Journal of Tourism Management Research
2022 Vol. 9, No. 1, pp. 1-8.

ISSN(e): 2313-4178

ISSN(p): 2408-9117

DOI: 10.18488/31.v911.2896

© 2022 Conscientia Beam. All Rights Reserved.

o check for
updates

PERCEPTION ON THE USAGE OF INFORMATION COMMUNICATION TECHNOLOGY
FOR ECOTOURISM DEVELOPMENT IN NIGERIA

Adegboyega "”‘*’Egotourism i and Wi z'ld{iﬁa Depa(tmei'zt, Sc{zool of Agricultu(e qnd
Ovebode'™ Agricultural Technology, Federal University of Technology Akure, Nigeria.
y 'Email: amosovebode@gmail.com Tel: +2348108709039

Adebisi Ilesanmi *Email: bisisanmi@gmail.com Tel: +2348034746386 ., s
Adeyemo* "Email: sooladeji@fita.edung Tel: +2315030695896 (+ Correspond;ng author)

Sunday Oladipo
Oladeji®

ABSTRACT
Article History This study aimed to assess the perception of tourists on the usage of information and
gec?i"zdizg“‘)be; 2021 communication technology at Old Oyo National Park, Ikogosi Warm Spring Resort
1sed: 1! v 2021 . . . . . .

Ai;;eted s J;;le;yzrow and Lacampagne Tropicana by using structured questionnaire directed at 884 tourists
Published: 13 January 2022 randomly; 20 tourists at Old Oyo National Park, 150 tourists at Ikogosi Warm Spring

Resort and 214 tourists at Lacampagne Tropicana. Data was analyzed and presented

Ei{x&rds descriptively using tables and inferentially using one way analysis of variance
Destination (ANOVA). Results indicated that the tourists mostly made use of internet and social
IT“:I:E‘(;Z‘:“ media at the sites. The tourists also perceived that the use of Information
Tomris & Communication Technology would be an innovative approach to solving some of the
Internet problems of sustainable tourism development and that use of Information

Tourism. Communication Technology has made work easier and faster. Furthermore, the study

indicated significant differences in some socio-demographic characteristics as well as
perception on the usage of ICT at the sites (P<0.05). Management of ecotourism sites
should therefore create more awareness on the usage of other forms of information
communication technology at their sites so as to further enhance tourists satisfaction.

Contribution/Originality: This study contributes to existing literature on the usage of information
communication technology and has thus provided baseline data on the advantages of completely harnessing the
prowess of information communication technology applications in ecotourism sites so as to further develop the

sites, while enhancing satisfaction and loyalty of tourists.

1. INTRODUCTION

Tourism is regarded as one of the largest industry globally which has garnered report of massive and
consistent growth and contributes 9.8% to the total Gross Domestic Product of the world. Tourism is reported as a
major export sector of many developing nations. Simultaneously, tourism provides employment for around two
hundred and eighty million people signifying one out of eleven jobs is provided by the tourism sector. Tourism
growth is evident in the record of twenty-five million tourists in 1950 which grew to a record of 1186 million
tourists in 2015 (United Nations World Tourism Organization (UNWTO), 2016). Over the years, tourism industry
being a greatly innovative sector, has created a lot of influential changes to the global economy (Hjalager, 2010).

As tourism has emerged as one of the greatest industries with huge economic value, transfer of information and

mechanisms or strategies used in the management of information should be topnotch and of great quality (Ubavic,
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2015). The information communication revolution which is involved in all branches of business economy has also
been introduced to the tourism industry which has thus provided the opportunity for tourism destinations to
survive and have a winning edge in the competitiveness of the market (Brdar, 2015).

Information and communication technology is regarded as a powerful force that drives and improves the
growth of the tourism sector of diverse economies, and has the capacity to develop and enhance a profit-based
tourism industry (Deuchar, 2012). Also, it has been established that Information and Communication Technology
significantly reduces operating costs and allows small firms and destinations to have a competitive edge globally
(Arker, 2010). The competitive advantage that the Information and Communication Technology poses for tourism
and hospitality firms can be achieved through unique internet marketing campaigns, continuous effective
communication with diverse stakeholders as well as other strategies (Mihali¢, Garbin Pranievi¢, & Arneri¢, 2015).
Generally, the continuous diversification of the usage of information and communication technologies in the
tourism industry has created more competitiveness in the tourism atmosphere, which has become a crucial part of
trade development (Berné, Garcia-Gonzélez, Garcia-Uceda, & Mugica, 2015).

Information communication technologies (ICTs) have been changing the operations of tourism industry
worldwide (Bethapudi, 2013). Hence, information and communication technology is a joint platform of digital and
electronic technologies providing easy communication and electronic interaction between humans and information
systems (Wang & Law, 2007). Vadi and Hildegard (2014) highlighted that tourism can generate funds for
protecting natural areas, enhance local and tourist awareness of biodiversity and conservation issues as well as
encourage sustainable livelihoods among local people. Furthermore, Januszewska, Jaremen, and Nawrocka (2015)
studied the effects of the usage of Information and Communication Technology and found out the differences in the
observed merits and challenges facing its implementation by tourism destinations. However, there is little
information on the perception of usage of information and communication technology for ecotourism development

in Nigeria which this study aimed to explore.

2. METHODOLOGY

This study was carried out at Old Oyo National Park managed by the Federal Government of Nigeria located
within coordinates 7.850171°N and 8.911465°E, Ikogosi Warm Spring managed by Ekiti State government located
within coordinates 7.590804°N and 4.980059°E and Lacampagne Tropicana managed privately located within
coordinates 6.3926° N and 4.1865° E (see Figure 1). The target population for this study were tourists of the sites
and Krejcie and Morgan (1970) determination of sample size was used to proportionately select the twenty visitors
at Old Oyo National Park, one hundred and fifty tourists at Ikogosi Warm Spring Resort and two hundred and
fourteen tourists at Lacampagne Tropicana making a total of three hundred and eighty-four tourists. This study
made use of relevant literatures to construct questions in the questionnaire. Data was obtained across the three sites
from January to June, 2021. Data was collated and analyzed using Statistical Package for Social Science version 23
and results were presented descriptively using frequency, percentage and tables. Inferentially, Analysis of Variance
(One-Way ANOVA) was used to test the significant difference in socio-demographic characteristics of tourists in

the sites as well as their perception on the usage of information Communication Technology at the sites.

3. RESULTS
3.1. Socto-Demographic Characteristics of Tourists

Table 1 reveals the socio-demographic characteristics of the tourists at Old Oyo National Park, Ikogosi Warm
Spring Resort and Lacampagne Tropicana. At Old Oyo National Park, majority of the tourists were female (75%),
between the ages of 20-30 years (85%), single (95%), students (90%) with tertiary education (95%). Highest

percentage of the tourists have income below 10,000 (40%) and were Christians (95%).
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Figure 1. Map of Southwest Nigeria showing the study areas.

Table 1. Socio-demographic characteristics of tourists.

Variables Old Oyo National park Ikogosi Warm Spring Lacampagne Tropicana
Resort
Frequency | Percentage | Frequency | Percentage | Frequency | Percentage

(20) (%) (150) (%) (214) (%)
Sex
Male 5 25 136 90.7 107 50
Female 15 75 14 9.3 107 50
Age
Below 20 2 10 15 10 17 7.9
20-30 17 85 135 90 129 60.3
31-40 [0) [0) [0) (0] 52 24.3
41-50 1 5 (0] 0 16 7.5
Marital status
Single 19 95 135 90 161 75.2
Married 1 5 15 10 53 24.8
Occupation
Farmer 1 5 0 0 0 0
Entrepreneur 5 15 10 117 54.7
Student 18 90 135 90 17 7.9
Artisan 0 0 0 0 62 29
Education
Primary 1 5 23 15.3 8 3.7
Secondary 0 0 0 0 20 9.3
Tertiary 19 95 127 84.7 186 86.9
Income
Below ¥10,000 8 40 0 0 0 0
N10,000-N19,999 5 25 15 10 18 8.4
¥§20,000-1439,999 4 20 61 40.7 18 8.4
N40,000-¥59,999 [0) [0) 15 10 35 16.4
N60,000-1¥79,999 0 0 14 9.3 9 4.2
N80,000-N¥99,999 0 0 30 20 35 16.[]
Above }¥100,000 3 15 15 10 99 46.3
Religion
Christianity 19 95 135 90 177 82.7
Islam 1 5 15 10 29 13.6
Traditional worshiper 0 0 0 0 8 3.7

Source: Field Survey, 2021
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At Tkogosi Warm Spring Resort, majority of the tourists were males (90.7%) between the ages of 20- 30 years
(90%), single (90%), and student (90%) with tertiary education (84.7%). Highest percentage of the tourists have
income range of ¥20,000-%39,999 (40.7%) and were Christians (90%). At Lacampagne Tropicana, male and female
tourists were of equal number (50% each). Majority of the tourists were between the ages of 20-30 years (60.3%),
singles (75.2%), and entrepreneur (54.7%) with tertiary education (86.9%). Also, highest percentage of the tourists

have income above }¥100,000 (46.3%) and were Christians (82.7%).

3.2. Level of Usage of Information Communication Technology (ICT)
Table 2 reveals the level of usage of ICT applications at Old Oyo National Park. Internet (55%) and Social
media (50%) have high usage at the site. Table 8 reveals social media (20%) has high usage at Ikogosi Warm Spring

Resort. Also, Table 4 reveals social media (42.1%) has high usage at Lacampagne Tropicana.

Table 2. Level of usage of ICT at Old Oyo National Park.

ICT based tools High Medium Low Not Used
Geographical Information System 6 (30%) 12(60%) 1 (5%) 1 (5%)
Computer simulation 3(15%) 1 (55%) 4 (20%) 2 (10%)
Tourism Information System 8(40%) 11(55%) 1 (5%) 0 (0%)
Destination Management System 0(0%) 18(90%) 1(5%) 1 (5%)
Environment Management Information System 3 (15%) 12 (60%) 3 (15%) 2 (10%)
Economic Impact Analysis Software 2 (10%) (70%) 3 (15%) 1 (5%)
Virtual Tourism 7 (85%) 9 (45%) 3 (15%) 1 (5%)
Location-based services 0 (0%) 11 (55%) 8 (40%) 1(5%)
eRating System 1(5%) 10 (50%) 8 (40%) 1(5%)
Internet 11 (55%) 4 (20%) 4 (20%) 1 (5%)
Social media (Twitter, facebook, whatsapp, Instagram, etc) 10 (50%) 4 (20%) 5 (25%) 1 (5%)
Carbon Calculators 1(5%) 7 (85%) 7 (85%) 5 (25%)
Source: Field survey, 2021.
Table 8. Level of usage of ICT at Ikogosi warm spring resort.
ICT based tools High Medium Low Not Used
Geographical Information System 15 (10%) 0 (0%) 29 (19.8%) 106 (70.7%)
Computer simulation 15 (10%) 0 (0%) 0 (0%) 135 (90%)
Tourism Information System 15 (10%) 0 (0%) 29 (19.8%) 106 (70.7%)
Destination Management System 15 (10%) 0 (0%) 0 (0%) 135 (90%)
Environment Management Information System 15 (10%) 29 (19.8%) 0 (0%) 106 (70.7%)
Economic Impact Analysis Software 0 (0%) 0 (0%) 15 (10%) 135 (90%)
Virtual Tourism 0 15 (10%) 15 (10%) 120 (80%)
Location-based services 14 (9.8%) 15 (10%) 0 (0%) 121 (80.7%)
eRating System 15 (10%) 0 (0%) 14(9.8%) 121 (80.7%)
Internet 0 (0%) 29 (19.8%) 15 (10%) 106 (70.7%)
Social media (Twitter, facebook, whatsapp, Instagram, etc) 30 (20%) 14(9.83%) 0 (0%) 106 (70.7%)
Carbon Calculators 15 (10%) 15 (10%) 0 (0%) 120 (80%)
Source: Field survey, 2021.
Table 4. Level of usage of ICT at Lacampagne Tropicana.
ICT based tools High Medium Low Not Used
Geographical Information System 47 (22%) 27 (12.6%) 3 (20.1%) 97 (45.8%)
Computer simulation 37 (17.8%) 53 (24.8%) 7 (12.6%) 7 (45.3%)
Tourism Information System 65 (30.4%) 34 (15.9%) 6 (12.1%) 89 (41.6%)
Destination Management System 37 (17.8%) 35 (16.4%) 45 (21%) 7 (45.8%)
Environment Management Information System 29 (13.6%) 35 (16.4%) 44 (20.6%) 6 (49.5%)
Economic Impact Analysis Software 29 (13.6%) 26 (12.1%) 53 (24.8%) 106 (49.5%)
Virtual Tourism 35 (16.4%) 47 (22%) 26 (12.1%) 106 (49.5%)
Location-based services 19 (8.9%) 55 (25.7%) 35 (16.4%) 105 (49.1%)
eRating System 45 (21%) 37 (17.8%) 34 (15.9%) 98 (45.8%)
Internet 75 (34.1%) 8 (3.7%) 34 (15.9%) 99 (46.3%)
Social media (Twitter, facebook, whatsapp, Instagram, etc) 90 (42.1%) 18 (8.4%) 17 (7.9%) 89 (41.6%)
Carbon Calculators 46 (21.5%) 37 (17.8%) 25 (11.7%) 106 (49.5%)
Source: Field survey, 2021.
4
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3.8. Perception on Usage of Information Communication Technology (ICT)

Table 5 reveals the tourists perception about the usage of ICT at Old Oyo National Park. “The use of ICT will

be an innovative approach to solving some of the problems of sustainable tourism development” had the highest

mean (4.55). Table 6 reveals “Use of ICT applications have made my work easier and faster” had the highest mean

at Ikogosi Warm Spring Resort (4.41). Table 7 reveals “The use of ICT will be an innovative approach to solving

some of the problems of sustainable tourism development” and “Use of ICT applications have made my work easier

and faster” both had the highest mean at Lacampagne Tropicana (4.04).

Table 5. Tourist’s perception of usage of ICT at Old Oyo national park.

Variables SA A N D SD Mean | St.D
The use of ICT will be an innovative | 11 (55%) | 9 (45%) 0 (0%) 0 (0%) 0 (0%) 4.55 0.510
approach to solving some of the
problems of sustainable tourism
development.
The use of ICT has led to the better | 9 (45%) | 8 (40%) | 2(10%) | 0 (0%) 1(5%) 4.20 1.005
management of the sustainable
tourism  development of my
destination
ICT applications are usually difficult | 4 (20%) | 8(15%) | 6 (30%) | 5(25%) | 2 (10%) 3.10 1.294
to use
Use of ICT applications have made | 12 (60%) | 6 (30%) 1 (5%) 0 (0%) 1 (5%) 4.40 0.995
my work easier and faster
Use of ICT will reduce the number | 7(35%) | 9 (45%) | 38 (156%) 1(5%) 0 (0%) 4.10 0.852
of staft needed to carry out activities
at the site
Use of ICT will require more funds | 7 (35%) | 12 (60%) | 1 (5%) 0 (0%) 0 (0%) 4.30 | 0.571
in order to make it effective
Keys: SA- Strongly Agree, A- Agree, N-Neutral, D- Disagree, SD- Strongly Disagree.
Source: Field Survey, 2021.

Table 6. Tourist’s perception of usage of ICT at Ikogosi Warm Spring Resort.
Variables SA A N D SD Mean | St.D
The use of ICT will be an | 76 (50.7%) | 80 (20%) | 44 (29.3%) 0 (0%) 0 (0%) 4.21 0.872
innovative approach to solving
some of the problems of
sustainable tourism
development.
The use of ICT has led to the | 61 (40.7%) | 30 (20%) | 44 (29.3%) 0 (0%) 15 (10%) 3.81 1.255
better management of the
sustainable tourism
development of my destination
ICT applications are usually | 76 (50.7%) | 15 (10%) | 29 (19.3%) | 15 (10%) | 15 (10%) 3.81 1.407
difficult to use
Use of ICT applications have | 91 (60.7%) | 30 (20%) | 29 (19.8%) 0 (0%) 0 (0%) 4.4:1 0.796
made my work easier and
faster
Use of ICT will reduce the | 76 (50.7%) | 80 (20%) | 29 (19.8%) 0 (0%) 15 (10%) | 4.01 1.269
number of staff needed to carry
out activities at the site
Use of ICT will require more | 76 (50.7%) | 45 (30%) | 29 (19.8%) 0 (0%) 0 (0%) 4.31 0.778
funds in order to make it
effective

Keys: SA- Strongly Agree, A- Agree, N-Neutral, D- Disagree, SD- Strongly Disagree.

Source: Field Survey, 2021.
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Table 7. Tourist’s perception of usage of ICT at Lacampagne Tropicana.

Variables SA A N D SD Mean | St.D
The use of ICT will be | 91 (42.5%) | 65 (30.4%) | 42 (19.6%) | 8(8.7%) 8 (3.7%) 4.04 1.054
an innovative approach
to solving some of the
problems of sustainable
tourism development.

The use of ICT has led | 64(29.9%) | 63 (29.4%) | 50 (23.4%) | 29 (18.6%) | 8 (8.7%) 3.68 1.147
to the better
management of  the

sustainable tourism
development of my
destination

ICT applications are | 10 (4.7%) | 36 (16.8%) | 60 (28%) 47 (22%) | 61(28.5%) | 2.47 1.201
usually difficult to use
Use of ICT applications | 85 (39.7%) | 52 (24.8%) | 77 (36%) 0 (0%) 0 (0%) 4.04 0.871
have made my work
easier and faster

Use of ICT will reduce | 53 (24.8%) | 66 (30.8%) | 68(31.8%) | 8(3.7%) 19 (8.9%) 3.59 1.162
the number of staff
needed to carry out
activities at the site

Use of ICT will require | 70 (32.7%) | 48 (22.4%) | 52 (24.3%) | 24 (11.2%) | 20 (9.3%) 3.58 1.800
more funds in order to
make it effective

Keys: SA- Strongly Agree, A- Agree, N-Neutral, D- Disagree, SD- Strongly Disagree.
Source: Field Survey, 2021.

3.4. Difference in Socio-Demographic Characteristics and Perception, Due To ICT
Table 8 reveals there are significant differences among gender, age, marital status, occupation, income, religion,

perception of the usage of ICT facilities at the sites (P<0.05).

Table 8. Difterence in socio-demographic characteristics, perception, satisfaction and revisit intention due to ICT at the sites.

Variables Mean square F Sig. Decision
Gender 8.945 48.726 0.000%* Significant
Age 7.717 22.356 0.000%* Significant
Marital Status 1.139 7.987 0.000%* Significant
Occupation 7.466 9.088 0.000%* Significant
Education 0.994 2.967 0.053 Not Significant
Income 131.728 45.163 0.000%* Significant
Religion 0.661 3.818 0.023% Significant
Perception 13.861 24.530 0.000%** Significant
Satisfaction 14.639 9.876 0.000%* Significant
Revisit intention 9.821 7.087 0.001%% Significant

Note: ¥¥P<0.01, * P<0.05.

4. DISCUSSION

There was a close mixture of male and female tourists at the sites with highest percentage being females at Old
Oyo National park as supported by Karanikola, Tampakis, Tsantopoulos, and Digbasani (2014) who reported more
females in their study but however contradicts majority being males at Ikogosi Warm Spring Resort. This study
recorded a gender balance at Lacampagne Tropicana. Majority of the tourists were within the age range of 20-30
years signifying they have the strength for tourism activities. Most of the tourists were also single with majority of
the tourists at Old Oyo National Park and Ikogosi Warm Spring Resort being students which could be due to the
fact that the sites supports research activities while majority of the tourists at Lacampagne Tropicana were

entrepreneurs. The prime ages of these visitors who were primarily singles , students and entrepreneurs suggests
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that they are economically viable to spend money on leisure and recreation as opined by Ogunbodede (2012).
Majority of the tourists had tertiary education which depicts that they have the required knowledge to participate in
this research. Majority of the tourists at Old Oyo National Park and Ikogosi Warm Spring resort had a low income
while the tourists at Lacampagne Tropicana had high income. This is consistent with the study by Phumsathan
(2011) that visitors’ responses to physical conditions were highly influenced by education levels and income.
Lacampagne Tropicana being a private establishment is more expensive to patronize than Old Oyo National Park
and Ikogosi Warm Spring Resort being federal government and state government establishments respectively.

The tourists opined that internet and social media had the highest level of usage at the sites. Internet and
Social media are the most popular forms of Information Communication Technology even though these tourist sites
can play a major role in the awareness of other forms of information Communication Technology. The increased
use of internet is supported by Bhat and Shah (2014) stating that e-marketing for tourism has been of paramount
importance, especially with the explosive growth in new technologies and the increasing use of the Internet. Also,
this study is in line with research by Karimidizboni (2013) who examined the role of information technology in the
tourism industry in Iran by presenting some solutions about it. Due to popularity of internet demand, many tourist
organizations, such as hotels, airplanes, and travel agencies, have changed by applying the Internet as an important
part of communication and marketing strategies. Searching Information that is important part of buying decision-
making process, evolved as an internet achievement. ICT not only reduces the risks of receiving and uncertainty,
but also increases the quality of travel. The tourists also perceived that the use of Information Communication
Technology (ICT) will be an innovative approach to solving some of the problems of sustainable tourism
development as supported by Deuchar (2012) that Information and communication technology is considered a
powerful driver for the development of the tourism sector of any economy, and has the potential to build a yield-
based tourism industry. The tourists also perceived that the use of Information Communication Technology has
made work easier and faster. Works are now easy to do and even tourists can check sites on the internet before
coming to patronize and a lot of problem can be resolved through these means as supported by Ogbu, Idris, and
[jagbemi (2011) who analyzed how ICT can better improve the tourism sector in Nigeria. They demonstrated
various ways by which ICTs have been adapted for the course in tourism. In their work, it was revealed that almost
every tourism products can be sold online without the consumer necessarily visiting the place before making any
choice since tourism products are not already manufactured goods. Booking of flights and hotel reservations can be
done online through e-mail, telephone calls and other internet services thereby helping to reduce if not remove

entirely the time wasting processes of the old system.

5. CONCLUSION

This study aimed to find out tourists perception of the use of Information Communication Technology and
concludes that the tourists have made use of social media and internet services available at the sites representing the
highest form of Information and Communication Technology available at the sites. The tourists also perceived that
the use of Information Communication Technology will be an innovative approach to solving some of the problems
of sustainable tourism development and that use of Information Communication Technology has made work easier
and faster. Management of ecotourism sites should therefore create more awareness on the usage of other forms of

information communication technology at their sites so as to further enhance tourists’ satisfaction.
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