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Abstract

The main purpose of study is to analyse the credibility of traditional and online media for the promotion of tourism in
the contemporary tourism marketing environment in Durban South Africa. Explanatory research design was employed
and the questionnaire was used to collect the data. The study findings revealed that traditional media and online media
are more or less equally competitive for the promotion of tourism. The study also revealed that international visitors
have a positive attitude towards online media than traditional media while domestic tourists have a positive attitude
towards traditional media than online media. Traditional media was revealed to be highly credible than the general
perception of the people and it is a lot more credible than online media. The survival of traditional media is not
threatened by online media and traditional media is still working well alongside online media. The study concluded and
recommended that tourism marketers and authorities need to come to terms with traditional media and online media
coexistence. There is no need to rely on one media to do it all. Where traditional media lacks, online media must be
there to make up the difference and enhance the tourist’s experience.
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1. Background of the Study

South Africa is a leading tourist destination in Africa and one of the most visited destinations in the world as it has a
wide array of attractions coupled with developed cities (Statistics South Africa, 2016). Since the end of apartheid in
1994, South Africa has improved its tourism position in the world from the 52" most visited destination to the 17" most
visited tourism destination in 2005. Cape Town, Durban and Gauteng are the most popular tourism destinations for
international tourists. However, even though Durban is not as popular as Cape Town, the former has more to offer and a
great potential to grow (South African Tourism 2011: 15). According to Cooper (2012: 265) tourism was at the
forefront of the changes that took place in South Africa in an attempt to create ‘a new South Africa’ in this
post-apartheid period. Tourism has helped to boost the economy and create a sense of national pride. A significant
change was the devolution of tourism powers from the central government to the nine South African provinces.
Considerable planning activities are taking place at provincial levels as the provinces get to grips with their new tourism
roles. One of the nine provinces is KwaZulu-Natal, which is covered in this study. Provinces are responsible for tourism
product or service development and marketing for both international and domestic markets (cooper and Hall, 2016).
This study is confined to the province of KwaZulu-Natal as an equal contributor to the promotion of tourism in Durban.

According to Statistics South Africa (2016) KwaZulu-Natal (KZN) is the country’s domestic tourism leader,
increasingly on the ‘must-do, must see’ lists of prospective travellers, and highly popular among international visitors.
This province, on the eastern side of South Africa, is bordered by the Indian Ocean to the east and the great escarpment
of the Drakensberg Mountains, separating it from the mountainous kingdom of Lesotho, to the west. The province is
94 361 km? in area, covering almost 8% of the country’s geographic area. KwaZulu-Natal boasts two World Heritage
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Sites: Ukhahlamba-Drakensberg Park and iSimangaliso Wetland Park. It also boasts two of South Africa’s major natural
harbours at Richards Bay and Durban.  The province is well known as the Kingdom of the Zulu, and represents a blend
of Indian, African and European cultures. The province offers a relaxed lifestyle, with access to virtually every major
type of recreation, sporting, and cultural facility (Seymour, Stolk and Kohler 2009: 1). It has 8 well defined tourism
destinations, sites and nodes in which tourism-specific development projects have been successful and new ones are still
encouraged. These are: Zululand, South Coast, Durban, North Coast, Battlefields, Pietermaritzburg and Midlands,
Elephant Coast, and Drakensberg. The Tourism KwaZulu- Natal Strategy (2014: 7) indicates that the KwaZulu-Natal
Tourism Authority (KZNTA), operating as Tourism KwaZulu-Natal is responsible for promoting tourism within the
province. The major tourist destinations in the province are found in the Durban City. The sector is largely dominated
by private organisations and a few public owned organisations such as Leisurenet and Kersaf. Seymour et al. (2009: 19)
state that the provincial government of KwaZulu-Natal plays a critically important role in the development and
promotion of tourism in the province. The private sector also provides a significant impetus towards the development
and promotion of tourism within the province.

2. Literature Review
2.1 Definition of Tourism

Statistics South Africa (2011: 3) define tourism as, all the activities undertaken by individuals travelling to places away
from their usual environment, and staying there for business, leisure and other purposes. Hoyle (2002: 2) states that
tourism is a temporary movement of people outside their normal place of residence and work, together with the
facilities provided to cater for those visits and the activities undertaken during the stay in those visited places. A
person’s usual environment refers to all the places frequently visited by that individual, and the areas around his or her
residential place. The United Nations World Tourism Organisations (UNWTOQO) define a visitor, to distinguish him/her
from a tourist as a person travelling to a place away from his/her usual environment for a period of less than one year
and whose main purpose is not to undertake a remunerated activity from the place of visit. Pike (2016: 8) argue that
there is no universally accepted definition of tourism to date. Leading tourism academics such as Page and Connell
(2009 cited in Pike 2016: 8) point out that different definitions of tourism are offered in most tourism textbooks. Cooper
and Hall (2017: 13) argue that the key concepts are temporary, voluntary and mobility. They add that if a person is away
from his/her home environment on an involuntary basis, for example as a result of natural disaster, war, or other crisis,
he/she is usually called a ‘refugee’. If individuals have been forced into cross-border sexual or labour slavery, they may
be termed ‘trafficked persons’ and not tourists. A holistic approach where effort was made to capture the whole
essence of tourism states that, Tourism is the study of people away from their usual habitat, of the industry which
responds to their needs, and of the impacts that those people and the industry have on the host’s economic,
socio-cultural, and physical environments (Leiper 1979: 394). Because of the holistic nature of this definition, it is
therefore the one adapted in this study.

Traditionally, tourism has been viewed from the demand perspective as being hedonic (pleasure seeking). However, this
perspective does not encompass other categories of temporary visitors to a destination. Besides travelling for general
pleasure, many other types of tourism have been documented. These include travel for conferences, business, medical
procedures, sport, exhibition, gambling, sex and romance, visiting relatives and friends, spiritual pilgrims, gastronomy,
educational field trips, and art (Pike 2016: 9). According to Nielsen (2001: 23) the best definition of tourism is the one
that suits the organisation or individual seeking to define tourism. It can be argued that any definition of tourism
depends ultimately on the purpose and perspective requiring explanation. The final word on tourism definitions is that
the definitions change with time and depend on different circumstances requiring an explanation.

2.2 The Promotion of Tourism

According to Pomering, Noble and Johnson (2011: 962) promotion is the means by which organisations attempt to
remind, persuade and inform customers about brands or products that they sell. In the tourism industry, promotion is the
most visible factor of the ‘4’ Ps in the marketing mix and the other three Ps refer to Product, Place and Price. Bujdoso,
Manhas, David and Nedelea (2013: 37) supplement that tourism is a type of service to which the marketing mix can be
applied to and promotion is an essential key element in this industry. Burrow (2006: 4069) argues that the type of
communication to be used depends on the nature of the product or service, and the characteristics of the target market.
As a result, the promotion of tourism destinations implies a particular form of communication consisting of various
ways of transmission of information and messages meant to inform the potential tourist about destinations’
characteristics and the component elements of tourism products offered/available. According to Dickman and Maddock
(2000: 120) tourism can be promoted when there is effective communication with the potential or actual tourist.

According to Liu (2000: 8) tourism products and services are ideal for promotion on the Internet because tourism is an
information-intensive industry. The internet is the most efficient and effective means in information exchange globally.
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It can facilitate the distribution and promotion of tourism products and potentially enable tourism enterprises and
destinations to compete from the same level (Howison et al., 2014: 271). However, this does not mean that traditional
media is obsolete in promoting tourism. There are also benefits still available in using traditional media for the
promotion of tourism. Hartl (2002: 16) observes that modern marketing approaches (Internet based) are more developed
in the fast moving consumer goods (FMCG) industry than in tourism marketing. There is probably a gap in what is
stipulated in the literature and how these modern marketing approaches are being practically applied in tourism
marketing.

Tourism, as a place product, includes all elements offered by a destination to tourists, including the cultural, physical
and social environments. It also includes the “touristic” components of tourism supply such as transport and lodging
facilities, attractions, and other travel related services. Tourism is fragmented in that, though the tourist views a holiday
as a complete “:experience”, it is sold “in bit” in the market place as tours, meals, beds, seats and so on, by a plethora of
different suppliers operating independently of one another. Moreover, no one agency can deliver or control content
about tourism products as the promotion of a tourism destination is shared by other organisations such as regional
tourism boards, tourist information centres, and national tourism organisations.

Given this nature of tourism destination product, online media provides an effective means of a sustainable electronic
“infrastructure” that can establish a multi-lingual and comprehensive destination web site. The site can present potential
and existing tourists with updated information from different sources, in all aspects of tourism — transportation, tourist
attractions, tour operators, accommodation, travel agency, leisure and shopping facilities (Van and Tu, 2016: 222). In
comparison with traditional media, in an attempt to get relevant information, a tourist needs to get a brochure form a
travel agent, get a guide book from a bookshop, and contact the national office of the destination to get promotional
literature. While a maintained and properly constructed web site can supply right-to-the-minute information, printed
literatures are often outdated (Kardaras, Krakostas and Mamakou, 2013: 2331). However, even online sources of
information can provide outdated information if not properly updated. Printed literature can also be updated in the same
way although the process is not that efficient. This implies that whether it is online or traditional media, the source of
information needs to be constantly updated in order to supply relevant information.

2.3 Media Credibility

According to Kim (2016: 93) the concept of media credibility has a long history within marketing, public relations, and
communication. One area which scholars have been interested in is source credibility, which looks at specific
organisations or individuals (the source) that deliver the information and the perception of the public on the credibility
of that brand or individual. Another dimension of credibility which is also covered in this study is not based on the
source, but on the medium through which the communication occurs. Medium credibility studies, in other words,
examine specific platforms such as newspapers, the Internet, or television, to understand the perceptions of the public
on credibility (Kim 2016: 93). The concept of credibility is composed of multiple dimensions perceived and evaluated
by individuals when interacting. Essentially, these dimensions are the factors considered to be important and influential
in developing the perception of credibility. The main dimensions that have historically been used to reflect credibility in
both medium and source studies include expertise, completeness, accuracy, trustworthiness, believability, community
affiliation, and fairness.

2.4 New Media Credibility

As noticed from the above discussion, credibility was historically considered in a single context, such as being medium,
source, or organisation. The advent of new media which seems to combine platforms and sources into a unique
presentation of information to the target audience prompted Kim (2016: 95) to suggest that credibility should be viewed
as a concept of both medium and source combined together. This is especially true in the digital media environment of
today, particularly the case of social media. In this world of social media, dimensions of source credibility such as
authenticity, affinity, and trustworthiness are merged with medium dimensions such as believability, accuracy and
fairness. All these dimensions play a pivotal role in the individuals’ perception of brand credibility in social media,
which holds the ultimate power to break or make key stakeholders’ relationship with the brand. Therefore, it is pivotal
that practitioners use social media to communicate in ways that support and enhance individuals® perception of an
organisation’s credibility in order to build and maintain relationships with the audiences. Kim (2016: 94) clearly states
that in social media, with its distinct focus on two-way communication and building relationships, credibility is
critically tied to the extent of effectiveness of relationship-building activities.

2.5 The Credibility of Traditional Media

The increase in ad clutter in traditional advertising media such as newspapers, radio and TV has had negative effects on
both the advertising content and the media. In 1997, it was found out that increased advertising levels in magazines
reduce the effectiveness of each ad, as well as the profitability and circulation of magazines (Dahlen and Edenius 2007:
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34). Traditional advertising media have also suffered from less favourable evaluations and reduced credibility. It was
argued that reactions to the advertised message are more favourable when the ad is placed in non-traditional medium
than in traditional medium where consumers can readily identify the advertised message as advertising. However,
Seymour et al. (2009: 18) revealed that the most important reasons for South Africans who considered visiting
KwaZulu-Natal as a tourism destination in 2008 were that they saw an advertisement in the magazine, saw a television
commercial aid or red an article about the region.

The ongoing observation has shown that newspapers and radio, though their position in promoting tourism is yet to be
established, they are highly credible than other media outlets such as television and online media. Consumers often
credit the information they hear or see in the radio and newspaper respectively. Brochures and television are also
credible sources of information in the tourism environment though the information conveyed by these outlets can
sometimes be limited in space and time.

3. Research Design

This study followed an explanatory research design. This study adopted a mixed method research approach. The
quantitative approach was used primarily to engage with respondents who were identified as tourists, as access, time
and type of responses had to be considered to ensure the best possible outcomes. The qualitative approach was
important to apply to the tourism marketers and authorities to determine data rich responses which this study relied
heavily upon especially in terms of how traditional and online media are used in advertising their businesses. A survey
strategy was employed and was considered appropriate as this study is at the foundational stages of assessing the
credibility of traditional and online media, and it intends to make inferences about the tourism population in Durban.

3.1 Target Population

For this study, two populations were investigated. These were tourism marketers in Hotels, Travel Agents, Durban
Tourism and KwaZulu-Natal Tourism (TKZN) department, and the tourists (local and foreign nationals) visiting the
tourism destinations in Durban. According to Tourism KwaZulu-Natal (2014: 4) there is an averaged 847 146 tourists
from outside South Africa who visit KwaZulu-Natal annually, and 7 100 000 domestic visits to Kwazulu-Natal. This
gives a total of 7 947 146 tourists which constitutes the population for this study. The populations of this study therefore
was made up of 7 947 146 tourists and tourism marketers in Travel Agents, Hotels, TKZN and Durban Tourism
Authority. These populations were considered cardinal to the topic under study. The inclusion of the Travel Agents,
Hotels and KZN Tourism Departments were of vital importance towards meeting with the objective of the study. The
study employed a non-probability sampling technique. Non-probability sampling was employed in the form of quota
and convenience sampling. Quota sampling was used in order to select the tourists for this study. This method relies on
the personal judgement of the researcher and the elements of the population have no equal opportunities for selection
(Howitt and Cramer (2010:44). In this study, the tourism population visiting KwaZulu-Natal was sampled along the
following quota control characteristics:

e  Country of residence, to match the population which has people from many different countries.
e Race, to include the four racial groups that exist in the tourism population of KwaZulu-Natal.

e Age and gender balance, to proportionally represent different age groups and gender as assumed to exist in the
population.

e Activity undertaken by the tourist in KwaZulu-Natal, to appeal to people of different interests.

This quota sampling was based on the statistical characteristics of the tourists visiting KwaZulu-Natal as revealed in
Tourism KwaZulu-Natal (2014: 7).

Convenience sampling, a form of non-probability sampling was also employed in this study and it refers to the ease
with which participants can be obtained by the researcher (Gravetter and Farzano, 2011: 151). As a result, respondents
from the tourism population were chosen at the convenience of the researcher at the selected data collection points in
Durban such as the Gateway Mall, beach front, and the Durban station. Sekaran and Bougie (2010:296) state that an
appropriate sample size must range between 30 and 500 respondents. The study applies a formula developed by Israel
(1992) in order to determine an appropriate sample size of the tourist population as follows:

n= N - 7 947 146 — 7947 146 =399.999 = 400

1+N(e)? 1+7 947 146(0.05)2 19867.8675

Where n = sample size, N = Population sample, and e = sampling error or level of precision.

Therefore, the sample size was 400 tourists. Furthermore, this was complimented by tourism marketers from travel
agents, hotels and the tourism department of TKZN and Durban Tourism, of which the researcher interviewed 7 in order
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to get in-depth responses to key issues pertinent to this study. The opinions of the tourists, travel agents, hotels and the
tourism authorities were obtained, leading to a complete picture of all attitudes and opinions relating to the issue under
investigation.

3.2 Data Collection Method

Questionnaire was used as research instrument for collecting quantitative data from the tourists and structured in-depth
interviews were employed to collect qualitative data. Questionnaires were regarded as the most suitable instrument for
data collection in this study because it allows a substantial amount of information to be obtained from the tourists.
Given a larger number of respondents targeted and their geographical dispersion, a questionnaire is considered to be the
most cost-effective method. The questionnaire mainly contained Likert-scale type questions in order to solicit
information on individual perceptions. This was done on a 5 point scale that ranged from strongly disagree (SD) to
strongly agree (SA). Structured in-depth interviews were employed to collect qualitative data. Structured in-depth
interviews were used to collect qualitative data from tourism marketers in KwaZulu-Natal. Travel Agents, Hotels and
the Tourism Departments of KZN and Durban Tourism were considered as key informants on the promotion of tourism
in this region. As such, two marketing managers in two different Travel Agents in KZN, two marketing managers in two
different Hotels, one marketing manager from Durban Tourism, and two officials in TKZN were interviewed. The
researcher used purposive or judgmental sampling to recruit the respondents. The interviews were guided by an
interview guide and the questions in the interview guide were at times modified on grounds of the respondents’
reactions. In-depth interviews enabled the researchers to seek greater clarification from the respondents.

3.3 Data Analysis

Quantitative data from the tourists was analysed following quantitative procedures and the data from tourism marketers
was analysed using qualitative procedures. The collected data was analysed using the Statistical Package for Social
Sciences (SPSS version 23). The results will present the descriptive statistics in the form of graphs, cross tabulations
and other figures for the quantitative data that was collected. Inferential techniques include the use of correlations and
chi square test values; which are interpreted using the p-values. In total, 400 questionnaires were distributed and 298
were returned, giving a 74.5% response rate. Validity was also addressed through conducting a two factor analysis and a
pilot study. The researcher also employed a code system where by a person involved in the investigation was identified
numerically and even the organisation name was not mentioned.

4. Data Findings

Data findings for both quantitative and qualitative research approaches were analysed and discussed.
5. Quantitative Analysis

Table 4.0 reflects the Cronbach’s alpha score for all the items that constituted the questionnaire.

Table 4.0. Cronbach’s alpha score

N of Items Cronbach's Alpha
Credibility of traditional media in promoting tourism 10 0.749
The benefits of traditional media versus online media 7 0.786

The reliability scores exceed the recommended Cronbach’s alpha value of 0.70. This indicates a degree of acceptable,
consistent scoring of the research instrument. The researchers also tested KMO to examine the sufficiency and
suitability of the data. The requirement is that Kaiser-Meyer-Olkin Measure of Sampling Adequacy should be greater
than 0.50 and Bartlett's Test of Sphericity less than 0.05. Results in table 4.1 shows that in all instances, the conditions
are satisfied which allows for the factor analysis procedure.

Table 4.1. KMO and Bartlett's Test

. . . Bartlett's Test of Sphericity
Kaiser-Meyer-Olkin Measure of Sampling

Approx. d .
Adequacy . Sig.
Chi-Square f
Credibility of traditional media in 4 0.00
. . 0.792 1073.225
promoting tourism 5 0
The benefits of traditional media versus 2 0.00
. . 0.730 680.521
online media 1 0

28



Business and Management Studies \Vol. 5, No. 4; 2019

All of the conditions are satisfied for factor analysis. That is, the Kaiser-Meyer-Olkin Measure of Sampling Adequacy
value should be greater than 0.500 and the Bartlett's Test of Sphericity sig. value should be less than 0.05. This shows
that the indicators of the constructs belonged together and have sufficient data to conduct the study.

5.1 The Credibility of Traditional and Online Media in the Promotion of Tourism

This section looks at the credibiity of traditional media for the promotion of tourism. The main objective of the study
was to examine the credibility of traditional and online media in the contemporary tourism marketing environment.
Table 4.2 and Figure 4.0 illustrate the scoring patterns of the results obtained.

Table 4.2. Credibility of traditional and online media in the promotion of tourism

. Mann- . Asymp.
. Traditio . Wilcox .
Online Whitne Z Sig.
on W .
y U (2-tailed)
Traditional media is more believable than 28117.5
. . 3.48 3.80 8614.50 -2.059 0.039
online media. B2.1 0
I do trust information obtained via traditional 26879.5
. . . . 3.48 4.01 7376.50 -3.799 0.000
media than via online media. B2.2 0
Advertised messages are more credible when 26438.0
the ad is placed in traditional medium than in 3.53 4.05 7132.00 0 ' -4.159 0.000
non-traditional medium. B2.3
Traditional ~media  provides  enough 277370
information (completeness) for decision 3.34 3.69 8234.00 0 ' -2.504 0.012
making. B2.4
Traditional media is more reliable and 267835
accurate compared to online media. 3.36 3.88 7280.50 0 ' -3.975 0.000
B2.5
I am comfortable to use online media to 11539.0
. . 3.60 2.74 6388.00 -5.177 0.000
source information. B2.6 0
Traditional media is more dependable for up 26664.5
to date information compared to online media 2.91 3.53 7161.50 0 ' -4.075 0.000
for tourism information. B2.7
I use traditional media to verify online media 148215
for tourism information 2.87 2.82 9670.50 0 ' -0.405 0.686
B2.8
I use online media to verify traditional media 132715
for tourism information. 3.21 2.86 8120.50 0 ' -2.670 0.008
B2.9
| prefer to use online media in order to access 123500
the  testimonials of other tourists. 3.44 2.83 7199.00 ' -3.999 0.000

B2.10

The table 4.2 reflects the mean scores for the statements. The means were tested between the two groups, with p < 0.05
considered as significant. To determine whether the scoring patterns between the groups were similar, a Mann Whitney
test was done. The null hypothesis claims that there is no difference in the central measure. The results are shown in the
table 4.2. The highlighted sig. values (p-values) are less than 0.05 (the level of significance), it implies that there were
significant differences between the groups for these statements.

29



Business and Management Studies \ol. 5, No. 4; 2019

4.50

4o 3.80 4.01 4.05 tes 388
: 3.48 3.48 3.53 334eer 336 3.60 3.53 3.44
3.50 ' : 3.21
3.00 274 291 2.872.82 2.86 2.83
2.50
(0]
5 200
&
c 150
o
< 1.00
0.50
0.00
B2.1 B2.2 B2.3 B2.4 B2.5 B2.6 B2.7 B2.8 B2.9 B2.10

H Online H Traditional

Figure 4.0. Credibility of traditional and Online media in the promotion of tourism
The following patterns are observed:

e Some statements show (significantly) higher levels of agreement whilst other levels of agreement are lower (but
still greater than levels of disagreement).

e  For some statements, online scores are higher whilst this is reversed for other statements.
e The significance of the differences between the groups is tested and shown in the table.

Significantly higher levels of agreement were noticed on the statements: Advertised messages are more credible when
the ad is placed in a traditional medium than in non-traditional medium (mean score 4.05), | do trust information
obtained via traditional media than via online (mean score 4.01), traditional media is more reliable and accurate
compared to online media (mean score 3.88), and traditional media is more credibile than online media (mean score
3.80). Factor analysis show that these statements form a sub-theme. These findings reveal that traditional media is still
more credible for toursim information in this digital age. The results contradict with (Dahlen and Edenius 2007: 34)
assertion that traditional advertising media have suffered from less favourable evaluations and reduced credibility. The
reason for the contradiction is partly due to the differences in the industry context in which the studies were conducted.
The findings suggest that though credibility of traditional media might have reduced over the past, it is still considered
more credible than online media for tourism information.

Factor analysis also shows that the following three statements form a sub-theme: | am comfortable to use online media to
source information (mean score 3.60), | use online media to verify traditional media for tourism information (mean score
3.21), and | prefer to use online media in order to access the testimonials of other tourists (mean score 3.44). For these
statements, online scores were higher than traditional media scores. This suggests that other tourist consider online media
to be credible for the variables under investigation. The results associate with Kim’s (2016: 94) assertion that credibility
is critically tied on the effectiveness of relationship-building activities such as on social media.

5.2 Qualitative Analysis

The qualitative data was transcribed verbatim to guide the discussion. Relevant quotes from the data obtained from
structured interviews were used to support this discussion.

5.3 Tourism Marketers’ Media Usage Pattern

The participants were asked to elaborate on how they are using traditional media and online media. The following sub
themes were identified from the responses.

5.4 A Ten Year Trend Review

All participants indicated that they use both traditional media and online media for the promotion of tourism and their
media usage patterns have changed in the last 10 years. There has been an increase in the use of online media and
neither a decrease nor an increase in the use of traditional media. They further elaborated that:

Definitely there has been a shift to an increase in the use of online media, but not a shift on it being more effective.
Traditional media mainly changed in terms of content and not in terms of how much of it do we use, there has been no
change in the last 10 years. Traditional media still works for us but how the content is packaged has changed.
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To summarise this trend, there has been an increase in the usage of online media coupled with no change in the use of
traditional media. The participants indicated that the increase in the use of online media is not tantamount to the
increase in its effectiveness. This pattern disagrees with Loda (2014: 306) who states that the digital revolution has
already changed almost everything about how business is conducted in the tourism industry. It is important to note that
some things were not changed such as the use of traditional media in the tourism sector in KwaZulu-Natal. The uptake
of digital revolution was much slower in South Africa than other first world countries. This is the reason to why the
response from the tourism operators differs from other authors studies such as Loda (2014).

Still on the media usage pattern of the tourism marketers, the following sub-theme was identified to reflect the state of
media usage.

5.5 The Media Used in Promoting Tourism in KZN

The findings reflect that both traditional media and online media are being used in promoting tourism. Tourism
authorities indicate that they still use more of traditional media than online media. This did not agree with the travel
agents and hotels who indicated that they use more of online media than traditional media. Travel agents and hotels
elaborated that:

We use online media more frequently because we own the resources to do so.
Tourism authorities pointed out that:

TKZN has a website and we are getting increasingly active on Instagram, Twitter, and Facebook but we are still using
more of traditional media than online media.

The findings support Goyal and Sharma’s (2013: 45) assertion that possessing a web site or a web portal in the tourism
industry has become a basic for promoting tourism services and products. The responses also associate with Hudson and
Thal’s (2013: 157) who mention that tourism marketers are considerably using social media to engage with actual and
potential tourists throughout the decision making journey.

The responses also indicate that traditional media is used to a greater extent and the print medium (brochures and
magazines) are mainly used. The results do not resonate with the assertion by Chao et al. (2012: 12) who claim that
the rise of online advertising as one of the most prominent promotion vehicles has prompted business organisations
around the world to strategically shift their focus to online media. Tourism marketers did not shift their focus from
traditional media but they increased their use of online media whilst maintaining the trend on traditional media.

Tourism Kwazulu-Natal (TKZN) uses a lot of brochures and these are housed at a number of different tourist
information offices such as at Ushaka Marine World, King Shaka International Airport, Kokstard, Cape Town
International Airport, O. R Tambo International Airport, Montrose and a number of magazines are being used as TKZN
has partnerships with publishers. Radio and TV are also used to market the destination and as well as various events.

While appreciating that traditional media was to some extend affected, the transformation was not as massive as
predicted. The tourism sector is a unique industry where the use of traditional media is still massive. The results do
not resound well with Sturgis (2012: 1) who highlights that traditional advertising media have been massively shaken
by the internet revolution which transformed the environment in which they all operate. The ongoing discussion on
this sub-theme has clearly revealed that tourism authorities have a different media usage pattern from travel agents and
hotels. Hotels and travel agents they tend to use more of online media than traditional media and among the reasons for
this was that online media is more affordable than traditional media, given their small size. Tourism authorities use
more of traditional media than online media. The following sub-theme was also identified.

5.6 The Preferred Media for Conveying Marketing Messages

The majority of the participants highlight that they have no premeditated media preference, but their media choice is
influenced by factors such as the target market to be reached, the preference of the tourists, and the objective to be
achieved. However, all travel agents indicated that they prefer online media because of their small size and its
affordability. Hotels and tourism authorities indicate that they prefer to use both traditional media and online media as
long as they can get the results.

5.7 The Credibility of Traditional Media in the Contemporary Tourism Marketing Environment

The following section reveals the credibility of traditional media in promoting tourism in this digital age where the use
of the Internet and the proliferation of other new media has revolutionised the advertising industry. The following
question was posed to the interviewees, “How credible is traditional media for the promotion of tourism in this digital
age?” With regards to this, the following sub-themes were identified.
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5.8 Tourists’ Attitude Towards Traditional Media

It was apparent that the attitude of domestic tourists towards traditional media is different from the attitude of foreign
tourists. Domestic tourists have a positive attitude towards traditional media than international tourists who are more
inclined to online media. One interviewee explained that:

Foreign source markets are more digitally minded but we don't know whether they are using our data or they are using
brochures or maps that are physically printed when they come here.

From the ongoing theme, one participant further explained that:

In terms of the domestic market, one will think that everyone is on cell phone, but there is still quite a majority who
relies on traditional media such as brochures, magazines, and maps.

The ongoing discussion shows that international visitors have a positive attitude to online media than traditional media
and the opposite is equally true for domestic tourists.

5.9 Impact of Traditional Media Content

All participants agreed that traditional media is more credible than online media. The interviewer observed that in all
their offices, travel agents, tourism authorities, and hotels keep displays of brochures which they all indicated to be on
demand by visitors. This does not support a claim by Goyal and Sharma (2013: 46) that the Internet has shifted entirely
the traditional manner in which tourism products were promoted and distributed. Most aspects on how tourism is
promoted were not changed but newer ways were added to existing ones. This was further corroborated by one
participant from the tourism authority who stated that:

Traditional media still does it. It'’s a lot more credible that what many people may think. People forget that yes we are in
a digital age but there are still a number of travellers who are within a generational gap, who have no clue on how to
use a cell phone to access Internet. That'’s why it is better to still maintain a database of traditional media to cater for
that target market.

This point clearly showed that traditional media is still highly credible than the general perception of the people. The
findings also reveal that traditional media is a lot more credible than online media. From traditional media, print was
found to be more credible, followed by radio and TV respectively.

5.10 The Future of Traditional Media

To infer about the future of traditional media, the interviewees were asked, “How far do you agree with the notion that
traditional media will sooner or later disappear completely?” No interviewee was in agreement with this notion. As such,
it can be deduced that traditional media is not going anywhere and it’s still working well alongside online media. There
is no evidence that traditional media will disappear completely, either sooner or later. One interviewee avowed that as
he vociferously spoke:

We won t be getting rid of traditional media any time soon in KZN but we do need to play more on the online space!

This is again in opposition to Bruhn et al (2012: 771) who predicted that traditional media will succumb to technology
innovations that revolutionised the promotion industry. They fear that traditional media have entered a death spiral and
are no longer competitive in doing meaningful business. They added that promotion through traditional media is already
dead and the media will soon or later disappear completely. These findings disapprove that claim and that claim can
possibly be dismissed as it does no tally with these findings from the tourism marketers at present. There are noticeable
mismatches between the earlier predictions on the performance of traditional media in this digital age and its actual
performance in the market.

6. Implications of the Study

This study illustrates that promotion is a key element in the tourism industry and unlike any other industry, tourism
needs special attention because this sector is unique (Bricker and Donohoe, 2015: 101). Instead of promoting a simple
product, tourism sells a place and all that it has to offer. This study is conducted to contribute to the existing knowledge
about the credibility of traditional media and online media in promoting tourism in Durban. The study will be useful to
various stakeholders involved in promoting tourism products in Durban as this study will act as a guide for making
informed decisions on media selection. It is hoped that the results of this study can be manipulated by policy makers
and broaden their understanding of the current insights on the performance of traditional media and online media in this
ever-changing world of media. This contribution aims to improve the effectiveness of communication by ensuring that a
good advertising message is conveyed in the right media in order to achieve the intended impact. The findings will
improve research efforts towards gaining contemporary understanding of the advertising industry which is reported to
have undergone radical revolution in the past decade.
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7. Conclusion and Recommendations

The quantitative findings reveal that traditional media is still effective and more credible for toursim information in the
contemporary tourism marketing environment. Online media was found to be best for interacting with potential
travellers and virtual friends, more efficient in reaching the global market and an excellent relationship building
mechanism especially through interactions with tourists using social media. Both traditional media and online media are
very influential in catching attention of the tourists, generating an interest to visit destinations, arousing a desire to
travel, and leading them to take action of travelling to that destination. Traditional media still has a role to play. It has
been observed that although online media has a massive audience, by any means it does not reach the entire world.
Television, radio, brochures, magazines, billboards and newspapers are still very useful in reaching the other segments
of the market.

The qualitative findings have revealed that tourism authorities and marketers use both traditional media and online
media for the promotion of tourism and their media usage patterns show an increase in the use of online media and
neither a decrease nor an increase in the use of traditional media. However, the uptake of digital revolution seems much
slower in South Africa than other first world countries. Tourism authorities indicated that though their usage of online
media is increasing, they are still using more of traditional media than online media at this stage. Traditional media is
used to a greater extent and the print medium (brochures and magazines) is mainly used among traditional media outlets.
Tourism marketers further indicated that they did not shift their focus from traditional media but they increased their use
of online media whilst maintaining the trend on traditional media.

The participants indicated that international visitors have a positive attitude towards online media than traditional media
while domestic tourists have a positive attitude towards traditional media than online media. Traditional media was
revealed to be highly credible than the general perception of the people and it is a lot more credible than online media.
The survival of traditional media is not threatened by online media and traditional media is still working well alongside
online media. There was no evidence found that traditional media will become obsolete, either sooner or later.
Traditional media was reported to be very effective in promoting tourism in Durban and that brochures are used the
most, followed by billboards, radio and television respectively. Tourism marketers indicated that they have had more
responses from traditional media than online media. Traditional media was revealed to be more effective in persuading
people to visit a destination than online media.

The researchers therefore, recommended that tourism marketers should, by any means, underestimate the role of
traditional media in the promotion of their destinations. The domestic market, which also constitutes the bulk of the
tourists visiting Durban, still relies heavily on traditional media than online media. As a result, marketers should
continue to use traditional media to promote domestic tourism because of its sheer volume and its benefits for
sustainability and seasonality. Marketers need to increase their presence online without neglecting the use of
traditional media. Online media emerged as a new media with better efficiency than traditional media on certain
dimensions such as interactivity and ability to reach the global market. As a result, it must be fully embraced because
tourism is a global business. The study recommends tourism marketers and authorities to improve their uptake of the
Internet and to be more innovative online so as to cater for the needs of the customers whose preference is online media.
All media, traditional or none-traditional should be used for the promotion of tourism. There is no need to rely on one
media to do it all. The world is communication-saturated so it takes many touch points to be noticed in the market.
Where traditional media lacks, online media must be there to make up the difference and enhance the tourist’s
experience.
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