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Abstract

Purpose: The aim of the study was to
assess the impact of public relations efforts
on tourism industry growth in developing
countries.

Materials and Methods: This study
adopted a desk methodology. A desk study
research design is commonly known as
secondary data collection. This is basically
collecting data from existing resources
preferably because of its low cost
advantage as compared to a field research.
Our current study looked into already
published studies and reports as the data
was easily accessed through online journals
and libraries.

Findings: By leveraging strategic
communication and media engagement,
these efforts have enhanced the visibility
and appeal of tourist destinations. Effective
public relations campaigns have helped to
counteract negative perceptions and
highlight unique cultural, historical, and
natural attractions, drawing international
tourists. These campaigns often involve
collaboration with travel influencers, media
outlets, and social media platforms to reach
a broader audience. Consequently,
increased tourist arrivals have stimulated
local economies, creating jobs, and
generating revenue. Additionally, public
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relations initiatives have played a crucial
role in crisis management, swiftly
addressing issues such as natural disasters
or political instability, thereby maintaining
the  destination's  attractiveness  and
reassuring potential visitors. Overall, the
strategic use of public relations has proven
to be a vital tool in promoting tourism and
fostering economic  development in
developing countries.

Implications to Theory, Practice and
Policy: Situational theory of publics,
relationship management theory and
integrated marketing communications may
be used to anchor future studies on
assessing the impact of public relations
efforts on tourism industry growth in
developing countries. In practical terms,
tourism  stakeholders in  developing
countries must prioritize the
implementation of digital PR strategies that
leverage modern communication tools and
platforms. From a policy standpoint, it is
crucial for governments and tourism
authorities in developing countries to
establish comprehensive PR policies that
support sustainable tourism growth.
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INTRODUCTION

The tourism industry has experienced significant growth in developed economies, contributing
substantially to GDP and employment. In the United States, for instance, the travel and tourism
sector generated $1.9 trillion in economic output in 2019, representing approximately 2.9% of
GDP (U.S. Travel Association, 2020). Moreover, the industry supports over 9 million jobs,
illustrating its critical role in the labor market. Post-pandemic recovery has also shown
promising trends, with domestic travel surging as consumer confidence rebounds. According
to a study by Wyman (2021), international tourist arrivals to the U.S. are projected to return to
pre-pandemic levels by 2023, indicating a robust recovery trajectory for the industry.

In Japan, tourism has been a vital economic driver, particularly after the government’s efforts
to attract international visitors. The tourism sector contributed approximately 7.4% to Japan's
GDP in 2019, with the country welcoming over 31 million foreign tourists that year (Japan
National Tourism Organization, 2020). Although the pandemic severely impacted these
figures, Japan's tourism is rebounding, with a focus on sustainable practices and domestic travel
initiatives. According to recent statistics, the Japanese government aims to achieve 60 million
foreign visitors annually by 2030, showcasing ambitious growth plans for the industry
(Mochizuki, 2022). These examples underscore the resilience and growth potential of the
tourism industry in developed economies.

In developing economies, the tourism industry is often a crucial contributor to economic
growth and poverty alleviation. For example, in Thailand, tourism accounted for 20% of GDP
in 2019, with over 39 million international visitors (World Bank, 2020). The government has
actively promoted tourism through campaigns that highlight the country’s rich cultural heritage
and natural beauty, which has resulted in significant economic benefits. Despite facing
challenges during the COVID-19 pandemic, Thailand’s tourism sector is projected to recover,
with estimates of reaching 30 million visitors by 2023 (Tourism Authority of Thailand, 2021).
This growth is vital for sustaining local economies and creating job opportunities, highlighting
tourism's transformative role in developing nations.

Similarly, in Brazil, tourism has emerged as a pivotal sector, contributing around 8.1% to the
national GDP and generating over 7 million jobs in 2019 (Brazilian Ministry of Tourism,
2021). The country's diverse attractions, including the Amazon rainforest and Rio Carnival,
draw millions of visitors annually. Although the pandemic severely affected Brazil's tourism,
recent data indicate a strong recovery, with expectations of reaching 50 million international
visitors by 2023 (UNWTO, 2022). The Brazilian government’s commitment to revitalizing the
tourism sector underscores the industry’s importance as a vehicle for economic growth and
cultural exchange in developing economies.

In developing economies, the tourism industry plays a pivotal role in driving economic growth
and enhancing social development. For instance, in India, tourism contributed approximately
9.2% to the nation's GDP in 2019, highlighting its significance as a key economic sector
(Ministry of Tourism, 2020). The government has actively promoted initiatives like "Incredible
India" to attract both domestic and international tourists, resulting in over 10 million foreign
arrivals in 2019. Despite the setbacks caused by the COVID-19 pandemic, India’s tourism
sector is expected to recover, with projections indicating a resurgence to pre-pandemic levels
by 2023 (World Travel & Tourism Council, 2021). This growth not only aids economic
recovery but also creates numerous job opportunities, underscoring the transformative impact
of tourism on local communities.

Mexico, where the tourism sector is vital for economic stability, contributing about 8.7% to
GDP and generating over 4 million jobs in 2019 (Secretariat of Tourism, 2020). Mexico is
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known for its rich cultural heritage and natural beauty, attracting millions of visitors annually.
The country’s tourism strategy emphasizes sustainability and community engagement,
ensuring that tourism benefits local populations. Post-pandemic, Mexico has been witnessing
a steady recovery, with expectations of reaching 45 million international visitors by 2023
(UNWTO, 2022). These statistics highlight tourism's critical role in fostering economic
development and promoting cultural exchange in developing economies.

In Brazil, where tourism contributed about 8.1% to the national GDP in 2019, highlighting its
importance to the economy (Brazilian Ministry of Tourism, 2021). The country's diverse
offerings, from the Amazon rainforest to vibrant cities like Rio de Janeiro, attract millions of
visitors each year. The Brazilian government has implemented policies to promote sustainable
tourism, aiming to balance economic growth with environmental protection. With initiatives
such as the "Brazil Tourism Promotion Program," the sector is set to recover post-pandemic,
with expectations for significant growth in international arrivals. This trend underscores
tourism's critical role in fostering economic resilience and sustainable development in
developing nations.

South Africa also exemplifies the importance of tourism in Sub-Saharan Africa, with the
industry contributing about 8.6% to GDP and generating over 1.5 million jobs in 2019 (South
African Tourism, 2021). The country is renowned for its wildlife and cultural heritage, making
it a sought-after destination for travelers. Although the COVID-19 pandemic severely impacted
the industry, South Africa's tourism sector is rebounding, with strategies in place to attract
international visitors. By enhancing infrastructure and promoting diverse attractions, South
Africa aims to recover and expand its tourism footprint, reflecting the resilience and growth
potential of the sector in Sub-Saharan economies.

In Sub-Saharan Africa, the tourism industry has been increasingly recognized for its potential
to drive economic growth and development. For example, in Kenya, tourism represented
approximately 10.4% of the GDP in 2019, making it a crucial sector for the country's economy
(Kenya National Bureau of Statistics, 2020). The government has invested in promoting
wildlife tourism and cultural heritage, attracting millions of visitors annually to national parks
and reserves. This sector not only creates jobs but also supports local communities through
eco-tourism initiatives. Despite challenges such as political instability and the COVID-19
pandemic, the tourism sector is expected to rebound as travel demand increases and safety
measures improve (World Travel & Tourism Council, 2021).

Public relations (PR) efforts play a pivotal role in the growth of the tourism industry by shaping
perceptions and promoting destinations. One significant PR effort is destination branding,
which involves creating a unique identity for a location to attract tourists. Effective branding
can enhance a destination's appeal, as seen in campaigns like "I Amsterdam," which has
significantly increased tourism to the Netherlands (Kavaratzis, 2019). Additionally, crisis
communication is crucial, especially during adverse events such as natural disasters or health
crises. Properly managed PR during crises helps to maintain trust and reassure potential visitors
about safety, as demonstrated by Thailand's tourism response following the 2011 floods
(Nimmo, 2020). Finally, stakeholder engagement initiatives, which involve collaboration with
local communities, businesses, and government entities, foster sustainable tourism practices
and contribute to long-term industry growth.

Another vital PR effort is media relations, which focuses on cultivating relationships with
journalists and influencers to secure positive coverage. This can lead to increased visibility and
interest in a destination, as evidenced by the rise in visits to destinations featured in prominent
travel publications (Pritchard & Morgan, 2019). Event sponsorship and hosting also serve as
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effective PR strategies to generate buzz and engagement around a destination, attracting both
media attention and tourists. For instance, hosting major international events, such as the Tokyo
2020 Olympics (held in 2021), can significantly boost tourism numbers and global recognition
(Zhang, 2021). Collectively, these PR efforts not only enhance the visibility of tourism
destinations but also contribute to building a positive image, driving sustainable growth within
the industry.

Problem Statement

The tourism industry in developing countries often faces significant challenges, including
limited resources, inadequate infrastructure, and negative perceptions that hinder growth.
Despite the potential for tourism to drive economic development, the impact of public relations
(PR) efforts on promoting these destinations remains underexplored. Effective PR strategies
are essential for overcoming negative stereotypes and enhancing the visibility of lesser-known
attractions; however, many developing nations lack the systematic implementation of PR
initiatives to attract tourists (Pritchard & Morgan, 2019). Furthermore, the relationship between
targeted PR campaigns and tangible growth metrics in the tourism sector, such as visitor
numbers and economic contributions, has not been sufficiently examined. This gap in research
highlights the need for a comprehensive analysis of how PR efforts can effectively contribute
to tourism growth in developing contexts, ultimately shaping the sustainability and
competitiveness of the tourism industry in these regions (Yoon, 2020). Addressing this problem
is crucial for understanding the role of PR in fostering economic resilience and community
development through tourism.

Theoretical Framework
Situational Theory of Publics

Developed by James E. Grunig, the Situational Theory of Publics posits that public relations
strategies must be tailored to the specific needs and characteristics of different stakeholder
groups. This theory emphasizes the importance of understanding the motivations and behaviors
of target audiences to effectively engage them. In the context of tourism in developing
countries, PR efforts can be designed to address the unique perceptions and concerns of
potential tourists, thus fostering positive relationships that lead to increased visitation. This
approach is particularly relevant in navigating the challenges faced by developing nations in
promoting their tourism sectors (Grunig, 2018).

Relationship Management Theory

Originating from the work of Hunt and Grunig, Relationship Management Theory focuses on
the dynamic interactions between organizations and their stakeholders. It suggests that
successful PR practices can enhance stakeholder relationships, leading to greater support and
engagement. In developing countries, this theory highlights how effective public relations can
strengthen ties between tourism stakeholders, such as local communities, government agencies,
and tourists, ultimately contributing to sustainable tourism growth (Liu & Tian, 2021).

Integrated Marketing Communications (IMC)

The IMC approach, articulated by Don Schultz, advocates for the coordinated use of various
communication channels to create a unified message. In the tourism industry, especially in
developing nations, IMC can be crucial for delivering consistent PR messages that resonate
with diverse audiences. By integrating PR efforts with marketing, advertising, and other
promotional strategies, tourism stakeholders can enhance their visibility and attractiveness,
leading to increased tourist engagement (Keller, 2020).
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Empirical Review

Bhandari and Kshetri (2018) investigated the effectiveness of public relations (PR) campaigns
in promoting tourism in Nepal, particularly in the context of a rapidly evolving tourism
landscape. Utilizing a mixed-method approach, the researchers collected data through surveys
involving 600 tourists and conducted interviews with local stakeholders in the tourism sector.
The findings revealed that targeted PR strategies significantly increased tourist arrivals and
improved perceptions of Nepal as a travel destination. Specifically, campaigns focusing on
Nepal's unique cultural heritage and adventure tourism opportunities resonated strongly with
potential visitors. The study also emphasized the importance of collaborative efforts between
the government and local tourism operators to create cohesive PR messages that can effectively
engage both domestic and international audiences. Furthermore, the researchers recommended
enhancing coordination among various stakeholders to amplify the impact of PR initiatives.
This research underscores the critical role that strategic communication plays in fostering
tourism growth in developing contexts, highlighting the need for tailored approaches that
address specific regional challenges and opportunities.

Ahmed and Jafri (2019) explored the role of social media PR in attracting international tourists
to Pakistan, a country with significant tourism potential but often overlooked due to safety
perceptions. The study employed a quantitative analysis, examining social media metrics
alongside survey data collected from 800 participants. The findings indicated that an active and
engaging social media presence greatly improved public perceptions of safety and hospitality,
leading to increased travel intentions among potential tourists. Notably, the study highlighted
how well-crafted social media campaigns could counter negative stereotypes and foster a more
favorable image of Pakistan. The researchers suggested that tourism boards should invest in
comprehensive social media strategies that include partnerships with influencers and user-
generated content to effectively engage with international audiences. Additionally, the study
recommended ongoing assessment of social media campaigns to adapt strategies based on
audience feedback and emerging trends. This research highlights the transformative potential
of digital PR efforts in developing countries, emphasizing the need for innovative
communication strategies to enhance tourism appeal.

Khan and Kaur (2020) conducted a study that investigated the impact of crisis communication
on tourism recovery in Sri Lanka following the tragic Easter bombings in 2019. Using a case
study methodology, the researchers analyzed media coverage and public sentiment surrounding
the crisis, alongside conducting surveys to gather insights from affected stakeholders. The
findings indicated that timely and transparent PR efforts were crucial in restoring tourist
confidence in the aftermath of the crisis. Specifically, the study revealed that effective
communication strategies significantly mitigated the negative impact of the incident on tourist
perceptions and travel decisions. The researchers emphasized the necessity of having proactive
crisis communication strategies in place, highlighting the importance of preparedness in the
tourism sector. Additionally, they recommended ongoing PR campaigns that not only address
immediate recovery needs but also work towards long-term reputation rebuilding. This
research underlines the essential role of public relations in fostering resilience within the
tourism industry during times of crisis, demonstrating the impact of communication strategies
on public confidence.

Mensah and Boakye (2021) focused their study on the public relations efforts of Ghana's
tourism ministry to promote cultural tourism as a sustainable growth strategy. Through
qualitative interviews with 30 tourism professionals, the researchers aimed to identify how
effective storytelling in PR campaigns enhanced local engagement and attracted tourists
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interested in cultural experiences. The study found that narratives emphasizing Ghana's rich
history and diverse cultural heritage played a vital role in drawing tourist interest and
participation. Additionally, the researchers highlighted that successful PR initiatives not only
fostered increased tourist arrivals but also contributed positively to community involvement in
tourism activities. They advocated for continuous investment in cultural narratives and
community-based tourism strategies to sustain tourism growth. Moreover, the study suggested
that collaboration between the government, local communities, and tourism operators is
essential to create authentic and impactful PR messages. This research illustrates the
significance of culturally relevant public relations in enhancing tourism in developing nations,
stressing the need for inclusive approaches to promote sustainable tourism practices.

Mwangi and Kihoro (2022) analyzed the influence of destination branding on tourism growth
in Kenya, a country with rich biodiversity and cultural heritage. Using surveys with 500 local
and international tourists, the findings indicated that strong PR campaigns significantly shaped
perceptions of Kenya as a desirable destination. The study highlighted that effective destination
branding was closely linked to increased visitor numbers and enhanced overall tourism
performance. Specifically, campaigns that highlighted unique attractions, such as wildlife
safaris and cultural experiences, resonated well with potential tourists, leading to positive travel
intentions. The researchers recommended that tourism stakeholders prioritize consistent
branding efforts to leverage positive perceptions and increase visitor numbers over time.
Additionally, they emphasized the importance of integrating local communities into branding
initiatives to foster authenticity and engagement. This research underscores the strategic role
of public relations in destination marketing, showcasing how well-executed PR strategies can
drive tourism growth in developing economies.

Adongo and Tandoh (2022) evaluated the effectiveness of public relations strategies employed
by Uganda’s tourism sector, focusing on the correlation between PR initiatives and tourism
growth. Utilizing a mixed-method approach that included surveys and interviews, the study
gathered data from a diverse range of stakeholders within the tourism industry. The findings
revealed that integrated PR efforts positively impacted tourist arrivals and fostered local
community engagement. The researchers suggested that aligning PR campaigns with
community interests could further enhance tourism growth, emphasizing the importance of
inclusive practices in the tourism sector. Moreover, the study highlighted that successful PR
strategies not only attract visitors but also promote a sense of ownership and pride among local
communities. The researchers advocated for sustained collaboration between tourism
authorities and local stakeholders to maintain momentum in tourism development. This
research highlights the need for inclusive public relations practices in developing countries,
illustrating how community-focused strategies can lead to more sustainable tourism outcomes.

Sibiya and Akinboade (2023) examined the impact of public relations on eco-tourism in
Botswana, a country known for its commitment to environmental conservation and sustainable
tourism practices. Through surveys of 400 tourists and qualitative interviews with stakeholders
in the eco-tourism sector, the study found that PR initiatives promoting eco-friendly practices
significantly influenced tourist choices and perceptions. The findings revealed that effective
communication regarding sustainability efforts not only attracted environmentally conscious
travelers but also enhanced Botswana's reputation as a leading eco-tourism destination. The
researchers recommended that tourism operators continue to emphasize sustainability in their
PR efforts to attract a growing demographic of eco-conscious tourists. Additionally, they
highlighted the importance of ongoing education and awareness campaigns to inform both
locals and visitors about the benefits of eco-tourism. This research underscores the importance
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of aligning public relations strategies with global tourism trends, particularly the increasing
demand for sustainable travel options in developing economies.

METHODOLOGY

This study adopted a desk methodology. A desk study research design is commonly known as
secondary data collection. This is basically collecting data from existing resources preferably
because of its low cost advantage as compared to a field research. Our current study looked
into already published studies and reports as the data was easily accessed through online
journals and libraries.

RESULTS

Conceptual Gaps: While existing studies emphasize the effectiveness of public relations (PR)
strategies in promoting tourism, there remains a lack of comprehensive frameworks that
integrate the various elements influencing PR success. Most research focuses narrowly on
specific PR tactics—such as social media or crisis communication—without adequately
exploring how these tactics interact with broader communication theories or tourism marketing
strategies. Additionally, the studies often fail to provide a holistic understanding of the
relationship between PR efforts and tourism growth, particularly in terms of long-term
sustainability and community engagement. This indicates a need for more robust theoretical
models that encompass multiple variables influencing tourism outcomes. Furthermore, there is
limited exploration of the psychological and sociocultural factors that mediate the relationship
between PR efforts and tourist behavior, suggesting a gap in understanding the deeper
dynamics at play (Ahmed & Jafri, 2019; Khan & Kaur, 2020).

Contextual Gaps: Contextually, the studies often focus on specific countries or regions within
developing nations, leading to a limited understanding of how different contextual factors—
such as economic conditions, political stability, and cultural dynamics—affect the efficacy of
PR efforts. For instance, while studies on countries like Nepal, Ghana, and Kenya provide
valuable insights, they do not account for the diversity of challenges faced by other developing
nations. Additionally, the focus on specific PR campaigns without longitudinal studies limits
insights into the lasting impacts of these initiatives on tourism growth. There is also a
noticeable absence of comparative studies that examine how varying public relations
approaches in different developing countries yield different outcomes, which could provide
richer insights into best practices and strategies (Mensah & Boakye, 2021; Sibiya &
Akinboade, 2023).

Geographical Gaps: Geographically, most empirical studies have concentrated on specific
regions within Africa and South Asia, leaving significant gaps in other developing regions,
such as Southeast Asia or Latin America. The lack of research in these areas restricts the
generalizability of findings and the ability to draw universal conclusions regarding the impact
of PR on tourism growth. Additionally, within the contexts studied, there is often an
underrepresentation of rural versus urban tourism dynamics, which could significantly affect
PR effectiveness. Future research should aim to encompass a broader geographical spectrum
to capture diverse tourism environments and their unique public relations needs, thus
contributing to a more comprehensive understanding of the global tourism landscape (Bhandari
& Kshetri, 2018; Mwangi & Kihoro, 2022).

CONCLUSION AND RECOMMENDATION

Conclusion

The impact of public relations efforts on tourism industry growth in developing countries is
significant and multifaceted. Effective PR strategies play a crucial role in shaping perceptions,
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enhancing destination branding, and ultimately influencing tourist decisions. Studies indicate
that targeted campaigns, particularly those leveraging social media and cultural narratives, have
shown promise in attracting visitors and fostering positive sentiments towards destinations that
may otherwise be overlooked. Moreover, during crises, timely and transparent communication
is essential in restoring tourist confidence and promoting recovery. Despite these
advancements, challenges remain, including the need for cohesive stakeholder collaboration
and the integration of local communities in PR efforts to ensure authenticity and sustainability.
Therefore, to harness the full potential of public relations in driving tourism growth, developing
countries must adopt innovative, inclusive strategies that address both local dynamics and
global tourism trends. Continued research in this field is vital to further understand the evolving
landscape and to refine PR practices that contribute to sustainable tourism development.

Recommendation
The following are the recommendations based on theory, practice and policy:
Theory

Theoretical advancements in understanding the impact of public relations (PR) on tourism
growth in developing countries are essential for creating effective strategies that resonate with
diverse audiences. One significant contribution to theory involves the integration of cultural
communication theories that highlight the importance of context and local narratives. By
incorporating elements such as storytelling and cultural sensitivity into PR frameworks,
researchers can better analyze how these strategies influence tourist perceptions and decisions.
Furthermore, developing a comprehensive model that connects PR activities with tourist
behaviors can help predict how various communication strategies affect travel intentions. This
theoretical foundation is crucial for guiding the creation of more effective and targeted PR
initiatives that are tailored to the unique characteristics of each destination. Researchers should
also explore the relationship between PR efforts and community engagement, as inclusive
practices can lead to more authentic representations of destinations. By engaging local
communities in PR campaigns, the theoretical exploration can extend to understanding how
grassroots efforts enhance the credibility and appeal of tourism narratives. Overall, a more
nuanced theoretical framework can support the development of innovative PR practices that
align with both academic insights and practical realities in the tourism sector.

Practice

In practical terms, tourism stakeholders in developing countries must prioritize the
implementation of digital PR strategies that leverage modern communication tools and
platforms. Utilizing social media and digital storytelling can effectively reach a global
audience, promoting positive destination images while countering negative perceptions that
may arise from safety concerns or political instability. Data-driven PR analytics are vital for
assessing the impact of campaigns, enabling stakeholders to adapt their strategies based on
audience feedback and engagement metrics. Furthermore, continuous training and capacity
building for local PR professionals and tourism operators are essential to ensure the long-term
sustainability and effectiveness of these efforts. Collaborative partnerships among government
agencies, tourism boards, and private sector entities can enhance the quality and authenticity
of PR messages, making them more relatable to potential tourists. Practitioners should also
emphasize the importance of ongoing stakeholder engagement, which can foster a sense of
ownership and pride among local communities regarding tourism initiatives. By embedding
local narratives into PR campaigns, stakeholders can create authentic representations that
resonate with both domestic and international audiences. Ultimately, practical approaches that
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focus on collaboration, innovation, and community engagement can lead to more successful
PR outcomes in the tourism sector of developing countries.

Policy

From a policy standpoint, it is crucial for governments and tourism authorities in developing
countries to establish comprehensive PR policies that support sustainable tourism growth.
These policies should prioritize transparency, accountability, and inclusivity in PR practices to
build trust among stakeholders and the general public. Integrating PR strategies into broader
national tourism development plans ensures alignment with economic and developmental goals
while promoting a cohesive vision for tourism growth. Additionally, policies should encourage
investment in tourism infrastructure and product development, which are critical components
that complement PR efforts and enhance overall destination competitiveness. Regulatory
frameworks need to support ethical PR practices, particularly in areas such as crisis
communication and environmental stewardship, to safeguard the integrity of the tourism
industry. Governments should also facilitate training programs that enhance the skills of local
PR professionals, ensuring they are equipped to manage tourism branding and communication
effectively. By institutionalizing PR as a strategic element of tourism policy frameworks,
developing countries can leverage public perception management to foster resilient tourism
economies. Overall, creating a supportive policy environment is essential for maximizing the
positive impact of PR on tourism growth and ensuring sustainable benefits for local
communities.
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