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ABSTRACT.

Kenya is among the developing countries of the dvarid has actively supported the development ofsouto
promote its economy and the livelihood of the peoplenyans lack the perception that tourism is rd&deto
life, unlike their counter parts in Western Eur@pel North America where travel is a symbol of seonomic
status. Tourism products and services are notumglerstood by many Kenyan's and therefore not wéized.
The study was conducted in Nairobi, the capital eftKenya The groups and the study population setected
using the systematic random sampling technique ftmrzoning map by the Nairobi city council urbanigy
plan (NCCUP). The study adopted a descriptiveeudesign using both quantitative and qualitatesearch
methods to gather data. Data were collected ubmguiestionnaire, likest-scale and the intervieredale. This
study purposed to investigate the factors thatrimrie to the minimal participation by locals inrdestic
tourism among low, middle and high income socioreenic groups in Nairobi, Kenya. Data were analyzed
using the statistical package for social scien&#3SS) version 12.5. Factors affecting perceptiodoofiestic
tourists were subjected to Kaiser Criterion prifeigomponent (factor analysis) to reduce the nundfer
variables by varimax rotation. Efforts to promotenestic tourism have continued to bear little friigjority of
Kenyans believe that the tourism industry and thephtality industry that goes with it belong to tivhite man.
This attitude was contributed by the ownership ar@hagement of economic activities related to theigm
industry that were entirely in the hands of foredgionial settler population and later a few IndiaBducation is
an important factor in shaping the level of positattitude towards domestic tourism. Residents laiféerent
perceptions on domestic tourism and vest the resdpitity for their education and understanding @vegrnment
and tourist service providers. The drop in therimiéonal tourists in the 1990s led to a decreasevenue and
had to be substituted by domestic tourism. Sesggptoaches by the ministry of Tourism and wild(f&TW)
through Kenya Tourism Development Council of Keiid CK) and African Tours and Hotels (AT & H) did
not achieve much participation by locals remaires &t 12.7% of the total visitors. The respondevtis were
negative about game parks were generally moretth@se who were in the affirmative. Their negatittiiade
could be because revenues generated from the abpark go to the central government and touridustry
operators and little if not none trickles to comities living around these areas and even verglifl this is
spent on the economic development of the affectgulilption The values of beliefs and the feelingshaf
people of Kenya if known will assist in alleviatingisconceptions about tourist attraction sites &mel
hospitality industry. The domestic Tourism CourfiKenya (DTCK) should be revived to generate infation
and statistics on domestic tourists.
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Introduction

Kenya is among the developing countries of the dvarid has actively supported the development afsipio
promote has economy and livelihood of the peopl&@ QA2002; KTB, 2008; WTTC, 2002; lkiara, 2001b).
Kenyans lack the perception that tourism is esaktdi life, unlike their counter parts in Westerarépe and
North America where travel is a symbol of socio+emmic status (Shaw & Williams, 1994). Domestic tenr

in Kenya contributed 12.7% of the visitors to Natb Reserves and parks (Economic Survey, 2008), a
contribution significant to the economy. This styolyrposed to investigate the factors that contehtot the
minimal participation by locals in domestic tourismnong low, middle and high income socio-economizigs

in Nairobi, Kenya.

The research sought to fill the gap the statisticglects of education from this study would aidgyomakers
and tourism developers in their struggle to incee@d@mestic tourism participation. This study sougHhind out
how the respondents spent their free time. Ovdrthalrespondents indicated staying indoors dutiiriy free
time with 50% in land mawe and Dandora Estates, 88%outh B and Golf course and 60% at Lovingtod an
Karen. 75% of the males liked sports during thedeftime. Reading and writing was the most domimaayt of
spending free time among the respondents with 7DBtates and 30% females. This was explained byabe
that 93% Nairobi residents can read and write (KB;IB008). 53% males and 40% females visited friemds
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relatives during their free time. 50.6% of the msgents had their leisure less often. Family ared aative
consumers of national park facilities.

This research indicated that the higher the edmedével of Nairobi residents, the higher the affinrowards
visits to attraction sites like game parks and mese 77% out of the 22.8% interested in animalving
college/University graduate were positive compaoednly 9% for who secondary school level of ediscatnd
4% primary school leavers. It was therefore considenoble for tourist service providers to devepwpducts
and services to target those that were highly @ddcéndigenization of the tourism industry in Kanstarted in
1948 by the East Africa Tourist Travel Associati@ATTA) which aimed at increasing Kenyan people’s
participation (Akama et al, 1995). EATTA was enaged by the formation of Kenya Tourism Development
Cooperation (KTDC) in November 1965. In order tdlext and organize information on domestic tourishe
then ministry of tourism and wildlife (MTW) the aéd up with the private sector to set up domestirism
council (DTC) (Sindiga, 1999). The government spoed parastatal bodies such as Kenya Tourist Board
(KTB), the Kenya Tourist Federation (KTF), the Kangssociation of Tour Agents (KATA) and the Kenya
Association of Tour Operators (KATO) (Kiplagat, 200 These bodies were given greater levels of
independence and autonomy in their ability to maéeisions regarding development of the tourism strguand
maintaining Kenya as a tourist destination. Theio&fn Tours and Hotels (AT&H) was also formed aldhg
DTC to cats for the domestic tourist participatibfowever participation did not improve as was pectgd; it
remained below 10% (GOK, 2000; Sindiga, 1999).

The values of beliefs and the feelings of the peaflKenya if known will assist in alleviating mtception
about tourist attraction sites and the hospitalitdustry. Land use policies in Kenya discourageiveat
inhabitants from supporting wildlife (Bhandari, PdAkama, 1999; Ali, 1999). Kenya government hasrbe
committed to projected area conservation of wikdhind laid strict legislation and policies on landervations
and wildlife conservation. Communities who live and the tourist attraction sites view the governnasnonly
using game for the financial convenience of comimaérgunters and hotel keepers (Sindiga, 1999(. fGare
planning of tourist attraction sites and zoning pobtected areas will be of benefit to bio-diversitgcal
communities and local economies thus stimulatingwgn in income for the local communities such as th
Samburu and Maasai who have co-existed with thdlifelfor long besides boosting Kenyans Gross Ddimes
product (GDP).

Other strategies to promote domestic tourism inyéeimcluded use of Agricultural society of Kenyaogls
(ASK) and the Nairobi Trade fair to provide infortiee on internal travel. Domestic tourist's exhibits and
mass media shows are used by tour companies inair provide the same information. The wildlifieles of
Kenya (WCK), non-governmental organization was fednin 1968 with an aim of promoting wildlife and
Environmental education (EE) all over Kenya (Ki@§g2004). The organization has been taking thgekir
number of youths to reserves and parks in Kenyés ks led to the growth of youth tourism duethe
perception the organization has been promotingseéfited by the local’s attitudes and perception sdoa
establish clear and appropriate marketing strasethiat would ensure proper utilization of tourisrodqucts and
services. The domestic tourism council of Kenya @KJ and the African Tours and Hotels (AT &H) didtno
achieve much in their measure to encourage Knegpreaiate and utilize tourist facilities (Markandy900;
MOP, 2001).

Kenyans are not luxury hotels as much as foreigitors to the county (Ondimu, 2000) there has Hees
supportive attitude from the wildlife host commiugst who traditionally considered tourism producsstlaeir
and it played an important role in their local ouodts, diets and economies (Kiplagat, 2004).

The Maasai pastoralists were displaced from tlageid Iduring the establishment of protected aretfseiolonial
era (parkinpuny, 1996). This study was an insighthe three socio-economic groups in the city ofrdla
pertaining participation in domestic tourism.

Education is an important factor in shaping theelef positive attitude towards domestic tourisnk@fma et al
1995). As a level of education increases the lefglegative attitude towards domestic tourism deses. The
exact level of that may shape positive attitudevigt we cannot tell from this study at least a munin of
secondary level of education is thought to be eigffit enough in shaping positive public attituddu&ation
increases the desire for people to see, experiggwethings people and places hence a very impocttatysts

in shaping attitude. It is against this backgrotimat the level of attitude among urban residentsigher that
those of rural communities (Kiplagat, 2004).

Males and females differ in their knowledge of #t&tudes towards wildlife and hence domestic &mriin
protected areas (Kiplagat, 2004). Males generaliyeha greater interest in wildlife and tourism &sand hence
are made likely to desire the necessary knowledgdg arge to explore nature. Females exhibit more
anthropocentric tendencies and are strongly coecdeatout their own safety and projection. They véthain
excluded from being adventurous and finding out nieiwgs. Females would perhaps not take the chahce
being the first to try venturing ion to the wild tihe crucial role in shaping a negative attitudeaims domestic
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tourism in projected areas. In African culture wonage home makers and are expected to be attetwlithg
children when their husbands are out looking ferfdmily bread.

MATERIALSAND METHODS

The study adopted a descriptive survey design byevida and mugenda to investigate the prospects of
revitalizing domestic tourism in Kenya. The destivip survey research was intended to produce statis
aspects of education that would interest policy ensk community developers and educators on domestic
tourism. The formula that was used was Fischet £1988) since the population had characteristied twere
measured.

A sample size of 240 was used and the sample frdlisesof all households) in the residential estatee
available from NCCUP at city hall and the Kenyaibliaél Bureau of random sampling technique was tsed
get three estates from the high, middle and loverime socio-economic estates and the population shee
estates under these categories are listed and knidweninterval/systematic random technique werdiegpo
identify households at equal intervals from theesi&ld residential estates. To capture informationtte
perception of the respondents towards domestidstoyra 21 item likert-scale type questionnaire wasd.
Secondary data was obtained from publications dficiad documents from the Nairobi City Council (NOJ,
Ministry of Tourism, Kenya National Bureau of Ssdits (KNBS), Nairobi University (UON) and Kenyatta
University libraries and publications from the Kenjnstitute for public policy and analysis (KIPPRAhe
United Nations (UN), International Monetary Funi¥ifl) and World Bank.

In order to establish the perception of the redslémwards domestic tourism, the likert-scale tgpestionnaire
was used and respondents were asked to respoond&histatements on whatever the strongly agreeeéddvo
Opinion; Disagree; Strongly Disagree. The 21 likgrestions were subjected to the factor analysidesm@nd
varimax rotated based on Kaiser Criterion.

DATA ANALYSIS

Identification of Principal Factors Affecting Perception of Domestic Tourism by Factor AnalysisModel. In
order to identify the principal factors affectingrpeptions of domestic tourism, the 21 items oikelt Scale
were subjected to principle component (factor ssigjyto reduce the number of variables by varinudation as
shown in (table 4.13a). Kaiser criterion was useskelect only factors having Eigne values of ntbem

1.0. These were then subjected to variance maxighjrocess. Figure 4.25 shows the seven factgref@1
which had Eigne values of more than one. Theseffawtere considered to influence perceptions ofeldin
tourism by residents. The factors therefore protgebasis for policy formulation and decision-nmakby
service providers and government institutions.

Table 4.8a Principal Analysis

Variable Factor Eigen Values % of Variance Cumutafio
B1 1 7.468 35.561 35.561
B2 2 1.902 9.058 44,618
B3 3 1.778 8.467 53.085
B4 4 1.372 6.535 59.620
B5 5 1.299 6.187 65.807
B6 6 1.117 5.319 71.126
B7 7 1.041 4,956 76.082
Key

B1 Local people should visit the attrantsites.

B2 Attraction sites should not be visitedlocal people.

B3 It is costly for local people to visitiraction sites

B4 Cheap to visit attraction sites

B5 Awareness that tourist icons can béad by Kenyans

B6 No information of tourist icons beingited by local people.

B7 The last time | visited an attractsite | had an exciting experience.

All the seven factors extracted had Eigne valuemofe than one (as shown on Table 4.13a). Thdtsesu
factor analysis shows that factor 1 accounts forentiean 35.5% of the variance; factor 2 account8%6; factor
3 accounts for 8.5%; factor 4 accounts for 6.5%tdia5 accounts for 6.2%; factor 6 accounts fos.a8nd
factor 7 accounts for 5.0% of the total varian@®e other factors from 8-21 were not importantiiedicting the
domestic tourism status as they account for a wegfigible percentage. The factors have been furihtated
(table 4.9) in order to arrive at those with Eigadues > 0.450
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Factor 1 concerned with awareness, of tourist @ttna sites and icons had B5 with factor loadinf9.810
which indicated that Kenyans are aware that theywisit tourist icons. The other item that suppdrEactor 1
was B1 with factor loading of 0.497 concerned wWitbal people visiting the attraction sites. Nairodsidents
are literate (95.3%) can read and write. Theyasare and have sufficient education of domesticidou
(Economic Survey, 2006).
Factor 2 was concerned with use of tourist serfacdities had B18 having factor loadings of 0.8jt@ater on
it. It is not a waste of time to visit game pagksl reserves. Indeed Kenyans love to travel wermetifor the
challenges including high costs of travel, secuaitg poor infrastructure (KACC, 2006).
Factor 3 concerned with cost was supported by BB faictor loadings of 0.916 indicated that the tase the
person went out he wasn't excited. This shows thatstandards in the attraction sites should h@awed,
packages improved and the products and servicessified in order to attract repeat visitors.
Factor 4 was concerned with Hotel rates and wapatgd by B16 with factor loading of 0.912 whictosls the
attitude that locals have about domestic tourigtney believe in diversification of products andvéegs so that
host communities could be allowed to farm on pre@areas which could fetch more for the host conityu
than wildlife which doesn’t benefit them directly.
Factor 5 was concerned with education of the loc&88 had factor loading of 0.955 on this factdtotel
charges in the tourist attraction sites are affoiela The local traveler especially those of thepoecate word and
the business people can afford the hotel chardas.pfices are subsidized by their employers. Tlayenjoy
other amenities within the hotel. Kenyans lack pleeception that tourism is essential to life andndt view
travel as a symbol of socio-economic status (Shad Williams, 1994). Kenyans are not leisure-minded
(Ondimu, 2000).

Factor 6 was concerned with transport and B2 hfatttar loading of 0.943 on this factor which stttat they
shouldn't visit the icons. The infrastructure; doaailway and air are all a challenge to travelKianya
. Railway connectivity is low, road transport ispensive and tedious due to all weather roads dh ead
gravel especially to the tourist attraction sitewl dcons. Naivasha and Mombasa have become popular
destinations to Nairobi Residents since recarpetihthe Nairobi-Mombasa Road and the great norddro
leading to Naivasha (KTB, 2007).
Finally factor 7 concerned with satisfaction hadwith factor loadings of 0.859. B7 indicated thiz last visit
to the attraction site was not exciting. This dall diversification of tourism products and seescespecially
through eco-tourism. There is consumer demanddorism that benefits the local people and protéiots
environment (people and the planet 2000-2001).

Table 4. Rotated factor matrix and factor logdin

Variance| Factor 1 Factor 2 Factor 3 Factor 4 | Factor 5 Factor 6 Factor 7
B5 .910 .079 .031 .011 .053 .062 114
B1 497 401 .228 -.025 .308 -.288 .339
B18 .106 .873 .089 -.035 .108 .070 .195
B8 .046 .092 .916 -.021 -.008 .046 -.037
B16 .001 -.023 -.023 912 .048 131 .069
B9 .066 .092 -.006 .047 .955 .042 147
B2 .038 .045 .044 116 .043 .943 .019
B7 173 213 -.055 .089 .199 .029 .859
B19 118 .095 129 227 -.050 .202 .052
B6 .189 .028 .120 .103 .045 .071 .008
B12 .059 .219 .049 .073 .033 -.046 172
B13 .090 .091 .099 .047 .022 151 114
B17 .074 -.037 .038 .220 .168 .084 .075
B4 .125 .051 .282 .158 .209 .046 -.088
B21 .190 .168 .204 .103 -.038 .011 .060
B10 .150 191 .205 .094 -.003 151 .205
B14 .146 .255 .145 178 .159 .086 -.116
B20 .238 .083 .061 .139 .104 173 132
B15 134 .235 .084 .159 .042 .048 124
B3

108




European Journal of Business and Management www.iiste.org
ISSN 2222-1905 (Paper) ISSN 2222-2839 (Online) g
Vol5, No.25, 2013 STE

SUMMARY, CONCLUSION AND RECOMMENDATIONS

The tourism products and services are not well tgtded by the locals due to the present publiduaei
towards domestic tourism. Locals perceive touresnbelonging to whites and foreigners and do nitizeit
hotels and lodges, which according to their viewsimibe expensive. Income, occupation, gender, ade an
education levels influence preference of domestizciém. There was a significant relationship betvé¢he
preferred sites and the economic status of theorelmts. This indicated that income was the m#lnéncing
factor for the local travelers. The understandihdamestic tourism differs between different incogneups.

The low income group perceive tourism as leisuexdl, the middle income have the perception thas it
adventure travel, whereas the high income grougegds tourism in terms of adventure travel to tsturi
attraction sites. There was an agreement amongomdspts that hotel and restaurants’ charges for
accommodation, food and recreation were expensiwing to these perceptions majority of the Kenyahs
travel stay in some medium-size and small hotélieh tend to be far from national parks and thgnelnluce
the ability to access the tourist attraction sit€ke study revealed that income, occupation, gendge,
education levels influence the locals preferencéarfiestic travel to the tourist attraction siteghere was a
very strong relationship between the preferredssited the economic status using chi-square analy$ie null
hypothesis was therefore rejected. The demogrdphtors of age, gender and education levels weneleted
with the attraction sites and no relationship wstalgdished. The null hypothesis was therefore taseepted).
Respondents did not receive expected serviceseatotlrist attraction sites. No significant relasbip was
registered between local's services at the toatisaction sites and variables that measure eapens which
were; last time no experience, previously visit@xerience, time in social activities satisfyingd ansiting
tourists sites more satisfying. The null hypothgsived to be true and was therefore accepted.
CONCLUSION OF THE STUDY

The study concluded that preference for the produnt services available within particular attrattiites
(Flora and Fauna and the activities in differergrgries) influenced and controlled by the kindseafupation
and the nature of activities the residents arelirg in economically and socially. The study registl an
agreement of 56% among all ages that people shasitdparks and reserves. Residents dealing iferdifit
disciplines and fields indicate a liking for atttiao sites that tend to widen their scope of knagk and
improve their skills. For instance historians pretfistorical sites within the museums, art gader@nd animal
parks. Domestic tourism competes with other formsxpenditures like school fees, household expeasés
medical care for the incomes of residents in Nairdbharges from accommodation within the touristaation
sites were considered exorbitant by the respondenisg to meager disposable income. The resultthef
study further indicate that the residents withie #ix estates had different perception on domésticism.
Kenya is perceived as a mass tourism destinatitimtvaditional marketing relying on beach and sdfatidays
which encourage crowding on single a single afivacsites. The government institutions in parthgrswith
the private sector and the parastatals dealingurigm products and services should diversify @gsproducts
and services marketed traditionally and undifféegatl, tailor-made tour packages should be ma@adourage
domestic travelers.
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