareness, interest, and perceptions. The 

themes developed from the respondents were media usage, Broadcast Media Advertisement and Destination Awareness, and 

Memorability of Broadcast Advertisements and Tourist Participation which show the findings. 

 

Media usage to influence golf tourism popularity 

When respondents were asked if they have used/ interacted with broadcast advertisements they gave varying answers. From their 

answers, the study established that broadcast advertisements are currently not widely used only 3 marketers (25%) confirmed that they 

use broadcast and the respondents attributed these low numbers to the cost of advertising on television or radio stations being high, 

difficulty in measuring return on investment, and difficulty in establishing its effectiveness and only 6 tourists 50% confirmed to have 

seen ads on broadcast media. 44.4 % of the respondents stated that cost was the biggest limitation M1 stated that during the COVID-19 

pandemic businesses were negatively affected and up until now they have not been able to go back to financial normalcy, 22.2% stated 

that difficulty in measuring return on investment was the biggest limitation and limited targeted audience while 11.1% stated that 

difficulty in measuring its effectiveness was the biggest limitation. This is shown in the figure 1 below. 

 
Figure 1: code percentages for limiting factors in a broadcast advertisement 

“after COVID-19 businesses are so tight on budget and so have we. Before COVID we used broadcast advertisement but currently, we 

do not use it except when we are hosting a tournament for a media company then the event is broadcasted by the company an example 

is when we hosted nation media group tournament the event was advertised on NTV” M1 

“No, we are heavy on using online we have social media pages and a website that we use to advertise.” M6 

Respondents identified high advertising costs, limited television coverage of golf events, inadequate promotional budgets, and 

competition from other tourism products as key barriers affecting the usage of broadcast advertising in promoting golf tourism. 

“We do not use broadcast due to limited advertising budget.” M4 

 

 

The findings reveal that broadcast advertisements are not widely used and they are not heavily relied on by both tourists and marketers 

The majority of the respondents identified a lack of precise targeting in broadcast media as a limitation. The results reveal that while 

broadcast ads reach a large audience, they often lack the specificity needed to effectively reach potential golf tourists.  

 

Broadcast Media Advertisement and Destination Awareness 

Majority of the respondents indicated that television and radio advertisements significantly increased awareness of golf tourism 

opportunities in Nairobi and Kiambu Counties. Respondents reported that golf tournaments featured on television channels and sports 

programs exposed them to golf destinations that they had not previously known. 

 

Broadcast advertisements, especially on television and radio, have a wide reach and effectively generate general awareness. When a 

question on the contribution of broadcast advertisement to golf tourism was posed to establish the influence of the media interviewees 

noted that television (TV)ads successfully introduced golf tourism to a diverse audience with their visual and auditory appeal. 46% of 
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the respondents demonstrated that advertisements significantly influence golf popularity levels by enhancing brand awareness, and 

interest, and capturing attention however the respondents noted that even though broadcast media is impactful in capturing attention and 

influencing interest and awareness they do not affect actions golf tourists further tend to do further research even after interacting with 

broadcast media before making travel decisions. They also noted that TV commercials like the Kenya Open tournament featuring scenic 

Kenyan golf courses, using popular golfers -celebrity endorsement was noted for their ability to capture attention and leave a lasting 

impression. Respondents who had interacted with golf advertisements on television mentioned remembering specific golf courses/ 

destinations or brands after seeing engaging broadcast ads, especially those with high production values and memorable content. T8, 

T7, and T3 asserted that: 

“Yes, seeing how the course is aesthetically pleasing from the broadcast gives you the urge to visit at least to experience it” T8 

“Showcasing other attractions in Nairobi that you can visit while staying at a country club creates some interest and also displaying 

what the client will experience when they visit the destination creates imaginations in the minds of the tourists it did that to me” T7 

“Displaying what the client will experience when they visit the destination creates imaginations in the minds of the tourists it did that 

to me” T3 

 

The results show that the strong visual and auditory elements of TV effectively capture attention and evoke desirable experiences 

associated with golf. However, while broadcast ads serve as a powerful tool for generating initial interest, tourists often engage in 

seeking additional information before making final decisions. This suggests that while broadcast ads are effective for capturing attention, 

stirring interest, and creating awareness they do not impact actions they serve best when combined with other informational sources and 

marketing channels like online to influence the actions of tourists. This finding corresponds Study by Li (2021) findings which revealed 

that broadcast ad stimulates consumers' likelihood to seek information about the advertised brands via search engines. Additionally, it 

corresponds to findings by Russo (2020) which show that participants who previously saw an ad on television became more aware of 

the brand advertisements. The results however contradict those of Bellman et al. (2017) who established that broadcast advertisements 

can only significantly impact travel intentions by shaping perceptions of destinations and influencing visitors' decision-making processes 

 

Memorability of Broadcast Advertisements and Tourist Participation 

The findings revealed that advertisements incorporating attractive scenery, storytelling, celebrity endorsements, and memorable slogans 

were more likely to be recalled by viewers. Respondents noted that memorable advertisements increased curiosity and encouraged 

destination visitation. When respondents were asked what features of golf tourism broadcast advertisements enable them to enhance the 

popularity levels majority of the respondents 56% stated that influential features of broadcasting include visual and audio composition, 

use of emotionally appealing core message, wide audience reach, high-quality video ads featuring scenic views of golf courses and 

compelling narratives resonating emotionally with viewers, and giving directives. 70% of Marketers emphasized the importance of 

creativity and high production values in broadcast ads that feature engaging narratives, high-quality visuals, and memorable tunes. 

Marketers also highlighted the role of celebrity endorsements like popular golf professionals being used during the adverts in boosting 

credibility and attracting attention. M7, M8, T3, and M9said that: 

 

“One of the most influential features of broadcast advertisements is their ability to reach a broad and diverse audience for magical 

Kenya open tournaments we broadcast them worldwide this helps us to reach even international markets. broadcast ads on television 

offer the unique advantage of a mass reach. This widespread exposure is particularly valuable for brand awareness campaigns.” M7  

“For the major tournaments advertisements like Kenya Ladies Open, magical Kenya Open we use high production quality in terms of 

video, photographs and audio often associated with broadcast ads help in creating a strong and memorable impression, leveraging both 

visual and auditory elements to engage viewers or listeners effectively.” M8 

“We ensure that the core message we use is emotionally appealing this is a critical feature of broadcast advertisements that significantly 

impacts their effectiveness. We use compelling storytelling, music, and visuals to create an emotional connection with the audience. 

This emotional engagement can enhance brand recall and foster a deeper connection between the consumer and the course or Nairobi 

in general.” M9 

“after watching an advert showcasing the beautiful scenery in this course I got an inspiration and desire to visit a course to participate 

in a tournament.” T3 

47% of the Participants reported that broadcast advertisements encouraged participation in golf activities by providing information about 

golf courses, tournaments, membership opportunities, and tourism packages. 80% of golfers indicated that exposure to television 

advertisements influenced their decision to visit particular golf courses. 

 

The study findings indicate that ads that highlight luxury, relaxation, and the enjoyment of the game, are of high quality, and have 

memorable tunes are particularly effective in stirring emotions and creating awareness and desire to experience these aspects themselves. 

Emotional storytelling in commercials helps build a connection between the brand and the viewer, influencing their interests. The finding 
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corresponds to the results of a study by Vyshniuska (2023) which established that the effectiveness of a broadcast ad depends on the 

correct selection and calculation of high-quality visuals, and appeal. Kim et al. (2014) Scenery and musical advertisements combine 

visual and audio stimuli, such as pictures, texts, and music, to evoke pleasurable responses, arouse feelings in the viewer, and attract 

attention  

 

Conclusions  

The study established that the influential features of Broadcast advertisements include visual composition, its wide reach, and emotional 

appeal these features have an influence on the attitude of tourists towards golf tourism and it sparks interest in this form of tourism. 

Minority of the respondents 16.7% of the respondents found broadcast media to be the most influential while 58.3% stated to have used 

or interacted with it. 

 

Recommendations for further studies  

Both golf tourists and marketers stated that there is an increase in new technologies in advertising channels that could be used to source 

information. Future research could explore how emerging technologies, such as artificial intelligence and virtual reality, impact the golf 

tourism industry performance.  

 

REFERENCES  
1. Afzal, S., & Khan, J. R. (2015). Impact of online and conventional advertisement on consumer buying behaviour of branded garments. Asian 

Journal of Management Sciences & Education, 4(1), 125-135. 
2. Bainbridge, W. A. (2022). Memorability: Reconceptualizing memory as a visual attribute. In Visual memory (pp. 173-187). Routledge. 
3. Barney, J. B. (1991). Firm Resources and Sustained Competitive Advantage. Journal of Management, Vol. 17, pp.99–120. 
4. Bellman, S., Robinson, J. A., Wooley, B., & Varan, D. (2017). The effects of social TV on television advertising effectiveness. Journal of 

Marketing Communications, 23(1), 73-91. 
5. Benítez-Aurioles, B. (2022). How the peer-to-peer market for tourist accommodation has responded to COVID-19. International journal of 

tourism cities, 8(2), 379-392. 
6. Berhanu, K., & Raj, S. (2020). The trustworthiness of travel and tourism information sources of social media: perspectives of international 

tourists visiting Ethiopia. Heliyon, 6(3). 
7. Bwanah, J. N. (2022). Communication approaches for promotion of tourism in homabay county, kenya (Doctoral dissertation). 
8. Bondarenko, V., & Vyshnivska, B. (2023). Promotional Marketing as A Method of Increasing Sales. Three Seas Economic Journal, 4(2), 21-

28. 
9. Bonney, E. K. (2014). The Impact of advertising on consumer purchase decision. Undergraduate Thesis. 
10. Bora Pajo (2022). Introduction to Research Methods. Sage Publications. US. 
11. Brown, C., & Feito, Y. (2020). Travel Motives and Golf Tourists: An Exploratory Study. Journal of Tourism Insights, 10(1). 

https://doi.org/10.9707/2328-0824.1091 
12. Chiu, L. K., & Ananzeh, O. A. (2012). Evaluating the relationship between the role of promotional tools in MICE tourism and the formation 

of the touristic image of Jordan. Academica Turistica-Tourism and Innovation Journal, 5(1), 59-73. 
13. Chu, S. C., Kim, J., & Taylor, C. R. (2020). Electronic Word of Mouth as a Promotional Technique. Routledge. 
14. Correia, A., do Valle, P. O., & Moço, C. (2007). Modeling motivations and perceptions of Portuguese tourists. Journal of Business 

Research, 60(1), 76-80. 
15. Cummins, R. G., & Cui, B. (2014). Reconceptualizing address in television programming: The effect of address and affective empathy on 

viewer experience of parasocial interaction. Journal of Communication, 64(4), 723-742. 
16. Douglas, H. (2022). Sampling techniques for qualitative research. In Principles of social research methodology (pp. 415-426). Singapore: 

Springer Nature Singapore. 
17. Draganska, M., & Klapper, D. (2011). Choice set heterogeneity and the role of advertising: An analysis with micro and macro data. Journal 

of Marketing Research, 48(4), 653-669. 
18. Ferreira, T. M., Trigo, R. M., Gaspar, T. H., Pinto, J. G., & Ramos, A. M. (2024). The Record-Breaking Precipitation Event of December 

2022 in Portugal. Natural Hazards and Earth System Sciences Discussions, 2024, 1-21. 
19. Fong, Y. L., Firoz, D., & Sulaiman, W. I. W. (2017). The impact of tourism advertisement promotional videos on young adults. Journal of 

Social Sciences and Humanities, 12(3), 1823-1844. 
20. Gokce, S. Scientific Study Comparing Digital Advertising and Print Advertising. 

 
21. Golf Tourism Market. (n.d.). Retrieved November 27, 2023, from https://www.futuremarketinsights.com/reports/golf-tourism-sector-

overview 
22. González-Maestre, M., & Martínez-Sánchez, F. (2015). Quality choice and advertising regulation in broadcasting markets. Journal of 

Economics, 114, 107-126. 
 

https://www.futuremarketinsights.com/reports/golf-tourism-sector-overview
https://www.futuremarketinsights.com/reports/golf-tourism-sector-overview


       Journal DOI: 10.36713/epra1013|SJIF Impact Factor (2026): 8.748                                                                                     ISSN: 2347-4378 

     EPRA International Journal of Economics, Business and Management Studies (EBMS) 
     Volume: 13 | Issue: 6|June 2026                                                                                                           -Peer-Reviewed Journal 

 

 

2026 EPRA EBMS     | ISSN: 2347-4378 |     https://eprapublishing.org/ 

198 

23. Grappi, S., & Montanari, F. (2011). The role of social identification and hedonism in affecting tourist re-patronizing behaviours: The case of 
an Italian festival. Tourism management, 32(5), 1128-1140. 

24. Hadija, Z., Barnes, S. B., & Hair, N. (2012). Why we ignore social networking advertising. Qualitative market research: an international 
journal, 15(1), 19-32. 

25. Hall, C. M., Prayag, G., & Amore, A. (2017). Tourism and resilience: Individual, organisational and destination perspectives (Vol. 5). 
Channel View Publications. 

26. Hernandez, J. M. D. C., Wright, S. A., & Affonso, F. M. (2019). The importance of advertising skepticism for brand extension 
appeals. Psychology & Marketing, 36(7), 687-699. 

27. Hofmann, J., Schnittka, O., Johnen, M., & Kottemann, P. (2021). Talent or popularity: What drives market value and brand image for human 
brands?. Journal of Business Research, 124, 748-758. 

28. Hudson, S., & Hudson, L. (2014). Golf tourism. Goodfellow Publishers Ltd. 
29. Ji, W., Chen, Y., Chen, M., Chen, B. W., Chen, Y., & Kung, S. Y. (2015). Profit maximization through online advertising scheduling for a 

wireless video broadcast network. IEEE Transactions on Mobile Computing, 15(8), 2064-2079. 
30. Kabeu, T. K. (2019). Influence of Promotional Marketing Practices on Performance of Domestic Tourism in Kenya: A Case of County 

Government of Nakuru. Journal of Management Info, 6(2), 30-37. 
31. Karoki, A. W. (2011). A critical analysis of domestic tourism promotion in Kenya (Doctoral dissertation, University of Nairobi). 
32. Kenya Golf Union. (n.d.). Retrieved November 23, 2023, from https://kenyagolfunion.org/ 
33. Kiss, R. (2014). The geographical position, system and modelling of golf tourism. Hungarian Geographical Bulletin, 63(2), 201-220. 
34. Kotler, P. (2010). Principles of marketing: a South Asian perspective, 13/E. Pearson Education India. 
35. Kwoba, V. (2018). Promoting domestic tourism in Kenya: an assessment of economic significance and opportunities for tourism stakeholders 

in Nairobi (Doctoral dissertation, Strathmore University). 
36. Lee, U. K. (2021). The effect of confirmation of nation brand image in international tourism advertisement on travel intention of foreign 

tourists: The case of Korean ITA for Chinese tourists. Sage Open, 11(1), 2158244020988380. 
37. Lin, Y., Yao, D., & Chen, X. (2021). Happiness begets money: Emotion and engagement in live streaming. Journal of Marketing 

Research, 58(3), 417-438. 
38. López-Bonilla, L. M., Reyes-Rodríguez, M. D. C., & López-Bonilla, J. M. (2020). Golf Tourism and Sustainability: Content Analysis and 

Directions for Future Research. Sustainability, 12(9), 3616. https://doi.org/10.3390/su12093616 
39. Lusariah, G. K., Omare, M. O., & Nyaboga, Y. (2021). B.(2021). Effectiveness of promotion strategies on tourism attractions in Nyamira, 

County Kenya: A case for Manga Ridge. International Academic Journal of Human Resource and Business Administration, 3(10), 67-92. 
40. Ma, S., He, Y., & Gu, R. (2021). Joint service, pricing and advertising strategies with tourists’ green tourism experience in a tourism supply 

chain. Journal of Retailing and Consumer Services, 61, 102563. 
41. Marine-Roig, E., & Anton Clavé, S. (2016). A detailed method for destination image analysis using user-generated content. Information 

Technology & Tourism, 15, 341-364. 
42. Martín-Critikián, D., Rodríguez-Terceño, J., Gonzálvez-Vallés, J. E., & Viñarás-Abad, M. (2021). Tourism advertising in times of crisis: 

the case of Spain and COVID-19. Administrative Sciences, 11(3), 101. 
43. Maseeh, H. I., Jebarajakirthy, C., Pentecost, R., Ashaduzzaman, M., Arli, D., & Weaven, S. (2021). A meta-analytic review of mobile 

advertising research. Journal of Business Research, 136, 33-51. 
44. Matiza, T., & Slabbert, E. (2022). The destination marketing and media profile – travel motives nexus amid tourism crisis: The mediating 

effect of the nation brand. Journal of Hospitality and Tourism Insights, ahead-of-print(ahead-of-print). https://doi.org/10.1108/JHTI-05-
2022-0174 

45. Mwangi, P. N., Moses, M., & Vincent, M. Journal of Hospitality and Tourism Management. 
46. Nderitu, M. P. Significance of the Environmental Conservation Strategies to Customer Satisfaction in the Golf Clubs in Nairobi City and 

Kiambu Counties, Kenya.  
47. O'Reilly, N., Abeza, G., Fodor, A., MacIntosh, E., Nadeau, J., MacAdam, L., ... & Lawrence, H. J. (2020). Impact studies in sport: the 

development of an assessment process model. Sport, Business and Management: An International Journal, 10(4), 381-402. 
48. Pan, S., Santos, C., & Kim, S. (2017). Promoting tourism, projecting power: The role of television commercials. Journal of Travel & Tourism 

Marketing, 34(2), 192-208. 
49. Park, C. S. (2019). Interactive effects of advertising platform credibility and partisanship on advertising evaluation and recall. Asian Journal 

of Political Science, 27(2), 177-189. 
50. Parris, D. L., Shapiro, S. L., Welty Peachey, J., Bowers, J., & Bouchet, A. (2015). More than competition: exploring stakeholder identities at 

a grassroots cause-related sporting event. International Review on Public and Nonprofit Marketing, 12, 115-140. 
51. Pauline, G. (2011). Volunteer satisfaction and intent to remain: An analysis of contributing factors among professional golf event 

volunteers. International Journal of Event Management Research, 10. 
52. Pop, D., Moumtzi, V., & Farinos, J. (2014, June). The good, the bad and the beauty of advertisement for public sector services. In European 

Conference on Digital Government (p. 210). Academic Conferences International Limited. 
53. Popescu, D. G., & Crama, P. (2016). Ad revenue optimization in live broadcasting. Management Science, 62(4), 1145-1164. 
54. Readman, M. (2012). Golf Tourism Golf Tourism. Sport and adventure tourism, 165. 

 

https://doi.org/10.1108/JHTI-05-2022-0174
https://doi.org/10.1108/JHTI-05-2022-0174


       Journal DOI: 10.36713/epra1013|SJIF Impact Factor (2026): 8.748                                                                                     ISSN: 2347-4378 

     EPRA International Journal of Economics, Business and Management Studies (EBMS) 
     Volume: 13 | Issue: 6|June 2026                                                                                                           -Peer-Reviewed Journal 

 

 

2026 EPRA EBMS     | ISSN: 2347-4378 |     https://eprapublishing.org/ 

199 

55. Ritagrace, R., & Batonda, G. (2022). Effect of Advertising Media on Sales Performance of Cable TV Network Firms in Mwanza City, 
Tanzania. International journal of Engineering, Business and Management, 6(2). 

56. Roy, S. K., Fatema, M. R., Islam, M. J., & Huda, M. N. (2020). Reviewing YouTube as a compelling tool for the promotion of 
tourism. International Journal of Managing Account, 2(5), 96-104. 

57. Russo, V., Valesi, R., Gallo, A., Laureanti, R., & Zito, M. (2020). “the theater of the mind”: The effect of radio exposure on tv 
advertising. Social Sciences, 9(7), 123. 

58. Saß, J. (2012). Online advertising in the tourism industry and its impact on consumers-a study to investigate online advertising tools, the 
degree of usage and customer preferences. Tourism & Management Studies, 7, 101-107. 

59. Sainaghi, R., Köseoglu, M. A., d’Angella, F., & Tetteh, I. L. (2019). Foundations of hospitality performance measurement research: A co-
citation approach. International Journal of Hospitality Management, 79, 21-40. 

60. Şen, Ö., & Akel, G. (2021). Where does golf tourism go? Yesterday, today, tomorrow. 
61. Sharma, A., Bhosle, A., & Chaudhary, B. (2012). Consumer perception and attitude towards the visual elements in social campaign 

advertisement. IOSR Journal of Business and Management (IOSRJBM), 3(1), 6-17. 
62. Shen, W., Bai, H., Ball, L. J., Yuan, Y., & Wang, M. (2021). What makes creative advertisements memorable? The role of 

insight. Psychological Research, 85, 2538-2552. 
63. Soliman, M. (2021). Extending the theory of planned behavior to predict tourism destination revisit intention. International Journal of 

Hospitality & Tourism Administration, 22(5), 524-549. 
64. Srinivas, M. R. (2022). Marketing Strategies in Event Management: Driving Success Through Effective Promotion And Engagement. Saarj 

Journal on Banking & Insurance Research (SJBIR)(www. saarj. com), 87. 
65. Stylidis, D., Belhassen, Y., & Shani, A. (2017). Destination image, on-site experience and behavioural intentions: Path analytic validation 

of a marketing model on domestic tourists. Current Issues in Tourism, 20(15), 1653-1670. 
66. Sun, K., Fang, C. C., & Du, H. (2021). Research on the Competitiveness of Thailand Golf Tourism Industry Based on Big Data. In 2020 

International Conference on Data Processing Techniques and Applications for Cyber-Physical Systems: DPTA 2020 (pp. 291-298). Springer 
Singapore. 

67. Tang, J., Zhang, P., & Wu, P. F. (2015). Categorizing consumer behavioral responses and artifact design features: The case of online 
advertising. Information Systems Frontiers, 17, 513-532. 

68. Tassiopoulos, D., & Haydam, N. (2008). Golf tourists in South Africa: A demand-side study of a niche market in sports tourism. Tourism 
Management, 29(5), 870-882. 

69. Taylor, R., & Shanka, T. (2008). Cause for event: not-for-profit marketing through participant sports events. Journal of Marketing 
Management, 24(9-10), 945-958. 

70. Tichaawa, T. M., & Harilal, V. (2016). Golf tourism in South Africa: profiling attendees at a major championship event management and 
tourism. African Journal for Physical Activity and Health Sciences (AJPHES), 22(31), 795-807. 

71. Turgay, T., & Dikmen, F. (2013). An empirical analysis of the behavioral impact upon the presence at small island community events: a case 
study for North Cyprus. Interdisciplinary Journal of Contemporary Research in Business, 5(2), 368-383. 

72. van den Berg, Y. H., Lansu, T. A., & Cillessen, A. H. (2020). Preference and popularity as distinct forms of status: A meta-analytic review 
of 20 years of research. Journal of Adolescence, 84, 78-95. 

73. Wahome, E. W., & Gathungu, J. J. (2021). Redefining sustainability in the conservation and promotion of the cultural heritage tourism 
product in Kenya. In Tourism destination management in a post-pandemic context (pp. 257-271). Emerald Publishing Limited. 

74. Wengel, Y., Ma, L., Ma, Y., Apollo, M., Maciuk, K., & Ashton, A. S. (2022). The TikTok effect on destination development: Famous 
overnight, now what?. Journal of Outdoor Recreation and Tourism, 37, 100458. 

75. Wood, E. H. (2009). Evaluating event marketing: Experience or outcome?. Journal of Promotion Management, 15(1-2), 247-268. 
76. Zhang, S., Kim, K., Yim, B. H., Hyun, B., & Chai, W. (2022). Destination personality and behavioral intention in Hainan’s Golf Tourism 

during COVID-19 pandemic: mediating role of destination image and self-congruity. Sustainability, 14(11), 6528. 
77. Zhou, H., Sun, T., Zhu, K., Li, J., & Ito, N. (2024). ‘Are ad endorsements really annoying?’The impact of advertising in short-form tourism 

videos on tourists’ information processing. Current Issues in Tourism, 1-20. 

 

 

 


