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Abstract

Tourism industry is highly affected by the perception that tourists may carry about the particular
destination and hence it is very important to have timely studies on this issue. This study was
conducted to assess perceptions of Sudanese tourists towards tourist destinations of Amhara
Regional State particularly focusing on specific tourists who visited destinations of Gondar,
Bahir Dar and Lalibela. To get this, both quantitative and qualitative approaches were employed
and hence, quantitative and qualitative data were collected from purposely and conveniently
selected respondents. Quantitative data was collected from 108 Sudanese tourists based on
availability sampling technique. Qualitative data was collected from 8 key informants drawn
from governmental bodies, tour operators and tour leaders in Sudan. Quantitative data was
analyzed by using descriptive statistics while qualitative data was analyzed through discourse
and content analysis. This finding clearly shows that Sudanese tourists’ perception towards
tourist destinations of Gondar, Lalibela and Bahir Dar in destination attributes of climate and
weather conditions, availability of attractions and hospitality are relatively high and positive.
Opposite to this, their perception towards these tourist destinations at destination attributes of
availability of tourist information, tourist infrastructure, safety and security and money value at
destinations is relatively low. When individual performance of each tourist destinations is
assessed, Bahir Dar is the most positively perceived tourist destination followed by Gondar.
Contrary to this, Lalibela is the least positively perceived tourist destination by Sudanese
tourists. Giving due attention for timely studies on tourist perceptions, working closely with
Embassy of Sudan in Ethiopia, assigning highly qualified tourism marketing and promotion
professionals at Embassies and Consulates of Ethiopia in foreign countries and undertaking
comprehensive studies on internal and external motivating factors of Sudanese tourists in
choosing and deciding tourist destinations were recommended issues in this research.

Key Words: Perception, Sudanese Tourists, Gondar, Lalibela, Bahir Dar
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CHAPTER ONE: INTRODUCTION
1.1. Background of the Study

Tourism is one of essential global economies due of its increasing acceptance and diversified
benefits it generates (Gnanapala, 2015; Yechale, 2013). Because of this, countries are engaged in
numerous and strong marketing and promotional campaigns in order to attract more tourists to
their respective destinations. Especially now days, it is becoming one of the most important
industries in terms of employment and foreign exchange earnings (UNDP, 2011). Tourism
development is particularly encouraged among the developing countries where other forms of
economic development such as manufacturing and exploitation of natural resources are not
commercially viable (UNWTO, 2008).

Now days, tourism is showing a significant growth in developing world including in Africa
(Hugo, 2014 and UNWTO, 2013). For example, as it is noticeably mentioned by Hugo (2014),
many developing countries are on the path of expanding their tourism industry but attracting
more tourists is still one of the leading challenges for them since many people tend to have a
negative perception especially linked to their safety and security. Hence, it seems crucial for
developing countries to discover how foreign visitors are viewing them since it helps to modify
their image and attract more tourists (Hugo, 2014). Tourism industry is very much affected by
the perception that tourists carry with them about the particular destination and when foreign
tourists carry positive perceptions, they will be encouraged to revisit it and vice versa (Philemon,
2015).

Unfortunately, misperception is a major barrier for tourism development typically in developing
countries since they are seen to have commonly accepted risks such as being poor, insecure and
unsafe to visit associated with other barriers including lack of attractions, poor quality of
accommodation and hospitality problems of locals (Hugo, 2014; Martinez, 2010). Perceptions
are formed based on emotions or feelings of visitors associated with the destination instead of
tangible or physical characteristics and hence, determining which factors are most commonly
misperceived is very important to correcting this situation (Alvarez and Campo, 2014 and Hugo,

2014). Without any doubt, understanding tourist perception is extremely complex since each



individual has unique perceptions and measuring perceptions is even more challenging due to the
diverse characteristics of existing tourism products (Philemon, 2015 and Mohammad, 2014).

Furthermore, an improvement in destination marketing techniques can be achieved by
appropriately identifying which attributes of destination tourists perceive as being negative and
which destination attributes are the strongest in changing the perceptions of a potential visitor
(Hugo, 2014). From this point of view, one can easily understand that assessment of tourist
perception is vital to solve these and related problems in developing world.

Ethiopia is one of the Sub-Saharan countries experiencing relatively fast economic which is
endowed with its great diversity of tourism products (Woldu, 2018 and Geremew et al., 2017).
This country is blessed with varied and multifaceted attraction sites that have the magnetic power
to draw the attentions of both domestic and foreign tourists. But this industry is failed to grow
properly because of lack of appropriate marketing and promotion strategies as well as negative
perceptions of foreigners since they feel Ethiopia as a country of poverty and famine, existence

of beggars and political unrest and civil war (Geremew et al., 2017).

The Amhara National Regional State is the owner of top ranked tourist destinations in Ethiopia.
The three of the outstanding world heritage sites of Ethiopia namely the Roch —Hewn Churches
of Lalibela, the Medieval Castles of Gondar and the Simien Mountains National Park are located
in this region (Geremew et al., 2017). In addition to this, Blue Nile Falls, Lake Tana dotted with
island monasteries, the endemic wild lives of Walia Ibex, Gelada Baboon, Ethiopian Wolf, etc.,
still decorate this region (ANRSCTB, 2011) as cited in Geremew et al., (2017). Beyond this, the
region has strong linkage with neighboring countries including Sudan since it is serving as a
border between two nations. Even though, it has huge potential in terms of tourist attraction sites,
the international tourist flow in this region is very low compared to its potential. For instance,
when we see the case of 2014/15 the total number of international tourist flow and revenue
earned from this sector was 142, 533 and 55 million USD respectively (ACT&P Bureau, 2015).

Different types of reasons can be mentioned for this and one of this is linked to absence of strong
marketing campaigns and segmentations (Geremew et al., 2017). Practically, the researcher has
observed different types of complaints and comments from Sudanese tourists and officials thanks

to his working environment and studying the perception of tourists seems to get low attention by



responsible bodies. That why the researcher is interested to conduct this research in this area.
This study therefore aimed to assess perceptions of Sudanese tourists towards tourist destinations

of Amhara Regional State particularly focusing on Gondar, Lalibela and Bahir Dar.

1.2. Statement of the Problem

Tourism is perceived as one of the largest industries in the global economy in terms of foreign
exchange earnings and diversified job opportunities and thus, most nations are focusing on this
sector due to its typical role in developing and supporting their national economy (UNWTO,
2013; Walker and Walker, 2011 as cited in Madden et al., 2016). Customer satisfaction has
become a major issue in hospitality and tourism sector since it helps to attract more tourists and
one of the best tactics to enhance customer satisfaction is assessing perceptions of the customers.
Hence, assessment of tourist perception is vital to develop and promote a particular tourist
destination. Particularly now days, maximizing customers’ satisfaction has become a challenge
since the attitudes, perceptions, personality and tolerance of uncertainty of customers may differ

from person to person (Gnanapala, 2015).

From this point of view, one can easily understand that conducting research linked to tourist
perceptions targeting on different corners of the world is extremely important for tourism market
positioning and segmentation. By clearly understanding this, perceptions of tourist destinations
have been researched for many years globally to help destinations to improve their image and
then to attract more tourists (Haarhoff, 2018; Gnanapala, 2014; Martinez and Alvarez, 2010).
However, these studies are still limited to the other corners of the world. Despite the well —
developed literature from western parts of the world and on some emerging economies, there
seems to be inconclusive findings and hence there is scarcity of tourist perception and related
studies in developing world (Philemon, 2015). This indicates the necessity of having timely

studies at every corner of the world.

The case is even more serious when the case of Ethiopia and the proposed research areas is
critically assessed and hence there is a visible research gap on what would explain foreign

tourists’ perception towards Ethiopia’s tourist destinations. Of course, there are few studies that



have been conducted in Ethiopia regarding tourist perception and destination image. These
research tried to concentrate on perceptions of international tourists on safety and security in
Ethiopia (Kidanu, 2019), an Australian perspective on perception of Ethiopia as a tourist
destination (Shanka and Frederick, 2007), Branding Ethiopia as an appealing tourist destination
(Girma and Singh, 2019) and the international image of Ethiopia as a tourist destination (Amare,
2012). However, these studies have tried to focus on other geographical and thematic areas and
most of the existing works are small sections of studies discussing mixed issues of the sector.
Hence, there is no previous research that has focused on perceptions of Sudanese tourists

towards Gondar, Lalibela and Bahir Dar.

This little attention in tourism literature and the researchers’ practical field observation during
different visits and work exposure in Sudan are among the strong reasons and motivating issues
to undertake this research. According to the researcher’s practical observation from his working
environment, Sudanese tourists and higher officials who have visited Ethiopia so far have been
complaining on different types of destination attributes and these perceived negative values may
have negative impacts on coming of Sudanese tourists. This research, therefore, tried to fill these
gaps by assessing perceptions of Sudanese tourists towards tourist destinations of Amhara

Regional State particularly focusing on Gondar, Lalibela and Bahir Dar.



1.3. Research Questions
This study has the following research questions. These are:

1. What factors Sudanese tourists perceive as positive or negative in specific destinations of
Gondar, Lalibela and Bahir Dar?

2. What is the status of Gondar, Lalibela and Bahir Dar when they are compared each other?

1.4.  Objective of the Study
1.4.1. General Objective

The main objective of this study was to assess perceptions of Sudanese tourists towards tourist

destinations of Amhara Regional State for specific areas of Gondar, Bahir Dar and Lalibela.

1.4.2. Specific Objectives
The specific objectives of this study are the following:

1. To examine the factors that Sudanese tourists perceive as positive or negative in specific

areas of Gondar, Lalibela and Bahir Dar as tourist destinations.

2. To compare the destination images of Gondar, Lalibela and Bahir Dar based on

perceptions of Sudanese tourists

1.5. Significance of the Study

This study primarily aims to determine Sudanese visitors’ perception towards tourist destinations
of Gondar, Lalibela and Bahir Dar. Therefore, it helps to show which measures must be taken to
increase the number of visitors by taking these perceptions into account. In addition to this, it can
be a guideline for policy makers and practitioners and other responsible stakeholders. More
importantly, it will initiate other researchers to carry out further studies in this sector regarding
perceptions of foreign tourists towards Ethiopia as a tourist destination based on different types
of market segmentation. Hence, from a marketing managerial perspective, this finding may assist

the tourism policy makers and other practitioners to guide or develop tourists’ products by



addressing areas where Amhara Regional State as a tourist destination has proven to be weak

while improving further areas of strength, which are the basic factors of endowments.

1.6. The scope of the Study
1.6.1. Geographical Scope of the Study

The geographical scope of the research is limited to perceptions of Sudanese tourists towards

tourist destinations of Gondar, Lalibela and Bahir Dar.

1.6.2. Thematic Scope of the Study

The thematic scope of the research is limited to only studying perceptions of Sudanese tourists

towards these tourist destinations

1.6.3. Unit of Analysis

The unit of analysis for this study is availably selected Sudanese tourists and officials

1.7. Organization of the Study

This study is organized into five chapters. The first chapter is all about introduction, which
contains background of the research, statement of the problem, basic research questions,
objective of the study, basic research questions, significance of the study, scope of the study and
organizational structure of the study. The second chapter deals about the literature review with
its different sub - topics. The third chapter is all about research methodology. The fourth chapter
deals about data presentation, analysis and discussion. Finally, the last chapter (chapter - 5),

deals about summary, conclusion and recommendations.



CHAPTER TWO: LITERATURE REVIEW

This section deals about conceptual definitions of tourist destination, tourist perception, and
destination image. In addition to this, it tried to present about theoretical and empirical reviews

as well as conceptual frameworks of the study.

2.1. Concepts and Definitions

2.1.1 Definition of Tourist

The definition provided to the term “tourist” varies from source to source and from one scholar
to another and there is no universal agreement towards its definition since each actor tries to
define it in different way. Thus, it is very hard to get a single and globally accepted meaning for
the term tourist. For this reason, it is still one of the most controversial concepts which have no
distinct and universally accepted definition. Tourist is a person travelling to and staying in places
outside his/her usual living and working environment for not more than one consecutive year for

leisure, business and other tourism related purposes (UNWTO, 2013).

2.1.2 Definition of Tourist Destination

It is very difficult to give a single and commonly accepted definition for tourist destination and
hence different types of scholars and organizations have defined it differently. For example,
according to UNWTO (2007), it is defined as a place which is visited by tourists and is central to
their decision to take their trip. As Berman (2005) additionally mentioned in this regard, tourist
destination can be even a country, state, region, city or town, which markets itself as a place for
tourists to visit. Madden, Rashid and Zainol (2016) support this statement since they define
destination as a place, region or a country, which is the main reason of tourism existence and
final product of it. In this point of view, the tourist destination represents the ultimate end of

tourism activity as it is stated by Leiper (1979).

As Leiper (1979) additionally mentioned in this regard, visitors are pushed towards destinations
by the factors in the generating regions and then tourist destination is the end of this tourism
movement and these destinations try to attract more tourists by designing appropriate strategies.



The other definition that was provided by Urry and Rojek (1997) indicates that the definition of
tourist destination also covers special places, which can be different from the everyday locations
due to their cultural, historic, archaeological or natural significance. Based on the above reviews,
tourist destination can be simply defined as a country, region, state, city, town, historical place,
sea beach, mountain, amusement park, museum or religiously important sites and it could
include natural tourist attractions like forests, rivers, waterfalls, hills or lakes. This is the

proposed definition of tourist destination for this research.

2.1.3 Definitions of Tourist Perception

Tourist perception is one of the controversial issues in tourism studies starting from its definition
and common senses. According to Crompton (1979), perception is the sum of beliefs, ideas and
impressions that a person has towards a particular tourist destination. The other definition that
was provided by Rajesh (2013) defines the term as the process by which individual selects,
organizes and interprets stimuli into a meaningful and coherent picture towards a given
destination. Perceptions are formed based emotions or feelings associated with a particular
tourist destination instead of tangible or physical characteristics (Hugo, 2018). This statement
undermines the role of tangible or physical characteristics in perception of tourists. Hence, the
definition that was provided by Crompton (1979) is taken as a working definition of tourist
perception for this research. Therefore, the definition that is adopted for this research is that
tourist perception is the sum of beliefs, ideas and impressions that a person develops towards a

given tourist destination.

2.1.4 Definitions of Destination Image

In spite of so much concentration given to destination image in different tourism literatures, it is
not easy to define it (Madden et al., 2016). Because of this reason, different scholars have tried to
define it in different ways. For instance, according to Hunt (1975), destination image is a feeling
of people, places, climates and other attractions. The other definition that was given by Lawson
& Baud Bovy (1977) mentioned it as a collective expression of all the emotive thoughts,
knowledge and prejudices about a particular tourist destination. According to the definition that

was provided by Echtner and Ritchie (1993), destination image is a multidimensional concept



comprising of both symbolic and tangible features. Of course, destination image is

multidimensional concept by its nature.

In other point of view, destination image consists of views of visitors concerning natural and
cultural possessions, infrastructures, atmospheric conditions, social setting and environment, sun
and sand, knowledge, relaxation, entertainment and prestige towards a particular tourist
destination (Beerli and Martin, 2004). The other definition that was provided by Chen and Tsai
(2007) indicates that destination image consists of destination brand, entertainment, nature and
culture, sun and sand and its mental representation of knowledge, feelings and other over all

perception of a particular tourist destination.

Even though, it is very difficult to get a single, universal and commonly accepted definition for
destination image, the researcher has proposed the following working definition by slightly
shaping the definition that was mentioned by Chen and Tsai (2007). Therefore, the definition that
is adopted and modified for this research is that destination image is the combination of its
brand, entertainment, nature, history, culture, sun, sea, sand and other travel attributes associated
with mental representation of knowledge, feelings and overall perception of a particular tourist
destination.

2.2. Theoretical Review of Tourist Perception
There are diverse types of theories that have been developed over the years in relation to tourism
perception and related issues. In the following section, some of the theories that have a direct and

indirect linkage with research topic will be discussed in detail.

2.2.1 Social Exchange Theory

Social exchange theory is one of the most popular frameworks that is used to explain residents’
attitude toward tourism and its development in various tourist destinations (Jiang et al., 2015;
Deery, Jago and Fredline, 2011). This theory suggests that residents’ level of support or
resistance for tourism and tourism development depends on their perceptions of whether their
benefits from tourism and tourism development are satisfactory and whether the exchange of

resources between them and tourists are fair or not (AP, 1992). However, this theory seems



restricted to residents’ attitude and perception towards tourism and its development and is not as

such more important and relevant to this research.

2.2.2 The Theory of Planned Behavior

The central idea of planned behavior theory is that individuals can act in a particular manner if
they think that their behavior will result in attractive outcomes (Ajzen, 1991). The researchers
frequently use this theory to examine the travel decision making of tourists (Phau, Quintal and
Shanka, 2014). Different types of studies suggest that the destination image positively influences
the travel decision of tourists (Chen and Tsai, 2017). Hence, this theory is inclined towards
decision making process of visitors and hence, it has no more concentration to measure existing

perceptions of tourists towards tourist destinations.

2.2.3 Motivation Theory of Destination Image

Destination image can be explained by the motivation theory and according to this theory; the
image of a given destination can be explained by either the internal motivation of tourists or the
external motivation originating from the destination (Madden et al., 2016). Motivation is the
driving energy behind behavioral intentions of individuals (Mayo and Jarvis, 1981). The two
main antecedents of destination image are the internal motivation of tourists and their external
motivating factors such as information sources, previous experience and exposure and opinion of
their family and friends (Baloglu and McCleary, 1999) and this type of view originates from the
motivation theory (Lopes, 2011). Hence, this theory is originated from intrinsic and extrinsic
factors.

A majority of studies that summarize the importance of tourists’ motivation based on push
motivation (Psychological needs) and pull motivation (attraction of the destination) in choosing
vacation destinations have been widely accepted (Kim, Holland and Han, 2013). More
importantly, motivation theory is widely accepted due to its convenience from marketing and
promotion point of view and the type of motivation especially internal motivation can be used to
segment visitors (tourists) and to design more customized marketing campaigns that help to

attract more tourists to particular tourist destination (Madden et al., 2016).

10



Generally, motivation theory is more accepted and selected for this particular research work.
Because visitors’ perception and destination image is developed based on their internal and
external motivating factors including their previous experience and exposure and different
sources of information they acquired regarding a given tourist destination. As it is explained in
chapter one, the major objective of this research is assessing perceptions of Sudanese tourists
towards tourist destinations of Gondar, Lalibela and Bahir Dar. Hence, the results of this finding
is extremely important for future marketing, promotion and development strategies of these three
tourist destinations based on principles of motivation theory. That is why motivation theory is
selected for this research since it critically helps to identify internal and external motivating
factors of Sudanese tourists towards these three tourist destinations.

2.3.  Empirical Review of Tourist Perception and Related Issues

2.3.1 Tourist Perception

Tourism industry is very much affected with the perceptions that tourists hold with them about a
particular tourist destination (Kidanu, 2019; Philemon, 2015; Amare, 2012). Perceptions of
visitors that they carry towards a particular location may be either positive or negative. A person
may develop a negative perception towards a particular destination for many reasons including
safety and security (Kidanu, 2019; Hugo, 2014), poor climate and weather, infrastructural
problems, poor money value at destination, hospitality problems of local communities, limited

attractions or cultural differences (Hugo, 2014).

Sometimes there is a phenomenon where tourist destinations will be associated with others in the
regions that are experiencing issues even if they are not in reality (Enders, Sandler and Praise,
1992 as cited in Hugo, 2014). Images that are mostly taken to be critical concerning image
attributes are safety and security, infrastructure, attractions and related activities within it, lack of
congestion, climatic condition, affordability or cost, hospitality or friendliness of host citizens,
cultural difference and geographic beauty (Andersen and Colberg, 1973; Gartner, 1986; Hu and
Ritchie, 2003; Huang and Tsai, 2003; Hunt, 1975) as cited in Hugo (2014). It is worth nothing
that tourists’ evaluation of quality and satisfaction is based on this perception of their experience

(Philemon, 2014).

11



Third world countries are still in the process of fully developing their tourist infrastructure and
therefore another risk for tourists is that their needs and wants may not be fulfilled to the extent
that the tourist desires (Hugo, 2014). This corner of the world is typically suffering a lot from
long-term negative perceptions of foreigners carried about them and hence, they have to reverse
this situation. When international tourists carry positive perceptions about a particular tourist
destination, they will be encouraged to revisit that destination and otherwise, they may be

deterred from visiting and in encountering others to visit (Philemon, 2015).

2.3.2 Destination Image

Destination image is vital in the destination selection process (Amare, 2012; Baloglu and
McCleary, 1999). Due to the rising competition among various destinations, the need to create a
distinctive image to differentiate from the competitors is more critical than ever before for these
days’ tourist destinations (Phau, Quintal and shanka, 2014). Destination image is made up of two
components of image namely: organic images and induced images (Rajesh, 2013). Organic
images are formed by individuals themselves through their experiences and unbiased sources of
information. Induced images are created through information received from external sources

including destination advertisement and promotion (Gunn, 1972) as cited in Rajesh (2013).

2.3.3 Destination Attributes and its Measurement

In addition to lack of its single and commonly accepted definition, one of the complicated issues
of destination image is associated with its attributes and measurement. Destination image has
been explored by studying various aspects of the process of forming a perception about an area
and choosing to visit or not (Hugo, 2018). Destinations have certain measurement features,
which can be called as destination attributes and these attributes can be commonly classified as
attractions, amenities and accessibilities (Madden et al., 2016). Other scholars have also
supported this statement. For instance, according to Goeldner, Ritchie and Mclintosh (2000),
attraction, accommodation and transportation segments are the most important three travel
attributes against which international tourists make evaluation of the quality of experiences and

the extent of their satisfaction levels.
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Ragavan, Subramonia and Sharif (2014) further mentioned that the performance of a given
tourist destination can be measured through the perception of travel attributes in order to
facilitate market segmentation and promotion process. Researchers have used different types of
travel attributes to measure tourist perception and destination image and these attributes are
mostly connected with availability of attractions, money value at destination, climate & weather
conditions, tourist infrastructure and transportation facilities, accommodation and food, tourist
information, safety and security, hospitality and friendliness of host communities and so on
(Charlotte and Ritchie, 1991) as cited in Rajesh (2013).

On the other hand, Beerli and Martin (2014) categorized destination image attributes in to nine
categories namely: natural resources, tourist leisure and recreation, natural environment, general
infrastructure, culture, history and art, social environment, tourist infrastructure, political and
economic factors, leisure and recreation. According to Chi, Qing and Qu (2008) as cited in
Rajesh (2013), destination attributes are further classified in to the following nine categories
namely: travel environment, natural attractions, entertainment and events, historic attractions,
infrastructure, accessibility, relaxation, outdoor activities, price and value. From this point of
view, one can easily understand the issue of destination attributes and its measurement is one of

the controversial issues in tourism literature.

Travel attributes may be perceived differently by tourists of different cultures (Mayo and Jarvis,
1981; Mill and Morrison, 1985) as cited in Ragavan et al., (2014). Actually, tourist perception
constructs have been influenced by factors like infrastructure and related facilities, heritage
attractions, natural attractions, destination safety and cleanliness, friendly local community and
calm atmosphere, service price and affordability (Rajesh, 2013). Several authors have attempted
to look in to the travel attributes of destination (Goodrich, 1977). For instance, according to
Ragavan et al., 2014) tourist perception formative constructs are identified as follows including:
accommodation and food, attraction, climate and image, commaodities, convenience, people and

price.

Generally, destination image can be serving as a key destination marketing tool that can have a
powerful influence over tourist decisions about where to take their leisure time (Echtner and

Ritchie, 2003) as cited in Haarhoff (2018). Actually, a destination with a strong image is more
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easily differentiated from its competitors and hence, tourists are more likely to consider and
select destinations with stronger and more positive images. Lopes (2011) and Aksoy and Kiyci
(2011) supported this by adding those destinations with strong infrastructure, sufficient
investment, positive images and a variety of tourist products and services gain much more share
from the market. Because of this, it is necessary to identify appropriate destination attributes and

its measurement accordingly.

2.4. Conceptual Framework

Tourist perception is one of the key concerns of competitive destinations since it significantly
influences the tourists’ choice of attraction sites, consumption of products and services and their
decision to revisit in near future (Bhat and Qadir, 2013). Satisfied tourists always tend to inform
their positive experiences to others and they tend to visit these places repeatedly. In order to
satisfy tourists, it is a need to assess their perception that is developed towards our tourist
destinations since it is a base for future plan. This implies that the advantage of satisfying tourists
is not only limited to immediate result of satisfaction of those customers but it is also associated
with tremendous effects on sustainability of our tourism business (Martin, 2008 and Huh et al.,
2006). Hence, identifying what tourists perceive negatively or positively must be considered as

one of major issues to tourism practitioners and researchers.

However, there is no common consensus between scholars regarding as to which determinant
factors or variables are more important in determining tourists’ perception, destination image.
Because of this, tourism scholars as determining factors (attributes) of tourist perception and
destination image have identified different types of factors (variables). For instance, Aliman et
al., (2014) argued that perceived value is the mediating variable between tourists’ satisfaction
and its determinants such as destination image, tourists’ expectation and perceived quality.
However, they failed to explain whether there exists any correlation or causation between

perceived value and destination image determinant.

Other researchers such as Bhat and Qadir (2013) tried to see only measures of tourist satisfaction
in terms of the five dimensions of service quality. However, this approach lacks conceptual
clarity and context. Still other scholars such as Sadeh et al., (2012) proposed a complex

framework for explaining tourist satisfaction and used variables of destination image, tourist
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expectation, perceived value, tourist complaints and tourists’ loyalty. In their complex model,
they put destination image as the only exogenous variable, which determines tourists’
satisfaction directly and through affecting perceived value indirectly, and they want to propose
that tourists’ satisfaction itself is a mediating variable, which affects both tourists’ complaint and

loyalty. However, this complex model does not include other important determinant variables.

Therefore, after having examined different types of previous tourism literatures, the researcher
has formulated the following conceptual framework to effectively explain influences of

perception and destination image towards a given tourist destination.

Influences of Perception Positive

Knowledge Perception follows

e Awareness

+ Media >

e Word of mouth

e Internet search Perception _
o Marketing & pro e Safety and security
. i Destination Image
e Previous travel ¢ Attra_ctlon d
experience * To_urlst Infrastructure e Positive Image

e Climate and weather ﬁ
e Money value (Price) * Negative Image
e Hospitality

e Tourist Information

Demoqgraphics

e Accommodation and
o Age

Food
e Gender

e Education -

e Occupation

Negative Perception

follows left

Figure 1: Influences of perception, perception formation and destination image — compiled by
Researcher (Initial model from Hugo, 2014).
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Figure 1 shows the variables that influence the perception of tourists towards a particular tourist
destination and the destination image that is developed based on existing perception. As it is
clearly observed here in this figure, the knowledge he/ she has obtained from (awareness
created, media, word of mouth, internet search, marketing and promotion and previous travel
experience) and the demographics of a person (i.e. age, gender, level of education and the type
of occupation) contribute to the perception that a person develops towards a given tourist
destination either positively or negatively. Positive perception may lead to positive destination
image and vice versa. On the other hand, previously developed destination image may have its

own role on current perception of a given tourist destination either positively or negatively.
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CHAPTER THREE: RESEARCH METHODOLOGY

This chapter deals about description of study area, research design, sampling techniques, sample

size determination, data collection techniques and procedures as well as data analysis techniques.

3.1. Description of Study Area
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Figure 2: The Map of Ethiopia, Amhara Regional State and the Study Area (From Google Map)

Amhara Regional State covers an estimated area of 170, 752 square kilometers and shares
common borders with the region of Tigray in the north, Afar in the east, Oromia in the south,
Benishangul Gumuz in the Southeast and the Republic of Sudan in the west. According to Plan
Commission of the region 2016/ 2017 estimate, around 21.13 million people are expected to live

in this region (Geremew et al., 2013). The majority of ethnic groups in this region are Amharas
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and the other ethnic groups of the region include Agew/ Awi, Wag Himira, Argoba, Kimant,
Woyto and Oromo (AC&TB Guide Book, 2019).

This region particularly plays an important role in Ethiopia’s tourism and has placed as one of
the top and leading tourist destinations in the country (Geremew et al., 2013). Ethiopia’s most
popular tourist attraction sites lie in this region since it is endowed with untapped natural,
historical and cultural attractions (AC&TB Guide Book, 2019; Geremew et al., 2013). This
region has registered the eleven astonishing rock-hewn churches of Lalibela, the Castles of
Gondar and Semien Mountains National Park as world heritage sites. In addition to this, it is also
the source of the Blue Nile River and Blue Nile Falls. A person traveling in any direction of
Ambhara region will discover age — old attractions, natural wonders and outstanding cultural
events that could leave an everlasting memory, a feeling of ecstasy and joy of mind (AC&TB
Guide Book, 2019).

Due to exogenic and endogenic forces that have acted for millions of years, the land forms of this
region are made up of river — cut gorges, valleys, plateaus, mountains, hills and plains and hence
its altitude varies from 500m around Metema to 4543m above sea level at Ras Dejen and
highlands comprise the largest part of the northern and eastern parts of the region (AC&TB,
2019). Because of this altitude and cloud cover effect, there is spatial variation of temperature
and rainfall distribution in the region and the annual mean temperature for most parts of the
region ranges in between 15 — 21 degree centigrade. According to AC&TB (2019), the sunny
season prevails October through May and the highest rainfall occurs during summer season,
which starts in mid-June and mostly ends in early September. The researcher has chosen the
following three tourist destinations namely; Gondar, Lalibela and Bahir Dar since they are the
leading and top tourist destinations in Amhara regional state. In addition to this, the other reason
that motivated the researcher to select these three destinations is their existing situations since

they share so many things in common.

3.1.1. Lalibela and its Surrounding
The town of Lalibela, set in the mountain of Lasta, is famed for its rock-hewn churches, and
probably the only first place in Ethiopia that no tourist should miss it (AC&TB Guide Book,

18



2019). Known as Roha until recent times, Lalibela was the capital of the Zagwe dynasty, which
ruled Ethiopia in between 10" and 13" centuries and its modern name is derived from its famous
of the Zagwe rulers, king Lalibela. It is also the second permanent capital city of Ethiopia next to
Axum in long-term history of Ethiopia. In addition to 11 rock - hewn churches, Lalibela and its
surrounding is gifted by other popular tourist destinations including Asheten Maryam, Bilbala
village, Yimrehana Kiristos, Genete Maryam and Abune Yoseph.

3.1.2. Gondar and its Surrounding

Gondar, one of the centers of Ethiopian politics, art and culture, is famous for its many medieval
castles and the design and decoration of its churches and this historical city was founded by
Emperor Fasilidas in 1632 and served as the royal capital of Ethiopian Emperors for about 250
years (AC&TB Guide Book, 2019). As this guidebook further mentioned, the foundation of this
imperial capital witnessed a period of optimism and renaissance of the golden periods of Axum
and Lalibela architecture, literature, education, music, painting and commerce that ended after
that periods. Gondar is situated in northwestern Ethiopia, at about 727 and 175 kilometers away
from Addis Ababa and Bahir Dar respectively and it has valuable heritages to offer for visitors
including castles, baths, churches and villages. Gondar enjoyed and privileged position not only
for its history, culture and natural resources, but also for its strategic location at the intersection
of flourishing trade routes (AC&TB, 2019).

3.1.3. Bahir Dar and its Surrounding

Bahir Dar, which lies in the Southern edge of Lake Tana was founded as a modern city during
the first decade of the 20" century and actually the existence of it as a village goes back to 14™
century (AC&TB, 2019). It lies about 563 kms from Addis Ababa along the surface road through
Debre Markos and currently, it is the capital of the Amhara Regional State. Bahir Dar is one of
the cleanest and beautiful cities of Ethiopia and well known for its wide avenues lined with palm
trees, the Blue Nile River and Lake Tana (AC&TB, 2019). Its proximity to most of tourist
destinations of Amhara region and the priceless Tana Monasteries, Tis Isat Falls, Bezawit
hilltops and culture of the people makes the city preferable and main tourist destinations in
Ethiopia.
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3.2. Research Approach and Design
A descriptive research design was employed to assess perceptions of Sudanese tourists towards
tourist destinations of Gondar, Lalibela and Bahir Dar. To get appropriate data for this enquiry

mixed research approaches were used.

3.3. Data Collection Techniques and Instruments
The respondents of this study were Sudanese tourists who will visit the selected tourist
destinations of Gondar, Lalibela and Bahir Dar. In order to determine the sample of this research,
the researcher has enforced to use the data of Sudanese tourists who have visited the Amhara
Regional State for the last four consecutive years (2016 — 2019). According to the Republic of
Sudan Immigration Office (2020), about 16, 075 Sudanese tourists have visited Amhara Region
in these consecutive years (i.e 4260 tourists in 2016, 3420 in 2017, 4000 in 2018 and 3560 in
2019). Based on this, the average number of Sudanese tourists per annum equals to 3215. This
number was perceived as the population size for this study. To determine appropriate sample size
for this study, the researcher has used Solvin formula. According to Cochran (1963) as cited in
Kaose (2014), a sample size is determined by the level of precision, the confidence level and the

degree of variability. Hence, the sample size was calculated using the following formula.
N = N/1+N (e) 2

Where n is the sample size and N is the population size, and e is the level of precision. The study
used a precision level of 5 % and therefore from the above formula, the calculated sample size
for this study is 362. But due to existence of different challenges mainly linked to budget,
Covid-19 and time constraints, the total sample size was reduced to 125 Sudanese tourists who
will visit selected tourist destinations of Amhara Regional State. These respondents were
selected conveniently and randomly based on their availability. From these 125 respondents,
only 108 participants appropriately filled and responded. Therefore, quantitative data analysis

was conducted based on this number.
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3.4. Data Collection Techniques and Instruments

The study was conducted based on both primary and secondary sources. Primary data was
collected from Sudanese tourists through using questionnaire survey and key informant
interviews. The instrument that was used to gather quantitative data was a newly developed and
modified questionnaire. Questionnaire data was collected by using five point Likert scales that
were filled by respondents. The scale for each item was ranged from 1 = Strongly Disagree to 5
= Strongly Agree. The questionnaire was divided in to three sections namely: socio —
demographic information and visitor perceptions of Sudanese tourists visiting Gondar, Lalibela

and Bahir Dar as tourist destinations in Amhara Regional State.

The visitor perception section contained questions to determine their opinions, beliefs,
expectations, feelings and perceptions towards these three tourist destinations. The questionnaire
survey was filled before their visit in Sudan (in Ethiopian Embassy, Airport and other Exit and
entry areas and in some international hotels). The questionnaire survey was administered and
supervised by the researcher and with the help of other assistant data collectors. Qualitative data
was collected through key informant interviews. The researcher conducted key informant
interview with 8 key informants from governmental bodies, tour operators and tour leaders in
Sudan. This key informant interview was held with officials of Sudan and to these informants’
questions linked to overall diplomatic and tourism relationship and questions related to home
works that must be done to increase the Sudan tourist flow were repeatedly discussed. In addition
to this, key informant interview was held with tour operators and travel agents of Sudan. With
these key informants, questions linked to whether Ethiopia is targeted tourism market or not,
their perception towards Ethiopia and Amhara Regional State tourist destinations and existing
gaps, strong sides as well as home works that must be done at the future were highly discussed.

Finally, the data collected from tourists and key informants was supported by secondary data
through reviewing several reports, books, newspapers, magazines, workshop papers, bulletins,

journals, Social Medias and related materials.

3.5. Reliability and Validity of Measurement Scales
The reliability and validity of the measurement scales were refined through circulating among

different senior professionals and researchers, thereby increasing the validity of the measurement
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scales of the questionnaire survey. Three experienced individuals have strongly evaluated the
questionnaire survey and its measurement scales. Their strong suggestions and fruitful comments
have opened the way to exclude unnecessary destination attributes and items and merge several
similar issues together. After this, the re — corrected questionnaire survey was once again

distributed to 8 pilot respondents and checked once again.

3.6. Data Analysis Techniques
Quantitative data was analyzed through using descriptive statistics where mean, standard
deviation, frequency distributions and percentages were appropriately applied. To process
quantitative data, the researcher has used SPSS version 20. Moreover, the results of qualitative
data were analyzed through using different qualitative data analysis techniques including content

and discourse analysis.

3.7. Ethical Considerations
As much as possible, the researcher has maintained fundamental principles of and governing
rules of research including ethical considerations of it. Thus, the study has maintained these
cases and also ensured the participants’ rights in terms of the following guidelines. Hence, both
respondents and key informants were informed regarding their confidentiality. They were also
informed about their participation which is conducted on voluntary basis and hence there was no
any influence on their response and they have freely expressed and responded in appropriate
way. The only thing that was done by the researcher and assistant data collectors was simply

giving clarification for unclear questions based on their interest.
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CHAPTER FOUR: DATA PRESENTATION, ANALYSIS AND
DISCUSSION

In this research, perceptions of Sudanese tourists towards tourist destinations of Gondar, Lalibela
and Bahir Dar were appropriately examined. The data collected through questionnaire survey
was analyzed by SPSS version 20 and the data collected through key informant interview was

analyzed through content and discourse analysis.

4.1. General Characteristics of Respondents
This section describes the main characteristics of respondents particularly linked to gender, age,
education, occupation and their monthly income. Questionnaire was distributed to 125 Sudanese

tourists, out of which 108 were returned and used for the analysis.

Table 1: Demographic Characteristics of Respondents

Frequency Percent
Gender Male 80 74.1 %
Female 28 25.9%
Total 108 100 %
Age 18 — 29 13 12 %
3042 51 47.2 %
43 -54 36 33.3%
55 and more 8 7.4 %
Total 108 100 %
Education Not Educated 2 1.9 %
High School 12 11.1%
College/University Student 21 19.4 %
Diploma 17 15.7 %
Bachelor Degree 28 25.9 %
Master’s Degree 24 22.2%
Others 3 2.8 %
Missing 1 0.9 %
Total 108 100 %
Occupation Unemployed 1 0.9 %
Student 7 6.5 %
Self — employed 42 38.9 %
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Government Employed 27 25 %
NGO Employed 22 20.4 %
Others 8 7.4 %
Missing 1 0.9 %
Total 108 100 %
Income Less than 100 USD 8 7.4 %
(Monthly) 100 - 199 USD 19 17.6 %
200 — 299 USD 28 25.9 %
300 — 400 USD 29 26.9 %
More than 400 USD 24 22.2 %
Total 108 100 %

Source: Own survey by the Researcher, 2020

Gender (Sex) of Respondents

The table visibly indicates that the majority of respondents (74.1 %) were males, followed by
females (25.9 %). Hence, both males and females were subjects of study even though the

proportion is not one and the same.
Age of Respondents

As table 1 clearly shows that the majority of respondents were from the age group between 30 —
42 years (47.2 %) followed by 43 — 54 years (33.3 %) and 18 — 29 (12 %) and the least was from
55 and more (7.4 %). From this, one can conclude that they are active and matured enough to

understand the nature of the questionnaire.
Education of Respondents

According to table 1, the majority of respondents were holders of Bachelor Degree (25.9 %)
followed by Master’s Degree (22.2 %) and College or University Students (19.4 %). From this,
one can easily understand that, respondents are academically matured and capable enough to

understand the issues of research.
Occupation of Respondents

The majority of respondents are self — employed (38.9 %) followed by Government Employed
(25 %), NGO Employed (20.4 %), others (7.4 %) and students (6.5 %). This indicates that the
participants of the questionnaire survey are composed from different occupations.
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Income

Nearly 27 % of respondents have monthly income level that ranges from 300 — 400 USD
followed by 200 -299 USD (25.9 %) and more than 400 USD (22.2 %). Hence, nearly 75 % of
respondents have monthly income level that ranges from 200 — 400 USD and above. This
indicates that the amount of the monthly income is one of the determining factors to have a visit

to Ethiopia.
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4.2. Awareness and Travel Profiles of Respondents (Linked to Ethiopia)

This section describes about awareness and travel exposures of respondents towards Ethiopia

mainly linked to their previous know-how to the country, their source of information and how

many times they have visited Ethiopia.

Table 2: Awareness and Travel Profiles of Respondents (Linked to Ethiopia)

Frequency Percent

Have you previous know — | Yes 103 95.4 %
how about Ethiopia?

No 5 4.6 %

Total 108 100 %
If yes, where did get From school 1 0.9%
information?

From College/ University 9 8.3%

From Ethiopian Embassy in 7 6.5 %

Sudan

From Media 11 10.2 %

From friends and colleagues 24 22.2 %

From seminars and conferences 2 19%

Others 10 9.3%

Mixed 40 37 %

Missing 4 3.7%

Total 108 100 %
How many times have you | Not at All 15 13.9%
visited Ethiopia?

Once 47 43.5%

Twice 13 12 %

Three times 17 15.7%
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More than three times 14 13 %
Missing 2 1.9%
Total 108 100 %

Source: Own survey by the Researcher, 2020

4.2.1. Respondents’ Previous Know — how about Ethiopia

As table 2 clearly displays, the majority of respondents have previous know — how about

Ethiopia (95.4 %). The remaining respondents have no prior know how about Ethiopia (4.6

%). This specifies that they have an ability to fill and understand the questionnaire survey

easily and appropriately.

4.2.2. Source of Information about Ethiopia

As it is clearly displayed on table 2, majority of respondents get know how about Ethiopia

from mixed sources of information (37 %) followed by from friends and relatives (22.2 %),

from media (10.2 %), from other sources (9.3 %), from college and university (8.3 %) and

from Ethiopian Embassy in Sudan (6.5 %). From this, one can simply recognize that

respondents have gained the information from different sources.

4.2.3. The Frequency of visit of Sudanese Tourists in Ethiopia

As table 2 clearly displays, the majority of respondents have visited Ethiopia once a time (43.5

%) followed by three times (15.7 %) and not at all (13.9). Generally, more than 84 % of

respondents have visited Ethiopia in their previous life time. From this, one can just conclude

that the respondents have at least initial fertile ground to perceive Ethiopian tourist destinations.
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4.3. Travel Profiles of Respondents towards Study Areas

This section describes about travel exposures of respondents towards study areas mainly linked

to whether they have visited Amhara regional state or not, types of tourist destinations addressed

during their visitation and the purpose of their visit.

Table 3: Travel Profiles of Respondents (Linked to Study Areas)

Frequency Percent
Have you visited Amhara | Yes 94 87 %
Regional State so far?
No 11 10.2 %
Missing 3 2.8%
Total 108 100 %
If yes, which tourist Gondar, Bahir Dar and 13 12 %
destinations were Lalibela
addressed?
Gondar and Bahir Dar 28 25.9 %
Gondar and Lalibela 1 0.9%
Bahir Dar and Lalibela 2 1.9%
Only Gondar 25 23.1%
Only Bahir Dar 23 21.3%
Gondar and Others 2 1.9%
Bahir Dar and Others 2 1.9%
Others 1 0.9%
Missing 11 10.2 %
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Total 108 100 %
What is your purpose of | Religion 1 0.9%
visit in this tour?
Culture 41 38 %
Conference 5 4.6 %
History 7 6.5 %
Sport 1 0.9%
Mixed 40 37 %
Others 12 11.1%
Missing 1 0.9%
Total 108 100 %

Source: Own survey by the Researcher, 2020

4.3.1. The Status of Sudanese Tourists visiting Amhara Regional State

As table 3 clearly displays, the majority of respondents have visited Amhara Regional State
so far (87 %). On the other extreme, the remaining respondents have not visited the region
(10.2 %). This shows that the majority of them are familiar and well — oriented to perceive
tourist destinations of Amhara Regional State and hence they are ready to perceive the

tourist destinations properly.

4.3.2. Types of Tourist Destinations visited by Sudanese Tourists

From over all respondents that have visited Amhara Regional State so far, majority of them have
visited Gondar and Bahir Dar (25.9 %) followed by only Gondar (23.1 %) and Bahir Dar (21.3
%). Generally, nearly more than 80% Of respondents have visited selected tourist destinations
(Gondar, Lalibela and Bahir Dar) in one way or another. Compared to Gondar and Bahir Dar,
Lalibela is lowly visited tourist destination and hence only 24 % of respondents have visited
Lalibela so far. Hence, the respondents have more visiting experience and exposure and better

chance to perceive Gondar and Bahir Dar compared to Lalibela.
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4.3.3. The Purpose of visit by Sudanese Tourists

As it is shown on table 3, culture is the main purpose of visit by Sudanese tourists (38 %)
followed by mixed purposes (37 %), other purposes (11.1 %) and history (6.5 %). This illustrates
that majority of Sudanese tourists are interested and attracted by Ethiopian cultures and other
mixed purposes. When the researcher means mixed purposes, it is all about purposes more than

one.

4.4. Perceptions of Sudanese Tourists on Safety and Security of Gondar, Lalibela

and Bahir Dar

Safety and security is one of the most important destination attributes in measuring tourist
perceptions and destination image. Hence, five items seemed important to measure the safety and

security of Gondar, Lalibela and Bahir Dar were identified as follows.

Table 4: The perception of Sudanese tourists towards Safety and security in Gondar, Lalibela

and Bahir Dar (1 = Strongly Disagree, 5 = Strongly Agree)

Destination Gondar Lalibela Bahir Dar

Attributes

1. Safety and N Mean | SD N Mean | SD | N Mean | SD
Security

It is one of the safest | 108 | 3.35 .879 | 108 3.54 .689 | 108 | 4.20 746
and secured
destinations in
Ethiopia

There are no 108 | 3.19 .703 | 108 3.19 442 | 108 | 3.78 .950
pickpockets and
thieves

There is Hassel free 108 | 3.34 .856 | 108 3.26 553 | 108 | 3.85 .873
travel

There is high 108 | 3.55 .766 | 108 | 3.27 557 | 108 | 3.93 872
personal safety of
tourists

There is calm and 108 | 3.74 702 | 108 |3.33 530 | 108 | 4.02 761
peaceful atmosphere
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Grand Mean 108 | 3.43 781 | 108 |3.31 554 | 108 | 3.95 .840

Source: Own survey by the Researcher, 2020

Table 4 clearly displays the means for perceptions of Sudanese tourists upon safety and security
of Gondar, Lalibela and Bahir Dar. Amongst five items or variables that were designed to
measure the safety and security of these three tourist destinations, the highest mean score was
4.20 while the lowest score was 3.19. In terms of being one of the safest and secured destinations
in Ethiopia, Bahir Dar has scored the highest point with mean and standard deviation of (Mean =
4.20, SD = 0.746) followed by Lalibela (Mean = 3.54, SD = 0.689). On the other extreme,
Gondar has scored the lowest point at this item (Mean = 3.35, SD = 0.879).

In terms of non — existence of pickpockets and thieves, Bahir Dar has scored moderately high
with mean and standard deviation of (Mean = 3.78, SD = 0.950). On the other hand, both
Lalibela and Gondar have scored the lowest point with mean and standard deviation of (Mean =
3.19, SD =0.442) and (Mean = 3.19, SD = 0.703) respectively.

In terms of having Hassel free travel, Bahir Dar has once again achieved moderately high score
with mean and standard deviation of (Mean = 3.85, SD = 0.873) followed by Gondar (Mean =
3.34, SD = 0.553). At this item or variable, Lalibela has scored the lowest point with mean and
standard deviation of (Mean = 3.26, SD = 0.553).

In terms of fulfilling high personal safety of tourists, Bahir Dar has achieved moderately high
score with mean and standard deviation of (Mean = 3.93, SD = 0.872) followed by Gondar
(Mean = 3.55, SD = 0.766). On the other extreme, Lalibela has once again scored the lowest
point with mean and standard deviation of (Mean = 3.27, SD = 0.557).

As far as the existence of calm and peaceful atmosphere is concerned, Bahir Dar has still
achieved highest point with mean and standard deviation of (Mean = 4.02, SD = 0.76) followed
by Gondar (Mean = 3.74, SD = 0.702) and Lalibela (Mean = 3.33, SD = 0.530).

Generally, as the results clearly show on the above table, Bahir Dar is the most positively
perceived destination among the three tourist destinations in destination attribute of safety and
security with Grand Mean and Standard Deviation of (Mean = 3.95, SD = 0.840). Amazingly,
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out of five items that were used to measure Sudanese tourists’ perception on safety and security

of these three tourist destinations, Bahir Dar has scored the highest points on all these items.

On the other hand, Gondar has achieved the second place in terms of safety and security with
Grand Mean and Standard Deviation of (Mean = 3.43, SD = 0.781). According to table 3,
Gondar has gained second place in three items or variables i.e. existence of calm and peaceful
atmosphere (Mean = 3.74, SD = 0.702), existence of high personal safety of tourists (Mean =
3.55, SD = 0.766) and existence of Hassel free travel (Mean = 3.34, SD = 0.856) and it has also
gained the third place in one item i.e. in terms of being one of the safest and secured destinations
in Ethiopia (Mean = 3.35, SD = 0.746). In addition to this, it has scored one of the lowest point
equal with Lalibela in one item i.e. in terms of non — existence of pickpockets and thieves (Mean
=3.19, SD =0.703).

As it is clearly revealed on table 3, Lalibela is least positively perceived by Sudanese tourists in
terms of safety and security compared to Bahir Dar and Lalibela. As it is clearly shown on
descriptive outputs of Likert Scale, out of five items that were designed to assess perceptions of
Sudanese tourists regarding destination attribute of safety and security, Lalibela has scored the
lowest points in four items i.e. non — existence of pickpockets (Mean = 3.19, SD = 0.442),
existence of Hassel free travel (Mean = 3.26, SD = 0.553), existence of high personal safety of
tourists (Mean = 3.27, SD = 0.557) and existence of calm and peaceful atmosphere (Mean =
3.33, SD = 0.530). Of course, it has achieved the second place in one item i.e. in terms of being
one of the safest and secured destinations in Ethiopia with Mean and Standard Deviation of
(Mean = 3.54, SD = 0.689).

According the finding that was obtained from key informant interview, tourist destinations in
Amhara region are relatively safe. Contrary to this, few key informants have raised different
types of gaps on tourist safety and security, tour guiding service, money value at destination and
availability of tourist information.

For example, one key informant (K1 — 3) has stated as follows:

3

¢ .... There are few tourist information centers. Things are very expensive and security is of

course not bad. There are also bureaucratic problems in Visa facilitations.”

32



Hence, complicated steps in visa processing, the case of money value at destinations, the case of
availability of tourist information, tour guiding service and safety and security issues were

among repeatedly mentioned limitations of these tourist destinations by key informants.

As it is indicated above, Lalibela was less visited destination by Sudanese tourists. Hence, this
finding visibly shows that when foreign tourists have more previous experience and exposure
and when they receive better treatment from a given tourist destination, they have better chance
to perceive positively. Contrary to this, when foreign tourists have no more previous experience
and exposure and when they experienced poor treatment, they have no more chance to perceive

positively.

4.5. Perceptions of Sudanese Tourists on Attractions of Gondar, Lalibela and
Bahir Dar

Availability of different attractions is one of the most important destination attributes in
measuring tourist perceptions and destination image. Hence, seven items seemed important to

measure attractions of Gondar, Lalibela and Bahir Dar were identified as follows.

Table 5: The perception of Sudanese tourists towards Attractions in Gondar, Lalibela and Bahir

Dar (1 = Strongly Disagree, 5 = Strongly Agree)

Destination Attributes Gondar Lalibela Bahir Dar

2. Attractions N Mean | SD N Mean | SD N Mean | SD
It is rich in historical and 108 417 .604 108 3.77 .664 108 417 .588
cultural attractions

There -are special events | 108 3.72 .708 108 3.19 470 108 3.89 .857
and festivals

It is rich in beautiful 108 3.93 .720 108 3.28 490 108 4,01 .803
scenery and natural

attractions

There are variety of 108 3.72 .946 108 3.15 .624 108 3.84 .929
entertainments
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The architectural design
of historical buildings/
churches/ Monasteries are
amazing and attractive

108

4.19

767

108

3.81

787

108

3.91

.860

There is beautiful scenery
and attractiveness

108

3.97

729

108

3.31

483

108

4.09

.756

There is unpolluted and
clean environment

108

3.79

727

108

3.19

.598

108

4.34

751

Grand Mean

108

3.93

0.743

108

3.38

.588

108

4.03

192

Source: Own survey by the Researcher, 2020

Table 5 clearly displays the means and standard deviations for perceptions of Sudanese tourists
upon existing attractions of Gondar, Lalibela and Bahir Dar as existing tourist destinations in
Amhara Regional State. Amongst seven items that were designed to measure perceptions of
Sudanese tourists towards attractions of Gondar, Lalibela and Bahir Dar, the highest mean score
was 4.34 while the lowest was 3.15.

In terms of being rich in historical and cultural attractions, both Gondar and Bahir Dar have
scored the highest point with mean and standard deviation of (Mean = 4.17, SD = 0.604) and
(Mean = 4.17, SD = 0.588) respectively followed by Lalibela (Mean = 3.77, SD = 0.664).

In terms of having special events and festivals, Bahir Dar has scored moderately high with mean
and standard deviation of (Mean = 3.89, SD = 0.857) followed by Gondar (Mean = 3.72, SD =
0.708). On the other extreme, Lalibela has scored the lowest point at this item (Mean = 3.19, SD
=0.477). In terms of being rich in beautiful scenery and natural attractions, Bahir Dar has scored
the highest point with mean and standard deviation of (Mean = 4.01, SD = 0.803) followed by
Gondar (Mean = 3.93, SD = 0.720) and Lalibela (Mean = 3.28, SD = 0.490).

In terms of having variety of entertainment options, Bahir Dar has scored moderately high point
with mean and standard deviation of (Mean = 3.84, SD = 0.929) followed by Gondar (Mean =
3.72, SD = 0.946). On the other extreme, Lalibela has scored the lowest point with mean and
standard deviation of (Mean = 3.15, SD = 0.624). On the other hand, in terms of having amazing
and attractive architectural design of historical buildings, Gondar has scored the highest with
mean and standard deviation of (Mean = 4.19, SD = 0.767) followed by Bahir Dar (Mean = 3.91,
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SD =0.860) and Lalibela (Mean = 3.81, SD = 0.787). Hence, one can say that Sudanese tourists’

perception towards this item is relatively more positive in these three tourist destinations.

In terms of having beautiful scenery and attractiveness, Bahir Dar has scored the highest (Mean
=4.09, SD = 0.756) followed by Gondar (Mean = 3.97, SD = 0.729) and Lalibela (Mean = 3.31,
SD = 0.483). Finally, in terms of having unpolluted and clean environment, Bahir Dar has
achieved the highest score with mean and standard deviation of (Mean = 4.34, SD = 0.751)
followed by Gondar (Mean = 3.97, SD = 0.727). Contrary to this, Lalibela has scored the lowest
point at this item with mean and standard deviation of (Mean = 3.19, SD = 0.598).

Generally, as it is clearly revealed on table 4, Bahir Dar is the most positively perceived out of
the listed three tourist destinations in terms of having outstanding tourist attractions with Grand
Mean and Standard Deviation of (Mean = 4.03 and SD = 0.792). Hence, out of seven items that
were used to measure perceptions of Sudanese tourists, Bahir Dar has scored the highest means
and the first place in six items i.e. in terms of having unpolluted and clean environment (Mean =
4.34, SD = 0.751), in terms of being rich in historical and cultural attractions (Mean = 4.17, SD =
0.604), in terms of existence of beautiful scenery and attractiveness (Mean = 4.09, SD = 0.756),
in terms of being rich in beautiful scenery and natural attractions (Mean = 4.01, SD = 0.803), in
terms of having special events and festivals (Mean = 3.89, SD = 0.857) and in terms of having
variety of entertainment options (Mean = 8.84, SD = 0.929). In addition to these items, Bahir Dar
has achieved the second place in one item i.e. in terms of having amazing and attractive
architectural design of historical buildings/ Churches and Monasteries (Mean = 3.91, SD =
0.860).

On the other hand, Gondar is the second positively perceived destination by Sudanese tourists
with Grand Mean and Standard deviation of (Mean = 3.93, SD = 0.767). Thus, out of seven
items, Gondar has scored the highest means in two items i.e. in terms of being rich in historical
and cultural attractions (Mean = 4.17, SD = 0.604) and in terms of having amazing and attractive
architectural design in historical buildings/ Churches and Monasteries (Mean= .19, SD= 0.767).
On the other extreme, Lalibela is least perceived by Sudanese tourists at this destination attribute
(i.e. attractions) compared to Bahir Dar and Gondar with Grand Mean and Standard Deviation of
(Mean = 3.31, SD = 0.554). Hence, out of seven items that were designed to measure perception
of Sudanese tourists, it has scored the lowest means from all items.

35



Generally, Sudanese tourists’ perception towards availability of tourist attraction sites is almost
positive. Even the finding that was obtained from key informant interview highly supports this
reality. For example, one key informant (K1 -1), has provided the following opinion regarding
this.

“--- our citizens choose Ethiopia to have a visit because most people in Sudan like it and mostly
selected tourist destinations are Amhara area particularly that exist near Sudan. Gondar and

)

surrounding are mostly targeted because all things are almost the same with that of Sudan.’

The other key informant (KI -7), has forwarded the following statement that supports the stated
idea as follows: “---- there is availability of different attraction sites in this region. The weather

’

and climate is also fine and geographic beauty is also fine.’

Hence, availability of different attraction sites is grouped under one of positively perceived

destination attributes.

4.6. Perceptions of Sudanese Tourists on Tourist Infrastructures of Gondar,
Lalibela and Bahir Dar

Availability of tourist infrastructures is one of the most important destination attributes in
measuring tourist perceptions and destination image. Hence, five items seemed important to

measure tourist infrastructures of Gondar, Lalibela and Bahir Dar were identified as follows.

Table 6: The perception of Sudanese tourists towards Tourist Infrastructures in Gondar,

Lalibela and Bahir Dar (1 = Strongly Disagree, 5 = Strongly Agree)

Destination Gondar Lalibela Bahir Dar
Attributes

3. Tourist N Mean | SD N Mean SD N Mean SD
Infrastructure

There is quality of air | 108 | 3.55 778 108 | 3.06 498 108 | 4.05 .689
and road
transportation
systems

There are appropriate | 108 | 3.31 .805 108 | 3.09 .556 108 | 3.92 810
local transport
availabilities

There is proximity of | 108 | 3.41 .698 108 | 3.10 .510 108 | 3.79 .887
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attractions from
visitor facility centers

There are places to sit | 108 | 3.47 .837 108 | 3.11 .553 108 | 3.82 .895
and rest around
attraction sites

There are variety of 108 | 3.34 | .919 108 | 3.01 .604 | 108 | 3.83 922
shopping
opportunities

Grand Mean 108 | 3.42 .807 108 | 3.07 544 108 | 3.88 .840

Source: Own survey by the Researcher, 2020

Table 6 clearly displays the means and standard deviations for perceptions of Sudanese tourists
upon tourist infrastructures of Gondar, Lalibela and Bahir Dar as existing tourist destinations in
Amhara Regional State. Amongst five items (variables) that were designed to measure
perceptions of Sudanese tourists towards tourist infrastructures of these three tourist destinations,
the highest score was 4.05 while the lowest one is 3.01.

In terms of having high quality of air and road transportation systems, Bahir Dar has scored the
highest point with mean and standard deviation of (Mean = 4.05, SD = 0.689) followed by
Gondar (Mean = 3.55, SD = 0.778). On the other extreme, Lalibela has scored the lowest point at
this item (Mean = 3.06, SD = 0.498). In terms of existence of appropriate local transport
availabilities, Bahir Dar has again achieved moderately high score with mean and standard
deviation of (Mean = 3.92, SD = 0.810) followed by Gondar (Mean = 3.31, SD = 0.805).
Lalibela has once again scored the lowest point at this variable with mean and standard deviation
of (Mean = 3.09, SD = 0.556).
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In terms of proximity of attractions from visitor facility centers, Bahir Dar has scored moderately
high point with mean and standard deviation of (Mean = 3.79, SD = 0.887) followed by Gondar
(Mean = 3.41, SD= 0.698) and Lalibela (Mean = 3.10, SD = 0.510).In terms of having places to
sit and rest around attraction sites, Bahir Dar has scored moderately high point with mean and
standard deviation of (Mean = 3.82, SD = 0.895) followed by Gondar (Mean = 3.47, SD = 0.817)
and Lalibela (Mean = 3.11, SD = 0.553). In terms of existence of variety of shopping
opportunities, Bahir Dar has once again scored moderately high points with mean and standard
deviation of (Mean = 3.83, SD = 0.922) followed by Gondar (Mean = 3.34, SD = 0.919). On the
other extreme, Lalibela has scored the lowest point at this item with mean and standard deviation
of (Mean = 3.01, SD = 0.604).

Generally, according to table 5, Bahir Dar is the most positively perceived tourist destination
with Grand Mean and Standard Deviation of (Mean = 3.88, SD = 0.840). Hence, out of five
items that were used to measure Sudanese tourist perceptions on tourist infrastructure, Bahir Dar
has achieved the first place from all items. Opposite to this, Lalibela is the least perceived tourist
destination with mean and standard deviation of (Mean = 3.07, SD = 0.544).

Contrary to this, key informants have raised existing gaps on tourist infrastructures of Ethiopia
and the region. For example, one key informant (KI — 7) has stated as follows: « .... There are no
more tourist standard infrastructures in the region. For instance, roads are not suitable for those
tourists that have health problems. There is poor wifi...there are no clean toilets particularly at

remote areas.”

Hence, it seems very important to address all these issues in order to reverse negative perceptions

of foreign tourists.

4.7. Perceptions of Sudanese Tourists on Climate and Weather Conditions of

Gondar, Lalibela and Bahir Dar

Availability of suitable climate and weather conditions is one of the most important destination
attributes in measuring tourist perceptions and destination image. Hence, two items seemed
important to measure climate and weather conditions of Gondar, Lalibela and Bahir Dar were

identified as follows.
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Table 7: The perception of Sudanese tourists towards Climate and weather conditions in
Gondar, Lalibela and Bahir Dar (1 = Strongly Disagree, 5 = Strongly Agree)

Destination Gondar Lalibela Bahir Dar
Attributes
4, Climate and N Mean | SD N Mean | SD N Mean | SD
Weather
condition
There is pleasurable | 108 | 4.28 721 | 108 | 3.58 712 | 108 | 4.21 711
climate
The weather 108 | 4.25 .750 | 108 | 3.58 712 | 108 | 4.21 711
condition is
fascinating
Grand Mean 108 | 4.27 736 | 108 | 3.58 712 | 108 | 4.21 711

Source: Own survey by the Researcher, 2020

Table 7 clearly displays the means and standard deviations for perceptions of Sudanese tourists
upon climate and weather conditions of Gondar, Lalibela and Bahir Dar. Amongst two items or
variables that were used to measure perceptions of Sudanese tourists upon climate and weather
conditions of these tourist destinations, the highest mean score was 4.28 while the lowest mean
score was 3.58. In terms of having the pleasurable climate, Gondar has scored the highest point
with mean and standard deviation of (Mean = 4.28, SD = 0.721) followed by Bahir Dar (Mean =
4.21, SD = 0.711) and Lalibela (Mean = 3.58, SD = 0.712). From this, one can easily understand

that Sudanese tourists’ perception on this item or variable is relatively positive.

In terms of having fascinating weather condition, Gondar has scored the highest point once again
with mean and standard deviation of (Mean = 4.25, SD = 0.750) followed by Bahir Dar (Mean =
4.21, SD = 0.711) and Lalibela (Mean = 3.58, SD = 0.712). Hence, we can say that, Sudanese

tourists’ perception upon weather conditions of these three tourist destinations is relatively good.

The finding that was obtained from key informant interview supports this issue. For instance, for
question that was forwarded for tour operators of Sudan regarding whether Ethiopia and Amhara
Region is target market for Sudanese tourists, one key informant (KI — 1) has provided the

following opinion regarding mostly chosen tourist destinations by Sudanese tourists. “--- our
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citizens choose Ethiopia to have a visit because most people in Sudan like it and mostly selected
tourist destinations are Amhara area particularly that exist near Sudan. Gondar and

’

surrounding are mostly targeted because all things are almost the same with that of Sudan.’

Predominantly, key informants have nice perception essentially linked to weather and climatic
conditions and other destination attributes. Linked to this, one key informant (KI — 4) has
forwarded his feeling as follows: “--- Amhara Regional State primarily Gondar is mostly selected
by Sudanese tourists since...these destinations are very good in having different attraction sites

and the weather and climatic conditions are also nice.”

From this one can easily conclude that Sudanese tourists have strong trust and positive attitude
towards tourist destinations of Amhara region. Hence, this destination attributes (climate and

weather condition can be listed as one of fertile grounds to attract more Sudanese tourists.

4.8. Perceptions of Sudanese Tourists on Money Values of Gondar, Lalibela and
Bahir Dar

Availability of good money value at destination is one of the most important destination
attributes in measuring tourist perceptions and destination image. Hence, two items seemed

important to measure money value of Gondar, Lalibela and Bahir Dar were identified as follows.

Table 8: The perception of Sudanese tourists towards Money values in Gondar, Lalibela and
Bahir Dar (1 = Strongly Disagree, 5 = Strongly Agree)

Destination Gondar Lalibela Bahir Dar
Attributes

5. Money Value | N Mean | SD N Mean | SD N Mean | SD
at Destination

There is good | 108 | 3.50 767 | 108 | 3.32 526 | 108 | 3.98 797
value for money

40



paid

The pricing 108 | 3.49 .704 | 108 | 3.29 530 | 108 | 3.97 791
strategies are
reasonable
Grand Mean 108 | 3.495 |.736 | 108 | 3.31 528 | 108 | 3.975 | .794

Source: Own survey by the Researcher, 2020

Table 8 clearly displays the means and standard deviations for perceptions of Sudanese tourists
on money value of tourist destinations of Gondar, Lalibela and Bahir Dar as existing tourist
destinations in Amhara Regional State. Amongst two variables that were used to measure
perceptions of Sudanese tourists regarding money value of these three tourist destinations, the
highest mean score was 3.98 while the lowest score was 3.29.

In terms of existing good value for money paid during tourist visitation, Bahir Dar has scored
moderately high point with mean and standard deviation of (Mean = 3.98, SD = 0.797) followed
by Gondar (Mean = 3.50, SD = 0.767) and Lalibela (Mean = 3.32, SD = 0.526). In terms of
having reasonable pricing strategies, Bahir Dar has achieved moderately high scores with mean
and standard deviation of (Mean = 3.97, SD = 0.791) followed by Gondar (Mean = 3.49, SD =
0.704) and Lalibela (Mean = 3.29, SD = 0.530).

On the other hand, key informants have two opposite views in terms of this destination attribute
(existence of good value for money paid). Some of them have said that there is good value for
money paid in these tourist destinations and others have said that there is no good value for
money paid in these tourist destinations. For example, one key informant (KI — 5) has forwarded
his view as follows: “.... There is good value for money paid in Ethiopia. The prices are

affordable and even | can say that very cheap.”

Contrary to this, few key informants have raised their disagreement on this case. For example,
one key informant (KI — 8) has stated as follows: “ .... Things are very expensive and the way
that they tried to serve customers is very poor. There is some times a language barrier. There

are different types of problems that must be solved at grass root level.”

Hence, a due attention must be given to these listed problems since they are very important to attract more

Sudanese tourists
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4.9. Perceptions of Sudanese Tourists on Hospitality of Gondar, Lalibela and
Bahir Dar

Hospitality and warm reception is one of the most important destination attributes in measuring

tourist perceptions and destination image. Hence, four items seemed important to measure

hospitality of Gondar, Lalibela and Bahir Dar were identified as follows.

Table 9: The perception of Sudanese tourists towards Hospitality in Gondar, Lalibela and Bahir

Dar (1 = Strongly Disagree, 5 = Strongly Agree)

Destination Gondar Lalibela Bahir Dar
Attributes

6. Hospitality N Mean | SD N Mean | SD |N Mean | SD
There is attractive and | 108 3.74 715 108 | 3.56 .631 | 108 | 4.00 773
welcoming

atmosphere

Host communities are | 108 3.71 .642 108 3.58 .628 | 108 | 4.07 .758
interesting and

friendly to tourists

The attitude of local | 108 3.73 590 108 | 3.60 .610 | 108 | 4.07 .805
people towards

tourists is positive

There is willingness of | 108 3.62 .652 108 | 3.50 .619 | 108 | 4.00 832
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residents to  help
tourists

Grand Mean 108 3.70 .650 108 | 3.56 .622 | 108 | 4.04 792

Source: Own survey by the Researcher, 2020

Table 9 clearly displays the means and standard deviations for perceptions of Sudanese tourists
up on Hospitality of Gondar, Lalibela and Bahir Dar. Amongst four items that were used to
measure perceptions of Sudanese tourists towards hospitality of these three tourist destinations,

the highest mean score was 4.07 while the lowest score was 3.50.

In terms of having attractive and welcoming atmosphere, Bahir Dar has scored the highest point
with mean and standard deviation of (Mean = 4.00, SD = 0.773) followed by Gondar (Mean =
3.74, SD = 0.715) and Lalibela (Mean = 3.56, SD = 0.631). In terms of having interesting and
friendly host communities, Bahir Dar has received the highest score with mean and standard
deviation of (Mean = 4.07, SD = 0.758) followed by Gondar (Mean = 3.71, SD = 0.642) and
Lalibela (Mean = 3.58, SD = 0.628). In terms of positive attitude of local people towards tourists,
Bahir Dar has scored the highest point with mean and standard deviation of (Mean = 4.07, SD =
0.805) followed by Gondar (Mean = 3.73, SD = 0.590) and Lalibela (Mean = 3.60, SD = 0.610).

In terms of willingness of residents to help tourists during visitation, Bahir Dar has once again
received the highest score with mean and standard deviation of (Mean = 4.00, SD = 0.832)
followed by Gondar (Mean = 3.62, SD = 0.652) and Lalibela (Mean = 3.50, SD = 0.619).

Based on these out puts, Bahir Dar is the most positively perceived destination by Sudanese
tourists in terms of hospitality with Grand Mean and Standard Deviation of (Mean = 4.04, SD =
0.792). On the other extreme, Lalibela is the least perceived tourist destination with Grand Mean
and Standard Deviation of (Mean = 3.56, SD, SD = 0.622).

Generally, in spite of their rank, Sudanese tourists’ perception towards this destination attribute

(hospitality) is almost positive to these tourist destinations.

The finding that was obtained from key informant interview highly supports this statement. For

instance, (KI — 6) has provided his opinion regarding hospitality in these tourist destinations. “---
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- one of the fantastic issues existed in Ethiopia as a whole is existence of nice and friendly

i3]

people. They are so beautiful and hospitable for the guests.

Predominantly, key informants have nice perception essentially linked to hospitality of
Ethiopians weather and climatic conditions, availability of attraction sites and activities of these
tourist destinations. For example, one key informant (KI — 4) has added this. “--- Amhara
Regional State primarily Gondar is mostly selected by Sudanese tourists since some people
speak Arabic. In addition to this, these destinations are very good in having different attraction

sites and the weather and climatic conditions are also nice.

4.10. Perceptions of Sudanese Tourists on Tourist Information of Gondar,
Lalibela and Bahir Dar

Availability of tourist information is one of the most important destination attributes in
measuring tourist perceptions and destination image. Hence, three items seemed important to

measure tourist information of Gondar, Lalibela and Bahir Dar were identified as follows.

Table 10: The perception of Sudanese tourists towards Tourist Information in Gondar, Lalibela

and Bahir Dar (1 = Strongly Disagree, 5 = Strongly Agree)

Destination Gondar Lalibela Bahir Dar

Attributes

7. Tourist N Mean | SD N Mean | SD N Mean | SD
Information

It is well marketed and | 108 | 3.30 950 | 108 3.55 .689 | 108 4.07 770

promoted as tourist
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destination

There is easy internet | 108 | 2.72 955 | 108 | 284 .629 | 108 3.40 .966
service and access

There are appropriate | 108 | 3.10 748 | 108 3.07 524 | 108 3.79 .897
tourist information
centers

Grand Mean 108 | 3.04 .884 | 108 | 3.15 .614 | 108 3.75 878

Source: Own survey by the Researcher, 2020

Table 10 displays the means and standard deviations for perceptions of Sudanese tourists on
Tourist information of Gondar, Lalibela and Bahir Dar. Amongst three items or variables that
were used to measure perceptions of Sudanese tourists towards tourist information of these three

tourist destinations, the highest mean score was 4.07 while the lowest point was 2.72.

In terms of being well- marketed and promoted as tourist destination, Bahir Dar has scored the
highest point with mean and standard deviation of (Mean = 4.07, SD = 0.770) followed by
Lalibela (Mean = 3.55, SD = 0.689). However, Gondar has scored the lowest point at this item
with mean and standard deviation of (Mean = 3.30, SD = 0.950). In terms of availability of easy
internet service and access, almost all these three tourist destinations achievement is not good as
it is perceived by Sudanese tourists. Compared to others, Bahir Dar has scored relatively better
point with mean and standard deviation of (Mean = 3.40, SD = 0.966) followed by Lalibela
(Mean = 2.84, SD = 0.629). Especially, Gondar has scored the lowest point at this item with
mean and standard deviation of (Mean = 2.72, SD = 0.955).

In terms of existence of appropriate tourist information centers, Bahir Dar has scored moderately
high point with mean and standard deviation of (Mean = 3.79, SD = 0.897). Opposite to this,
both Gondar and Bahir Dar have scored the lowest points at this item with mean and standard
deviation of (Mean = 3.10, SD = 0.748) and (Mean = 3.07, SD = 0.524).

Generally, based on these out puts, Bahir Dar is the most positively perceived tourist destination
by Sudanese tourists in destination attribute of tourist information with Grand Mean and
Standard Deviation of (Mean = 3.75, SD = 0.878). On the other extreme, both Lalibela and
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Gondar are least perceived destinations by those tourists with Grand Mean and Standard
Deviations of (Mean = 3.15, SD = 0.614) and (Mean = 3.04, SD = 0.884) respectively.

In spite of their rank, the performance of these three tourist destinations is not attractive
according to perceptions of Sudanese tourists. Hence, lots of home works must be done to

change this perception.

The finding that was obtained from key informant interview highly supports this statement.
Connected to this, key informants have raised existing gaps on tourist infrastructures of Ethiopia
and the region. For example, one key informant (KI — 3) has stated as follows: «“ .... There is few
tourist information providing centers. Things are very expensive and security is of course not

bad. There are also bureaucratic problems in Visa facilitations.”

Hence, existence of complicated steps in visa processing and drawbacks in fulfilling appropriate
and standardized tourist information centers can be grouped under limitations of these three

tourist destinations even if their performance is one and the same.

4.11. Perceptions of Sudanese Tourists on Accommodations of Gondar, Lalibela
and Bahir Dar

Accommodation is one of the most important destination attributes in measuring tourist
perceptions and destination image. Hence, six items seemed important to measure

accommodations of Gondar, Lalibela and Bahir Dar were identified as follows.

Table 11: The perception of Sudanese tourists towards Accommodations in Gondar, Lalibela

and Bahir Dar (1 = Strongly Disagree, 5 = Strongly Agree)
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Destination Attributes Gondar Lalibela Bahir Dar

8. Accommodation N Mean | SD N Mean | SD [N Mean | SD

There is quality  of | 108 | 3.31 732 | 108 | 3.14 555 | 108 | 4.08 .750

accommodation facilities

There are variety of 108 | 3.06 .818 | 108 | 3.06 577 | 108 | 3.83 922

accommodation providing

entities

There is professionalism of | 108 | 3.14 767 | 108 | 3.08 514 | 108 | 3.68 1.02

service personnel

There is quality of tour | 108 | 3.10 735 | 108 | 3.11 518 | 108 | 3.65 1.03

guiding service

There is a variety of local | 108 | 3.78 753 | 108 | 3.44 .645 | 108 | 4.09 730

food and drink

There is appealing local food | 108 | 3.74 741 | 108 | 3.44 .688 | 108 | 4.06 .790
Grand Mean 108 | 3.36 758 |108 |3.21 583 | 108 | 3.90 874

Source: Own survey by the Researcher, 2020

Table 11 noticeably shows the means and standard deviations for perceptions of Sudanese
tourists on Accommodations of Gondar, Lalibela and Bahir Dar. Amongst six items that were
used to measure perceptions of Sudanese tourists towards accommodations of these three tourist

destinations, the highest mean score was 4.09 while the lowest score was 3.06.

In terms of quality of accommodation facilities, Bahir Dar has achieved the highest score with
mean and standard deviation of (Mean = 4.08, SD = 0.750) followed by Gondar (Mean = 3.31,
SD = 0.732) and Lalibela (Mean = 3.14, SD = 0.555). In terms of having variety of
accommaodation providing entities, Bahir Dar has achieved moderately high score with mean and
standard deviation of (Mean = 3.83, SD = 0.922) followed by Lalibela (Mean = 3.06, SD =
0.577) and Gondar (Mean = 3.06, SD = 0.818).

In terms of existence of professionalism of service personnel, Bahir Dar has achieved moderately
high score with mean and standard deviation of (Mean = 3.68, SD = 1.02). On the other extreme,
both Gondar and Lalibela have scored the lowest points at this item with mean and standard
deviation of (Mean = 3.14, SD = 0.767) and (Mean = 3.08, SD = 0.514) respectively. In terms of

47



quality of tour guiding service, almost all of these three tourist destinations have achieved low
scores. As far as this item is concerned, Bahir Dar has achieved relatively better performance
with mean and standard deviation of (Mean = 3.65, SD = 1.03). Opposite to this, both Lalibela
and Gondar have scored the lowest points at this item with mean and standard deviation of
(Mean = 3.11, SD =0.518) and (Mean = 3.10, SD = 0.735) respectively.

In terms of having variety of local food and drink, almost all of these three tourist destinations
have achieved relatively good scores. Particularly, Bahir Dar has scored the highest point with
mean and standard deviation of (Mean = 4.09, SD = 0.730) followed by Gondar (Mean = 3.78,
SD = 0.753) and (Mean = 3.44, SD = 0.645). In terms of having appealing local food, almost all
of these three tourist destinations have relatively perceived in better way by Sudanese tourists.
Above all, Bahir Dar has scored the highest point with mean and standard deviation of (Mean =
4.06, SD = 0.790) followed by Gondar (Mean = 3.74, SD = 0.685).

Generally, by achieving the first place in all items designed to measure perceptions of Sudanese
tourists upon destination attribute of accommodation, Bahir Dar is the most positively perceived
tourist destination with Grand Mean and Standard Deviation of (Mean = 3.90, SD = 0.874)
followed by Gondar (Mean = 3.36, SD = 0.758) and Lalibela (Mean = 3.21, SD = 0.583).

Hence, existence of complicated steps in visa processing and drawbacks in fulfilling appropriate
and standardized tourist information centers can be grouped under limitations of these three

tourist destinations even if their performance is one and the same.

For instance, as far as this limitation is concerned, one key informant (KI — 4) has stated as
follows: “.... one of the causes that may affect the flow of Sudanese tourists is gaps in good

guide translation. The other one is gaps in visa processing. These two things must be solved.”
4.12. Computed Means of all Destination Attributes of Bahir Dar

Table 12: Descriptive Statistics on computed means of all destinations attributes of Bahir Dar

[Destination Attributes N Minimum | Maximum [Mean [Rank
Safety & Security 108  [2.20 5.00 3.95 5"
Attractions 108 2.86 5.00 4.03 3"
Tourist Infrastructure 108  [2.80 5.00 3.88 7"
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Climate and Weather condition |108 2.00 5.00 421 1%
Money value at Destination 108 3.00 5.00 3.97 40
Hospitality 108 2.25 5.00 4.04 2"
Tourist Information 108 1.67 5.00 3.75 g
Accommodation 108 2.50 5.00 3.90 6"
Valid N (listwise) 108

Source: Own survey by the Researcher, 2020

Table 12 displays Descriptive Statistics on computed means of all destinations attributes on
tourist destinations of Bahir Dar. As it is clearly demonstrated at this table, Sudanese tourists’
perception towards Bahir Dar is relatively high compared to the remaining tourist destinations.
More importantly, these tourists have highest and better positive perception on climate and
weather condition of Bahir Dar (with computed mean of 4.21) followed by hospitality (with
computed mean of 4.04) and availability of different attractions (with computed mean of 4.03).
Even though, the computed mean is still high, Sudanese tourists have shown relatively less
perception on availability of tourist information (with computed mean of 3.75) followed by
accommaodation (with computed mean of 3.90). Hence, one can easily be aware of that Sudanese
tourists’ perception towards Bahir Dar is very good almost at all destination attributes since it
seems better to grasp these opportunities appropriately and strong campaign must be done to

reverse less perceived issues.

4.13. Computed Means of all Destination Attributes of Gondar

Table 13: Descriptive Statistics on computed means of all destinations attributes of Gondar

Destination Attributes N Minimum | Maximum [ Mean |Rank
Safety & Security 108 |2.00 4.40 343 | 5"
Attractions 108 [2.71 5.00 3.93 2"
Tourist Infrastructure 108 |2.00 5.00 342 | 6"
Climate and Weather condition |108 |2.50 5.00 4.27 1
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Money value at Destination 108 [2.00 5.00 349 | 4"
Hospitality 108 |2.00 5.00 370 | 3©
Tourist Information 108 [1.00 5.00 3.04 | 8"
Accommodation 108 |1.83 4.67 336 | 7"
Valid N (listwise) 108

Source: Own survey by the Researcher, 2020

Table 13 displays Descriptive Statistics on computed means of all destinations attributes on

tourist destinations of Gondar. As it is clearly demonstrated at this table, Sudanese tourists have

better positive perception on climate and weather condition of Gondar (with computed mean of

4.27) followed by availability of attractions (with computed mean of 3.93) and hospitality (with

computed mean of 3.70). On the other hand, they less perceive on availability of tourist

information (with computed mean of 3.04) followed by accommodation (with computed mean of

3.36) and tourist infrastructure (with computed mean of 3.42). Hence, one can clearly understand

that these tourists are relatively happy on climate and weather conditions, availability of different

attraction sites and hospitality of host communities in Gondar. Opposing to this, they have

developed relatively less perception on availability of different tourist information centers,

accommaodation providing entities and existence of appropriate tourist infrastructures.

4.14. Computed Means of all Destination Attributes of Lalibela

Table 14: Descriptive Statistics on computed means of all destinations attributes of Lalibela

[Destination Attributes N Minimum [Maximum | Mean |Rank
Safety & Security 108 |2.00 4.40 3.31 4"
Attractions 108 |[3.00 4.29 3.38 3
Tourist Infrastructure 108 |2.20 4.80 3.07 8"
Climate and Weather condition |[108 |3.00 5.00 3.58 1%

5th
Money value at Destination 108 |3.00 5.00 3.31
Hospitality 108 |2.75 5.00 3.56 2"
Tourist Information 108 |2.00 4.67 3.15 70
Accommodation 108 [2.17 5.00 3.21 6"
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Valid N (listwise) 108

Source: Own survey by the Researcher, 2020

Table 14 clearly displays descriptive Statistics on computed means of all destinations attributes
on tourist destinations of Lalibela. As it is clearly demonstrated at this table, compared to Bahir
Dar and Gondar, Sudanese tourists’ know how and perception towards Lalibela is not much
attractive and hence it is the most little perceived tourist destination. Of course, Sudanese tourists
have relatively better and positive perception on climate and weather condition of Lalibela (with
computed mean of 3.58) followed by hospitality (with computed mean of 3.56) and availability
of attraction sites (with computed mean of 3.38). On the other hand, they less perceive on
availability of tourist infrastructure (with computed mean of 3.07) followed by tourist
information (with computed mean of 3.15). Hence, one can easily recognize that Sudanese
tourists’ know how and perception towards this tourist destination is not good compared to its
potential to attract so many foreign tourists. And, the reason behind this is not clear. Hence, it
seems very important to undertake timely studies why Sudanese tourists’ perception towards

Lalibela is not fascinating even compared to Bahir Dar and Lalibela.

CHAPTER FIVE: SUMMARY, CONCLUSION AND
RECOMMENDATIONS

5.1 Summary and Conclusion

This section presents about summary, conclusion and recommendations of the study. As it is
clearly stated in previous sections, tourism industry is very much affected by the perception that
tourists carry about a particular tourist destination. Thus, it is very crucial to have timely studies
on it. More importantly, studying perceptions, beliefs, attitudes and opinions of tourists play an
important role for destination marketing to distinguish a given destination in this highly
competitive tourism market.

This research focuses on assessing perceptions of Sudanese tourists towards tourist destinations

of Amhara Regional State mainly targeting on Gondar, Lalibela and Bahir Dar. A descriptive
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research design was utilized to assess perceptions of Sudanese tourists’ towards these tourist
destinations. This study has tried to show so many and important implications to design different
destination marketing strategies in order to attract more Sudanese as well as other foreign
tourists. To achieve this, one of important issues that must never miss is necessity of targeting
foreign tourists’ psychological make — up through identifying their internal and external
motivating factors and then designing effective marketing and promotional strategies throughout
the world.

From this point of view, the main objective of this research was assessing perceptions of
Sudanese tourists towards Gondar, Lalibela and Bahir Dar based on different destination
attributes that were constructed from previous literatures. Hence, even though, there is a
difference from destination to destination, these tourist destinations have achieved relatively
better perception and positive image in terms of climate and weather conditions, availability of
attraction sites and hospitality. On the other hand, these destinations have scored relatively poor
performance in terms of availability of tourist information providing entities, tourist
infrastructure, safety and security (except Bahir Dar), accommodation and money value at

destination

As far as the individual performance of these three tourist destinations is concerned, Bahir Dar is
the most positively perceived tourist destination followed by Gondar. On the other extreme,
Lalibela is the least perceived tourist destination by Sudanese tourists. The researcher suggests

further finding why this tourist destination is least perceived by those tourists.

5.2 Recommendations

The researcher makes the following remarks and recommendations that might help to attract
more Sudanese and other foreign tourists in to Ethiopia and these three tourist destinations. From
this view, the researcher has forwarded the following remarks and recommendations for the

following key actors.
Federal Government Authorities

e First of all, it seems better to give due attention for timely studies on existing perceptions
of foreign tourists based on appropriate destination attributes.
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Next to that it seems better to work closely with Embassy of Sudan and other Embassies

and Consulates based in Ethiopia to give true image towards our tourist destinations

Parallel to this, it seems better to assign appropriate diplomats and highly qualified
tourism marketing and promotion professionals at each Embassies and Consulates of

Ethiopia in foreign countries.

Lastly but not leastly, it seems better to undertake comprehensive studies on internal and

external motivating factors of Sudanese tourists to choose tourist destinations.
Amhara Regional State Authorities

First of all, it seems better to work closely with Embassy of Sudan and immigration

offices to give true image towards tourist destinations existed in this region.

Parallel to this, it seems better to fulfill existing gaps in each tourist destinations based on

different needs and wants of visitors

Lastly but not leastly, it seems better to undertake comprehensive studies on existing
perceptions of foreign tourists towards Amhara regional state tourist destinations based

on appropriate destination attributes.
Local Authorities of Gondar, Lalibela and Bahir Dar

First of all, these tourist destinations have to open their doors for any type of complaints

and comments

Parallel to this, it seems better to fulfill existing gaps in their destinations based on

different needs and wants of visitors

Lastly but not leastly, it seems better to invest their maximum effort to attract more

tourists to their respective destinations.
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