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CHAPTER ONE 
1.0 INTRODUCTION 

       BACKGROUND OF THE STUDY 


The effort of e marketing in hospitality and tourism sector cannot be overemphasized it is like the heart that lies in the body and the blood that flows in it.

To compete in today’s tourism market place tourism organization  in both the public and private sectors must know who their customers are and what they want they must be able to communicate the availability of tourism product and services to potential customers products and services to potential customers and convince them to become actual customers to travel to a destination or attraction that has been developed or to purchase the products and services such as a tour package or airline ticket. These activities are what as all about for countries that expect to gain from tourism activities the e marketing of the country as  a unique travel destination may undertaken by the national tourism administration (NTA) for communities that hope to compete for their Ghana of visitors the marketing of a distinctive culture, attraction or understanding amenities might be the central them.  Fro tourism forms in the private sectors; success may be dependent on effective electronic marketing and selling activities of airline hotel chain or Tour Company on the internet. This chapter provides a broad discussion of electronics marketing concept as a foundation for understanding the importance of e marketing to tourism promotion in Ilorin international airport (WTO, 1997)

Theoretically the presumed suitability of the tourism industry for electronic marketing can be explained by the qualities of the travel services and the tourism product the tourist product is highly information intensive offering potential for value adding information service, as almost totally informational services. All transaction and arrangement can be made online. This appears particularly interesting in terms of possibilities offered by e marketing as likely to grow (Byerley, 2007).

Typically, the product needs to be viewed and booked at a distance and products are natural candidates for multination description electronic markets are not a new phenomenon in tourism industry. It has been possible for travel agencies to book flights and hotel rooms online since mid 1970 through the so along computerized reservation systems (CSC) also known as global CRS the travel agencies can make reservation directly from their terminal with any airline and oil continent without training to go through coordinating processes or contract negotiations.  Thee global CRS nearly all of which are airline owned provide the basic function for the reservation process such as product presentation reservation fare quote and ticketing additional services E marketing ins now able to source travel and accommodation information amongst other things via the world wide web customer of the airport also have the potentials to interact with the agency in a more flexible way by accessing their website at a time of their choice. If there are any obstacles to extending the electronic marketplace (Reinders, 2007). There is wide variety of online marketing methods according to a survey on the effectiveness of display publicity conducted by IAB and the cocktail analysis on April 2009 on a sample of 1035 internet users of both sexes (that is male and female) aged between fifteen and fifty and who had been online for at least one hour before accessing the survey on which the research survey was based. The results showed that in terms of generation brand recall of electronics marketing layers and prop- ups were found the most effective formats (IAB 2009). It would seem to be a good idea to use online commercial not us isolated specific atoms but rather as part of a strategic approach covering the website itself as well as its promotion.

A good of marketing strategy requires the analysis of different possibilities as well as the used of high doses of creativity capable of captivating our internet target audience, attracting them to our special offers when hopefully they become our customer. 
(online marketing, 2009)

Through the current economics crisis has affected the volume of business class and private flights which have been particularly redirected to the offers of low-cost carriers. This flow is related to the need of many companies to reduce cost but does not mean if the price is right there is no demand for the service especially savings in the ticket price many be counter balanced. This study key into elements of effective airport electronics marketing (and is applicable to other transit locations)
· Placement of marketing location 

· Recognizing the effect of passenger activity on the ability to process an advertisement passenger coming out security or boarding of plane are focused on that activity and less likely to notice the advertisement than passengers visiting airport retail outlets.

· Unequally sized and shaped advertisement through electronics marketing are most memorable are ready with few words 

· Repetition of advertisement on the increases the internet user’s recognition of brand of tourist product. 
Ilorin international airport was established on 15th of February 1978 and it was designed to carry both domestic and international passengers’ freight and mails.
There are also different organizations on Ilorin International Airport these are:-

Federal airports authority of Nigeria (FAAN) 

FAAN is a component among other available component of aviation vested with the task of managing Ilorin. International airport federal airport authority of Nigeria in Ilorin international airport to provide it acrodome rescue and fine fighting service (ARFFS) aviations security and facilitations services of aircraft marshalling (Act cap. 15, 1996 no 9)

Kwara state was created on 27 May 1961 when the federal military government of general yakubu Gowon broke the four religions that then constituted the federation of Nigerian into 12 states. At its creation the state was made up of the former Ilorin and kabba provinces of then northern region and was initially name of “kwara” a local name for the river Niger. 
STATEMENT OF RESEARCH PROBLEM 

This study is becoming very crucial to the effectiveness of electronics marketing to tourism promotion in Ilorin international airport. With the commercial potentials offered by thee internet the following hindrances emerged:
· Lack of knowledge or experience with the internet constitutes a serious barriers technical problems or systems lamentations as well as the poor usability of the service providers websites obstruct internet bookings (Rajani, 2007)

· The consumers of tourist product are faced by nontechnical problems in final the right service providers i.e. locating the websites offering the services needed (Rosenberg 2007)

· Customers knowledge of pricing principles in the tourism industry is usually very limited (Wilson 2007)

· Through E-marketing may provide faster access to busy people than any other means but it does not provide a proper tor way interaction (Isiaka, 2009)

1.1 AIMS AND SPECIFIC OBEJCTIVES 

The aim of the study is state the effectiveness of E- marketing to Tourism promotion in Ilorin international airport. The specific objectives of the study are:
· To assess how effective is e – marketing in promoting tourism in Ilorin international airport

· To know the importance of E-marketing to tourism promotion in Ilorin international airport.

· To know the techniques used in promoting tourism in Ilorin international airport.

· To document the problem militating against the effectiveness of E- marketing to tourism promotion in Ilorin international airport.

· To proffer possible solutions to the problems hindering the effectiveness of E-marketing to Tourism promotion in ilorin international Airport.

1.4 RESEARCH QUESTIONS

* How effective is e-marketing in promoting in Ilorin international Airport
* What are the importances of e-marketing to tourism promotion in Ilorin international Airport?
* What are the techniques used in promoting tourism in Ilorin international Airport.

* Are there any problems militating against effectiveness of e marketing to tourism promotion in Ilorin international Airport?
* What are the possible solutions in solving the problems militating against the effectiveness of e marketing in promoting tourism in Ilorin international Airport?
1.5 SIGNIFICANCE OF THE STUDY 


The researcher hopes that the research would be of great benefit to Ilorin international airport in order to generate a higher turnover of tourist inflow.

To encourage more airline companies to transact business with Ilorin international airport 


To increase revenue generation from foreigners visiting Ilorin in kwara state.


To promote the tourist attractions in kwara state.
1.6 SCOPE OF THE STUDY 


The research work intent to examine the level of e-marketing effectiveness to tourism promotion in Ilorin international airport. It will also establish the benefit and significance of e marketing over traditional marketing.
1.7 OPERATIONAL DEFINITION TERMS 


Effectiveness e-marketing tourism promotion Ilorin international Airport.
Effectiveness: - this simply means the measure of efficiency.

E-marketing: - this refers to the application of marketing principles and techniques via electronic media and more specifically thee internet.

Tourism Promotion: - This refers to as the bringing about of awareness of tourist products (such as hotel accommodation airlines travel agency, tour operators etc) in the minds of existing as well as the prospective consumers.

International Airport: - It is location where (fixed aircraft helicopters or chattered flights) take off and also to carry passengers mails and freight within and outside the country.
CHAPTER TWO

REVIEW OF RELATED LITERATURE

2.0 INTRODUCTION 


This chapter is about the review of some related literature. Issues reviewed here include the following broad subtitles 
2.1 CONCEPT OF MARKETING 

2.1.1 E-MARKETING EFFECTIVENESS 

2.1.2 EFFECTIVENESS OF E-MARKETING TO TOURISM PROMOTION 

2.1.3 EFFECTIVENESS OF E-MARKETING TO TOURISM PROMOTION 

2.1.3 EFFECTIVENESS OF E-MARKETING TO TORUISM PROMOTION IN AIRPORT 

2.2 IMPORTANCE OF E-MARKETING TO TOURISM PROMOTION 
2.3 TECHNIQUES OF E-MARKETING 
2.4 MERITS OF E-MARKETING 

2.5 DEMERITS OF E-MARKETING 

2.1 CONCEPT OF MARKETING 

According to Philip Kotler (1980) “marketing consists of a set of principles for choosing target markets. Meaning their needs developing wants satisfying products and services and delivering them at a value to the customers and a profit to the company. There are five different concepts in marketing activities they are:-
1. Production concept 

2. product concept 

3. selling concept 

4. marketing concept 

5. societal marketing concept 

PRODUCTION CONCPET 
This concept is the oldest concepts in business. It holds that the consumers will prefer products that are widely available and inexpensive. Managers focusing on this concept concentrate on achieving high production efficiency low cost and mass distribution. They assume that consumers are primarily interested in product availability and low prices. This orientation makes sense in developing counties where consumers are more interested in obtaining the product that its features. Examples of organizational that use the concept are government agencies medical and dental practitioners etc such operations have been described as unfriendly and impersonal.
THE PRODUCT CONCPET 


The orientation holds that consumer will favour those products that offer the most quality performance or innovation features. Manager focusing on this concept concentrate on making superior products and improving them over time. They assume that buyers admire well made products and can appraise quality and performance however, these managers are sometimes caught up in a love affair with the product and do not realize what the market needs.

This concept had been extensively criticized by Levitt (1960) for example the Nigerian railway corporation based its success in 1950’s and 1960 on the assumption that users wanted trains not transportation and overlooked the grow into challengers of buses automobile track and airlines.

THE SELLING CONCEPT 


This concept holds that the organization task is to determine the needs wants and interest of target market and to deliver the desired satisfactions more effectively and efficiently than competitors. The organization must therefore undertake an aggressive selling and promotion effort. This concept assumes that consumers typically show buying in ertia or resistance and must be waxed into buying. It also assumes that the company has a whole battery effective selling and promotional tools to stimulate more buying most firms practice the selling concept when they have overcapacity. Their aim is to sell what they make rather than make what the market wants.
THE MARKETING CONCPET 

The concept begins  with the determination needs and wants of target markets then the organization adopt itself through the marketing mix that is the 4ps (price, product , place (distribution and promotion ) toward the effective and efficient delivery of the satisfaction of these needs and wants. The marketing concepts rest on four pillars. Target market customer needs integrated marketing and profitability.

The marketing concept represents the may or change in today’s company orientation that provides the foundation to achieve competitive advantages.

THE SOCIETAL MARKETING CONCPET 


This concept holds that the organization task is to determine the needs wants and interest of target market and to deliver the desire satisfactions more effectively and efficiently those competitions.

Additionally, it holds that this must be done on a way that preserves or enhances the consumers and the society well being.

2.1.1 EFFECTIVENESS OF E-MARKETING 

E- Marketing that is electronic marketing refers to the application of marketing principles and techniques via electronics media and more speocficall7y the internet. The terms e-marketing internet and online marketing are frequently inter changed and can often be considered synonymous (online marketing 2009)

E marketing also refers to the use of internet and digital media capabilities to help sell your products and services.

The sole purpose of effective e marketing advertisement is to utilize a campaign strategy at the lowest possible cost and risk investment in order to examine and maximize sales potential and receive a high return on investment (profit)


E – marketing cost are some what expensive in comparison with other mediums cost effective design and well planned campaign strategies can reach a broader target audience (which can be viewed from virtually anywhere in the world) for a smaller price tag than most traditional marketing budgets.

Online marketing allows consumers of the world to research and purchase services and product at their own pace and convince. This is massively appealing to the many diverse societies of thee world. 


The overall success and effectiveness of e-marketing campaign largely depends on the business goals laid out as well as cost volume profit (CVP).

E-marketing campaigns can be implemented much faster than traditional forms of advertising reaching a targeted audience within a matter of days and in some cases hours.


E-marketing provides a greater flexibility level whereby campaign can be altered to test new markets evaluate new programmes and make changes more specific to a targeted market.

Tracking and measuring can be almost instaneously since e-marketing encourages interaction by clicking on the and visiting the websites as well as other target actions.
2.1.2 EFFECTIVENSS OF E-MARKETING TO TOURISM PROMOTION 

In order to market a product, it is necessary that information about the product reaches prospective consumers. As applied to tourism industry the most important function of marketing is to bring about awareness of the product in mind of existing as well as prospective consumers in the overall market area. The basic function of all tourism promotional activities is to have an effective dn meaningful communication with the consumer and the trade intermediaries which can best done through effective electronic marketing today more and more customers boost their holiday online. It now no longer seems a question of whether to book online but now to find the best offer (study “2006 summer travel of prospective recent studies reveal that one third of all online users book their holiday via online four operator websites (study “2006 summer travel of prospective)
2.1.3 E-MARKETING IN AIRPORT 

As part of the e-marketing strategy airport marketers now display their services online. E- marketing media is now a means of promotion of airport. Airport marketers send newsletter and also broadcast email campaigns focusing on particular promotions. All email recipient addresses derive from extensive permissions database. Airport marketers use eye catching e mails are themed around drive traffic to their website and to generate address via competitions and prize drawn. In order to reap additional benefit offline their email campaigns and usually complemented across all media forms for example corresponding print campaigns.
IMPORTANCE OF E-MARKETING

According to Benet et al (2001) wrote on the significance of e-marketing to tourism promotion as it offers the marketers the chance to make available full colour virtual catalogues provide onscreen reservation forms offer on line customer support, announce and even distribute certain products easily add supplementary information and capture customer feedback either quantitatively or qualitatively (Bennet et al, 2001)
2.3 TECHNIQUES OF E-MARKETING 

In promoting tourism product to potential customers in the marketing place, there are different types of techniques used in electronics marketing below are the pros and cons of various tools of e-marketing.
TELEMARKETING 


Telemarketing refers to marketing using the telephone it shouldn’t be a standalone medium it usually takes the following forms:
· dialing a listed number in a planned manner using a standard sales message 

· using a specific database and a less structured sales presentation 

· Receiving telephones orders in response to promotion done using other media for example let evasion radio and so on.

There are two major types of tele marketing inbound and outbound in bound or incoming telemarketing originates with the customer, and is usually in response to a markets efforts such as a direct mail piece a catalogues or a published toll free number outbound or outgoing telemarketing originates the company and usually concentrates on opening of new accounts on qualifying service or on profiting customers.


There are four major application areas for telemarketing 

ORDER TAKING: - this is the traditional use and is a good way to sell other association products.
CUSTOMERS SERVICE: - This is usually handling customer complains or informing customer of new brands or product features.

SALES SUPPORT: - it is done to support the field sales force and compasses scheduling sales calls, making credit checks .
ACCOUNT MANAGEMENT: - this is used for building an organize relationship with the customer and replaces the personal contact with the customer.

ELECTRONIC DIRECT MAIL 

This flow of electronic mail is tremendous because sending of mails is fast and cheap nowadays the never-ending number of emails dropping mails into the electronics mailbox is more frustrating. It is much worse than it uses to be with an ordinary mail. One must be aware of the situation. Therefore, don’t overestimate the effort of running an electronic direct mailing campaign. If you desire to do it always follow up by fax ordinary and telephone. (Dare, 2010)
WEBSITE 

Internet offers an additional medium for promotional campaign both for tourism industries and their customer. Apart from the fact that “net preserve” or having a website is associated with being a modern organization. The internet offers display possibilities and marketing space. The company profile brochures catalogue can be digitalized and put o the web Ajadi (2010)
ADVERTISING 


As a promotional effort one had the possibility to put advertising on the web so called webiertisement. By using buttons and banners positioned on other websites one can catch the interest of the web users and direct them to your websites. Important in these respects is that you position the button and banners or strategic site, those sites are frequently visited by your target group (Ajadi, 2010)
ELECTRONIC MEDIA


Electronic media are media that use electronic or electromechemcial energy for the end users (audience) to view the content. This contrasts with static media (mainly printed media) which today are often created electronically but do not require electronic to be accessed by the end users in printed fore. The primary electronic media which are familiar to the general public are better known as video recording, audio, television, cd players, DVD players, etc (Kurtz Dare,2010)
2.3.2 MERITS OF E-MARKETING TO TOURISM PROMOTION 


Electronic marketing services provide three major benefits to potential buyers of tourist products:
CONVENIENCE: customers can order products 24 hours a day wherever they are they do not have to exist in traffic find a parking space and walk through countless aisles.
INFORMATION: Customers can find reams of comparative information about companies’ products and competitors without leaving their office or home. They own focus on objective criteria such as prices, quality performance and availability 

FEWER HASSLES: - with online service customers do not have to take salespeople or open themselves up to persuasion and other emotional factors.

UNLIMITED TIME: - potential buyers can interact or browse for as long as they want. There is no time limit on the communication 

Online services also provide several benefits to marketers:

· Quick adjustment to market conditions: companies can quickly add product to their offering and change price and descriptions.

· Lower costs: online markets avoid the expense of maintaining a store and the accompanying cost of rent insurance and utilities. They can produce digital catalogues for much less than the cost of printing and mailing paper catalogues. The cost is affordable and economical.
· RELATIONSHIP BUILDING: - on line marketers can talk with consumers and learn from them they can also publish useful reports a free demo or a sample of their newsletter on the web. Consumers can then download these items into their electronic mailboxes.
· AUDIENCE SIZING: - there is no limit on advertising spaces 

· INFORMATION AND RETRIEVAL: these are relatively fast and private consumers can respond and quickly any time of the day. Interaction takes place in a private nonthreatening environment.
The travel and tourism industry have capitalized on the benefit offered by the internet. A large proportion of the industry has established a web presence (Website) and many of them facilitate travel bookings (Bennet et all,2001)
2.3.3 DEMERITS OF E-MARKETING 

The following are the demerits of electronic marketing 
· Some people have a negative attitude towards electronic marketing (in the case of telemarketing) 

· There is size format restriction from post office 

· There is limited control over positioning 

· There are formal constraints due to rise and production specification

CHAPTER THREE 

RESEACH METHODOLOGY

3.0 INTRODUCTION 


This chapter is divided into two first part centers on study area whereas the second part focuses on research design population of the study sample size and sampling procedure, data collection, instrument variability,  instrument reliability,  instrument method, data collection and data analysis techniques.
3.1 STUDY AREA 


Ilorin international airport is the study area for this research work. Ilorin international Airport is located in Ilorin kwara state called the state of harmony in the north central zone of location and the peace engendered by age long naturally beneficial co habitation in spite of being a melting point of people background and heritage. A part from transmitting to love up to the classical objective of broad casting outfit and thee aspiration of its founding fathers to inform, educate entertain and keep the people abreast of the development around them they also serve as the rally point for both the government and the people.

Ilorin is one of the larges cities in Nigeria and has the population of 847.582 according to 2011 housing and population census. Ilorin is the capital of kwara state which is located on latitude 8-3 north and longitude 4. it is occupying an area between the delicious wood land of south and the savannah off the north giving it a status of gateway city revolve through a period of traditional urbanization which took place in some part of west African. It has passed through three stages which are the pre-colonial colonial and the post colonial era.


Ilorin metropolis has the tropical wet and dry climate days which is very not during the dry season form November to January while temperature typically ranges form 330c to 380c

3.2 RESEARCH DESIGN 

The research design used in the study was survey research. The aim of the research is toe examine the effectiveness of e-marketing to tourism promotion. The researcher used purpose design as suggested by Akuezilo and Agu (2003) that can be used to represent the entire population.
3.3 POPULATION OF THE STUDY 


The research purposely selected 20 workers of Ilorin international airport and 30 tourists who were interviewed accordingly making 50 respondents.
3.4 DATA COLLECTION INSTRUMENT 


An interview schedule tagged “effectiveness of e-marketing to tourism promotion in Ilorin international airport was designed by the researcher and the use for collection of data for the study.
3.5 VALIDATION OF THE STUDY 


The drafted question was given to the supervisor (Mr. Adekunle, J.O) an expert in the field. The collection and observation were incorporated into a final draft.
3.6 RELIABILITY OF THE INSTRTUMENT 


The researcher administered “100” interview schedules to the worker of Ilorin international airport from all levels. Some of the respondents were reluctant to respond but with persuasion of the researcher the researcher was able to collect enough percentage for the study.
3.7 DATA ANALYSIS TECHNIQUES 


The researcher employed the descriptive analysis involving simple percentage to analysis. The data as this is one of thee best method in with the objective of the study.

The method used was 

R
X 100

Q
      1

Where R represents the response to a given question While Q represent total number of respondent the data analyzed through verbatim quotation to support the issues being expressed.
CHAPTER FOUR 

DATA INTERPRETATION AND ANALYSIS 

4.1 INTRODUCTION 


This chapter focuses on findings of the study on the effectiveness of e-marketing to tourism promotion in Ilorin international airport. This chapter is divided into three (3) sections first section contains social characteristics of respondent like age, sex, profession, educational background religion and marital status, The second part involves issues pertaining to effectiveness of e-marketing to tourism promotion in Ilorin international airport while the last part focuses on the discussion of major finding of the study.
TABLE 4.1 DEMOGRAPHIC DATA OF RESPONDENTS 

	AGE
	FREQUENCY
	PERCENTAGE
	RANKS

	Below 20 years
	3
	6
	4th

	21-30 years
	25
	50
	1st

	31-40 years
	15
	30
	2nd

	41 and above
	7
	14
	3rd

	Total 
	50
	100
	

	SEX 
	
	
	

	Male 
	30
	60
	1st

	Female 
	20
	40
	2nd

	Total 
	50
	100
	

	PROFESSION 
	
	
	

	Student 
	11
	22
	2nd

	Civil servant 
	20
	40
	1st

	Entrepreneur
	9
	18
	4th

	Other specify 
	10
	20
	3rd

	Total 
	50
	100
	

	RELIGION 
	
	
	

	Christian 
	30
	60
	1st

	Muslim 
	16
	32
	2nd

	Traditional 
	44
	8
	3rd

	Total 
	50
	100
	

	EDUCATIONAL BACKGROUND 
	
	
	

	SSCE
	4
	8
	3rd

	HND/B.sc
	34
	68
	1st

	ND/NCE
	4
	8
	3rd

	Other specify
	8
	16
	2nd

	Total
	
	
	100

	MARITAL STATUS 
	
	
	

	Single 
	20
	40
	2nd

	Married 
	26
	52
	1st

	Divorced 
	4
	8
	3rd

	Total 
	50
	100
	


Source: field survey, 2025

The above table shows that the age range of 21-30 years has the highest respondent of (50%) followed by the age range of 31-40 years with (30%) while the age range of respondent above 41 has (14%) finally the age range of respondent below 20 years has (6%) .


The table also shows that (60%) of the respondent were male while (40%) of the respondent were female. The table also indicate that majority of the respondent were civil servant with the population of (40%) of the total population followed by student with (22%) also entrepreneur had (18%) while those with other profession constitute (20%) of the total population.


The table also shows that majority of the respondent were Christian with the population of (60%) of the total population while muslims constitute (32%) and traditional has the leas population of (15%).


The table reveals that (68%) of the respondent had HND/B.Sc followed by ND/NCE with (16%) while SSCE has (8%) of the total population.


Lastly, the table shows that (52%) of the respondent were married (4%) of the respondent were single (8%) of the respondent were divorced.

SECTION B 

ISSUES ON EFFECTIVENESS OF MARKETING TO TOURISM PROMOTION IN ILORIN INTERNATIONAL AIRPORT 

TABLE 2: Effectiveness of e-marketing to tourism promotion in Ilorin international airport.

	RESPONSE
	FREQUENCY
	PERCENTAGE
	RANKS

	Very effective 
	18
	36
	2nd

	Not effective 
	32
	64
	1st

	Total 
	50
	100
	


Source researches filed work, 2025

The table shows that majority of the respondent agreed that e-marketing in ilorin international airport is not effective with (64%) of the total population of the respondent while (36%) of the respondent agreed that e-marketing is very effective.

A respondent in depth interview threw more light on effectiveness of e-marketing to tourism promotion in Ilorin international airport. According to Mr Ajisafe Elijah Babafemi station manager of skyway aviation handling company in Ilorin international airport said that: 



Effectiveness of e- marketing to tourism promotion 

is not effective in Ilorin international airport another key respondent. Alhaji Musa A.O.H.O.D operation department in Ilorin international Airport.

Respondent in depth interview Mr. Damilola station manager of Arik airline in Ilorin international airport said that: “e marketing effective in promoting tourism in Ilorin international Airport”

TABLE 3 IMPORTANCE OF E-MARKETING TO TOURISM PROMOTING ILORIN INTERNATIONAL AIRPORT.

	RESPONSES
	FREQUENCY
	PERCENTAGE
	RANKS

	It encourages fast delivery of information 
	8
	16
	1st

	It builds god customer relationship 
	2
	4
	6th

	It reduces customers stress
	6
	12
	3rd

	It increases the level of patronage 
	8
	16
	1st

	It increases government revenue 
	7
	14
	2nd

	It creates more awareness of tourism sites in the state 
	6
	12
	3rd

	It evaluates more exposure 
	4
	8
	4th

	It increases the level of inflow of tourist 
	6
	12
	3rd

	No response
	3
	6
	5th

	Total 
	50
	100
	


Source: field survey, 2025

The above table shows that respondent who agreed that importance of e-marketing to tourism promotion is to encourage fast delivery of information increase the level of patronage with (16%) each while (14%) of the respondent agreed that it increases government revenue. It reduces customers stress, creates more awareness of tourism sites in the state increases the level of inflow of tourist with (12%) each of the total population and (8%) of the respondent agreed that its evaluates exposure (6%) of the respondent did not while (4%) of the respondent agreed that it builds good customer relationship.

A respondent in depth interview threw more light on the importance of e-marketing to tourism promotion in Ilorin international airport. According to Mr. S.M Abdulkadir head of department of public relation said that: “marketing facilitates and promotes tourism business it increases the number of travelers it increases the revenue of government”

Another, key respondent Mrs. Z.O Ishaq head of department of commercial department in Ilorin airport said that e-marketing gives customer easy access to information and it is very quick”


Respondents with depth interview Alhaji A.O. Musa threw more light in the importance of e-marketing to tourism promotion. He said that: “E-marketing is efficient and sater also it reduces time consumption to the dearest minimum”

TABLE 4 TECHNIQUES USED IN PROMOTING TOURISM IN ILORIN INTERNATIONAL AIRPORT

	RESPONSES
	FREQUENCY
	PERCENTAGE
	RANKS

	Mass media 
	12
	24
	1st

	Effective excursion to tourism sites
	9
	18
	2nd

	Personal selling through telephones conversation 
	5
	10
	5th

	Organization seminars
	6
	12
	4th

	Organizing workshops
	7
	14
	3rd

	Sponsorship of popular events 
	4
	8
	6th

	Publicity 
	4
	8
	6th

	No response 
	3
	6
	7th

	Total 
	50
	100
	


Source researcher field work, 2025

The above table shows that (24%) of the respondents agreed that mass media is one of the techniques used in promoting tourism (18%) agreed on effective excursion to tourism sites (14%) agreed on organizing workshops (12%) agreed on organizing seminars (19%) agreed on personal selling through telephone conversation (8%) on publicity and (8%) on sponsorship of popular events and (6%) of the respondent did not respond.


Respondent in depth threw more light on the techniques used in promoting tourism in Ilorin international Airport. According to Mr. Damilola station managers of arik airline said that: “perfect working tools and standard equipment are the techniques used in promoting tourism” 


Another key respondent, a tourist on Ilorin airport said that;

“the neat and conducive environment it one of the techniques used in           

             promoting tourism”

Respondent in depth interview shed more light on the techniques used in promoting tourism. According to Mrs Ishoq head of department in commercial department said that:- 

personal selling through telephone conversation and sending of emails are the techniques used in promoting tourism in ilorin international airport.
TABLE 5: PROBLEMS OF EFFECTIVENESS OF E-MARKETING TO TOURISM PROMOTION IN ILORIN INTERNATIONAL AIRPORT.
	RESPONSES
	FREQUENCY
	PERCENTAGE
	RANKS

	Lack of technical know how
	11
	22
	1st

	Inadequate capital 
	3
	6
	6th

	Insufficient power supply 
	7
	14
	3rd

	Inadequate information 
	2
	4
	7th

	In availability of facilities 
	6
	12
	4th

	Inadequate knowledge about e-marketing 
	4
	8
	5th

	Low level of patronage 
	4
	8
	5th

	Bad network service 
	9
	18
	2nd

	No response 
	4
	8
	5th

	Total 
	50
	100
	


Source researcher field work, 2025
The table above show that (22 
%) of respondents agreed that lack of technical know how the major problem is hindering the effectiveness of e-marketing to tourism promotion in Ilorin Airport. Bad network service with (18%) of the respondent (14%) agreed on insufficient power supply, (12%) agreed on in availability of e facilities also inadequate knowledge about e marketing low local patronage and no response with (8%) each (6%) agreed on inadequate capital respectively and 4% of the total respondent agreed on inadequate information.

A respondent in depth interview threw more light on problems hindering the effectiveness of e-marketing to tourism promotion to our key respondent Mr. Ajisafe Babafemi station manager of SAHCOL said that;
“Lack of latest technology 

Lack of resources 

And less patronage at the airport are some of the problems”

Another key respondent also revealed that the problems hindering the effectiveness of e-marketing to Tourism promotion Alhaji A.O. Musa Head of Department in operation department said that; “Lack of electronic facilities and Lack of technical know-how the problems are “
Talking on problems hindering the effectiveness of e-marketing to tourism promotion our key respondent tourist in Ilorin international airport reveled thus; 

“lack of personal bad network service, insufficient powers supply and less patronage are part of the problems”

TABLE 6 SOLUTIONS TO THE PROBLEMS HINDERING THE EFFECTIVENESS OF E-MRAKETING T-TOURISM PROMOTION IN ILORIN INTERNATIONAL AIRPORT.

	RESPONSES
	FREQUENCY
	PERCENTAGE
	RANKS

	Adequate training of staff
	6
	12
	2nd

	Availability of good network service 
	11
	22
	1st

	Provision of stable power supply 
	6
	12
	2nd

	Public enlighten
	4
	8
	4th

	Recruitment of professional 
	11
	22
	1st

	Acquiring of latest technology 
	5
	10
	3rd

	Provision of adequate fund 
	5
	10
	3rd

	No response 
	2
	4
	5th

	Total 
	50
	100
	


Source researcher field work, 2025
The  table above shows that (22%) of the respondent suggest availability of good network service and (22%) of the respondent also suggest the recruitment of professional (12%) of the total respondent suggest adequate training of staff, (12%) suggest provision of stable power supply, (10%) of the total respondent suggest acquiring of latest technology also (10%) of the total respondent suggest provision of adequate fund (8%) suggest public enlightenment and (4%) did not respond.

A respondent in depth interview suggest solution to the problems hindering the effectiveness of e-marketing to tourism promotion according to our key respondent. Mr. Damilola station manager of Arik airline said that:
“provision of power supply 

Provision of good equipment working tools 

Provision of landing system”

Talking on possible solutions in solving problems hindering the effectiveness of e-marketing to tourism promotion our key respondent revealed thus:

“Government should release fund to acquire the elates technology and recruitment of professional” network service, provision of stable power supply acquiring of latest technology adequate trainings of staff, recruitment of professional provision of adequate fund and public enlightenment.
DISCUSSION OF MAJOR FINDING 


This research work revealed that majority of the respondent in this study are male these between the proportion age range of 21-30 years in highest number the result of the study equally shows that most of the respondent are married and they are Christians.

The result also shows that most of the respondent’s qualification in HND/B.sc and the professional in civil servant. The result also revealed the effectiveness of e-marketing to tourism promotion in Ilorin international airport.


This explain in and out anlaysis of majority of the respondent that strongly disagreed the effectiveness of e-marketing to tourism promotion in Ilorin international airport which (36%) agreed that it is very effective and (64%) day it is not effective.


Furthermore, respondent document the effectiveness e marketing tourism promotion in Ilorin international airport. 


Moreso, largest populace of respondent agreed that there are problems hindering the effectiveness of e-marketing to tourism promotion.


Base on the head of department in operation and commercial department station manager of SAHCOL and Arik airline agreed that there are problems hindering the effectiveness of e-marketing. The majority problems include lack of technical know how, bad network service, inadequate knowledge about e-marketing and inadequate capital.

The result also revealed the techniques used in promoting tourism among the techniques are mass media organizing of seminars workshops and organizing effective excursion to tourism sites.


The result also revealed the possible solution in solving the problems hindering the effectiveness of e-marketing to tourism promotion which includes availability of good.

CHAPTER FIVE 
SUMMARY CONCLUSION AND RECOMMENDATIONS 

SUMMARY 
In this research work efforts have been made to know the effectiveness e-marketing to tourism promotion in Ilorin international airport and the problems hindering the effectiveness of e-marketing to promote tourism in Ilorin international airport and suggested solutions to the problems. Thus, there are techniques used in promoting tourism. Therefore, it is essential to promote tourism in kwara state so that the general public will be aware of the available attraction and potentials around them and patronize them.
CONCLUSION 

Based on this study it could be concluded that Ilorin international airport e-marketing is not effective in promoting tourism promotion. Through mass media sponsorship of events organizing of effective excursion to tourism sites and organizing workshop people will be more and informed about their natural and man-made potentials and also patronize the attraction. The aim of the study was to find out the level of effectiveness of e-marketing in promoting tourism in Ilorin international airport, to know how effective e-marketing is. The finding agrees with the position of (Kurtz Dave,2010)
RECOMMENDATIONS 

Tourism promotion in kwara state as great advantage to be exploited profitability and successfully if properly handled.
Based on the finding of the study the following recommendation fall in place:

i. Individual and genres of outline should patronize Ilorin international airport to enhance tourism development in the state.

ii. Power supply should be made available at all time set that the public will be able to view the content of their various electronic facilities (media)

iii. Government should provide standard sponsor event that cover tourism events such as festival, cultural display, documentary on tourism etc.

iv. Ilorin international airport should sponsor event the cover tourism events such as festival cultural display documentary on tourism etc.

v. Marketing of tourist products should be adhered to in order to promote the growth of tourism industry in Nigeria.

vi. Qualified personnel should be recruited 

vii. Government should provide necessary and adequate fund for tourism development 

viii. All Nigerian should be made understand and enlighten them on what e-marketing is and how it can be used to promote tourism to get them involve and engaged in tourism development and its promotion.
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