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ABSTRACT

The primary objective of this study is to assess the Marketing Efforts of MTPA-
managed nature reserves and their contribution to the Sustainable Development
Goals, a case study of Blyde River Canyon Nature Reserve (BRCNR). The study was
motivated by the growing global prominence of sustainable tourism and the crucial
role of protected areas in achieving the United Nations' Sustainable Development
Goals (SDGs).

A mixed-method research approach was used to achieve the main objective of this
study, which was conducted between February and November 2025. The study
employed a convergent parallel mixed-methods approach, as it enables the
simultaneous collection and analysis of both quantitative and qualitative data in
addressing the research questions. The data collection consisted of 390
questionnaires distributed to tourists who visited the BRCNR during the data collection
period in September 2025, as well as 10 in-depth interviews with key informants,
including Mpumalanga Tourism and Parks Agency (MTPA) and BRCNR management
officials. Statistical Package for the Social Sciences (SPSS) and descriptive statistics
were used to analyse and present the findings of quantitative data, while thematic

analysis was used for qualitative data analysis.

The findings indicate that the BRCNR’s marketing strategies are generally effective,
accessible, and informative, with consistent perceptions indicating reasonable
alignment between marketing efforts and visitor expectations. The BRCNR'’s
sustainability marketing and on-site environmental practices are generally effective in
informing, educating, and raising conservation awareness among visitors. The
findings also highlight that word of mouth is one of the key marketing strategies that
BRCNR relies on to market the reserve. Research outcomes/results/findings revealed
that spring and summer (festive programme) as the peak or the busiest season in the
BRCNR. Furthermore, these marketing strategies and efforts encourage responsible
sustainable travel as mentioned/supported by the Sustainable Development Goal 11
(SDG 11). The reserve makes a positive contribution to employment opportunities and
inclusive economic development (SDG 8). The study recommends that BRCNR

should upgrade the infrastructure around the reserve and add more entertainment

Vi



activities, which would allow tourists to stay for a longer period and spend more within

the reserve.

Keywords: Sustainable Development Goals (SDGs), Sustainable tourism, Nature
reserves, Marketing strategies/efforts, Blyde River Canyon Nature Reserve (BRCNR),

Tourism marketing, Services marketing mix.
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CHAPTER 1: INTRODUCTION AND
PROBLEM STATEMENT

1.1. INTRODUCTION AND BACKGROUND OF THE STUDY

The tourism industry contributes about 10.4% to the global gross domestic product
(GDP) through international employment opportunities (Willaddara, 2024). This
phenomenon is also evident in South Africa, where the tourism sector is the fastest
growing sector (National Department of Tourism (NDT), 2025). The National
Department of Tourism (NDT) (2025) states that South Africa aims to attract
approximately 15 million visitors by 2030, aligning with the National Development Plan
(NDP). South Africa remains an attractive and accessible destination for most
international travellers who want to enjoy and explore the country's beauty,
contributing to the tourism sector’s performance. Moreover, the NDT (2025) suggests
that maintaining the inbound tourist momentum will make a significant contribution to

economic growth and create additional employment opportunities.

Tourism marketing is a very paramount aspect of the tourism sector globally, involving
promoting tourist destinations such as, nature reserves, brands, and products or
services to prospective consumers (Wulandari, Violin, Munizu & Iskandar, 2024).
Tourism marketing can be explained as; the capacity of a tourism organisation to
situate itself in the consumer’s mind in order to generate profit from the sales made
from the consumers (Thwala, 2022). This means that the tourism industry sells
services to consumers, which in turn create experiences; therefore, tourism marketers

need to be robust in promoting or selling these experiences.

Effective marketing in nature reserves is thus crucial for reaching prospective
audiences at both national and international levels, as well as, influencing their
perception and decision-making about the nature reserve (Balamurugan, Ramesh &
Prabakaran, 2024). Additionally, in alignment with the Sustainable Development Goals
(SDGs), research has shown that most tourists care about sustainability efforts which
fall under the category of “a more sustainable travel”’, meaning that the tourism sector
takes full accountability for its present and upcoming impacts on economic, social and

environment, this notion addresses the importance of travellers, the sector, the




environment, and the host communities (Balamurugan et al., 2024). Thus, it is
paramount for nature reserves and tourism organisations to obtain sustainability
certification or a badge and include it in their marketing efforts, as this will attract
tourists who are more sustainable travellers while, giving the reserve a superior

competitive advantage over its competitors.

Digital marketing has become an essential tool for promoting tourism destinations,
particularly nature-based attractions. Wulandari et al. (2024) suggest that digital
marketing enables destinations such as nature reserves to enhance their visibility and
reach prospective target markets more efficiently. Social media platforms, in particular,
play a pivotal role in shaping tourism marketing trends by enabling destinations to
communicate key information, showcase attractions, and engage with potential

travellers (Nguyet & Wawrzyniec, 2022).

The emergence of Web 2.0 technologies, mobile internet, and smartphones has
transformed how nature reserves interact with visitors, facilitating online bookings,
digital engagement, and the ability to track tourist travel behaviour on a large scale
(Davie, Ogbeide & Shafieizadeh, 2024). In addition, these digital platforms provide an
opportunity for destinations to communicate sustainability messages that encourage
responsible tourist behaviour. For example, simple sustainability messages can
motivate visitors to adopt environmentally friendly practices such as reducing water
consumption, using bicycles, and relying on public transport to lower greenhouse gas
emissions. Evidence suggests that tourists are increasingly in supportive of
sustainable travel, with more than 71% of travellers indicating that they are willing to

leave destinations in a better state than they found them (Booking.com, 2025).

Within this context, services marketing provides an important framework for
understanding how tourism destinations promote experiences rather than tangible
products. Services marketing refers to the promotion and delivery of intangible
offerings, where consumers purchase experiences rather than physical goods
(Thwala, 2022; Zohriah, Mu’in, Rohimat & Faqih, 2025). In tourism, this is particularly
relevant because destinations are experienced by visitors rather than owned. Adebayo
(2021) explains that services marketing is characterised by four key features that

distinguish it from traditional product marketing: intangibility, inseparability,




perishability, and heterogeneity. To effectively manage these characteristics and
enhance visitor satisfaction, tourism marketers often apply the extended marketing
mix, which provides a framework for improving service delivery and destination
marketing strategies (Adebayo, 2021; Rindu, Hafizurrachman, Haryanto & Zakaria,
2025). While the traditional marketing mix initially consisted of four elements, namely,
Product, Price, Place, and Promotion. It was later expanded to include People,
Process, and Physical Evidence, resulting in the widely recognised seven Ps of
services marketing (Adebayo, 2021). This framework is particularly relevant for
tourism destinations, as it supports the effective marketing and management of visitor

experiences while also enabling destinations to communicate sustainability initiatives.

In recent years, tourism marketing has increasingly incorporated sustainability
narratives aligned with the United Nations Sustainable Development Goals (SDGs),
particularly in nature-based destinations where environmental conservation and
responsible tourism practices are central to destination management (Font & McCabe,
2017; UNWTO, 2020; Soliman & Mansour, 2021). Protected areas such as the Blyde
River Canyon Nature Reserve play a substantial role in promoting sustainable tourism
through biodiversity conservation, environmental education, and local economic
development. As a result, destination marketing initiatives implemented by the
Mpumalanga Tourism and Parks Agency often emphasise sustainability initiatives
aligned with global development priorities, particularly SDG 8 (Decent Work and
Economic Growth), SDG 12 (Responsible Consumption and Production), SDG 13
(Climate Action), and SDG 15 (Life on Land) (UN, 2015; UNWTO, 2020). However,
the mounting use of sustainability messaging in tourism marketing has also raised
concerns about greenwashing, where organisations may overstate or selectively
communicate environmental achievements without fully reflecting their actual

sustainability practices (Font, Elgammal & Lamond, 2017; Delmas & Burbano, 2011).

In the tourism sector, greenwashing can undermine the credibility of sustainability
claims and mislead environmentally conscious travellers. Therefore, assessing the
marketing efforts of nature reserves does not only requires analysing how
sustainability and SDG contributions are communicated, but also assessing whether
these claims accurately reflect the environmental management and conservation

practices implemented at the destination (Font & McCabe, 2017).




The study is conducted at Blyde River Canyon Nature Reserve in Mpumalanga
Province, South Africa, which is managed by the Mpumalanga Tourism and Parks
Agency (MTPA). Mpumalanga Province is one of the nine South African provinces,
which is located in the eastern part of South Africa. The province falls within the
grassland biome, dominated by natural attractions such as the scenic beauty
landscapes, wildlife, and cultural heritages (Mpumalanga Tourism and Parks Agency
(MTPA), 2025). The province is well known as “the place of the rising sun”, and it is
dominated by three main economic contributors, namely: tourism, agriculture and
mining, which enhance livelihoods through employment opportunities in the province
(Sekole, Lethoko, Mautjana & Makombe, 2023).

The MTPA is a governmental organisation, with its headquarters in Nelspruit,
Mpumalanga province, that oversees managing and conserving the province's
biodiversity and ecosystem, as well as promoting it as a travel destination. MTPA was
established following the 2006 merger of the Mpumalanga Parks Board and
Mpumalanga Tourism Authority (MTPA, 2025). MTPA manages nature reserves and
parks in the province, such as Manyeleti, Andover, Blyde River Canyon Nature
Reserve (BRCNR) to mention but a few. BRCNR is on the northern side of the

Drakensberg Mountain in Mpumalanga Province.

The growing concern about sustainability in tourism has led to several global trends
and transformations in recent years (Sihombing, Suastini, & Puja, 2024). Sahu and
Nema (2024) maintain that all countries globally focus on the concept of sustainable
development, which is based on three pillars: Environmental, Social, and Economic.
Sustainable development is defined as the process of development that allows the
current generation to meet its needs on the available resources without jeopardising
the needs of future generations to be fulfilled by the same resources (Ozili, 2025;
Sihombing et al., 2024; Thuong, 2024). Similarly, Ozili and Lorember (2024) maintain
that sustainable development ensures that available resources are used responsibly
so that future generations can also utilise them in good condition. Thus, sustainability
is linked to various tourism activities such as natural heritage and environmental
conservation, and benefits local communities by enhancing the quality of life and
minimising poverty. This supports Sihombing et al. (2024), who asserted that

—
N
| —



sustainability aims to convey civilisation through tourism by making resources

accessible to humans.

The Sustainable Development Goals (SDGs) comprise 17 objective goals that were
adopted by the United Nations General Assembly in 2015 to solve international
challenges (Dheere, 2025). The SDGs aim at making the world a more equitable,
prosperous, and peaceful place by 2030 (Kuriakose & Jaleel, 2025). Mabibibi, Dube
and Thwala (2021) suggest that the SDGs were established to enhance understanding
of holistic development, which encompasses the triple bottom line challenges faced
by the world. Furthermore, Mabibibi et al. (2021) maintain that SDGs were adopted to
improve the standard that the Millennium Development Goals (MDGs) failed to reach

in addressing fundamental development challenges.

Agenda 2030 for SDGs seeks to consider and execute policies that enhance
sustainable and responsible tourism, creating employment opportunities and
marketing local products and culture (Singh, Semwal & Semwal, 2024). Sustainable
development guiding principles establish a framework for destination development,
encompassing the responsible use of resources, reduced consumption of natural
resources, and the preservation of both social and natural resources, among others
(Thuong, 2024). Dheere (2025) reiterated that the SDGs are characterised by
stakeholders’ collaboration, including the government, local communities, and private
sector organisations. This was seen as influential during the COVID-19 pandemic,
where all stakeholders collaborated to combat the pandemic and complied with the
policies implemented to minimise its spread. Therefore, Figure 1 below illustrates the
17 Sustainable Development Goals (SDGs).
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Figure 1: Sustainable Development Goals (SDGs)
Source: Mabibibi et al. (2021)

Mabibibi et al. (2021) stated that out of all the 17 Sustainable Development Goals,
only three of them speak directly to tourism. Tourism is directly linked to SDG 8, which
focuses on “decent jobs and economic growth,” followed by SDG 12, which
emphasises “responsible consumption and production,” and lastly, SDG 14, which
addresses “life below water.” However, Raihan (2024) maintains that tourism has the
capacity to contribute indirectly to each of the SDGs. For instance, SDG 8 focuses on
“decent jobs and economic growth”. SDG 8, on its own, covers other SDGs that a
community can benefit from, such as 1, 2, 3, 4, and 7. The same thing applies to SDG
12, which in close linkage to SDGs 9, 11, and 15, and SDG 14 is linked to SDG 6.
However, this study will focus on the SDGs (1, 8, 11, 13, and 15) due to their close
relationship with tourism, as mentioned above. SDGs 1 (No Poverty), 8 (Decent Work
and Economic Growth), 11 (Sustainable Cities and Communities), 13 (Climate Action),
and 15 (Life On Land).

The tourism industry plays a very important role in sustainable development and
ensuring a balance between social, economic, and environmental development. The

SDGs (1, 8, 11, 13, and 15) are closely relevant to the tourism industry, as a cross-
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cutting sector that touches other sectors in one way or another. As one of the leading
sectors in creating jobs, stimulating local economies, and empowering marginalized
communities, tourism directly contributes to poverty alleviation (SDG 1) while fostering
inclusive and fair employment opportunities across diverse sectors (SDG 8). At the
same time, tourism shapes urban growth and cultural preservation, making cities and
communities more resilient, inclusive, and sustainable (SDG 11). Additionally, tourism
carries environmental responsibilities, such as reducing its carbon footprint through
eco-friendly practices and climate-conscious innovations and aligning with global
climate action (SDG 13). Moreover, tourism thrives on healthy ecosystems and
biodiversity, and protecting forests, wildlife, and landscapes. This is essential not only
for conservation but also for sustaining the industry itself (SDG 15). Taken together,
these SDGs highlight tourism’s multiple roles as both an economic beneficiary and a
catalyst of sustainable development. Well-managed responsible tourism is a
transformative force that minimises poverty, enhances the economy, builds

responsible citizens, reduces climate change, and safeguards life on land.

1.2. PROBLEM STATEMENT

Nature reserves are gaining momentum and slowly becoming one of the major
sources of interest to ecotourists (Sihombing et al., 2024). Agenda 2030 shifts focus
to sustainable development, preserving and conserving available resources for future
generations, while fulfilling the needs and desires of the current generation and also
generating economic means (Singh et al., 2024). Various studies have been
conducted on sustainable behavior and the Sustainable Development Goals (SDGs)
within ecotourism, examining different areas of focus, including market segmentation,
travel behavior patterns, travel motivation, activities, experiences, and benefits (Al-
Shahrani, Al-Ghamdi, & Aslam, 2024; Siregar, Selwendri & Nasution, 2024). Despite
the growing global prominence of sustainable tourism and the critical role of protected
areas in achieving the Sustainable Development Goals (SDGs), there is limited
empirical research assessing how marketing strategies implemented by conservation
authorities, such as the MTPA, contribute to these goals (Bahorka, Kurbatska &
Kvasova, 2022). MTPA (2025) noted that the Blyde River Canyon Nature Reserve is
one of the significant natural resources in Mpumalanga, presenting great opportunities

for local development, preservation, ecotourism, and biodiversity.




Tourism can contribute directly and indirectly to all 17 SDGs, serving as a key player
in sustainable development (Raihan, 2024). However, for the purpose of this study,
the focus is on the SDGs (1, 8, 11, 13, and 15) to highlight the role of tourism in
achieving these goals. Tourism plays a crucial role in reducing poverty by creating
jobs (SDG 1), fostering inclusive economic growth (SDG 8), shaping resilient, culturally
rich cities (SDG 11), promoting climate-conscious practices (SDG 13), and
safeguarding biodiversity (SDG 15). The tourism industry intersects with various
stakeholders to enhance ecosystems and foster responsible communities, thereby

achieving global balance and a sustainable future.

While the BRCNR is a well-known eco-tourism destination with high biodiversity and
cultural significance, the extent to which its marketing efforts align with and support
local socio-economic development, environmental conservation, and broader SDG
targets remains unclear (Brown, Marais, Henzi & Barrett, 2005; Mabibibi et al., 2021).
This lack of thorough knowledge of the precise understanding of the relationships,
opportunities for enhanced community benefits, sustainable tourism growth, and
ecological awareness will be unlocked if the marketing efforts of BRCNR are optimised
to their full potential (Hongshu & Min, 2024 & Wu & Hsu, 2018). Thus, this study aims
to critically assess the effectiveness of the MTPA-managed nature reserve’s marketing
strategies and their contribution to selected Sustainable Development Goals (SDGs)
indicators, based on the insights from tourists and the officials within Blyde River

Canyon Nature Reserve.

1.3. AIM AND OBJECTIVES OF THE STUDY

1.3.1. The Aim of the Study

This study aims to assess the effectiveness of the MTPA-managed nature reserves
marketing efforts and their contribution to Sustainable Development Goals, specifically
(SDGs 1, 8, 11, 13, and 15), in a case study of Blyde River Canyon Nature Reserve.

1.3.2. Research Objectives
The following objectives are set:
1. To examine the current marketing strategies that are applied by the
Mpumalanga Tourism and Parks Agency (MTPA) to promote the Blyde River
Canyon Nature Reserve (BRCNR).
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2. To determine the extent to which BRCNR’s marketing efforts contribute to
selected Sustainable Development Goals (SDGs 1, 8, 11, 13, 15).

3. To assess how the selected marketing strategies influence conservation
awareness among tourists and the officials at Blyde River Canyon Nature
Reserve, and to identify the peak tourist season within the reserve.

4. To identify challenges and opportunities for enhancing marketing practices that

support sustainable tourism within the Nature Reserve.

1.3.3. Research Questions
The study seeks to address the following questions:

Principal research question

How effective are the marketing efforts of MTPA-managed nature reserves in

contributing to sustainable development goals, specifically in the context of Blyde

River Canyon Nature Reserve?

Secondary research questions

1. What marketing strategies are currently employed by the Mpumalanga Tourism
and Parks Agency (MTPA) to promote the Blyde River Canyon Nature Reserve
(BRCNR)?

2. To what extent do MTPA’s marketing practices align with and support specific
SDG indicators (SDGs 1, 8, 11, 13, 15)?

3. How do MTPA’s marketing strategies influence conservation awareness among
tourists and officials at Blyde River Canyon Nature Reserve, and during which
season is tourist visitation the highest?

4. What are the challenges and opportunities that come with enhancing marketing

strategies that support sustainable tourism within the nature reserve?

1.4. SIGNIFICANCE OF THE STUDY

This study fills the existing gap in the literature by examining how MTPA-managed
nature reserves, particularly the Blyde River Canyon Nature Reserve, conduct their
marketing and contribute to the Sustainable Development Goals (SDGs 1, 8, 11, 13,
15) while upholding the 2030 global sustainability agenda. The study furthermore
examines the effectiveness of the marketing strategies applied by MTPA in promoting
their nature reserves and also improves marketing and conservation strategies to

support the nature reserve’s long-term sustainability.
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1.5. PRELIMINARY RESEARCH DESIGN AND METHODOLOGY

This study employed a descriptive research design, as it allows the researcher to
capture emerging trends and behavioral patterns, providing an in-depth understanding
of the marketing efforts applied by the BRCNR and their contribution to the Sustainable
Development Goals (SDGs), which influence decision-making procedures. This aligns
with Adeniran and Tayoladega (2024), who suggest that a descriptive research design
aims to accurately and methodically describe a scenario, challenge, phenomenon, or
service, providing a deeper insight into understanding a specific attitude towards a
problem. In alignment with this design, a pragmatism paradigm was adopted for this
study, as it is one of the most suitable paradigms that complements both quantitative
and qualitative research approaches without necessitating a comparison between the
two. This supports the argument by Lyubiviy and Samchuk (2024) that the pragmatism
paradigm seeks to understand or analyse practical individual experiences in real-life

situations within societal space.

Methodologically, a convergent parallel mixed-methods approach was adopted for this
study, as it enables the researcher to collect and analyse data for both quantitative
and qualitative approaches simultaneously. Adeniran and Tayoladega (2024) assert
that a convergent parallel mixed-methods approach enables the researcher to
concurrently collect data through qualitative (exploratory) and quantitative (analytical)
research methods, thereby achieving successful results and gaining a clearer
understanding of the phenomenon being researched. This study employed two non-
probability sampling methods: convenience and purposive sampling. The sample size
of 390 surveys for the quantitative approach was determined by the population size of
tourists visiting BRCNR per year, using the table of sample size determination by
Krejcie and Morgan (1970). The sample size of 10 face-to-face in-depth interviews for
the qualitative approach was determined by data saturation. This is deeply discussed
in Chapter 3. The collected data for the quantitative approach were analysed using
Statistical Package for the Social Sciences (SPSS) version 20. The qualitative data
were analysed using thematic analysis, which was used to identify recurring themes

and patterns within the dataset.
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1.6. ETHICAL CONSIDERATIONS SUMMARY

This study adheres to the ethical principles for both the University of Mpumalanga and
the Mpumalanga Tourism and Parks Agency (MTPA). The ethical clearance or
certificates were granted by the University of Mpumalanga (UMP), Ref:
UMP/Hlatshwayo/08/2025 (see Addendum F), Mpumalanga Tourism and Parks
Agency (MTPA), and the Blyde River Canyon Nature Reserve (BRCNR) (see
Addendum G). For the quantitative approach, the first page of the questionnaire
provided a brief introduction to the study, along with its intended objectives and an
informed consent statement (see Addendum H). This was to give respondents the
opportunity to decide whether to participate in the study or not (see Addendum I). The
respondents were informed that they could withdraw from the study at any time if they
no longer wished to continue, and their responses would be removed from the study.
For the qualitative approach, the researcher requested permission from the
interviewees to record the interview session. The participants were given the interview
guide prior to brainstorming and had an idea of the types of questions to ask, as well
as whether to participate, before the actual day of the interview. The participants were
informed that the study's findings would be reported in clusters to maintain their
anonymity and protect their identities. For both quantitative and qualitative
approaches, the ethical principles, such as confidentiality, privacy, voluntary
participation, and causing no harm, among others, were maintained by the researcher

throughout the process of collecting and reporting the data.

1.7. DEFINITIONS OF CONCEPTS

The purpose of these definitions is to establish a clear conceptual understanding of
the main terms used throughout the research and to ensure that they are interpreted
in relation to the study’s objectives.

1.7.1. Mpumalanga Tourism and Parks Agency (MTPA) - Is Mpumalanga’s
provincial public organisation that is tasked with managing and conserving the
ecosystem and biodiversity, as well as marketing the province as one of the best tourist
destinations (MTPA, 2025).

1.7.2. Nature Reserve — Is defined as a protected natural environment that aims to
conserve and preserve natural fauna and flora for tourism purposes (Azizah &
Firmansyah, 2025).

11
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1.7.3. Tourism Marketing — Thwala (2022) maintains that tourism marketing refers to
the ability or capability of tourism establishments to position themselves in consumers’
minds to generate profit from the sales made to the customers.

1.5.4. Services Marketing — is defined as a form of marketing that focuses on
promoting or selling services rather than tangible products (Zohriah et al., 2025).
1.7.5. Extended Marketing Mix - is defined as a framework or model for enhancing
customer satisfaction and service delivery to destinations (Adebayo, 2021; Rindu et
al., 2025).

1.7.6. Sustainable Tourism Development — Is defined as the development that
considers meeting the demands of the current generation without jeopardising the
capacity of the upcoming generations to meet their own demands (Ozili, 2025).

1.7.7. Sustainable Development Goals (SDGs) — Refers to a strategic plan that was
adopted from the Millennium Development Goals (MDGs) to solve pressing
international issues, such as environmental preservation, economic, and social issues,
as well as promoting inclusive societies with a better standard of living and poverty
alleviation (Dheere, 2025).

1.7.8. Blyde River Canyon Nature Reserve — This is a nature reserve with various
fauna and flora species, making it one of the best Mpumalanga-based nature reserves
managed by the MTPA (MTPA, 2025).

1.7.9. Marketing Efforts — Marketing Efforts refer to the different strategies that
tourism establishments adopt to better position themselves in consumers’ minds
(Gallage, Tissera & Sanchez-Campos, 2025).

1.7.10. Tourist arrivals — Refers to the number of tourists who travel to or visit a
certain tourism establishment at a time (Jikidze, 2025).

1.7.11. Tourist season — Refers to a particular time of the year that tourists prefer to
travel during due to weather conditions and ecology that support tourism activities
(Jikidze, 2025).

1.7.12. Marketing Strategies - Refers to marketing ideas that a tourism organisation
uses to promote and position their tourism offering in the minds of consumers (Gallage
et al., 2025).
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1.8. OUTLINE OF THE RESEARCH
Chapter 1: Introduction
This chapter provides background information, including the research objectives and

questions, as well as an overview of the nature reserve’s marketing and the SDGs.

Chapter 2: Literature Review
The chapter provides the theoretical framework and conceptual framework that guide

the development of the theoretical and empirical literature review of the study.

Chapter 3: Research Methodology

This chapter provides a comprehensive discussion of the research methods and
process adopted by this study, focusing on key aspects such as research paradigm
and design, data collection procedure, sample size, ethical considerations, and data

analysis and interpretation.

Chapter 4: Data Analysis and Results

This chapter presents the research findings, analysis, and discussions, including
descriptive statistics that cover the marketing strategies adopted by nature reserves
and their contributions to the SDGs. Discussing the main conclusions drawn from data
analysis, highlighting how incorporating nature reserves’ marketing with sustainability

can contribute to SDGs.

Chapter 5: Conclusion and Recommendations
This chapter provides a concise summary of the main conclusions derived from the
study's findings, highlighting the study's contributions and limitations, and offering

recommendations for future research.

1.9. CHAPTER CONCLUSION

The above chapter highlights the theoretical and conceptual frameworks used to guide
the literature review in Chapter 2, while focusing on the introduction and background
of the study, including the problem statement, research objectives, and questions, and
the study's aim. This chapter provided a brief overview of the research methodology;

Chapter 3 provides a more detailed discussion.
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CHAPTER 2:
LITERATURE REVIEW

2.1 INTRODUCTION

This chapter focuses on the theoretical and conceptual frameworks that guide the
study's literature review. The literature review is a paramount research chapter that
examines, analyses, and synthesises previous studies of the related theme, to
understand the roles of nature reserves in achieving the SDGs, such as, poverty
alleviation, education, and community empowerment of the host communities, and the
marketing efforts, as well as, their importance to market the nature reserve. The
keywords utilised for this study are sustainable development, SDGs (entailing poverty
alleviation, community empowerment, and development), conservation, and
marketing. The literature review encompasses information from various databases,

books, journal articles, and other relevant sources.

2.2 THEORETICAL FRAMEWORKS FOR THE STUDY

A theoretical framework is a rationally designed and interconnected gathering of
various perspectives and assumptions that a researcher creates from various theories
to support a study (Grant & Osanloo, 2014). There are various types of theoretical
models of tourism, including the Services Marketing Theory (7Ps), AIDA Theory,
Sustainable Livelihood Framework (SLF), Triple Bottom Line (TBL), Stakeholder
Theory, and Ecological Modernisation Theory (EMT), among others. The theoretical
framework supports individual studies, coordinates, arranges, distributes, and
promotes research, ultimately influencing the field of study. For this study, three
theoretical frameworks were employed: the Services Marketing Theory (7Ps), AIDA
Theory, and the Triple Bottom Line (TBL) theoretical framework.

2.2.1. Services Marketing Theory (7Ps)

The Services Marketing Theory is defined as a framework or model for enhancing
customer satisfaction and service delivery to destinations (Adebayo, 2021; Rindu et
al., 2025; Thwala, 2022). Anitha and Hemanathan (2023) maintain that the 7Ps is
primarily used by organisations to track their level of competence or customer

satisfaction with their product offerings. Adebayo (2021) further stated that the
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traditional marketing mix originally consisted of only four Ps (Product, Price, Place,
and Promotion), and later, three additional key Ps (People, Process, and Physical
Evidence) were added, resulting in a total of seven Ps. Thus, this theory enables a
destination or organisation to identify its shortcomings and the ways to address them,
thereby enhancing customer satisfaction. Furthermore, Rindu et al. (2025) maintain
that the services marketing mix plays a crucial role in identifying a specific target
market, ensuring affordability, and selecting a suitable location for the product offering,
which will maintain competitiveness, enhance service delivery, and balance profit with
satisfaction. Ramli et al. (2025) stated that the 7Ps marketing mix framework provides
a crucial framework for assessing how marketing strategies influence customer

retention and acquisition.

2.2.2. AIDA Theory

The AIDA model is defined as a theoretical framework that focuses on the behavioural
theory in terms of decision-making, stimulating response, cognitive processing, and
motivation theory (Chakrabarty & Pandey, 2025). AIDA is the word that stands for
Attention, Interest, Desire, and Action, which explains how marketing communication
influences tourist behaviour through a sequential psychological process (Chakrabarty
& Pandey, 2025; Chakrabarty & Sinha, 2025; Hu, 2025). Each letter incorporated in
the AIDA model has its own meaning, representing the stages through which
marketing communication pursues travellers’ decision-making and motivations to
travel. Attention involves raising awareness and understanding through imagery, as
well as engagement with the target market (Chakrabarty & Sinha, 2025). Interest
includes making the target market interested in traveling through thorough
engagements, explaining the relevant and new information (Yahelska & Vasylshyna,
2024). Hu (2025) described Desire as creating anticipation that the product offering
would satisfy customer demand by creating curiosity in the minds of consumers
(Chakrabarty & Pandey, 2025). Action involves consumers deciding to purchase after
engaging with the information from the first three previous stages, and a call to act
based on the provided information (Hu, 2025; Yahelska & Vasylshyna, 2024). Thus,
this theory provides marketers with the ability to determine various structures of
marketing strategies and efforts.
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2.2.3. Triple Bottom Line (TBL) Framework

The Triple Bottom Line (TBL) theory, proposed by John Elkington in 1997, aims to
ensure sustainable development (Silva et al., 2024). According to Chin and Yong
(2024), TBL ensures that the sustainable development of natural reserves is integrated
through environmental quality, economic prosperity, and social equity. Thus, the Triple
Bottom Line (TBL) framework offers an inclusive model for assessing economic,
social, and environmental sustainability in the Blyde River Canyon Nature Reserve.
Krithika et al. (2023) maintain that the TBL approach emphasises the importance of
balanced social, economic, and environmental preservation that enables the
management system to meet sustainability demands for the nature reserve. Moreover,
TBL theory provides a holistic assessment approach to sustainability. Additionally,
TBL offers a helpful framework to analyse the ways in which nature reserves contribute
to economic prosperity, job creation, and efforts to combat poverty (SDGs 1 and 8) in
the host communities. TBL emphasises the importance of institutions and policies, as
well as, the impact of external shocks and pressures, such as, climate change, and
highlights the need for adaptive strategies and environmentally friendly practices
(Atieno et al., 2024). Therefore, the application of this framework to this study aimed
to integrate the Triple Bottom Line indicators to measure the MTPA'’s performance in
sustainable tourism and to provide a balanced analysis of the economic, social, and
environmental contributions of the Blyde River Canyon Nature Reserve to the

Sustainable Development Goals.

Based on the literature reviewed, three theoretical frameworks guide this study. The
Services Marketing Theory (7Ps) provides a lens for understanding how marketing
strategies and service delivery influence customer satisfaction and competitiveness
within a tourism context (Adebayo, 2021; Anitha & Hemanathan, 2023; Rindu, Thwala,
& Zohriah, 2025). The AIDA Theory offers insight into the psychological stages through
which marketing communication affects tourist decision-making, from attention to
action, highlighting the behavioural dimensions of effective promotion (Chakrabarty &
Pandey, 2025; Chakrabarty & Sinha, 2025; Hu, 2025). Finally, the Triple Bottom Line
(TBL) framework integrates economic, social, and environmental considerations,
enabling an assessment of how BRCNR contributes to sustainable development goals
while balancing conservation and community benefits (Silva, Chin, & Yong, 2024;
Krithika, Atieno, & Chin, 2023; Atieno, Chin, & Yong, 2024). Together, these
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frameworks inform the conceptual model for this study, linking marketing efforts, visitor

experiences, and sustainability outcomes in a coherent analytical structure.

THEORETICAL FRAMEWORK

Conceptual Framework

!

Conceptual Framework

/\

Services Marketing Theory Triple Bottom Line
(7Ps) (TBL) Framework

Y

AIDA Theory

Figure 2: Theoretical Framework for the Study

Source: Researcher’'s own compilation

2.3 CONCEPTUAL FRAMEWORK

The conceptual framework for this study integrates tourism services marketing theory
with sustainable development principles to assess both the effectiveness of marketing
efforts implemented by the Mpumalanga Tourism and Parks Agency (MTPA) and their
contribution to broader sustainability outcomes within the Blyde River Canyon Nature
Reserve (BRCNR). The framework draws primarily on the Tourism Marketing Mix
(7Ps): Product, Price, Place, Promotion, People, Process, and Physical Evidence as
a comprehensive model for evaluating how tourism services are designed, delivered,
and communicated (Ramli et al., 2025). This model allows for a structured assessment
of the nature reserve’s tourism offerings, operational strategies, and marketing

activities.

To complement the 7Ps, the framework incorporates the Attention—Interest—Desire—
Action (AIDA) Model, which explains how marketing communication influences tourist
behaviour through a sequential psychological process (Chakrabarty & Sinha, 2025;
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Anitha & Hemanathan, 2023). This combination provides a robust lens for evaluating
both the strategic and communicative dimensions of MTPA’s marketing efforts. It also
supports the examination of how these marketing activities shape visitor awareness,

perceptions, satisfaction, and behavioural intentions.

The second dimension of the conceptual framework aligns the marketing evaluation
with the chosen SDGs: SDG 1 (No Poverty), SDG 8 (Decent Work and Economic
Growth), SDG 11 (Sustainable Cities and Communities), SDG 13 (Climate Action),
and SDG 15 (Life on Land). These goals were chosen because they directly relate to
tourism development, community benefits, responsible visitor behaviour, climate
resilience, and biodiversity conservation, key themes in the management of protected
areas (Atieno et al., 2024; Krithika et al., 2023). By linking marketing outcomes to
SDG-related impacts, the framework enables an assessment of how effective
sustainable marketing can support sustainable tourism development within the

reserve.

Together, these theoretical components position marketing efforts as the inputs, visitor
responses as intermediate outcomes, and sustainability contributions as the ultimate
impacts. This integrated framework offers a coherent pathway for understanding how
marketing strategies impact both tourism performance and sustainable development

within a protected area context.

2.4. UNDERSTANDING TOURISM MARKETING AND EFFORTS IN PROTECTED
AREAS

2.4.1 Tourism Marketing and efforts

Thwala (2022) maintains that tourism marketing refers to the ability or capability of
tourism establishments to position themselves in consumers’ minds, generating profit
from sales made to customers. Marketing efforts are defined as all the strategies and
activities that a destination adopts to improve the visibility of its offerings to prospective
customers, which involve advertisements, promotions, and market research to
understand the target audience and their preferences (Isnaeni, Khulasoh, Ashiyam &
Efendi, 2025). The tourism industry is a competitive sector that shows steady growth;
positioning product offerings is the key aspect in attracting more consumers

(Hlatshwayo & Thwala, 2025). The shift from traditional ways of marketing was to
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expand the target audience through adopting digital marketing to be globally
competitive and be able to focus on more than just one segment, as well as the usage
of the 4 Ps (Product, Price, Place, and Promotion) in marketing (Gallage et al, 2025).
Digital marketing creates opportunities for Small and Medium Enterprises (SMEs) to
enhance their sales, reach out to a large audience at a lower cost, while generating
more profit (Isnaeni et al., 2025). Marketing efforts focus on the work and activities put
in place to enhance the product's visibility and build trust in the product, enabling it to

remain competitive and generate greater economic profits.

Marketing efforts encompass various aspects, from the initial stage of product
development to the final phase of acquiring returning customers (Gamage et al.,
2025). The main aim of marketing efforts is to enhance the sales volume by reaching
more customers and positioning the product as one of the best and most reliable
products or brands (Girisaran, Khanna & Gopal, 2025). The second aim is that the
most relevant product on social media fosters a good reputation and generates
curiosity in potential customers to purchase it (Adler, Joxe, John, & Daniel, 2025;
Isnaeni et al., 2025).

Continuous advertisements get the brand to the top as customers are aware of the
brand and position it in the mind of the customers to remember it when they want to
make purchases (Gallage et al., 2025). Maintaining the same record of advertising
keeps customers aware of the product or brand and reminds them that it still exists,
especially when the product reaches its sales equilibrium. Educating potential
customers about the product to make them aware and see the need to consume the
product or the brand, and also open doors for the brand to grow in order to generate
more profits that could enable the brand to be one of the best brands in the world,
started as an SME to the world through encompassing different marketing efforts to
reach global audience (Adler et al., 2025; Girisaran et al., 2025).

2.4.2 Role of Marketing in Tourism Protected Areas

Marketing plays a crucial role in tourism protected areas by shaping how destinations
attract, satisfy, and retain visitors while supporting long-term sustainability. Using the
extended marketing mix (7Ps), destinations can design compelling nature-based

products, price them appropriately, and ensure they are accessible to targeted
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markets (Adebayo, 2021; Carrera, 2025; Thwala, 2022). Effective promotional
strategies, such as social media campaigns, packaged deals, and website
communication, strengthen visibility and drive tourist interest (Anitha & Hemanathan,
2023). The involvement of well-trained staff enhances service quality and visitor
engagement, while streamlined processes ensure smooth service delivery from
product development to consumption (Carrera, 2025; Ramli et al., 2025). Conclusively,
strong physical evidence, including tangible experiences, online presentation, and
overall value for money, reinforces a positive brand image and encourages repeat
visitation (Adebayo, 2021; Carrera, 2025). When all seven elements are integrated,
marketing becomes a powerful tool for improving competitiveness and delivering

meaningful, sustainable visitor experiences in protected areas.

An extended marketing mix is thus defined as a framework or model for enhancing
customer satisfaction and service delivery to destinations (Adebayo, 2021; Rindu et
al., 2025; Thwala, 2022). Adebayo (2021) further stated that originally comprising four
Ps (Product, Price, Place, and Promotion), the classic marketing mix gradually added
three more crucial Ps (People, Process, and Physical Evidence), resulting in a total of
seven Ps that are briefly discussed below:

e Product: Is the offering that a destination offers or sells to the customers, and
proper management of it plays a key role in the success of the destination (Carrera,
2025). A product must be uniquely designed to meet the demands of consumers
and create an emotional attachment, ensuring brand loyalty, competitiveness, and
sustainable development.

e Price: Is the amount that consumers are willing to offer for a product. Thus, a
product should provide value for money, and customers must be charged based
on the quality of the product (Thwala, 2022).

e Place: Is the channel through which consumers of the product access the product,
including the distribution channels and logistics that make the product accessible
to the customers (Gamba, 2025; Ramli et al., 2025). The location of the product
must be easily accessible and affordable to the targeted market.

e Promotion: It refers to the various marketing strategies/efforts that are being
incorporated to promote the product and reach a high volume of potential

consumers, which include social media advertisements, package sales, and
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websites, to mention a few (Anitha & Hemanathan, 2023). A well-planned product
promotion attracts more consumers, fostering brand loyalty and generating profit.

e People: Anitha and Hemanathan (2023) maintain that the people (employees)
involved in the product play a crucial role as the face of the product by engaging
with potential consumers to provide the best services to clients. Carrera (2025)
further stated that staff training is a key aspect in fostering better customer service.

e Process: Includes all the activities and procedures starting from the development
of the product, pricing, location, promotion of the product, until it gets to the
consumers (Carrera, 2025; Ramli et al., 2025). An effective process can enhance
customer satisfaction and brand loyalty, ultimately leading to increased profit for
the destination.

e Physical Evidence: The quality of the product and the experience that consumers
received all adds up to the tangible elements that would make consumers return
to purchase the product, as it is proven to be worth repeating (Adebayo, 2021;
Carrera, 2025). The evidence can involve online interaction on social media
platforms, product packaging, and value for money, which leads to a concrete

brand image.

These 7Ps of the extended marketing mix are the key aspects that contribute to an
effective marketing strategy or effort. According to Carrera (2025:4), “a successful
marketing strategy must integrate all the elements of the marketing mix to create a

clear and compelling value proposition.”

2.5. DIGITAL MARKETING IN TOURISM PROTECTED AREAS

Digital marketing plays a paramount role in positioning the destination in the minds of
potential travellers (Hlatshwayo & Thwala, 2025). The tourism industry is a rapidly
growing sector that compels tourism stakeholders to adopt technological innovations
in their marketing strategies to reach a large potential audience and remain
competitive (Mai & Chen, 2025). Digital marketing is defined as the utilisation of the
internet or online technologies or applications, such as social media, e-commerce, and
digital channels, to enhance the product’s visibility to potential audiences and increase
sales for the organisation to generate profits (Gamage et al., 2025; Mai & Chen, 2025).

The shift from tradition forms of marketing to digital marketing not only benefits the
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organisation to make profit but also contribute to sustainable practices. The rapid shift
to the 4" Industrial Revolution (4IR) has transformed tourism organisations’ practices
to be more conservative through digital adoption (Gamage et al., 2025). Traditional
marketing, which includes brochures, newspapers, and other printed material, was not
accessible to everyone and required a long process from printing out newspapers and
brochures to distributing them, which was a cost for small and newly established

enterprises to compete (Mpotaringa & Tichaawa, 2021).

Adoption of digital marketing by nature reserves contributes to environmental
conservation and sustainable practices. Marketing’s purpose in nature reserves is to
create unique content that attracts potential traveller/s. Traditional marketing favours
only well-established tourism organisations that have a marketing budget, restricting
competitiveness for newly developed organisations (Kumar, Tripti, Kaur & Sood,
2025), while, digital marketing enables both well-established tourism organisations
and newly established tourism organisations to equally compete for the same potential
audience and reaches global market at ease (Kumar et al., 2025; Mai & Chen, 2025).
Therefore, digital marketing is advantageous in developing destination brand and
raising awareness to potential travellers about sustainability practices the nature

reserves offers.

Digital marketing enhances sustainable practices in nature reserves. Incorporating
digital marketing and sustainability play a critical role in promoting nature reserves to
attract more potential travellers that are more sustainable (Booking.com, 2025).
Similarly, Mai and Chen (2025) maintain that travellers seek insight into the
destination’s practices before booking a holiday. Based on the above authors, digital
marketing has a crucial impact in attracting the correct travellers to nature reserves
that are interested in sustainable practices. Digital marketing platforms such as, social
media and digital marketing channels, develop a strong relationship between nature
reserves and travellers through ease channels to communicate directly, creating
sense of trust and satisfactory to consumer demands (Mpotaringa & Tichaawa, 2022;
Suresh & Shanthi, 2025). Furthermore, Hlatshwayo and Thwala (2025) and Suresh
and Shanthi (2025) affirm that digital marketing increases the parameters that were
only achieved by traditional marketing, enhances profit generation with limited

marketing expenses, and satisfies travellers’ expectations about the nature reserve.

22

—
| —



2.5.1. Social Media Marketing in Nature Reserve

Social media is becoming a key platform for reaching a large audience (Hlatshwayo &
Thwala, 2025). Social media marketing is commonly defined as strategies for digital
advertising on social media platforms to promote a brand to potential consumers and
to share information across the globe (Loitongbam, Sorokhaibam & Singh, 2023).
Social media marketing breaks the boundaries that previously limited a product
promotion to a certain parameter without getting enough exposure to the global level
(Hlatshwayo & Thwala, 2025; Naskar, Digar, Ghosh & Kundu, 2025). Due to its user
friendliness, social media makes it easy for consumers and sellers to interact directly,
building trust in the product through availing all possible information (Naskar et al.,
2025; Silambarasan, Selvadurgadevi & Jayanthan, 2024). Sustainability logo and
small sustainable messages in nature reserve’s marketing process create a healthy
relationship with sustainable supporters/travellers to trust that the destination will

satisfy their expectations (Booking.com, 2025).

Social media is not only beneficial in terms of marketing but also in attracting sponsors
from business to business, creating partnerships to sell travel packages that involve
accommodation, game drives, and so forth (Venugopal, 2023). Some reputable
brands also have partnerships with social media influencers to build trust in their
products. Social media influencers are individuals with substantial followers on their
social media accounts and are considered public figures (Saria, Firdausb, &
Irfansyahc, 2024; Venugopal, 2023). Thus, due to social media influencers’ relevance,
it makes it easy for nature reserves to showcase their sustainability practices and
offerings, such as game drives, bird watching, as a form of pursuing potential
travellers. Influencers make it easy for brands to be trusted, because they have the
impression that public figures cannot associate themselves with illegitimate brands
(Venugopal, 2023).

Nature reserves partner with influencers to create content within the premises of the
reserve showcasing all the facilities and sustainability practices that are found in the
reserve will create desire to potential travellers to visit the nature reserve (Hlatshwayo
& Thwala, 2025; Saria et al., 2024 ). Partnership with influencers to market the product,
bridge the gap of trust and confidence between potential buyers and sellers that was

not easy to fill before digital marketing. Thus, nature reserves would be able to position
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themselves in the minds of the potential travellers to be their next stop of destination
to visit so as to experience what was promoted by the influencers on behalf of

reserves.

Social media platforms pave a crucial path in empowering small and medium
enterprises to compete amongst established organisations. Nature reserves can tailor
their product offering based on what the target market seeks to suit their expectations.
This comes after allowing travellers to share their experience within the reserve and
areas to improve on through direct interaction on social media pages of the reserves
(Hlatshwayo & Thwala, 2025; Silambarasan et al., 2024). Meanwhile, social media is
the fastest way of spreading information across the globe, making it more efficient to
communicate in the event of unforeseen occurrences that can put the lives of the

travellers in danger.

Social media not only contribute on marketing but also maintains a robust image of
the brand in the minds of travellers to keep the brand well-known through constant
advertisement and attract new travellers to the nature reserves (Venugopal, 2023;
Silambarasan, 2024). Additionally, Social media marketing is affordable and digitalises
everything, making it an ideal marketing strategy for nature reserves due to its
environmental friendliness without printing out brochures that harm the environment,
leading to climate change during the production of paper (Naskar et al., 2025;
Venugopal, 2023). Thus, this makes social media marketing a very crucial platform for
marketing sustainable destinations such as nature reserves that conserve the

environment and its well-being.

2.5.2. Website Marketing

Websites are one of the key marketing and influential platforms that are being used
by tourism organisations to promote the nature reserves and the brand image to the
global market (Syachfitria & Qastharin, 2024). Website is seen as one of the best
replacements of traditional marketing that relied more on word of mouth, brochures,
and newspaper advertisements effectively (Saleh & Nugraha, 2024; Venugopal,
2023). Likewise, website marketing plays a vital role in enabling tourism organisations
to build their digital portfolio, including all the critical information that must be available

about the product offering (Chandel & Kamble, 2024). Although websites can be seen
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as a game changer for marketing, there is a need for integration with other forms of
marketing, such as, social media platforms, such as, Facebook and X (Twitter), as the
most used applications across the globe (Chandel & Kamble, 2024; Saria et al., 2024).
Thus, highlight the crucial role that a website can play in enhancing the brand image

in the public and also provide relevant information about the product offering.

A well-developed website with clear information and pictures can catch attention,
attract potential travellers, and influence them to make a purchase. Nugraha and
Sarinah (2024) proclaim that keeping the website so simple to read and having a clear
understanding of the product promoted can positively impact the sales of the product.
Thus, at some point, over-summarising the context of the post on a website may lead
to omitting important information. Furthermore, Saleh and Nugraha (2024) asserts that
website is very useful in selling personalised products, package sales and build
collaborations amongst various tourism organisations such as, accommodations,

tourist attractions through tour operators.

The adoption of digital marketing such as website expands target market to the global
sphere while enhancing the level of work efficiency (Hlatshwayo & Thwala, 2025;
Syachfitria & Qastharin, 2024). However, Korongo, Ikoha and Nambiro (2024) indicate
that even though website improves marketing and efficiency in a tourism organisation,
but it is very expensive to develop a proper functioning website especially for the newly
established tourism destinations and businesses with no or less function muscles to

compete with well-established tourism destinations.

To keep up with the technological advancements’ tourism organisation must train staff
to remain knowledgeable of any developments. Inadequate knowledge about the new
digital marketing platforms can cause threat to the brand image and lack exposure to
global market (Matahati & Qastharin, 2024 ). Constant update on the website about the
product offering makes potential travellers to develop trust about the product leading
to more sales and thus remain relevant and competitive (Ferdinand & Permana, 2024).
Furthermore, Nugraha and Sarinah (2024) mention that website can also be used to
engage potential travellers directly with the tourism organisation management. Thus,
a website can cover all the critical aspects of the product offering, such as frequently

asked questions (FAQs), which are meant to assist potential travellers who encounter
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any challenges in purchasing the product online (Nugraha & Sarinah, 2024; Saleh &
Nugraha, 2024). Moreover, the website makes it easier for potential travellers to
identify important information communicated through the website as valid and reliable,
because other digital marketing platforms can be hacked and used for scamming

people in the name of the organisation.

2.6. VISITOR BEHAVIOUR AND DESTINATION PERCEPTION

2.6.1 Tourist Decision-Making Process

Digital marketing plays a paramount role in positioning the destination in the minds of
potential travellers. Destination branding is one of the crucial factors that tourists
consider when deciding on a destination to visit (Randrianirina, Yuliana, Fatimah, &
Hermansyah, 2025). The quality experience that tourists receive in a destination
significantly contributes to its distinction (Sharma, Buranadechachai, & Doungsri,
2024). Based on the previous research, it is evident that destination branding
encompasses almost everything that happens within the destination and can influence

travellers to visit or not visit the destination (Sharma et al., 2024).

A good destination reputation also contributes to the curiosity of tourists to visit the
destination, through referrals or recommendations (word of mouth), stimulating the
desire to visit the destination to experience it first-hand. The successful development
of destination branding increases the likelihood of destination marketing, effectively
enhancing its ability to attract more tourists (Chao, 2024). However, a negative
destination image demotivates tourists from visiting the destination, as no one would
want to be associated with a bad image, resulting in lost customers and profits.
Muhammad, Hidayanti, Haji, and Sabuhari (2025) maintain that the relationship
tourists create with the destinations they visit also plays a key role in their decision to

revisit.

2.6.2 Factors Influencing Visitor Perception

The tourism sector is a fast-growing industry that compels tourism stakeholders to
adopt technological innovations in their marketing strategies to reach a large potential
audience and remain competitive (Mai & Chen, 2025). According to Pan and
Sutunyarak (2025), marketing plays a key role in influencing visitors to travel,

particularly through word-of-mouth and social media platforms, which shape
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consumers’ decisions on travelling. Muhammad et al. (2025) stated that the
experience tourists receive acts as a mediator, encouraging them to revisit the
destination. Based on the study by Randrianirina et al. (2025), there are two core
factors that influence tourists to visit a destination, including internal factors, which
speak about the novelty and relaxation of the destination, and external factors, which
include the physical appearance of the destination, services and amenities,
accessibility, just to mention a few. Meanwhile, Muhammad et al. (2025) asserted that
tourist satisfaction is also a determining factor for re-visitation and the success of the
nature reserve destinations. Therefore, the marketing of the destination plays an

important role in positioning it in the minds of potential tourists.

2.6.3 Visitor Satisfaction and Experience

Muhammad et al. (2025) maintain that tourists' experience has a significant and
imperative role in tourist satisfaction. Nature reserves can tailor their product offering
based on what the target market seeks, to suit their expectations. This initiative follows
the introduction of a platform that allows travellers to share their experiences within
the reserve and identify areas for improvement through direct interaction on the
reserve's social media pages (Silambarasan et al., 2024). The study by Muhammad
et al. (2025) reveals that positive tourist experiences are associated with increased
tourist satisfaction, which in turn influences future decision-making intentions to revisit
the destination. Similarly, visitors' experiences influence the level of satisfaction with
a destination's product offerings or vice versa. Tourists’ satisfaction reflects whether
their demands are met by the destination, based on its facilities, services, and
emotional experience, which later stimulates the need to revisit the same destination
(Randrianirina et al., 2025).

2.7 DESTINATION MARKETING AND BRANDING

Destination branding is a critical aspect of enhancing competitiveness amongst tourist
destinations. Destination branding is defined as a method of building or managing a
unique identity of a destination that would be easily remembered by customers with
its unique characteristics from other destinations (Ezzatian, Toghraee & Farsani,
2025). In 2009, Stephens Balakrishnan developed a five-staged framework that makes
it easier to create an effective brand: (1) vision, (2) stakeholder management, (3)

customer alignment, (4) positioning, and lastly (5) communication process and

27

—
| —



response management (Ezzatian et al., 2025). This framework enables the tracking of
brand consistency both internally and externally by auditing its effectiveness in relation
to the target market. Destination branding shapes a specific customer's perception of
a location, leading them to prefer that destination over others (Za & Tricahyadinata,
2025). Additionally, the above authors maintained that destination branding is more
than just designing a logo and slogan for a destination; it rather involves marketing
strategies, culture, attributes, and values. Figure 3 illustrates the Five-Staged

Framework for Branding.

VISION *
Economy Y Tourism Stakeholder !
Transit Hub Service Retail Management
v !
Customer Targeting .—-] Product Portfolio |
Positioning/
COO ~ Differentiation :
& e
Brand Components Ingredient :
Peoplg/ s | Intangible | Tangible / Branding a
Population Symbolic | Functional Licensing :
+ Image -
Communication Strategy
m Attracting I Converting [ Loyalty / + Emotion -
ﬁDELIGHTED CUSTOMER
[ Successful Branding Strategy ]

Figure 3: Five-Staged Framework for Branding
Source: Balakrishnan (2009).

Stage 1: Vision

Having well-planned and clear long-term goals makes it easier to achieve destination
branding through quality tourism practices, business establishment, and societal
welfare (Balakrishnan, 2009). Vision serves as a mother board or a drawing board
where everything begins and can result in better performance, meeting the customer’s

expectations.
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Stage 2: Stakeholder Management

Vision goes a long way in understanding the brand that is being developed, the type
of stakeholders to associate with, and the ways in which to deal with the differences
in desires and needs (Balakrishnan, 2009; Ezzatian et al., 2025). It is essential to be
aware of the types of stakeholders the brand associates with and the strategies to
address conflicting goals for each stakeholder, as unfair or unbalanced stakeholder

involvement can negatively impact the brand's image.

Stage 3: Customer Targeting and Alignment

Understanding the target market in place plays a crucial role in developing a
personalised tourism offering that perfectly meets the demands and expectations of
consumers (Za & Tricahyadinata, 2025). Furthermore, this enhances the image of the
brand by always meeting the demands of the customers by understanding their market

and matching their psychographic profile.

Stage 4: Positioning/Differentiation

A good brand identity relies on the ability to differentiate from competitors offering the
same products while still standing out to customers (Ezzatian et al., 2025). A well-
positioned brand helps customers in the decision-making process by basing their
experience on both tangible and intangible attributes of that particular destination,
which can lead them to consistently prefer that destination over others (Balakrishnan,
2009).

Stage 5: Communication Strategy and Response Management

Traditional methods of communication and information distribution, such as
newspapers, brochures, and radio advertisements, have proven to be costly and less
effective than they were in the 1980s (Tran & Rudolf, 2022). Digital marketing
platforms bridge the gap between environmentally friendly practices and affordable
marketing that reaches a global audience in a short period, making it effective for
attracting more customers (Hlatshwayo & Thwala, 2025; Tran & Rudolf, 2022;
Venugopal, 2023). Digital marketing eliminates the third party or middlemen between
a destination and its customers by enabling direct interaction in a minimal amount of
time, making it possible for potential customers to inquire about product offerings and

receive responses more quickly (Nugraha & Sarinah, 2024; Saleh & Nugraha, 2024).
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Therefore, this enables customers to build trust in the product, which contributes to

the enhancement of the brand image.

Nature reserves make sustainable practices revived as nature-based tourism
destinations. Destination branding is one of the crucial aspects that influence visiting
decisions to a specific nature reserve (Za & Tricahyadinata, 2025). Nature reserves
have their own unique qualities that differentiate them from one another. In
Mpumalanga Province, Kruger National Park is known for its big five and is one of the
largest wildlife reserves in South Africa (MTPA, 2025), while Blyde River Canyon
Nature Reserve is classified by its Bourke’s Luck Potholes, God’s Window, and the
Three Rondavels, which are found within the reserve, making it different from other
nature reserves. Destination branding simplifies the lives of potential travellers by
ensuring that they travel to a destination that aligns with their demands (Chao, 2024).
This makes it easier for destinations to be differentiated and be competitive with their

different characteristics.

Destination branding also enables a destination to market its products. The
development of destination branding involves determining the target audience and
understanding their preferences (Chao, 2024). This makes it easier for destinations to
live up to the standard expectations of the customers by focusing on a specific product
offering. The successful development of destination branding increases the likelihood
of destination marketing success (Chao, 2024; Riaz, Aslam & Hussain, 2024). This
highlights the importance of branding a destination to maintain competitiveness in the
tourism industry. The quality experience that tourists receive in the destination
contributes a lot to the distinction of the destination (Sharma et al, 2024). It can
therefore be presumed that destination branding encompasses almost everything

happening within the destination and can influence travellers to visit or not to visit.

Incorporating sustainability in the marketing strategies of nature reserves can
influence potential travellers to visit the nature reserve. It is therefore imperative for
nature reserves to have sustainability certificates and include them in their marketing
strategies to attract more sustainable travellers while maintaining the competitiveness
of the reserve against its competitors (Booking.com, 2025), as the tourism industry is

heavily dependent on destination branding for long-term success in attracting tourists
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and economic growth (Sharma et al., 2024). Booking.com (2025) further asserted that
including a sustainability logo in the marketing strategies of nature reserves inspires
tourists to adopt sustainable practices in their daily lives, and over 71% of the tourists
want to leave the place in a good state than what they arrived to. Furthermore, the
above-mentioned online booking platform upholds that little sustainable practice that
each tourist does can contribute to a big difference in society, such as empowering
messages to reduce resource usage like water and enhance public transportation over

private transport.

2.8 SUSTAINABLE TOURISM AND THE SDGS

2.8.1 Introduction to Sustainable Tourism

Sustainable Tourism development is defined as, the process of meeting the demands
of the current generation without jeopardising the capacity of future generations to
meet their own demands (Ozili, 2025). The integration of development and
environment (sustainable development) has drawn considerable interest in how to
balance development with sustainability. Elisha, Nzali, and Philipo (2023) uphold that
limited community involvement in tourism development can result in poor sustainability
of the nature reserves, because private stakeholders only focus on profit generation.
This perspective is supported by various studies that local communities represent the
interest of the community in ensuring that culture and the environments are well
preserved for the upcoming generation, as they hold a sacred identity of who they are
(Elisha et al., 2023; Trisic, Privitera, Stetié, Petrovié, Maksin, Jovanovié & Luki¢, 2022).
Moreover, cultural values play an important role in protecting the environment and in
the responsible use of resources by local communities, while nature reserves pose a
threat as tourism destinations that attract more travellers for excursions (Elisha et al.,
2023; Mammadova, May, Tomita & Harada, 2025). Thus, it is critical to establish a
responsible committee that will balance the interests of all relevant stakeholders in the
nature reserve to develop strategies that ensure a balance between cultural and

natural heritage and profit generation.

Nature reserves are crucial for preserving ecosystem stability, biodiversity, and
ecological balance, as well as fostering an eco-friendly environment (Rao, Ouyang,
Pan, Huang, Li & Ye, 2024). According to Silva, Benini, and Godoy (2024 ), adopting

the TBL helps maintain a healthy ecosystem that is linked to sustainability aspects,
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including social and economic considerations. However, environmental degradation
compromises the feasibility of both economic development and sustainable social
development. Climate change poses an even greater threat to regional development
because it affects economic stability, environmental sustainability, and social cohesion
(Kalogiannidis, Kalfas, Papaevaggelou, Chatzitheodoridis, Katsetsiadou & Lekkas,
2024). This is in line with the notion that there is a crucial need for sustainable
development to ensure that minimal effects that can lead to climate change happen,
causing a fear for life for the potential tourists (Nguyen & Nguyen, 2022). Kalogiannidis
et al. (2024) uphold that forming effective climate change strategies requires strong
collaboration among different tourism-related stakeholders, involving host
communities, government, civil society, and the private sector. Thus, adopting a
holistic approach that enables equal participation by different stakeholders creates a

sense of ownership and support for the implementation of the strategies.

The economic dimension of TBL in nature reserves highlights the importance of
developing models that are financially feasible and contribute to community
development, reducing poverty without jeopardising natural resources or the rights of
host communities (Silva et al., 2024). Consequently, TBL promotes the inclusive
development of nature reserves, involving host communities in the management

decision-making procedure to minimise conflict among relevant stakeholders.

Tourism has the capacity to ensure that SDGs are attained, provided its contribution
of resources to the host communities, and ensuring that the needs of the upcoming
generations are not jeopardised (Raihan, 2024). Host communities are important
stakeholders in TBL and must be considered in every aspect of nature reserve
development, improving the standard of living by creating employment opportunities,
promoting social justice, and respecting native cultures (Silva et al., 2024). This aligns
with the notion that before nature reserves implement any form of development, they
must consult with the host communities to ensure inclusive development and foster a
sense of belonging (Sun, Zhou, Ali, & Khan, 2024). However, Mammadova et al.
(2025) assert that utilising local community cultural events and storytelling to convey
sustainability messages can be effective in educating the host community about the
importance of sustainable behavior, thereby fostering interest and a sense of

belonging. It is therefore paramount to keep cultural heritage revived to market its pride
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and generate profit in educating travellers about it. A study by Sun et al. (2024) affirms
that nature reserves play an important role in ensuring cultural preservation in local
communities by adopting or collaborating with the local communities to use their
culture as one of the marketing strategies to attract more tourists to the nature reserve.
In addition, Soeswoyo, Arafah, Oktadiana, and Budiman (2025) suggest that culture
can be seen as an attraction and entertainment to tourists, while at the same time, it
raises awareness or educates visitors about the local culture. Hence, it is important to
keep cultural authenticity and to remain sacred to the host communities. Moreover,
Soeswoyo et al. (2025) maintain that culture defines the uniqueness of a destination,

enhances visitors' attraction to it, and promotes sustainable tourism practices.

2.8.2 Sustainable Development Goals (SDGs) and Tourism

The Sustainable Development Goals (SDGs) refer to a strategic plan and form a global
framework adopted after the Millennium Development Goals (MDGs) to address
urgent environmental, economic, and social challenges while promoting inclusivity,
improved living standards, and poverty reduction (Dheere, 2025). Nature reserves
contribute significantly to these goals by fostering environmental conservation among
both local communities and tourists. Local residents, who engage closely with natural
environments and visitors, help reinforce conservation practices that support long-
term sustainable economic growth (Stojanovic, Milic, Obradovic, Vanovac & Radisic,
2021). Their environmentally responsible behaviour, influenced by social capital,
underpins community-based ecotourism and responsible resource use, strengthening
community development (Davie, Ogbeide & Shafieizadeh, 2024). Likewise,
community participation in tourism encourages the adoption of sustainable local
practices (Mabibibi et al., 2021).

Tourism-driven economic benefits such as employment creation and infrastructure
development, further motivate host communities to support tourism initiatives,
improving overall living standards (Nnajieto & Nnajieto, 2025; Venugopal, 2023).
Nature reserves also promote cultural preservation and environmental conservation,
aligning with SDG 11. Strong cultural heritage protection enhances economic stability,
while international tourist arrivals generate substantial revenue that uplifts local
economies (Sinaga et al., 2025). This revenue, in turn, supports job creation, improved

infrastructure, and a higher quality of life (Kazzara, 2024). However, tourism can also
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introduce challenges such as overcrowding, cultural commodification, and
environmental degradation (Sinaga et al., 2025; Masengu, Chawuruka, & Muchenje,
2025). Addressing these issues requires strong community engagement and
sustainable development approaches (Sinaga et al., 2025), underscoring the
importance of nature reserves in balancing tourism growth with responsible
environmental stewardship. Globally, tourism plays a vital role within nature reserves,
attracting over 8 billion visitors annually and generating approximately USD 600 billion
in domestic expenditure (Chen, Ping, Pan, Ye & Wang, 2024). These trends support
the view that ecotourism can provide long-term sustainable economic development
through job creation, improved infrastructure, and enhanced livelihoods (Nguyen &
Nguyen, 2022). Ecotourism also makes positive contributions to the environmental,
economic, and social dimensions (Chen et al., 2024). However, if poorly managed, it
may result in negative outcomes such as mass tourism pressures and habitat
destruction (Akbar, 2024). Overall, the literature demonstrates that ecotourism’s
effects depend heavily on effective management and sustainable development

practices within protected areas.

2.8.3 SDG 1, 8, 11, 13, and 15 in the Context of Nature Reserves

Tourism has the potential to support all the Sustainable Development Goals (SDGs)
indirectly, as it is a major global sector that generates income, creates employment,
and contributes to poverty reduction, improved livelihoods, and environmental
protection (Raihan, 2024 ). Sustainable behaviour within tourism settings is shaped by
social norms, cultural values, and individual attitudes, all of which significantly
influence how consumers engage with sustainability and environmental preservation
(Masengu et al., 2025). Social sustainability addresses key human-focused concerns
such as equity, democracy, education, and social capital (Dahlstrom, 2025). The
author further highlights nine SDGs 1, 2, 3, 4, 5, 8, 10, 11, and 16 that are directly
related to this dimension. Understanding these goals enables nature reserves to better

align their contributions with the needs of host communities.

Nature reserves support a wide range of sustainability functions, including
environmental conservation, biodiversity protection, cultural heritage preservation,
and ecotourism (Mabibibi et al., 2021). Ecotourism plays an important role in poverty

alleviation (SDG 1) while maintaining natural and cultural resources (Nguyen &
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Nguyen, 2022). This interconnectedness between people and the environment is
further emphasised by Tang, Wu, Ye, Lv, Sun, and Huang (2022). Ecotourism and
responsible tourism encourage the sustainable use of natural resources and promote
conservation-based learning opportunities for visitors (Sihombing et al., 2024).
Similarly, Jaini, Anuar, and Daim (2012) argue that ecotourism supports conservation
while delivering social and economic advantages to host communities. When properly
implemented, ecotourism minimises negative destination impacts and fosters
community benefits such as, economic empowerment, infrastructure development,

and improved livelihoods.

Ecotourism also contributes significantly to economic growth within nature reserves.
Akbar (2024) notes that it enhances local livelihoods through job creation (SDG 8),
including roles such as, tour guiding and wildlife protection. However, concerns from
local communities often centre on preserving both cultural heritage and natural
resources (Tang et al., 2022). These authors caution that governments must carefully
balance economic gains with cultural and environmental protection. Akbar (2024)
emphasises that local communities should participate in decision-making and receive
a fair share of tourism benefits, highlighting how well-managed nature reserves can

strongly advance SDG 8.

A nature reserve is defined as a protected area that safeguards important species,
landscapes, and ecosystems from harm or extinction (Lopes & Hiray, 2024). Such
reserves improve the living standards of host communities by providing jobs and
infrastructure that promote self-reliance rather than dependency on government
support (Nguyen & Nguyen, 2022). By conserving rare species and maintaining
ecological integrity, nature reserves secure long-term environmental benefits aligned
with SDG 11, while ensuring that biodiversity remains accessible to future generations
(Tang et al., 2022). Their contributions, both direct and indirect, play an essential role

in uplifting communities and promoting sustainable living.

Human interactions with nature inevitably affect ecosystem functioning, making nature
reserves central to environmental sustainability. These protected areas help regulate
the balance between human needs and ecosystem capacity, allowing communities to

benefit from natural resources without causing irreversible damage (Sen, 2020). In
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doing so, nature reserves support climate action and resource conservation (SDG 13)
while contributing to local GDP through tourism-related employment and infrastructure
improvements (Sun et al., 2024). Increasing environmental awareness is therefore
crucial for addressing climate change and its impacts on both ecosystems and
economies. Environmental education also plays an important role in promoting
sustainable development. Dahlstrom (2025) reports that education for Sustainable
Development Goals seeks to instil sustainability principles from an early age, fostering
responsible citizenship and environmental awareness. Empowering local communities
with knowledge about environmental protection promotes responsible behaviour and
reduces harmful practices such as illegal dumping (Grangxabe, Maphanga & Chidi,
2024). Freund, Achmad, Kanisius, Naruri, Tang, and Knott (2019) similarly emphasise
that environmental education bridges the knowledge gap regarding nature reserve
conservation, helping to prevent species loss and ensuring ongoing community

benefits through job creation and sustainable economic activity.

2.9. CHAPTER CONCLUSION

The above chapter highlighted the literature gaps that this study seeks to address. It
unpacks the main concepts of the study, including theoretical frameworks, conceptual
frameworks, and marketing efforts, as well as, the contributions that nature reserves
make to the host communities, among others. The primary purpose of this chapter
was to address the research questions and break down the objectives into practical,

real-life projects.

36

—
| —



CHAPTER 3:
RESEARCH METHODOLOGY

3.1. INTRODUCTION

Research Methodology is a scientific framework that guides how a study should be
conducted, and the theoretical or scientific analysis of the process used in a field of
study (Shiva, 2025). Similarly, research methodology is a fundamental component of
scientific investigation that provides organised methods for examining matters,
confirming hypotheses, and expanding knowledge in various fields (Gamage, 2025).
The methodology encompasses a range of models and approaches, including
systematic or theoretical frameworks that can be employed to ensure the research
findings are well-organised, consistent, dependable, and valid for subsequent or future
studies (Bahishti, 2023). Methodology plays a crucial role in understanding other
sciences systematically by diagnosing their current state and guiding their future
direction (Slater & Hasson, 2024). Furthermore, the methodology guides the study
step by step to ensure that the findings are valid and reliable, allowing future
researchers to build upon them in emerging studies. This chapter focuses on the
research paradigm, Research design and approach, study demarcation, target
population, sampling methods, sample size, data collection instruments, pilot study,

data analysis, ethical considerations, informed consent, and quality criteria.

3.2. RESEARCH PARADIGM

Research philosophy or paradigm refers to a set of beliefs, attitudes, presumptions,
and expectations from researchers in related or similar fields share (Mohammed,
2023). Ontology, epistemology, and axiology are among the key ideas, values, and
presumptions that comprise a research paradigm (Kamal, 2019). Mastering research
paradigms enables researchers to identify and mitigate personal biases, while also
ensuring that the most suitable strategy is chosen (Chafe, 2024). There are different
paradigms, such as positivism, transformationalism, interpretivism, and pragmatism,

to name a few (Zaman et al., 2024).

This study adopted the pragmatism paradigm. Migiro and Magangi (2011) and Chafe
(2024) maintain that the pragmatism paradigm is one of the most suitable paradigms
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that complement both quantitative and qualitative research designs without comparing
the two research designs. The pragmatism paradigm seeks to understand or analyse
practical individual experience in real-life activities in a societal sphere (Lyubiviy &
Samchuk, 2024). In terms of methodology, pragmatism is one of the compatible
paradigms for a mixed-methods approach (Mabibibi et al., 2021). Some of the
characteristics of pragmatism are that information is perceived in both constructed and
reality-based terms, and it also recognises the historical and emergent social and
psychological aspects of society (Johnson & Onwuegbuzie, 2004). Pragmatism
enables the researcher to refer back to the data from both quantitative and qualitative
to find the common connections between the two data sets (Mabibibi et al., 2021).
Therefore, the pragmatism paradigm was adopted for this study due to its capacity to

correspond to the research questions and objectives.

3.3 MIXED-METHOD RESEARCH APPROACH

A research approach refers to the overall plan or logic that shapes data collection,
analysis, and interpretation (Creswell & Creswell, 2018). It explains how the
researcher will move from data to conclusions. According to Maree (2012a), a mixed-
methods approach involves the collection, analysis, and integration of both
quantitative and qualitative data at different stages of the research process. This
approach, often referred to as a multi-method mode of inquiry, allows for a more
comprehensive understanding of the phenomenon under study (Maree, 2012b).
George (2019:149) noted that mixed-method research, also known as triangulation,
entails combining multiple research methods to investigate a single phenomenon.
Although this approach is more complex and resource-intensive, integrating
quantitative and qualitative techniques allows the methods to complement one

another, thereby offering deeper insights into the research problem.

This study employed a convergent parallel mixed-methods approach, integrating both
qualitative and quantitative methods. In this design, the researcher collects qualitative
(exploratory) and quantitative (analytical) data simultaneously, allowing the two
datasets to complement one another (Gamage, 2025). The quantitative results help
support and enhance the qualitative insights, enabling a more comprehensive and
clearer understanding of the phenomenon under investigation (Adeniran & Tayo-

Ladega, 2024). Aligned with the principles guiding both research approaches, this
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study employed a qualitative approach to conduct interviews with officials from the
MTPA and the Blyde River Canyon Nature Reserve. This allowed the researcher to
gain deeper insight into the Reserve’s marketing efforts and its contributions to the
specific SDGs outlined earlier. In addition, a quantitative approach was employed to
gather data from tourists regarding their perceptions of the effectiveness of the
Reserve’'s marketing strategies (Mabibibi et al., 2021). Both qualitative and
quantitative data were collected simultaneously and analysed separately. The purpose
of this approach is to merge the findings from both strands to develop a more
complete, credible, and valid understanding of the research problem (Maree,
2016:318) (see Figure 4).

Quantitative data Qualitative data
collection and analysis collection and analysis

Quantitative and
qualitative results
compare and interpreted

Figure 4: Convergent Parallel Mixed-Methods Design
Source: Thwala (2022:140)

Caruth (2013:113) presented the following advantages of mixed-methods research, as

shown in Table 1. It was decided that, for the main advantage of completeness, this
study will apply a mixed-methods research approach.

Table 1: Advantages of mixed-methods research

Complementarity By employing both quantitative and qualitative approaches, the
researcher was able to capture multiple perspectives, thereby enriching

the information obtained from each side.
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Completeness To ensure that every event or relationship is well represented.

Developmental This process involves generating questions from one method based on
the implications of a primary approach or using one technique to
propose hypotheses that can be examined through a subsequent

method.

Expansion This process involves elaborating on or clarifying knowledge gained

from a previous method.

Corroboration/Conf | This process is used to evaluate the credibility of findings from a single
irmation method. In this study, quantitative data analysis results were used to

validate and reinforce conclusions drawn from the qualitative approach.

Compensation This approach involves using one method to offset the limitations of
another. By combining qualitative and quantitative techniques, the
researcher effectively addressed the inherent weaknesses of each

method.

Diversity This process involves gathering differing viewpoints on the same
experiences or relationships. In the mixed-methods study, the

researcher obtained diverse insights through the various data collection

techniques employed.

Source: Thwala (2022:140)

3.4. RESEARCH DESIGN

Research design is defined as, the elements and procedures that are used for
planning and creating systematic maps and patterns to be followed when conducting
research (Slater & Hasson, 2024). Similarly, Ayanwale (2024) maintains that a study
design is categorised as a potential set of rules or a process that can be applied to
gather and analyse data related to the study problem. There are various types of
research designs, including experimental design, descriptive design, case study
design, correlational design, longitudinal design, and cross-sectional design, among
others. This study adopted a convergent parallel mixed-methods design, in which
qualitative and quantitative data were collected concurrently, analysed independently,
and integrated during the interpretation stage. A descriptive research design was
applied to the quantitative component to describe tourists’ socio-demographic
characteristics, marketing awareness, sustainability perceptions, and satisfaction
levels. Simultaneously, qualitative data were collected through interviews to provide

complementary insights into these variables. Both qualitative and quantitative data
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were collected during overlapping periods, analysed independently, and integrated
during the interpretation stage to provide a comprehensive understanding of the

research problem.

3.5. STUDY AREA

The study was conducted at Blyde River Canyon Nature Reserve in Mpumalanga
Province, South Africa, which is managed by the Mpumalanga Tourism and Parks
Agency (MTPA). The study area was chosen on a convenience basis, in terms of
physical accessibility for the researcher and availability of data. BRCNR is an MTPA-
based nature reserve that covers up to 29,000 hectares, stretching near Kruger
National Park (KNP) from the misty highlands to the hotter and drier Lowveld (Blyde
Dam) (MTPA, 2025). The Blyde River Canyon Reserve is situated along the greater
Drakensberg Mountain in the escarpment area of the Mpumalanga Province. Included
in the Blyde River Canyon Reserve are natural wonders such as the Bourke’s Luck
Potholes, the Three Rondavels, the Pinnacle Rock, and God’s Window (MTPA, 2025).
All these natural wonders enable the BRCNR to offer tourists the best natural wonders

experiences.

BRCNR grassland comprises approximately 1,000 plant species that are not found
anywhere in the world except within the reserve, including endangered species
(MTPA, 2025). Most travellers to BRCNR enjoy the experience of merging the
Panorama Route together with a game drive at the KNP, which offers a great variety
of adventure activities, including abseiling, quieter pursuits, and white-water rafting
(MTPA, 2025). The source’s report furthermore states that the Blyde River Canyon
was formed “when Gondwanaland was split by these earth-shaping forces, left behind
layer upon layer of dolomite and sandstone laid down as sediments over millions of
years.” Thus, this demonstrates the canyon's rich history, which can attract more

travellers to visit the reserve.

3.6. TARGET POPULATION

Mitang and Kiha (2023) and Willie (2024) both define a population as a large group of
people or objects with similar features within a specific context that a researcher is
interested in studying. Thus, the population is defined as everything that can be

examined within the study area. In contrast, the target population comprises a

41

—
| —



specified subgroup within the wider population, defined by an established criteria that
correspond with the research objectives (Willie, 2022; Willie, 2024). Consequently,
poor clarity of the population and target populations can lead to biased sampling, with
one group of the population being overrepresented or underrepresented, thereby
limiting the generalisability of the research findings. The target population for the
quantitative approach was the tourists who visited the Blyde River Canyon Nature
Reserve during the months of September and October 2025. On the other hand, the
target population for the qualitative research approach consisted of BRCNR/MTPA
management officials, including managers, supervisors, administrators, marketing

managers, and marketing personnel.

3.7. SAMPLING METHODS

Sampling method is defined as the scientific process or method of selecting a group
of individuals or objects with which to conduct a study and estimate the characteristics
of the entire population (Hossan & Al-hasnawi, 2023). Sampling methods are generally
divided into two categories: probability and non-probability sampling. Probability
sampling ensures that each individual in the population has an equal chance of being
selected, thereby minimising selection bias (Mukti, 2025). This category includes
techniques such as simple random, systematic, stratified, and cluster sampling. In
contrast, non-probability sampling does not provide equal selection opportunities,
often involving bias and subjective judgment (Mukti, 2025). Methods under this
approach include convenience, purposive, quota, and snowball sampling, among

others.

This study employed a non-probability sampling method to enable the researcher to
target a specific population for data collection, while considering factors such as
accessibility, budget, and time frame, as well as the vulnerable participants who play
an influential role in selecting the sampling method. Therefore, this study employs two

sampling methods: purposive sampling and convenience sampling.

Purposive sampling is most used in qualitative studies. Memon et al. (2024) defined
purposive sampling as a process of intentionally targeting certain individual/s who are
well-informed about a particular phenomenon of interest. Similarly, Ting et al. (2025)

note that purposive sampling is valued in various fields due to its clarity in selecting
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respondents, ensuring that participants are selected based on their ability to provide
rich and relevant information. Furthermore, the concern with using purposive sampling
is that it can lead to biased selection, which can be beneficial by providing the
researcher with the required data or limiting the researcher's ability to obtain the
required information due to the exclusion of pertinent individuals from the study (Ting
et al., 2025). However, this sampling enables the researcher to focus on specific
individuals with certain characteristics, which can better assist in gathering the
required information (Memon et al., 2024). As mentioned above, the inclusion criteria
for respondents are that they must be marketing and conservation officials from the
MTPA and the BRCNR.

Convenience sampling was adopted for the quantitative approach. Convenience
sampling is defined as, the process of data collection based on the accessibility of the
research target population (Memon et al., 2024; Golzar et al., 2022). Moreover, Golzar
et al. (2022) note that convenience sampling is disadvantageous when the researcher
cannot easily reach or access the population, which can lead to biases and systematic
errors. In addition, Memon et al. (2024) note that convenience sampling is more cost-
effective because the researcher works with what is available and accessible at the
time. Therefore, the survey questionnaires were developed and designed for tourists
visiting BRCNR (respondents) to share their insights on the marketing and nature

conservation efforts of the nature reserve.

Convenience sampling was applied by approaching tourists who were readily available
and willing to participate in the research, within the Blyde River Canyon Nature
Reserve. The selection of participants was conducted in several strategic points within
the reserve to ensure diversity of responses while maintaining practicality. Specifically,
tourists were approached at:

1. Designated rest areas and viewpoints — where tourists were more likely to pause
and therefore have time to respond to the questionnaire without disrupting their
experience.

2. During organised tours and activities — with prior permission from the tour
guides, tourists were invited to participate either before or after the activity.

3. Entrance and exit points of the reserve — where visitors often wait for processing,

allowing the researcher to conveniently distribute and collect responses.
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4. Accommodation facilities within the nature reserve — guests staying overnight
were approached in communal areas (for instance, reception or dining areas), where
they may be more relaxed and willing to engage. The researcher did not go to their

rooms to avoid invasion of privacy.

The usage of convenience sampling was preferred because it allows for efficient
access to tourists who were present within the reserve during the data collection
period, ensuring practicality given time and resource limitations. While the method
does not aim for full representativeness, its application across multiple settings within
the reserve (rest points, tours, entry/exit areas, and accommodation sites) enhanced

the likelihood of capturing a comprehensive variety of tourist perspectives.

3.8. SAMPLE SIZE

A sample is defined as, a part or a certain portion of the entire population of interest
to be studied (Nanjundeswaraswamy & Divakara, 2021). Thus, the population sample
is taken from the main population and narrowed down into focus groups, as examining
the entire population can require more time and resources. However, in order to have

a sample population for a particular study, a sampling method must be implemented.

3.8.1. Quantitative Sample Size

The number of individuals or objects that form part of the observations examined by
the study is referred to as, the sample size (Tiwari & Tripathi, 2024). Blyde River
Canyon Nature Reserve expects more than 500,000 tourists visiting the reserve per
year (MTPA, 2025). The sampling procedure followed the guidelines of Krejcie and
Morgan (1970) for general research, which recommends a sample size of 384 for a
population of 1,000,000. Accordingly, 390 questionnaires were administered, ensuring
that the sample was representative of the population (Hossan & Al-Hanami, 2023), as
recommended by Krejcie and Morgan (1970), who stated that for any population size
above 75,000, a sample size of 384 is suitable. Therefore, for this study, a population
of 500,000 was used or identified, which is the recommended sample size at 95%
confidence and a 5% margin of error, yielding approximately 384 respondents.
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3.8.2. Qualitative Sample Size

The sample size for the qualitative phase. Moser and Korstjens (2018) recommend
that ethnographic studies should have a minimum of 25-50 interviews, 10 interviews
for phenomenological studies, and 20-30 interviews for grounded theory studies. In
addition, Guest et al. (2020) maintain that data saturation can be reached in a
qualitative study between 10 and 20 interviews. Therefore, the sample size for the
qualitative approach of this study was decided to be 10 interviews with BRCNR
management/MTPA officials. This decision followed the researcher's attainment of
data saturation, at which point they chose to cease data collection at the 10th

interview, as no new themes emerged, only the recurrence of existing themes.

3.9. DATA COLLECTION INSTRUMENTS

Data collection is a very important aspect of research and decision-making in a variety
of fields, such as the social sciences, healthcare, and technology (Blessing et al.,
2024). Furthermore, Blessing et al. (2024) defined data collection as a methodical
procedure for obtaining information from multiple sources to address specific research
questions or guide decision-making. This study employed a Convergent parallel
mixed-methods research design, combining both qualitative and quantitative methods
within a single study. Adeniran and Tayo-Ladega (2024) maintain that a mixed-
methods research design enables the researcher to obtain effective results by merging
both qualitative (exploratory) and quantitative (analytical) research approaches.
Techniques for gathering data are methods that researchers apply to obtain relevant
information for their research (Blessing et al., 2024). The data were collected between
September and October 2025. This was due to the spring season during these
months, which served as a peak season for the nature reserves, receiving a high
number of travellers from different geographical areas. The high number of travellers
visiting the nature reserves during the spring season makes it more feasible to collect
the relevant data due to the increased availability of tourists in the nature reserves.
3.9.1. Quantitative Data Collection

The quantitative section employed a self-administered survey questionnaire as the
data collection instrument. The self-administered survey is defined as, a data
collection instrument that is distributed by the researcher either through online devices
or manual distribution to respondents, who complete the questionnaire themselves

under the researcher's supervision or independently at their own time (Adeniran &
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Tayo-Ladega, 2024; Revel-Vilk et al., 2025). Self-administered surveys are mostly
used to gather information from people who are knowledgeable about specific
phenomena (Blessing et al., 2024). Typically, questionnaires consist of closed-ended
question formats that require a direct response. Moreover, it is advantageous to use
the questionnaire with closed-ended questions, especially during the analysis and
interpretation stage. Therefore, the questionnaires were developed to capture all the

critical aspects seeking to achieve the research objectives.

The survey questionnaires were manually distributed to the tourists visiting the
BRCNR. The questionnaires were designed to capture the forms of marketing that
influenced tourists' travel decisions to visit the BRCNR, the season of travel, as well
as the programs adopted by the reserve to ensure long-term sustainability. The
questionnaire consisted of four sections, and the literature sources were used in the
development: Section A: Demographic Profiles- this section included questions on
age, gender, race, education, and province/country of residence, which were adapted
from standard socio-demographic items commonly used in tourism research
(Creswell, 2014; Veal, 2017). These items ensured the collection of essential
background information for descriptive analysis. Section B: Marketing Awareness,
Seasonality, and Tourism Activity. Questions on how visitors learned about
BRCNR, marketing effectiveness, motivations to visit, and preferred seasons were
adapted and customised from previous tourism marketing studies (Kotler & Keller,
2016; Hudson & Ritchie, 2009). And lastly, Sections C—F: Likert Scales on the
effectiveness of marketing strategies (Section C), sustainability marketing and
conservation awareness (Section D), tourists’ satisfaction and experience (Section E),
and BRCNR’s perceived contribution to SDGs (Section F) were measured using a 5-
point Likert scale (1 = Strongly Agree to 5 = Strongly Disagree). This reversed coding
from the traditional Likert scale was intentional to align with the positive phrasing of
the survey items. Statements were adapted and refined from validated scales in
tourism marketing and sustainable tourism literature (Kotler & Keller, 2016; Font et al.,
2016; Weaver, 2006). This ensured that items were contextually relevant to the nature

reserve setting while maintaining construct validity.

A total of 500 surveys were distributed manually to tourists who visited the flagship

scenic attractions of the Blyde River Canyon Nature Reserve (BRCNR), namely: God'’s
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Window, Bourke’s Luck Potholes, and the Three Rondavels during the month of
September. Only 390 surveys were fully completed and used for the data analysis of
this study. Thus, the completion rate was 78% across all distributed surveys, which
was higher than usual, considering that the surveys were self-administered. The
sample size was notably accepted because it surpassed the proposed sample size of
384 for any population above 75,000 (Krejcie & Morgan, 1970). The surveys were
designed to uncover the motivations that led tourists to visit the BRCNR, the marketing
efforts that influenced their decision to visit, and their preferred season for visiting. In
addition, to uncover the level of environmental awareness that was raised through the
marketing efforts and during their visit to the reserve, and the level of perception of
BRCNR'’s contribution to the SDGs.

3.9.2. Qualitative Data Collection

The qualitative component of the study employed a semi-structured interview guide, a
data collection method that allows participants to express their perspectives freely
rather than being restricted to predetermined responses (Katulski, 2024). Semi-
structured interviews primarily consist of open-ended questions, enabling interviewees
to share in-depth insights, thoughts, and experiences. This approach was particularly
suitable for engaging key informants, including management and officials from the
Mpumalanga Tourism and Parks Agency (MTPA) and Blyde River Canyon Nature
Reserve (BRCNR), to gain a comprehensive understanding of marketing strategies
and their contributions to specific Sustainable Development Goals (SDGs 1, 8, 11, 13,
and 15).

Following ethical clearance from the University of Mpumalanga, a formal request was
sent to the relevant officials to participate in the study. Participants included marketing
managers, environmental conservation officers, field rangers, supervisors,
administrators, and senior management. Purposive sampling, including referrals to
appropriate personnel, ensured that each participant could provide relevant data.
Interviews were conducted in October 2025 at the BRCNR main offices and the MTPA
head office, each lasting between 35 and 45 minutes. Permission to record responses

was obtained at the beginning of each interview.
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Atotal of 10 interviews were conducted (6 MTPA officials and 4 BRCNR management).
All interviews were included in the analysis, as data saturation was observed, with no
new themes emerging (Guest et al., 2020; Moser & Korstjens, 2018). The interviews
aimed to explore challenges and opportunities in marketing implementation, peak
visitation periods, and targeted marketing efforts. The interview guide was developed
specifically for this study, based on the research objectives, questions, and a review
of relevant literature on tourism marketing, sustainable tourism, and conservation
practices (Creswell, 2014; Veal, 2017; Weaver, 2006). It addressed six key areas: (1)
Marketing personnel information capturing roles, responsibilities, qualifications, and
work experience of marketing officials, (2) Marketing strategies and efforts
understanding current marketing approaches, target markets, and evaluation of
effectiveness, (3) Contribution to SDGs exploring alignment of marketing initiatives
with  community empowerment, economic growth, sustainable tourism, and
conservation, (4) Conservation awareness assessing how marketing strategies
enhance tourist awareness of environmental conservation and sustainability
principles, (5) Tourism Seasons and Trends investigating peak visitor periods and
marketing efforts targeting seasonal tourism, and lastly (7) Challenges and
Opportunities identifying constraints and potential improvements for sustainable
tourism marketing at BRCNR. The guide was not adapted from previous sources but
was tailored to the BRCNR and MTPA context, ensuring all questions were relevant to
the study’s aim of evaluating marketing effectiveness, sustainability practices, and

visitor perceptions in a protected natural area.

3.10. PILOT STUDY

The pilot study was conducted prior to the actual commencement of data collection to
test whether the questionnaire and interview guide were feasible enough to gather the
intended data. The pilot study was done in two separate sections: (1) to test the
feasibility of the questionnaire, and (2) to test the interview guide. Ten staff members
from the University of Mpumalanga's School of Hospitality and Tourism Management

were invited to participate in the pilot study.

For the quantitative approach, five staff members from the ten completed the
questionnaire surveys, and all suggestions raised during the pilot survey were

addressed to improve the survey instrument and capture the required data. For the

48

—
| —



qualitative approach, the other five staff members from the ten conducted interviews
to assess the feasibility of the interview guide to capture the required data and make
any necessary amendments. All responses from the pilot study were not included in
the actual study. After applying the amendments that were suggested during the pilot

study, the actual research data collection began.

3.11. DATA ANALYSIS TECHNIQUES
Data analysis was conducted concurrently for both qualitative and quantitative

datasets; however, the findings are presented separately for clarity.

3.11.1. Quantitative Data Analysis

After collecting the completed questionnaires, the researcher then captured the data
into Excel and then into the Statistical Package for the Social Sciences (SPSS) version
20. After capturing the data, the researcher cleaned the data. Samuels (2020)
suggests that it is crucial to assess the data for quality before analysing it; this was
achieved by checking for duplications, tracing missing or unanswered questions, and
eliminating outliers in the data. A total of 390 completed surveys were used to conduct
the statistical analysis of the quantitative phase. The data were captured and coded
using an Excel spreadsheet and then uploaded to SPSS for further statistical analysis.
In this study, a collaboration of descriptive, multivariate, and inferential quantitative
techniques was applied to the survey data, ensuring that the analyses were logically

justified and aligned with the study’s objectives.

3.11.1.1. Descriptive Statistics

Descriptive statistics, such as frequencies, percentages, means, and standard
deviations, were computed for all survey items presented in Sections 4.2.3 to 4.2.6
(Tables 4-7). These measures provided a clear overview of visitors’ perceptions
regarding marketing effectiveness, sustainability practices, tourist satisfaction, and
BRCNR'’s contribution to Sustainable Development Goals (SDGs). By summarising
patterns and trends, descriptive statistics allowed the identification of general
tendencies in visitor responses, ensuring that the analysis aligned with the study’s
scope of evaluating marketing and sustainability impacts at BRCNR. Graphs, figures,
and tables were additionally used to visually present the data, enhancing clarity and

interpretability.
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3.11.1.2. Factor Analysis (Principal Component Analysis)

The study utilised Principal Component Analysis (PCA) as the factor analytic method
to reduce the data and identify underlying components, enabling the grouping of
related variables into meaningful constructs. Factor analysis was applied to group
related survey items into underlying latent constructs, reducing complexity and
confirming that survey items measured the intended dimensions. Four distinct factors
were extracted, namely: (1) Effectiveness of Marketing Strategies, (2) Sustainability
Marketing, Practices, and Conservation Awareness, (3) Tourists’ Satisfaction,
Experience, and Perception, and lastly (4) BRCNR'’s Perceived Contribution to SDGs.
The eigenvalues for these factors were 5.21, 5.92, 5.23, and 3.08, respectively, with
variances of 40.07%, 42.32%, 43.59%, and 44.02%, respectively, indicating that each
factor accounted for a substantial proportion of the variance and confirming statistical
significance. The factor loadings and extracted components are detailed in Table 8,
showing how survey items cluster into conceptually coherent constructs. This
technique ensured the study accurately captured key dimensions of marketing

effectiveness, sustainability initiatives, and visitor outcomes.

3.11.1.3. Reliability and Sampling Adequacy

To confirm internal consistency and to assess the suitability for factor analysis,
Cronbach’s Alpha, Kaiser—-Meyer—Olkin (KMO) measures, and Bartlett's Test of
Sphericity. The Cronbach’s Alpha values, which ranged between 0.772 and 0.886
across the four factors, surpassed the recommended threshold of 0.70, thereby
demonstrating strong reliability. KMO values (0.730-0.862) and significant Bartlett's
tests (p < 0.001) demonstrated that the sample was adequate and correlations among

items were strong enough to justify factor extraction.

3.11.1.4. Inferential Analysis — Independent Samples T-Test

Independent samples t-tests were conducted to examine differences in perceptions
across gender and visit status (first-time vs. repeat visitors). This analysis,
summarised in Tables 9-10, identified areas where demographic or behavioural
factors influenced perceptions of marketing effectiveness, sustainability initiatives, and

overall visitor satisfaction. Significant differences were observed between first-time
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and repeat visitors for marketing effectiveness (p = .005) and tourist satisfaction (p =

.013), highlighting the role of repeated exposure in shaping perceptions.

The combined use of descriptive statistics, factor analysis, reliability tests, and t-tests
provided a comprehensive and methodologically sound framework for analysing the
survey data. Each technique was selected based on its ability to answer the research
questions, ensure statistical validity, and provide insights directly related to the study’s
scope, namely the evaluation of BRCNR’s marketing strategies, sustainability

practices, and visitor perceptions.

3.11.2. Qualitative Data Analysis

Qualitative data analysis was conducted on 10 semi-structured interviews, comprising
4 management officials from the Blyde River Canyon Nature Reserve (BRCNR) and
6 officials from the Mpumalanga Tourism and Parks Agency (MTPA). The interviews
were conducted at the BRCNR head offices and MTPA offices. Prior to each interview,
the researcher obtained permission to record the session, and the audio recordings
were later transcribed verbatim into Microsoft Word documents. Key information was
then captured in an Excel spreadsheet to facilitate organisation, coding, and reference

during the analysis.

A deductive thematic analysis approach was employed to uncover recurring themes
and patterns within the qualitative data. Recurring themes were manually coded,
merged where appropriate, and interpreted in relation to the study objectives, with a
focus on marketing strategies, sustainability practices, and organisational
perspectives. This manual approach was chosen due to the manageable size of the
dataset, which allowed for in-depth engagement with the data and accurate

interpretation of nuanced responses.

Although qualitative data analysis software can support efficiency and visualisation in
larger datasets, manual thematic analysis in this study was rigorous, systematic, and
methodologically sound due to the sample size. Reliability was ensured through
careful transcription, consistent coding, and verification of themes against the original

audio recordings. This approach provided valid, transparent, and contextually rich
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insights, fully aligned with the research objectives and appropriate for the level of this

research.

3.12. QUALITY CRITERIA

3.12.1. Quantitative: Validity and Reliability

Validity

Data collection instruments are considered valid if they accurately measure what they
are intended to measure (Mitang & Kiha, 2023). In quantitative research, validity
encompasses various types, including internal validity, external validity, and content
validity (Karnia, 2024). Validity ensures that a study's findings are accurate and can

be used confidently in future research.

The questionnaire was developed to gather information that would help achieve the
study objectives and address the research questions. Through a thorough review of
recent literature on the contribution of nature reserves to tourism, the researcher
ensured the theoretical validity of the study. According to Kakar et al. (2023), content
validity assesses how well the items in a research instrument represent the construct
being measured. In this study, content validity was ensured through an in-depth
literature review, which allowed the researcher to include all relevant concepts.
Additionally, the questionnaire items were informed by previous empirical studies,
ensuring comprehensive coverage of the research variables. Internal validity was
enhanced by the survey questionnaire's structured design, ensuring the instrument

consistently measured the intended constructs without bias.

Reliability

Reliability refers to the consistency and stability of research instruments, ensuring that
similar results are obtained when the study is repeated under the same conditions
(Karnia, 2024; Christou, 2025). In quantitative research, reliability reflects the
repeatability and consistency of measurements across multiple applications. In this
study, reliability was enhanced through careful questionnaire design and pilot testing
to identify and correct potential ambiguities. Statistical techniques were applied to
assess reliability, including descriptive statistics, factor analysis, and Cronbach’s
Alpha to measure internal consistency. These measures ensured the instrument

produced stable, consistent results. The researcher also ensured that data collection
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procedures were standardised, thereby reducing measurement error and enhancing
the study's replicability. Continuous review of the data analysis process ensured
alignment with the study objectives and theoretical framework, further strengthening

the reliability of the findings.

3.12.2 Qualitative: Credibility, Dependability, Confirmability, and Transferability
It is essential for researchers to follow specific procedures to obtain high-quality
findings, which is a primary principle for promoting trustworthiness. Qualitative studies
must satisfy four quality criteria: credibility, dependability, confirmability, and
transferability (Blessing et al., 2024).

Credibility represents the level of confidence that can be placed in the study findings
(Mitang & Kiha, 2023). It enables researchers and readers to verify the data gathered
from participants and to determine whether the information accurately reflects
participants’ perspectives (Kakar et al., 2023). In this study, credibility was ensured
through prolonged engagement during interviews and an in-depth literature review that
covered all key aspects of the study.

Dependability is one of the crucial components of quality criteria. According to Santos
et al. (2021), dependability refers to the consistency of the study results over time.
This highlights the need for the research process to be logical, traceable, and clearly
documented. According to Cohen et al. (2018), dependability ensures that all
interpretations and explanations are consistent with participants’ data.
Confirmability refers to the extent to which the findings are shaped by participants
rather than by the researcher's bias, motivation, or interest (Maree, 2016). It ensures
that the results are grounded in the data rather than the researcher’'s assumptions.
This was ensured by acknowledging potential researcher bias and research
limitations. Diaz et al. (2025) maintain that confirmability concerns establishing that
data and interpretations are clearly derived from the data and not imagined by the
researcher. In this study, confirmability was achieved by referencing interview
recordings and transcripts as the basis for data interpretation.

Transferability signifies the extent to which the study findings can be applied to other
contexts. “Researchers facilitate transferability judgments through ‘thick description’
and purposive sampling” (Subedi, 2025). Thus, if a study is described in sufficient

detail and participants are purposefully selected, transferability is enhanced. In this
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study, transferability was ensured through in-depth descriptions provided in the

literature review (Chapter 2) and the methodology (Chapter 3).

Triangulation was employed to enhance the overall rigour of this study. It refers to the
use of multiple data sources, methods, and perspectives to corroborate findings and
strengthen the robustness of conclusions (Ritchie & Lewis, 2003; Denzin & Lincoln,
1994). In this study, triangulation was achieved through a mixed-methods approach
that integrated qualitative and quantitative data. Data triangulation involved multiple
sources of information, including semi-structured interviews, archival records, open-
ended survey responses, and insights from diverse stakeholders across different time
periods. This approach enhanced the depth and credibility of the findings. Member
checking was conducted where possible to ensure that participants’ perspectives were
accurately represented (Lincoln & Guba, 1985). Methodological triangulation was
achieved through the combination of qualitative and quantitative methods, including
interviews and self-administered questionnaires. The integration of these methods
enabled cross-validation of findings, thereby strengthening both the validity of

quantitative results and the trustworthiness of qualitative insights.

3.13 ETHICAL CONSIDERATIONS

This study ensured compliance with ethical matters. Ethical considerations were
satisfied by ensuring that all the participants and respondents who took part in this
study were informed about the aim and objectives of the study, and assurance was
given to them that their data would be kept anonymous, their privacy would be
maintained, informed consent would be obtained, confidentiality would be maintained,
and they would be protected against any harm. The ethical clearance or certificate
was granted by the University of Mpumalanga (UMP), Mpumalanga Tourism and
Parks Agency (MTPA), and the Blyde River Canyon Nature Reserve (BRCNR). Ref:
UMP/Hlatshwayo/08/2025

For the quantitative approach, the first page of the questionnaire provided a brief
introduction to the study, along with its intended objectives and an informed consent
statement. This was to give respondents the opportunity to decide whether to partake

in the study or not. The respondents were informed that they could withdraw from the
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study at any time if they no longer wished to continue, and their responses would be

removed from the study.

For the qualitative approach, the researcher requested permission from the
interviewees to record the interview session. The participants were given the interview
guide prior to brainstorming and had an idea of the types of questions to expect, as
well as whether to participate or not, before the actual day of the interview. The
participants were informed that the study's findings were reported in clusters to

maintain their anonymity and protect their identities.

3.13.1. Confidentiality

Confidentiality is defined as, a consensus process between the researcher and the
study participants to maintain the anonymity of participants and institutions, ensuring
their privacy, and restricting access to their information to a select few (Subedi, 2025).
Participants were assured by the researcher that their responses would be handled
with utmost care and strict confidentiality, and their identities would not be disclosed
in any part of the study. Participation in either the survey or the interview was permitted
by those who agreed to be part of the study, and it was voluntary. If participants were
no longer interested in participating in the study, their responses and participation
would be withdrawn immediately, and their data would be discarded and excluded

from any analysis or interpretation.

3.13.2. Informed Consent

Informed consent is a crucial factor in the ethical conduct of research, as it promotes
participants’ well-being and rights, and prevents illegal practices and abuse during the
study (Diaz et al., 2025). Thus, informed consent was obtained prior to the participant's
agreement to participate in the study, and full details of the study, including a brief
introduction and the objectives the study aims to achieve, were provided. Ethical
clearance or certificate was granted by the University of Mpumalanga (UMP),
Mpumalanga Tourism and Parks Agency (MTPA), and the Blyde River Canyon Nature
Reserve (BRCNR) to enable the researcher to proceed with data collection on their

premises.
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3.14. CHAPTER CONCLUSION

This chapter provided an in-depth description of the research methodology and the
various techniques adopted in this study. This study employed a convergent parallel
mixed-methods approach and provided a detailed explanation of the research
paradigm, approach, design, population, sample size, data collection instruments,
execution process, and data analysis procedures. It also addresses the ethical
concerns and the quality criteria of the study. The study included both domestic and
international tourists to ensure representation of Blyde River Canyon Nature Reserve’s
(BRCNR) actual visitor profile. Respondents were drawn from all tourists who visited
the nature reserve during the data collection period, whether domestic or international.
This mix was important for the study, as it allowed for a comprehensive understanding
of visitor perceptions, satisfaction, and responses to marketing and sustainability
practices across diverse tourist segments. Including both groups ensured that the
analysis reflected the experiences of the broader visitor population and aligned with

the study’s scope.
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CHAPTER 4: EMPERICAL RESULTS AND
DISCUSS/IONS

4.1. Introduction

This chapter provides an analysis and discussion of the study's empirical findings,
which are derived from data gathered using both quantitative and qualitative data
collection instruments. This chapter consists of the reporting of quantitative data
followed by qualitative. In the quantitative research, a total of 500 questionnaires were
distributed equally among the visitors to the flagship scenic attractions of the Blyde
River Canyon Nature Reserve (BRCNR), namely: God’s Window, Bourke’s Luck
Potholes, and the Three Rondavels. A total of 390 completed questionnaires were
used for the quantitative analysis of the data. The qualitative study had a total of 10

interviewees: 4 management officials from BRCNR and 6 officials from MTPA.

The results were captured in Excel and Word and then analysed in SPSS 20. SPSS
was used to analyse the quantitative results of the study. Then, a thematic analysis
was employed to analyse the qualitative results. The descriptive statistics were used
to present the data, including percentages, graphs, bar charts, pie charts, and tables,
among other visual aids. This is done by firstly discussing the quantitative data,
followed by the qualitative data. In these sections, the descriptive results of the study
focus on the profiles of respondents and participants, presented through frequency
tables and discussions. For the quantitative data, the descriptive results are followed
by the factor analysis, which analyses the underlying elements of elements that
contribute to the effectiveness of marketing efforts for the Blyde River Canyon Nature
Reserve (BRCNR), and the underlying factors of factors influence their contribution to
the specific SDGs (1, 8, 11, 13, and 15).

The exploratory analysis focused on the relationships between variables using
appropriate descriptive and inferential techniques aligned with the study objectives.
For the qualitative results, a thematic analysis was conducted. The data presented
and interpreted, as indicated in previous chapters, demonstrate the effectiveness of
MTPA-managed nature reserve marketing efforts and their contribution to the
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Sustainable Development Goals (SDGs 1, 8, 11, 13, and 15), in the case study of the
Blyde River Canyon Nature Reserve. This is achieved by first unpacking the first
research question, which sought to understand the marketing strategies used by
MTPA to promote the BRCNR and assess their effectiveness in reaching a large
potential audience. The role that MTPA plays in aligning with and supporting the
sustainability triple bottom line, including social involvement, economic growth, and
environmental conservation. The following section addresses the influential MTPA'’s
marketing in enhancing conservation awareness at the BRCNR, as well as, the most
visited season. The final section addresses the challenges and opportunities
encountered while enhancing marketing strategies to support sustainable tourism

within the nature reserve, contributing to the specific SDGs (1, 8, 11, 13, and 15).

4.2. QUANTITATIVE RESULTS

4.2.1 Descriptive Results

Five hundred questionnaires were distributed to the three participating flagship scenic
attractions of the Blyde River Canyon Nature Reserve (BRCNR), with a total of 390
completed questionnaires used for data analysis. The data below were analysed using
descriptive statistics. The first section of the results demonstrates an overview of the
responses to the questions asked. The first part provides the demographic
characteristics of the respondents. This is followed by a thorough analysis of the

marketing efforts' results and their contribution to the SDGs.

4211 Respondent’s Socio-Demographic Characteristics
It is important to understand the profiles of the tourists visiting the reserve. This helps
to create more personalised marketing strategies that speak directly to the

expectations of the tourists.

Table 2: Respondents' Socio-Demographic Characteristics (Frequencies and
Percentages)

A total of 390 respondents participated in the study. Presenting both frequencies and
percentages provides a clearer understanding of the distribution of domestic and
international tourists, enabling meaningful comparisons across categories. Reporting
frequencies offers a concrete count of respondents in each group, enhancing

transparency and clarity in the analysis.
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SOCIO-DEMOGRAPHIC CHARACTERISTICS
CHARACTERISTIC | CATEGORY FREQUENCY (N) PERCENTAGE (%)
AGE Below 18 years 15 4%
18-20 years 5 1%
21-30 years 123 32%
31-40 years 134 34%
41-50 years 73 19%
51-60 years 31 8%
61 + years 9 2%
Total=390
GENDER Female 258 66%
Male 132 34%
Total=390
RACIAL GROUP | Africans 254 65%
White 104 27%
Coloured 28 7%
Indian 4 1%
Total=390
LEVEL OF High School 92 24%
EDUCATION Diploma 85 22%
Degree 162 41%
Postgraduate 51 13%
Total=390
PROVINCE OF Mpumalanga 81 21%
RESIDENCE Gauteng 77 20%
(domestic Limpopo 56 14%
North-West 34 9%
Western Cape 30 8%
Free State 29 7%
Eastern Cape 25 6%
Kwa-Zulu Natal 19 5%
Northern Cape 11 3%
Total=362
INTERNATIONAL | Germany 18 65%
TOURISTS Switzerland 2 7%
(n=28) =7% Belgium 2 7%
France 2 7%
USA 2 7%
Netherlands 2 7%
Total=28

The above table illustrates that the majority of the respondents were between the ages
of 31- 40 (34%). This was followed by those respondents aged between 21-30 (32%),
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and those aged 40-50 (19%). Most respondents were female (66%), compared to
males (34%), with the majority residing in Mpumalanga (21%), followed by Gauteng
(20%), Limpopo (14%), North-West (9%), and Western Cape (8%). The Free State
(7%) is one of the lowest provinces to visit the reserve, followed by the Eastern Cape
(6%), and lastly Kwa-Zulu Natal (5%). There were only 7% international respondents,
coming from various countries, including Germany (65%), followed by Switzerland
(7%), Belgium (7%), France (7%), the USA (7%), and the Netherlands (7%). Most
respondents who participated in the survey hold a degree qualification (41%), followed
by those with a high school certificate/NSC qualification (24%), and those with a
diploma qualification (22%). Most respondents are coming from an African ethnic

group (65%), closely followed by the White ethnic group (27%).

4.2.2. UNDERSTANDING MARKETING AWARENESS, SEASONALITY, AND
TOURISM ACTIVITY.

4.2.2.1 Sources of Awareness of the Blyde River Canyon Nature Reserve
(BRCNR)

It is essential to understand the various types of marketing efforts employed by the
BRCNR. This helps identify which marketing efforts are the most effective in attracting

potential tourists.

Other 0%
Radio/Television advert 0%
Travel agency & Brochures B 1%
BRCNR website = 1%
Printed brochures 3%,
Online Travel Websites mmmmmmm 59,
Online search NEEEEEEEE—————— 119
MTPA website I 129,
Tourism fairs I 59,
Social media platforms I ? 1 %,
Word of mouth N 319,

0% 5% 10% 15% 20% 25% 30% 35%

Figure 5: Discovering the BRCNR

Figure 5 illustrates how the respondents heard about the BRCNR. In this question,
respondents were allowed to select more than one choice from which they heard about
BRCNR. Based on the above figure, most respondents indicated that they heard about
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BRCNR through word of mouth (31%), followed by social media platforms (21%) and
tourism fairs (15%). The lowest marketing efforts where the respondents have heard
about the reserve are through the BRCNR website, and the travel agency & brochures
at (1%) each. This highlights that word of mouth is one of the influential marketing
efforts that the BRCNR relies on. This supports the statement by Mai and Chen (2025),
who asserted that word of mouth is one of the most effective marketing efforts, as it
allows visitors to spread the word based on their experiences of the destination. Thus,
this indicates that something worth experiencing is happening in the destination, which

builds trust in visitors to the extent that they even refer other people to visit.

4.2.2.2. Effectiveness of Marketing Content in influencing the Decision to visit
BRCNR

This question was crucial for assessing the effectiveness of marketing efforts in
influencing tourists’ decisions to visit the reserve. This helps identify areas for

improvement in the marketing content being shared as part of the marketing efforts.

Not effective
Neutral 1%

15%

Very effective
48%

Somewhat
effective
36%

Figure 6: The Level of Influence of the Marketing Efforts

Figure 6 shows the level of influence of the marketing efforts that BRCNR uses to
promote the reserve. This figure indicates that most respondents find the marketing
efforts mentioned in Figure 5 to be very effective (48%) in influencing their decision to
visit BRCNR. Some indicated that the marketing efforts were somewhat effective

(36%), while others found them neutral (15%), and a small percentage (1%) found

—t
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them not effective but still decided to visit the reserve. Research by Saria et al. (2024)
noted that partnerships with social media influencers (public figures) and the type of
content used during the reserve's marketing play a crucial role in influencing tourists’

decisions to visit the reserve, which supports these findings.

4.2.2.3. Motivational Factors Influencing Visits to the BRCNR

Other 0%
Sustainability badge displayed..! 0%
Historical/cultural interest = 3%
Travel Package deal | 10%
Recommendations from others H—— 14%
Adventure activities I 25%
Scenic Landscapes & Natural.. e 46%

0% 10% 20% 30% 40% 50%

Figure 7: Motivations for visiting BRCNR

According to the above figure, it is clear that tourists visiting the BRCNR are motivated
by different factors. In this question, respondents were allowed to have more than one
response. Most respondents who visited the BRCNR during the data collection period
indicated that their primary reason for visiting was to witness the scenic landscapes
and natural beauty of the reserve (46%). This suggests that the BRCNR plays a role
in promoting sustainable development growth. The second most common reason for
visiting the reserve was to participate in adventure activities (25%), which attracts
more ecotourists and adventure tourists to hike and experience the great view from
the top of the hill at 1829m/6000ft above sea level. Another group of respondents
(14%) highlighted that they were motivated to visit BRCNR based on what others had
experienced at the reserve (word-of-mouth recommendation), which highly supports
the findings in Figure 5, which revealed that word of mouth is the most effective
marketing effort that BRCNR relies on. Travel package deals (10%) show that some
of the respondents visited the reserve because it was included in their packages,
followed by the respondents who visited the reserve due to its historical/cultural
interest (3%), and there were no respondents who were motivated by the sustainability

badge displayed on the marketing messages (0%).
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BRCNR plays a huge role in ensuring that SDG 15 (Life on Land) is maintained in the
reserve through the preservation and enhancement of biodiversity. SDG 15 focuses
on restoration, the promotion of land habitats, and forest conservation, as well as the
prevention of deforestation and land erosion, alongside the reversal of biodiversity loss
(Mabibibi et al., 2021). These measures include the information planted around the
reserve to educate tourists about the conservation programme and the various plant
species found within the nature reserve. Maintaining the reserve’s natural environment
makes it one of the best reserves in environmental conservation, as evidenced by its
infrastructure, which includes natural resources such as stones that form the walking
path around the reserve and waste bins. This is how the reserve ensures that SDG 13
(Climate Action) is met by being responsible for all activities that take place within the
reserve, thereby maintaining its natural state and mitigating carbon emissions that

could contribute to climate change.

4.2.2.4. Number of times respondents visited BRCNR.
This question was important to understand whether the tourists visiting the reserve are
first-time visitors or returning tourists. This helps identify whether the reserve is doing

well in keeping tourists returning, based on the experience they receive.

Table 2: Number of times respondents have visited the BRCNR

First time visiting BRCNR
Category Percentage | Category Percentage
Yes 75% 2 times 43%

4 times 4%

5-9 times 31%

10-14 times 4%

15-25 times 4%

It is clear from Table 3 that the majority of respondents (75%) visited BRCNR for the
first time during the survey period, compared to those who had visited before (25%).

Furthermore, the respondents who indicated that it was not their first visit were then
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asked to indicate how many times they had been to the reserve. Most respondents
highlighted that it was their second visit (43%), followed by the second most frequent
visit to the reserve, 5-9 times (31%). Followed by respondents who came to the
reserve for the third time (13%). The least number of times respondents visited the
reserve was 4 times, with a rate of 4%. The next least frequent rates were 10-14 times
and 15-25 times, both with a rate of 4%. Girisaran et al. (2025) maintained that
marketing efforts aim to increase sales volume by reaching a larger customer base;
however, after receiving more customers, it then has to build a relationship and trust
with the customers through offering the best services and experience that would

position the destination in their mind whenever thinking about traveling.

4.2.2.5. Preferred Season for visiting the BRCNR.
Tourists prefer to visit places of attraction during different seasons. The purpose of

this question was to determine the most preferred season to visit the BRCNR.

4% 1%

9%

B Spring (Sep —Nov) manytime B Summer (Dec-Feb) mUnsure mWinter (Jun — Aug) B Autumn (Mar-May)

Figure 8: Preferred Season to visit the BRCNR

According to Figure 8, most respondents highlighted that they preferred to visit the
reserve during the spring season (Sep-Nov) (54%), because they believe that during
this season, they would be able to have a good view of the site, such as God’s Window,
and good warm weather conditions. The second most respondents indicated that they

prefer to visit the reserve at any time, regardless of the season (22%). Followed by the
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respondents who preferred to visit the reserve during the Summer season (Dec-Feb)
(9%), because of the clear view and warm weather, also the respondents who
indicated that they are unsure (9%) which season to choose from, because they are
first time visitors to the reserve they are not aware of the best season to visit the
reserve, this was mostly indicated by international tourists who are not familiar with
South African weather and seasons. The winter season (Jun-Aug) (4%) was one of
the lowest seasons, with respondents preferring to visit the reserve due to the cold
weather. The least season was autumn (March-May), with only 1% respondents
preferring to visit the reserve. Research by Jikidze (2025) suggests that the motivation
behind seasonality is driven by the type of weather conditions and holidays in a
particular season, which enable tourists to travel in large numbers to a destination.
Furthermore, Jikidze (2025) also stated that seasonal tourism creates a significant
amount of temporary employment (SDG 8) for local people; however, it also leads to
over tourism and social tensions due to rising prices, environmental degradation, and

the commercialisation of cultural heritage.

4.2.3. ANALYSING THE EFFECTIVENESS OF MARKETING STRATEGIES
APPLIED BY THE BLYDE RIVER CANYON NATURE RESERVE (BRCNR)

Table 3: Effectiveness of Marketing Strategies Applied by BRCNR

The  marketing  strategies  effectively | 12% 52% 30% 5% 1% 2.30 0.8
communicate the unique features of the
nature reserve.
Marketing platforms (e.g., websites, social | 27% 66% 5% 1% 1% 1.83 0.6
media) were easy to access and use.
Social media and digital platforms are | 21% 61% 15% 2% 1% 202 | 0.7
effectively used to promote BRCNR to reach
potential tourists.
The marketing content is regularly updated | 13% 45% 41% 1% 0% 230 | 0.7
and relevant.
The marketing efforts made me interested in | 11% 50% 35% 4% 1% 234 | 0.7
visiting BRCNR.
| found it easy to access information about | 13% 61% 25% 1% 0% 214 0.6
BRCNR online.
Communication platforms such as the MTPA | 14% 68% 15% 2% 1% 2.06 0.7
& website, or tourism brochures, were
informative.
Information about local culture and heritage | 9% 56% 29% 6% 0% 2.32 0.7
was clearly communicated.
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| received timely and accurate information
before and during my visit.

12%

73%

10%

4%

1%

2.09

0.7

BRCNR'’s marketing strategies reflect values
of  environmental conservation and
sustainability.

16%

47%

34%

2%

1%

2.23

0.8

BRCNR marketing influenced my decision to
choose them over other destinations

13%

27%

52%

7%

1%

2.55

0.8

MTPA's marketing materials provided enough
information for me to plan my visit.

8%

71%

17%

3%

1%

2.18

0.7

The marketing materials promoted
conservation awareness effectively and
increased my understanding of the
importance of conservation.

1%

68%

16%

3%

2%

2.18

0.7

Note: A 5-point Likert scale was used to measure respondents’ agreement with the
statements, where 1 = Strongly agree, 2 = Agree, 3 = Neither agree nor disagree,
4 = Disagree, and 5 = Strongly disagree. This reversed coding from the conventional
Likert scale was intentional to align with the positive phrasing of the survey items.
Consequently, lower mean scores indicate stronger agreement, reflecting more
favourable perceptions of marketing effectiveness, while higher mean scores indicate
disagreement. Standard deviations represent the variability of responses among

participants, allowing for meaningful interpretation of the results.

Respondents indicated that, on average, the effectiveness of the marketing strategies
applied by the BRCNR is reflected across several key dimensions. Generally, the
results show all in all positive perceptions, with most Mean values ranging between
the percentages of 1.83 and 2.55, and the Standard Deviations below 1.0, which
indicates acceptable levels of response consistency. Respondents agreed that the
marketing strategies effectively communicate the unique features of the Nature
Reserve (M = 2.30; SD = 0.8), while marketing platforms such as, websites and social
media were reported as easy to access and use (M = 1.83; SD = 0.6). Social media
and digital platforms were also viewed as effective tools for promoting the BRCNR to
potential tourists (M = 2.02; SD = 0.7). Respondents further indicated that the
marketing content is regularly updated and relevant (M = 2.30; SD = 0.7), and that
marketing efforts successfully stimulated their interest in visiting the reserve (M = 2.34;
SD = 0.7). Access to online information about BRCNR was perceived as easy (M =
2.14; SD = 0.6), and communication platforms such as the MTPA website and tourism

brochures were also regarded as informative (M = 2.06; SD = 0.7).
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Information relating to local culture and heritage was viewed as clearly communicated
(M = 2.32; SD = 0.7), and respondents felt that they received timely and accurate
information before and during their visit (M = 2.09; SD = 0.7). Participants also agreed
that BRCNR’s marketing strategies reflect values of environmental conservation and
sustainability (M = 2.23; SD = 0.8). However, the statement assessing whether
BRCNR'’s marketing influenced respondents’ decision to choose the reserve over
other destinations showed relatively more neutral responses (M = 2.55; SD = 0.8),
suggesting that competitive positioning may require improvement. Nonetheless, the
marketing materials provided by MTPA were perceived as adequate for planning
purposes (M = 2.18; SD = 0.7) and were found to promote conservation awareness
effectively (M = 2.18; SD = 0.7).

Overall, these findings highlight that the BRCNR’s marketing strategies are generally
effective, accessible, and informative, with consistent perceptions indicating

reasonable alignment between marketing efforts and visitor expectations.

4.2.4. ELEMENTS RELATING TO SUSTAINABILITY MARKETING, PRACTICES,
AND CONSERVATION AWARENESS

Table 4: Sustainability Marketing and Conservation Awareness

Marketing messages emphasised
environmental conservation and
sustainability.

| noticed efforts to promote
responsible tourism during my
visit.

There are eco-friendly practices
such as recycling bins, educational
signage, and guided nature
walking paths.

Waste management and
cleanliness at the reserve reflected
sustainable practices.

Marketing materials helped me
understand the importance of
conserving nature.

Signage and guides highlighted
sustainability principles within the
reserve.

My visit increased my awareness
of conservation issues.
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Tourism activities in the BRCNR
are designed to enhance
environmental conservation.

28%

| learned about the biodiversity and
ecological importance of BRCNR

14%

| am more environmentally aware
after visiting BRCNR.

12%

Educational or awareness
materials were available during my
visit

11%

The reserve promotes awareness
about conservation

13%

| feel more aware of environmental
protection after this visit.

34%

Marketing on sustainability
influenced my visit.

5%

17%

1%

1%

1.93

0.74

31%

4%

1%

2.26

0.76

23%

3%

1%

2.19

0.71

28%

4%

2%

2.31

0.78

13%

5%

1%

2.13

0.71

11%

3%

0%

24%

11%

2%

1.84

0.75

0.81

Respondents indicated that, on average, sustainability marketing, environmental
practices, and conservation awareness efforts within the Blyde River Canyon Nature
Reserve (BRCNR) were perceived positively. Mean values ranged from 1.66 to 2.45,
with all standard deviations below 1.0, indicating acceptable response consistency and

relatively stable perceptions across the sample.

Overall, respondents somewhat agreed that the marketing messages of the reserve
emphasised environmental conservation and sustainability (M = 2.37; SD = 0.74). A
strong maijority also noticed visible efforts to promote responsible tourism during their
visit (M =1.90; SD =0.63). Respondents widely recognised eco-friendly practices such
as, recycling bins, educational signage, and nature walking paths (M = 1.66; SD =
0.68), and agreed that waste management and cleanliness reflected sustainable
practices (M = 1.73; SD = 0.73).

Marketing materials also played a moderate role in helping visitors understand the
importance of conserving nature (M = 2.19; SD = 0.82). Additionally, signage and
guides were perceived as effectively highlighting sustainability principles (M = 1.75;
SD = 0.78). Respondents reported an increase in their awareness of conservation
issues following their visit (M = 2.05; SD = 0.68), while tourism activities within the
reserve were viewed as designed to enhance environmental conservation (M = 1.93;
SD =0.74).
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Respondents also noted that they learned about biodiversity and the ecological
significance of the BRCNR during their visit (M = 2.26; SD = 0.76), and many felt more
environmentally aware afterward (M = 2.19; SD = 0.71). Educational and awareness
materials were available to some extent (M = 2.31; SD = 0.78), and respondents
agreed that the reserve promotes conservation awareness (M = 2.13; SD = 0.71).
Visitors also felt more aware of environmental protection as a result of the experience
(M =1.84; SD = 0.75).

The only item reflecting a more neutral trend related to whether sustainability
marketing specifically influenced their decision to visit the reserve (M = 2.45; SD =
0.81), suggesting that although visitors recognised sustainability efforts, these
messages may not be the primary driver of visitation. Taken together, the results
demonstrate that BRCNR’s sustainability marketing and on-site environmental
practices are generally effective in informing, educating, and raising conservation

awareness among visitors.

4.2.5. ELEMENTS INFLUENCING TOURISTS’ SATISFACTION, EXPERIENCE,
AND PERCEPTION

Table 5: Tourists' Satisfaction and Experience

| am satisfied with my overall
experience at BRCNR.
Overall, | am satisfied with the 23% 18% 1% 0.97
quality of marketing for BRCNR.
My expectations based on 9% 3% 1% 1.89 0.78
marketing were met during the
visit.
| would recommend BRCNR to 3% 1% 0% 0.58
friends or family.
The nature reserve offers value for 14% 3% 1% 1.81 0.82
money.
Customer service and 6% 5% 1% 0.83
communication from BRCNR staff
met my expectations.
| plan to revisit BRCNR in the 9%, 2% 0% 0.68
future.
MPTAs marketing strategies 8% 3% 1% 1.92 0.70
reflect the values of environmental
conservation and sustainability.
I can recommend BRCNR based 8% 1% 1% 1.84 0.68
on its ability to balance tourism
and environmental conservation.
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Marketing aligned well with my
actual experience at the reserve.

23%

65%

9%

3%

0%

1.91

0.65

| would recommend BRCNR to
others as an environmentally
responsible destination.

22%

64%

12%

2%

0%

1.93

0.64

I am more likely to support
conservation efforts after this visit.

17%

66%

16%

1%

1%

2.03

0.64

Respondents indicated that, on average, their levels of satisfaction, experience, and
perception of BRCNR were generally positive across dimensions asked.

The findings revealed that the overall experience satisfaction respondents have
expressed a high level of satisfaction with their overall experience at BRCNR (Mean

=1.74, SD = 0.54), with 96% agreeing and strongly agreeing.

With regards to satisfaction with marketing quality, the respondents’ perceptions of
marketing quality were more varied, although the majority expressed satisfaction. The
item recorded a mean of 2.46 (SD = 0.97), indicating moderate agreement, with 59%
agreeing that the marketing quality was satisfactory. In addition to that, the expectation
Alignment on marketing was generally viewed as accurately representing the
destination. The statement “My expectations based on marketing were met” produced

a mean score of 1.89 (SD = 0.78), with 87% agreeing or strongly agreeing.

In terms of recommendation intent, Word-of-mouth potential appears strong. A
combined 97% of respondents indicated they would recommend BRCNR to others,
reflected in a mean of 158 (SD = 0.58). and with that, respondents®
perceptions of value for money were positive, with 84% agreeing that the reserve
offers good value for money (Mean = 1.81, SD = 0.82). Overall customer service
satisfaction was good as respondents reported that customer service and
communication from staff met their expectations (Mean = 1.70, SD = 0.83), supported
by 88% agreement. Additionally, a high revisit intention was recorded, with 90%
indicating a likelihood of returning to BRCNR (Mean = 1.73, SD = 0.68).

With reference to perceptions of sustainability and conservation, respondents agreed
that MTPA’'s marketing strategies reflect environmental conservation values (Mean =
1.92, SD = 0.70). Similarly, they agreed that BRCNR balances tourism and
conservation effectively (Mean = 1.84, SD = 0.68). Majority of the respondents agreed

with the alignment of marketing with their actual experience at the Reserve. Marketing
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messages were perceived to align well with the actual on-site experience (Mean =
1.91, SD = 0.65). The respondent’s perceptions of environmental responsibility were
positive, as a combined 86% of respondents indicated that they would recommend
BRCNR as an environmentally responsible destination (Mean = 1.93, SD = 0.64). This
was followed by support for conservation efforts, where
the visit encouraged stronger conservation support among tourists (Mean = 2.03, SD
=0.64).

4.2.6. ELEMENTS RELATING TO BRCNR’S PERCEIVED CONTRIBUTION TO
SUSTAINABLE DEVELOPMENT GOALS (SDGs)
Table 6: BRCNR's Contribution to SDGs

Marketing campaigns highlighted
community empowerment  or
poverty alleviation (SDG 1).

My visit to BRCNR contributes to
job creation and economic
development (SDG 1 & 8).

| believe the reserve contributes to
local job creation and inclusive
economic growth (SDG 8).

The promotion of BRCNR
encourages sustainable travel and
responsible tourism (SDG 11).
The infrastructure in BRCNR
supports inclusive and sustainable
tourism (Universal Access) (SDG
11).

Environmental protection and
climate awareness were
emphasised in promotional
content (SDG 13).

Marketing emphasised
biodiversity conservation and the
protection of natural heritage
(SDG 15).

Respondents indicated that, on average, the Blyde River Canyon Nature Reserve
(BRCNR) is perceived as contributing meaningfully to several Sustainable
Development Goals (SDGs). Mean values ranged from 1.61 to 2.20, with all standard
deviations below 1.0, demonstrating acceptable internal consistency and relatively
stable perceptions across respondents.
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Overall, participants somewhat agreed that marketing campaigns highlighted aspects
of community empowerment and poverty alleviation linked to SDG 1 (M = 2.18; SD =
0.72). Visitors also felt that their visit contributed to job creation and broader economic
development (SDGs 1 & 8), supported by a low mean value (M = 1.82; SD = 0.87).
Similarly, many respondents believed that the reserve contributes positively to local
job creation and inclusive economic growth (SDG 8), as reflected in a mean of 1.71

(SD = 0.88), indicating a strong perceived economic benefit.

Sustainable tourism practices aligned with SDG 11 were perceived favourably. A very
high proportion of respondents agreed that promoting BRCNR encourages
responsible and sustainable travel (M = 1.61; SD = 0.65), resulting in the lowest mean
score in this category. Perceptions of inclusive and sustainable tourism infrastructure,
including features that support universal access, were also positive (M = 1.75; SD =
0.77).

Environmental sustainability messages aligned with SDG 13 were moderately
recognised, with 75% of respondents agreeing that promotional content emphasised
environmental protection and climate awareness (M = 2.17; SD = 0.68). Likewise,
there was agreement that marketing emphasised biodiversity conservation and the
protection of natural heritage (SDG 15), reflected in a mean value of 2.20 (SD = 0.63).
Collectively, these findings suggest that visitors perceive BRCNR as making a positive
contribution to multiple dimensions of sustainable development. The reserve is viewed
as promoting economic empowerment, encouraging responsible tourism behaviour,
supporting inclusive tourism infrastructure, and advancing environmental and

biodiversity awareness.
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4.3 FACTOR ANALYSES

The purpose of this factor analysis was to group the items and determine whether the questionnaire items relate to the latent variables.
A factor analysis was conducted to identify the underlying dimensions of the survey items measuring marketing effectiveness,
sustainability practices, visitor satisfaction, and BRCNR’s contribution to the Sustainable Development Goals (SDGs). The results
revealed four distinct components, each representing a coherent thematic construct. The extraction was supported by strong
statistical indicators, confirming the suitability and reliability of the factor structure.

Table 7: Factor Analyses

The marketing strategies effectively communicate the unique features of the nature | 636
reserve
Marketing platforms (e.g., websites, social media) were easy to access and use 559
Social media and digital platforms are effectively used to promote BRCNR to reach | 512
potential tourists

The marketing content is regularly updated and relevant 643
The marketing efforts made me interested in visiting BRCNR 609
| found it easy to access information about BRCNR online 505
Communication platforms such as the MTPA & website, or tourism brochures, were | 599
informative

Information about local culture and heritage was clearly communicated 733
| received timely and accurate information before and during my visit 5908

BRCNR’s marketing strategies reflect values of environmental conservation and | 652
sustainability
BRCNR marketing influenced my decision to choose them over other destinations | 653
MTPA's marketing materials provided enough information for me to plan my visit 635
The marketing materials promoted conservation awareness effectively and | 658
increased my understanding of the importance of conservation
Marketing messages emphasised environmental conservation and sustainability 413

I noticed efforts to promote responsible tourism during my visit 457
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There are eco-friendly practices such as recycling bins, educational signage, and 641
guided nature walking paths

Waste management and cleanliness at the reserve reflected sustainable practices 501
Marketing materials helped me understand the importance of conserving nature 485
Signage and guides highlighted sustainability principles within the reserve 709
My visit increased my awareness of conservation issues 665
Tourism activities in the BRCNR are designed to enhance environmental 748
conservation

| learned about the biodiversity and ecological importance of BRCNR 689
| am more environmentally aware after visiting BRCNR 643
Educational or awareness materials were available during my visit 688
The reserve promotes awareness about conservation 651
| feel more aware of environmental protection after this visit 597
Marketing on sustainability influenced my visit 547

| am satisfied with my overall experience at BRCNR 554

Overall, | am satisfied with the quality of marketing for BRCNR 386

My expectations based on marketing were met during the visit .665

| would recommend BRCNR to friends or family 643

The nature reserve offers value for money .683

Customer service and communication from BRCNR staff met my expectations 737

| plan to revisit BRCNR in the future .627

MPTA’'s marketing strategies reflect values of environmental conservation and 693

sustainability

| can recommend BRCNR based on its ability to balance tourism and environmental 736

conservation

Marketing aligned well with my actual experience at the reserve 716

I would recommend BRCNR to others as an environmentally responsible 758

destination.

I am more likely to support conservation efforts after this visit. 640

Marketing campaigns highlighted community empowerment or poverty alleviation 516
SDG 1

I(\/Iy visit)to BRCNR contributes to job creation and economic development (SDG 1 868

& 8)

——
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believe the reserve contributes to local job creation and inclusive economic growth 869
SDG 8

Sl'he pro)motion of BRCNR encourages sustainable travel and responsible tourism 769
SDG 11

Sl'he infra)structure in BRCNR supports inclusive and sustainable tourism (Universal 718
Access) (SDG 11)

Environmental protection and climate awareness were emphasised in promotional 301
content (SDG 13)

Marketing emphasised biodiversity conservation and natural heritage protection 328
(SDG 15)

CRONBACH ALPHA 0.863 0.886 0.87 0.772
MEAN (Standard Deviations) 2.195(+0.441) 2.053 (£0.446) 1.878 (£0.461) | 1.921 (+0.486)
INTER-ITEM CORRELATION 0.327 0.316 0.376 0.314
KAISER-MEYER-OLKIN MEASURE OF SAMPLING 0.842 0.862 0.854 0.730
VARIANCE EXPLAINED 58.59% 57.79% 53.98% 65.66%
BARTLETT’S TEST OF SPHERICITY <0.001 <0.001 <0.001 <0.001

——
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4.3.1. Factor 1: Effectiveness of Marketing Strategies Applied by BRCNR

This factor includes items with factor coefficients ranging from 0.505 to 0.733,
indicating strong relationships between the items and the component. All statements
grouped under this factor relate to how visitors perceive the clarity, accessibility,
relevance, and influence of BRCNR’s marketing. Factor 1 demonstrates strong
internal consistency, with a Cronbach's Alpha of 0.863, which is considered an
acceptable level of reliability (r), as it exceeds the minimum required threshold of 0.70
(Nunnally, 1978; Sathyanarayana, Pushpa & Harsha, 2024). The Kaiser-Meyer-Olkin
(KMO) values ranged from 0.730 to 0.862, all of which were above the recommended
threshold of 0.70, indicating that the sample was adequate and suitable for factor
analysis, and Bartlett’s test of sphericity was significant (p < 0.001), showing strong
correlations of items to justify factor analysis. One component was retained based on
Principal Component Analysis, with an eigenvalue of 5.21 explaining 40.07% of the
variance, indicating that the items collectively measure a meaningful dimension of the
effectiveness of marketing strategies at the Blyde River Canyon Nature Reserve. In
the social sciences, where human behaviour and perceptions are inherently complex
and influenced by multiple factors, an explained variance of approximately 40% to 60%

is generally regarded as acceptable (Tabachnick & Fidell, 2014).

The factor analysis confirms that the survey items cluster were conceptually
meaningful and statistically robust dimensions of the effectiveness of marketing
strategies. The highest Items contributing meaningfully to this factor comprise:
information about local culture and heritage (0.733), followed by marketing materials
promoting conservation awareness (0.658), then marketing-influenced decision-
making (0.658), and the least is the extent to which marketing reflects environmental
sustainability values (0.652). This factor represents visitors’ overall perception of the
quality, clarity, accessibility, and persuasive power of BRCNR’s marketing
communication. The strength of items suggests that marketing effectiveness is a

clearly defined and internally consistent construct.
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4.3.2. Factor 2: Sustainability Marketing, Practices, and Conservation
Awareness

This factor includes items with factor coefficients ranging from 0.413 to 0.748,
capturing items related to environmental sustainability, eco-friendly practices,

awareness raising, and conservation messaging.

This factor shows strong internal consistency, with a Cronbach’s Alpha of 0.886,
indicating that each item measures the same underlying dimension and surpassing
the minimum recommended threshold of 0.70 for acceptable reliability
(Sathyanarayana et al., 2024). The Bartlett’s test of sphericity was significant (p <
0.001), and the Kaiser-Meyer-Olkin (KMO) values ranged from 0.730 to 0.862,
indicating sample adequacy and suitability for factor analysis, which is acceptable
Based on Principal Component Analysis, a single component was retained, with an
eigenvalue of 5.92 accounting for 42.32% of the variance, suggesting that the items
collectively reflect a coherent dimension of sustainability marketing practices and

conservation awareness.

The factor analysis confirms that the survey items cluster captured the conceptually
meaningful and statistically robust dimensions of the sustainability practices and
conservation awareness. The highest ltems contributing meaningfully to this factor
comprise: first, tourism activities designed to enhance environmental conservation
(0.748); second, signage and guides highlighting sustainability principles (0.709);
third, learning about biodiversity and ecological importance (0.689); and last, the
availability of educational materials (0.688). This factor reflects visitors’ perceptions of
the environmental sustainability practices and conservation awareness initiatives, both
in marketing materials and in on-site experiences. High loadings show that

respondents consistently viewed these items as part of the same underlying construct.

4.3.3. Factor 3: Tourists’ Satisfaction, Experience, and Perception

This factor includes items with factor coefficients ranging from 0.386 to 0.758,
representing aspects of satisfaction, service quality, value for money, behavioural
intentions, and alignment between expectations and experience.

Factor 3 highlights a strong internal consistency or reliability with a Cronbach’s Alpha

value of 0.870, which is above the minimum required of 0.70, confirming that the
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underlying dimensions were measured by every item. The Kaiser-Meyer-Olkin (KMO)
value ranges from 0.730 to 0.862, indicating acceptable sample adequacy and
suitability for factor analysis. The Bartlett’s test of sphericity was significant (p <0.001),
illustrating a sufficiently strong correlation to justify factor extraction, which is
acceptable. Principal Component Analysis initially identified two components;
however, only one component was retained with an eigenvalue of 5.23, explaining
43.59% of the variance, indicating that the items collectively capture a coherent
dimension of tourists’ satisfaction, experience, and perception. The second
component included only a single item, which also loaded moderately (0.386) on the
first component. Tabachnick and Fidell (2001) provide 0.32 as a good rule of thumb
for the minimum loading of an item, which equates to approximately 10% overlapping

variance with the other items in that factor.

The factor analysis confirms that the survey items cluster were conceptually
meaningful and statistically robust dimensions of the tourist satisfaction and
experience. The highest Items contributing meaningfully to this factor comprise: the
Recommendation of BRCNR as environmentally responsible (0.758), followed by the
Customer service and communication (0.737), thirdly, Balancing tourism and
conservation (0.736), and Marketing aligned with actual experience (0.716). This
factor captures visitors’ overall satisfaction, service experience, recommendation
behaviour, and perceived value. High loadings indicate that satisfaction-related

variables form a clear and unified construct.

4.3.4. Factor 4: BRCNR'’s Perceived Contribution to Sustainable Development
Goals (SDGs)

This factor encompasses items with factor coefficients ranging from 0.301 to 0.869,
including those linked to economic development, inclusive tourism, environmental
protection, and biodiversity conservation. The minimum accepted or recommended
Cronbach’s Alpha is from 0.70 upwards; anything below is considered unacceptable
(Nunnally, 1978; Sathyanarayana et al., 2024). Factor 4 demonstrates a strong
internal consistency with a rate of 0.772 of Cronbach’s Alpha, assuring that items
within every factor measure the same underlying dimension, which was strongly
acceptable. Moreover, Kaiser-Meyer-Olkin (KMO) values range from the lowest value

of 0.730 up to the highest value (0.862), all of which exceed the recommended 0.70,
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confirming sample adequacy and suitability for factor analysis. The Bartlett's test of
sphericity produced a significant (p < 0.001) result, demonstrating that item
correlations were sufficiently strong to justify factor extraction. Principal Component
Analysis initially identified two components for measuring the Blyde River Canyon
Nature Reserve’s perceived contribution to Sustainable Development Goals.
However, only one component was retained, with an eigenvalue of 3.08 accounting
for 44.02% of the variance, indicating that the items collectively reflect a coherent
dimension of perceptions regarding the reserve’s role in promoting sustainable
development. The second component included only two items, which is insufficient to
form a reliable factor, and both items loaded moderately on the first component (0.301
and 0.328), supporting their inclusion in the primary factor. Costello and Osborne
(2005) noted that many researchers use 0.30 as a minimum threshold for interpreting

factor loadings in exploratory factor analysis.

The factor analysis confirms that the survey items cluster were conceptually
meaningful and statistically robust dimensions of perceived contribution to the SDGs.
The highest Items contributing meaningfully to this factor comprise: first, Contribution
to job creation and economic development (0.868); second, Local job creation and
inclusive growth (0.869); third, Promotion of responsible tourism (0.769); and lastly,
Inclusive and sustainable tourism infrastructure (0.718). This factor represents visitors’
perceptions of how the reserve contributes to broader social, economic, and
environmental sustainability outcomes, aligned with SDGs 1, 8, 11, 13, and 15. ltis a

strong and reliable construct.
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4.3.5 T-test

4.3.5.1 T-test for comparison of identified factors with Gender

Table 8: T-test for Comparison of Identified Factors with Genders

Sustainable Development Goals

Male Female F-Value | P-value
N=131 N=259
Mean & Mean & Std
Std dev dev
Effectiveness of Marketing | 2.21 (£.451) | 2.18(+.436) 287 .621
Strategies
Sustainability Marketing, Practices, | 2.11(+.469) | 2.03(%+.433) .626 .096
and Conservation Awareness
Tourists' Satisfaction, Experience, | 1.95(x.475) | 1.84(+£.450) .081 .021
and Perception
RCNR’s Perceived Contribution to | 1.98(x.517) | 1.89(+.468) 1.949 .084

Across three factors, the t-test results show that all p-values are greater than .05,

indicating no statistically significant differences between male and female

respondents. This means that gender does not influence perceptions of the

effectiveness of marketing strategies, sustainability marketing practices, conservation

awareness, or the Blyde River Canyon Nature Reserve’s contribution to the

Sustainable Development Goals. Both males and females rate these constructs

similarly. This finding is important because it suggests that gender is not a moderating

variable within these factors. However, a statistically significant difference was found

in tourists’ satisfaction, experience, and perception (p = 0.021), with males (M = 1.95,

SD = 0.475) reporting slightly higher mean scores than females (M = 1.84, SD =

0.450).
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4.3.5.2 T-test for comparison of identified factors with visit status

Table 9: T-test for Comparison of Identified Factors with Visit Status

YES NO F-Value | P-value
N=291 N=99
Mean & Std dev | Mean & Std dev
Effectiveness of Marketing | 2.16(+.403) 2.31(x£.521) 8.134 .002
Strategies
Sustainability Marketing, | 2.02(+.416) 2.16(x£.512) 3.326 .005
Practices, and Conservation
Awareness
Tourists' Satisfaction, | 1.82(+£.418) 2.04(£.542) 6.259 .001
Experience, and Perception
RCNR’s Perceived | 1.89(+.493) 2.02(+.453) .033 .016
Contribution to Sustainable
Development Goals

When comparing first-time visitors with repeat visitors, several notable patterns
emerged. Regarding the effectiveness of marketing strategies, the results show a
significant difference (F = 8.134, p = .002), with repeat visitors rating them more
positively (2.31) than first-time visitors (2.16). This suggests that repeat visitors may
be returning due to stronger marketing recall, familiarity, or loyalty, while first-time
visitors may be less engaged with current marketing efforts. A significant difference
was also found (p = 0.005). Repeat visitors (M = 2.16, SD = 0.512) had higher mean
scores than first-time visitors (M = 2.02, SD = 0.416), indicating greater awareness
and more favourable perceptions among repeat visitors. This pattern indicates that
repeat visitors are more exposed to or aware of conservation messaging, whereas
first-time visitors may not yet fully connect with sustainability communication, signalling
an area for potential improvement. A significant difference also appears in tourist
satisfaction, experience, and perception (F= 6.259, p = .001), with repeat visitors
reporting higher satisfaction (2.04) than first-time visitors (1.82). This indicates that
satisfaction levels tend to increase with familiarity and repeated exposure, suggesting
loyalty and positive cumulative experiences. However, this may also highlight gaps in
first-time visitor experiences, perhaps related to orientation, information, or on-site
services. Lastly, regarding RCNR’s contribution to the Sustainable Development
Goals, the results show a statistically significant difference (p = 0.016). Repeat visitors
(M =2.02, SD = 0.453) rated the reserve’s contribution higher than first-time visitors
(M=1.89, SD =0.493), suggesting stronger recognition of its sustainability role among

those with prior experience.
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In conclusion, the t-test results revealed that gender does not significantly influence
perceptions across most of the identified factors, as males and females reported
similar views on marketing effectiveness, sustainability practices, and the reserve’s
contribution to Sustainable Development Goals. The only exception was tourists’
satisfaction, experience, and perception, where a slight but significant difference was
observed. However, significant differences emerged between first-time and repeat
visitors. This suggests that familiarity with the Blyde River Canyon Nature Reserve
enhances Vvisitors’ evaluations of marketing effectiveness, sustainability efforts,
satisfaction, and perceived contribution to sustainable development. These findings
suggest that RCNR’s marketing efforts and visitor experience strategies are more

impactful for returning tourists than first-time visitors.

4.4. QUALITATIVE RESULTS

The qualitative results were obtained through interviews conducted with the
management of the Blyde River Canyon Nature Reserve (BRCNR) and officials from
the Mpumalanga Tourism and Parks Agency (MTPA). A total of 10 interviews,
comprising 4 with BRCNR management and 6 with MTPA officials, were conducted,

yielding informative data to address the study’s objectives.

4.4.1. Participant’s Demographic Characteristics

This section presents the demographic characteristics of the participants in the
interviews conducted by the BRCNR management and MTPA officials. Participants
were asked to provide information regarding their positions at the BRCNR and MTPA.
This information includes the position they hold, the number of years in

BRCNR/MTPA, their role and responsibilities, and their highest level of education.

4.41.1. Level of Responsibility or Position at the BRCNR/MTPA.

Most participants indicated that they hold a supervisory position (Participants 1, 3, 5,
and 9). Among the participants who are managers (Participants 6, 8, and 10), only two
indicated that they are in senior management at the BRCNR/MTPA (Participants 4

and 7). There was only one entry-level staff member (Participant 2).
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4.4.1.2. Number of years at the BRCNR/MTPA

A significant number of participants (N = 6) indicated that they have held their positions
for more than 10 years (Participants 1, 2, 4, 6, 8, and 9). Only two interviewees
indicated they had been in their positions for about 1 to 3 years (Participants 7 and
10). However, only one interviewee has held the position for 4-6 years (Participant 3).
Furthermore, one interviewee indicated that he had been in the position for 7-10 years
(Participant 5). Thus, Baltezarevic and Baltezarevic (2024) assert that work
experience plays a paramount role in enhancing value and profitability, promoting
customer interaction, and building strong customer trust and loyalty to the product

offering.

4.4.1.3. Areas of work involved at the BRCN/MTPA.

Most participants (N = 6) indicated that their work involvement at the BRCNR/MTPA
involves marketing and promotion (Participants 4, 5, 6, 7, 8, and 9). Their
responsibilities are to promote and market the nature reserve and Mpumalanga as a
tourist destination. Two interviewees highlighted that their roles at the reserve involve
conservation and environmental work (Participants 1 and 10). They are focusing on
ensuring environmental conservation and raising environmental awareness.
Furthermore, participants 2 and 3 indicated that they are responsible for administering

the reserve.

4.4.1.4. Level of Formal Education

There were 4 participants (Participants 3, 5, 8, and 9) who had tourism-related
qualifications, which include a Higher Certificate in Tourism Management, a Certificate
in Cultural Site Guide, a B.Tech in Tourism Management, a Diploma in Tourism
Management, and a Degree in Tourism Management. Additionally, two interviewees
(Participants 1 and 10) hold qualifications in nature conservation, specifically a
National Certificate in Environmental Education Training Development Practices, a
Diploma in Nature Conservation, and a B.Tech in Nature Conservation. Furthermore,
three interviewees (Participants 4, 6, and 7) indicated that they had other qualifications
not related to either tourism, hospitality, or nature conservation, which include a
Postgraduate in Communication and Marketing, a Degree in Communication and
Marketing, a Postgraduate in Economics and Business Management, and a Master’s

Degree in Development Studies. However, participant 2 indicated that she does not
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hold any formal qualifications and is an entry-level staff member. In addition, Yetkin,
Kancinar & Ozok (2024) stated that education plays a crucial role in ensuring the

effective and efficient implementation of workplace transformation.

In general, most participants have more than 10 years of experience in their positions
and hold managerial roles, including supervisor, manager, and senior manager. Most
of them have expertise in marketing and promotion, conservation and the
environment, and administrative responsibilities. Nine of the ten participants have
qualifications related to their jobs, and some have more than one qualification.
However, only 1 participant out of the 10 participants does not have a formal

qualification.

4.4.2. Marketing Efforts Applied by the BRCNR

This section covers all the marketing efforts the BRCNR has applied to promote the
reserve, as well as the type of tourist market they are targeting to attract through these
efforts. These further highlight the effectiveness of these marketing efforts and provide

insight into evaluating them.

4.4.2.1. Marketing Efforts used by the BRCNR.

The BRCNR employs various marketing efforts. Three participants agreed that the
BRCNR still employs traditional marketing methods, such as radio station promotions
and newspaper advertisements (Participants 1, 7, and 8). Participant 1 mentioned that
“We used to request a slot on iGwalagwala FM and lkwekwezi FM to present about
the BRCNR as a form of marketing”. According to Mpotaringa and Tichaawa (2021),
traditional marketing requires a substantial budget, including printing newspapers and
purchasing radio advertising slots, and is not accessible to everyone. It is noted that
BRCNR is also moving towards social media marketing to reach a high number of
potential travellers (Participants 2, 4, 7, 9, and 10). Participant 7 even stated that “We
are also increasingly using digital platforms for our marketing purposes, which include

having an active Facebook page, X (Twitter), Instagram, and YouTube.”

Another marketing strategy employed by the BRCNR to promote the reserve involves
attending tourism exhibitions and trade shows (Participants 5, 6, and 7). Tourism trade

shows, such as Meetings Africa (MICE) and Indaba Trade Show, are considered
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effective national marketing strategies, where tourism-related stakeholders share
knowledge and showcase their tourism offerings (Kosasih, Hutahayan, Hidayat &
Sunarti, 2025). Participant 6 stated that “We use the Trade shows, both local, regional,
national, and international,” to raise awareness about the BRCNR in “trade shows
such as Indaba Trade Show, ITB in Germany.” Participant 5 mentioned that attending
tourism trade shows has a significant impact on increasing tourist markets globally
and further stated that after attending an international trade show, they track the
number of travellers from that country to determine its effectiveness. Participant 8
stated that “We attend the exhibitions and trade shows where we go out and promote

our nature reserves.”

Three of the participants (4, 8, and 10) believe that seasonal campaigns are essential
for attracting a specific type of tourist during that season to have good visitor numbers
across all seasons. Participant 4 even said that “We run seasonal campaigns,
including those during both peak and off-peak seasons.” This is said to ensure that the
reserve does not incur significant losses during the off-peak season. Participant 4
further mentioned that “We will promote the winter season by offering packages and
specials that appeal to people to take advantage of them. For example, if you stay for
this period, you will be eligible for a discount.” This indicates that the campaigns vary
by season; in winter, they offer more affordable packages and discounts to attract a
larger number of tourists. Similarly, Jikidze (2025) noted that seasonality stems from
people having a preferred travel season, which makes it easier to promote the

destination because they will be looking for their next travel destination.

4.4.2.2. Target Markets Aiming to Attract

Five participants (N = 5) (1, 2, 7, 9, and 10) believe that the marketing efforts applied
by the BRCNR are meant to attract everyone. Participant 2 stated that “We are looking
to attract everyone, local and international tourists, even the disabled ones, and all
ages.” Furthermore, Participant 1 stated, “We are not definitely targeting a specific
group, but in most cases, just because this area is well known globally, we used to
target SADC people, international, and local people.” This highlights that there were
no limited or specific markets being targeted, but rather everyone is their potential

market based on their seasonal preferences.
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Participant 1 mentioned that “‘the main fact is that we used to target local people,
because they are the ones who should explore BRCNR more, as they reside around
it.” Three participants (Participants 1, 3, and 7) believed the marketing efforts were
intended for domestic tourists. Participant 7 claims that “These marketing strategies
are geared towards afttracting domestic tourists, basically the Mpumalanga residents,
who are encouraged to travel around their province.” Participant 3 further stated that
he had noted that BRCNR was attracting the international market more than the
domestic market. As a result, they opted to focus their marketing efforts on the
domestic market. Hence, Participant 3 mentioned that “we are targeting local-based

tourists so that they can be exposed to the nature of our environment.”

Two participants (Participants 8 and 9) believed that the marketing efforts target
schools, hiking clubs, and nature people. Participant 9 upholds that “During the spring
season, our focus is on the school groups, and families in the festive season.” This is
supported by Parks Week in September, where everyone is given free entrance to the
reserve for the day. This makes the spring season more ideal for school groups, as
they can enter the reserve for free. Participant 8 further stated, “We focus more on the
group packages.” This is designed to attract a large number of travellers at once

through group packages.

4.4.2.3. The Effectiveness of the Marketing Efforts

A significant number of all participants (N = 10) indicated that they believe the
marketing efforts applied by the BRCNR are effective in reaching potential markets.
Four participants (2, 3, 6, and 10) mentioned that, based on the statistics they are
collecting at the entrances of the reserves and the revenue generated through
entrance fees, a steady increase is evident, indicating that people are aware of the
reserve and willing to visit. Participant 3 even said that they are very effective “because
statistically, this year we have managed to exceed the previous year’s financial
results.” Similarly, Participant 5 also mentioned that “we started to focus on India,
doing virtual trade shows and workshops during the COVID-19 pandemic, and after
the pandemic, we started to attend trade shows in India and do speed marketing at
the tourism Indaba trade show.” Resulting in a note of growth in the Indian market,

visiting the Mpumalanga province. Furthermore, Participant 7 noted that the marketing
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efforts are effective; as a result, BRCNR is ranked second among Mpumalanga's

reserves in terms of international visitor numbers.

On the contrary, two participants (4 and 8) believe that the marketing efforts are
effective to a certain extent, despite the reserve's infrastructure conditions and limited
marketing budget, which negatively impact their effectiveness. Participant 4 even
stated that the marketing efforts “can be even more effective if the facilities can be
improved from an infrastructure point of view.” This limits the marketing team due to a
limited marketing budget and poor maintenance infrastructure, which may lead to
negative word of mouth, as they are relying on it as a primary marketing effort.
Furthermore, participant 4 also mentioned that “we do not want to sell a lie to the
consumers”, whereby travellers would find poor infrastructure but promoted as one of

the best nature reserves.

Participant 9 noted that “the number of followers in our social media platforms
increases rapidly” since she joined the MTPA. It is believed that people interact with
the reserve's social media platforms to obtain more information about the reserve and
the special packages available each season, as the reserve runs seasonal campaigns

with packages tailored to each season.

4.4.2.4. Evaluation of the Marketing Efforts

From the interviews, it is clear that all 10 participants believe that evaluating the
effectiveness of the marketing efforts should be based on the statistics of the
travellers. All ten participants noted that the reserve evaluates the effectiveness of
marketing efforts by comparing current statistics with those from previous years to
track improvements in revenue generated and tourist turnover. This was highlighted
by participant 2, who mentioned that “we evaluate the effectiveness of the marketing
strategies through checking the quarterly statistics and comparing them with the
previous quarter.” The increase in the number of tourist arrivals and in revenue
collected at the entrance is classified as a positive, effective marketing effort to attract
more visitors. A decrease in tourist arrivals would indicate that the marketing efforts

were ineffective and that improvement is required.
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Participant 4 also added that after they have advertised the reserve on radio stations,
they conduct a post-campaign analysis to see how many people listened to their ads.
She further stated that “we do a post campaign analysis that gives us an indication of
how many people we have reached, the audience that we have targeted.” This
participant furthermore indicated that during their seasonal campaigns, they track
tourists' arrivals and demographics to determine that their strong market consists of

tourists from domestic, regional, national, or international origins.

4.4.3. Contribution to the SDGs
This section focuses on the initiatives BRCNR is undertaking that contribute to specific
SDGs (1, 8, 11, 13, and 15).

4.4.3.1. Contribution to SDG 1: No Poverty

Three participants (1, 3, and 10) mentioned that the reserve-built curios on sale as an
initiative by the local communities to earn a living. These curios on sale are not paying
any rent or compensation to operate within the reserve, as they sell their arts and
crafts to tourists visiting the reserve. Participant 3 even said that “curios sellers and
the traditional dancers are the initiative to give back to the community without them
paying any rent to the reserve to make a living through the BRCNR.” Rao et al. (2024)
maintain that local community empowerment creates inclusive community-based
tourism, creating a sense of ownership and enabling the SMMEs to grow with the
support they get from the reserve. Moreover, doing so creates employment
opportunities and improves the standard of living for the local community. Additionally,
Raihan (2024) suggests that nature reserves contribute directly and indirectly to local
communities as tourist destinations, primarily because they are located on land owned
by local communities for poverty alleviation purposes. This was achieved not only
through job creation but also through initiatives that enable growth and support local

businesses.

A significant number of participants (N = 6) (2, 4, 6, 7, 8, and 9) noted that the reserve
is on the land owned by the Communal Property Associations (CPAs). They had an
agreement with the CPAs (community representatives) that every employment
opportunity originating from the reserve must prioritise the local community. Participant

2 mentioned that they create “seasonal jobs during the busiest seasons to have more
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people” sharing responsibilities. Nature reserves and tourism as an industry play a
crucial role in bridging the gap by creating more employment opportunities for host
communities through tourism, thereby improving their standard of living and enabling
them to provide for themselves, ultimately leading to poverty alleviation and zero
hunger (SDGs 1 and 2) (Lopes & Hiray, 2024). Therefore, it is clear that BRCNR
contributes to SDG 1 through various initiatives and EPWP programs, alleviating

poverty in the host communities.

4.4.3.2. Contribution to SDG 8: Decent Work and Economic Growth

Most participants (six) believe that BRCNR creates employment opportunities and
contributes to economic development, as the reserve is situated on community-owned
land through the Communal Property Associations (CPASs); it is noted that the profit
generated by the reserve through the entrance fee must be shared with the local
community by creating employment opportunities (participants 1, 3, 4, 5, 6, and 10).
Participant 10 stated that a total of five contractors were appointed, and their contracts
will run until October 2026, with over 122 workers in total overseeing the alien plants
within the reserve. This aligns with the notion presented by Venugopal (2023), who
noted that nature reserves play a crucial role in bridging the employment gap in host
communities. Additionally, participant 1 also stated that “we used to have EPWP who
are working on a temporary basis, and sometimes we used to hire people for fire

management,” which is a funded project by the private sector.

Four interviewees (Participants 2, 4, 5, and 9) reckon that the BRCNR contributes to
the economic development of the local community. Through various initiatives, the
reserve contributes to the local economy’s growth. This initiative enables local
communities to connect with tourists, whether international or domestic, visiting the
reserve, without needing to market themselves or pay for advertising spaces within

the reserve.

4.4.3.3. Contribution to SDG 11: Sustainable Cities and Communities

Eight interviewees out of 10 (Participants 1, 2, 3, 4, 6, 7, 8, and 10) believe that
collaboration with various tourism stakeholders enables the community to achieve
sustainability. Participants (1 and 6) mentioned that BRCNR is partnered with the

Thaba Chweu Municipality to conduct cleaning campaigns and assist with waste
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collection around the reserve. Participant 2 said that “we do go to local communities
and other departments around to inform people about conservation initiatives and to
include the community in every department taking part in the reserve.” This is a
hallmark of inclusive or community-based tourism, which brings all stakeholders
together to work towards a shared goal. Similarly, Participant 3 also mentioned that
“‘we do have our cleaning campaigns and do environmental awareness, whereby we
visit local schools and teach about the importance of conservation.” The cleaning
campaign not only benefits the reserve but also educates the local community to be

vigilant about their environment, thereby preventing harm to it.

Participant 10 mentioned that “we are involved more in the traditional authorities,
where we donate when they have their sacred cultural ceremonies.” As the reserve is
situated on land owned by the CPAs, the involvement of the tribal authorities is one of
the key contributions the reserve makes to ensure sustainable communities and
protect the local community's cultural heritage. Participant 9 even said, “There are
curio sellers who sell their traditional crafts to the tourists, and most of their products
preserve their culture.” This keeps the community's cultural heritage intact and
preserves it for future generations. Furthermore, participant 9 also mentioned that
‘there are also cultural groups that dance to welcome tourists and find ways to make
a living through the donations they receive from them.” All these initiatives within the
reserve play a crucial role in developing sustainable cities and communities. Similarly,
Participant 5 also mentioned that “One thing that tourism assists us in doing is to make
our culture more promotable to other countries and to keep it sustainable for future
generations to find it sacred and preserved.”

4.4.3.4. Contribution to SDG 13: Climate Action

Three participants (1, 4, and 10) believe that visiting local schools to raise learners'
environmental awareness will help them become familiar with sustainable practices at
an early age. Participant 1 maintains that “during the month of September, BRCNR
came up with a programme of Aba Day, whereby we used to run along the local
schools planting trees,” as a way of raising awareness about the importance of
environmentally friendly behavior on the environment. Moreover, Participant 10 also
highlighted that “we promote environmental awareness at local schools to educate

learners about the importance of keeping our environment clean and mitigating the
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impacts of climate change.” This supports the statement made by Kalogiannidis et al.
(2024), who maintained that forming effective climate change strategies requires
strong collaboration among diverse tourism-related stakeholders, including local
communities, government, civil society, and the private sector. Participant 8 mentioned
that these stakeholder relationships make it possible to achieve sustainable behavior

if everyone is willing to play their role in minimising the negative climate impacts.

Four participants (2, 3, 9, and 10) believe that the local municipality's involvement in
the cleaning campaigns makes a huge difference, as it also demonstrates that they
are responsible citizens. Participant 10 stated that “we are working closely with the
Thaba Chweu Municipality, and other tourism-related stakeholders to ensure that the
Panorama route remains clean, thereby generating revenue for the province.” This
aligns with the notion that there is a crucial need for sustainable development to
minimise adverse effects that can contribute to climate change, thereby instilling a fear
of life for potential tourists (Kalogiannidis et al., 2024). The Panorama route in
Mpumalanga province boasts numerous tourist attractions, and having various
stakeholders collaborate to maintain the route's cleanliness and attractiveness
benefits not only economic growth but also environmental conservation. Additionally,
Freund et al. (2019) stated that environmental education programs play a crucial role
in protecting endangered species of fauna and flora from extinction and promoting

sustainable practices in nature reserves.

4.4.3.5. Contribution to SDG 15: Life on Land

Nature reserves play a crucial role in preserving the environment for future generations
to enjoy the same experiences as those of the present. Three participants (3, 8, and
10) believe that hosting workshops with local schools and communities to raise
environmental awareness is crucial to ensuring the survival of life on land and
preserving the environment. Participant 3 said, “We do have our environmental
awareness programmes, which are led by our environmental monitors to ensure that
we always visit schools and nearby communities to educate them about the
importance of preserving the environment.” These types of campaigns play a crucial
role in ensuring that we are responsible for our actions, as they can have a profoundly
negative impact in the long run. Thus, nature reserves play a paramount role in

environmental sustainability by balancing human interaction with the environment,
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enabling host communities to meet their demands without exceeding the ecosystem's
capacity to continue providing the required services (Hongshu & Min, 2024). Similarly,
participant 8 said, “The aim is to raise awareness about the importance of
environmental conservation in maintaining a clean environment and mitigating

negative impacts to prevent climate change and land degradation.”

Nature reserves are crucial for maintaining ecosystem equilibrium by conserving the
environment and natural resources, while also contributing to the host communities'
GDP through job creation and infrastructure development (Grangxabe et al., 2024).
Taking care of the environment indirectly contributes to various aspects of
sustainability, such as social and economic. Participant 10 alluded that “as we sell
nature experiences to travellers, maintaining a high environmental standard is crucial
for the reserve to remain sustainable for future generations to experience the same.”
This suggests that nature reserves play a crucial role in balancing tourism and
environmental conservation, allowing for a sustainable life on land with minimal
negative impacts that can trigger climate change, resulting in droughts, heavy rains
that destroy the environment, and causing fear among tourists. Additionally, participant
1 also mentioned that “we do have our field rangers who patrol our fences, look at soil
erosion, and after they have identified soil erosion, we send our maintenance people
to build gabions to stop the soil erosion.” Participants (1 and 2) mentioned that field
rangers patrol the reserve to prevent unauthorised hunting and deforestation, which

can lead to soil erosion and the extinction of natural species.

4.4.3.6. BRCNR Partnerships that align with Sustainable Development.

Nine interviewees (participants 1, 2, 3, 4, 5, 6, 8, 9, and 10) mentioned that BRCNR is
in partnership with the Thaba Chweu local municipality to host cleaning campaigns
and raise environmental awareness among the local community. Participants (1, 2,
and 5) also noted that the reserve is partnered with the Communal Property
Associations (CPAs), the landowners where the reserve is located, who represent the
local community to the reserve, and every development that must take place in the
reserve has to be approved by them first. Participant 1 said that “f there is any
development, we cannot proceed without informing CPAs to ensure that the

development is sustainable. In other words, they must first own that development.”
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Three interviewees (Participants 3, 9, and 10) also mentioned the partnership with
South African Forestry Company Limited (SAFCOL), which manages the forests and
waterfalls along the Panorama route. Participant 7 said that they also partnered with
the Department of Forestry, Fisheries, and the Environment (DFFE), “which provides

us with interns who work on specific environmental issues, including alien plants.”

Participant 4 said they are working with SANRAL to conduct tourism safety training
during peak seasons. Other partnerships mentioned include the Shot Left Campaign
and SANParks, as well as Gauteng Tourism, which is one of their key market bases,
as noted by participant 8. Additionally, Participant 9 also mentioned partnerships with
“Hazyview Chamber of Commerce, local businesses, and tribal authorities.”
Furthermore, Participant 10 noted that they are partnered with “Department of Public
Works and Transport, and Kruger to Canyon. Blyde Forever Resort, Department of

Education” are stakeholders they have partnered with.

4.4.4. Conservation Awareness
This section focuses on the level of awareness that BRCNR creates to ensure

environmental conservation within the reserve.

4.4.4.1. Effectiveness of Environmental Awareness

Marketing content focused on environmental conservation can be one of the most
effective ways to attract environmentally conscious travellers. A significant number of
interviewees (N=6, Participants 2, 4, 5, 7, 8, and 10) believe that the marketing
strategies applied by the BRCNR incorporate environmental conservation to raise
awareness among tourists before they decide to visit the reserve, so they are fully
aware of the reserve's environmental conservation initiatives. They judge this based
on tourists' behaviour in the reserve, despite the fact that there are very few staff
members present throughout the reserve. However, tourists demonstrate a positive
attitude towards the environment by respecting its natural state and refraining from
littering. This was stated by participant 4, who said, “/ can say that most of our reserves
have limited field rangers or tour guides, but tourists come fully aware of the
environmental conservation initiatives implemented by our reserves regarding
littering.” This is a good sign that the reserve attracts tourist who care about the

environment and are willing to play their role in keeping it conserved. Additionally,
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participant 10 also said that “we have a team that includes environmental monitors
and guides who educate visitors about the reserve, the museum, and the importance
of environmental conservation,” on site to educate visitors about different plants and

trees around the reserve.

Participant 1 stated that the reserve is “the third-largest canyon in the world”, and the
fact that it attracts returning tourists from international countries demonstrates that the
reserve appeals to the right market, which is interested in environmental conservation.
Four interviewees (participants 4, 6, 8, and 9) think that the information visibly posted
around the reserve plays a huge role in keeping tourists aware of environmental
conservation, even if they are not guided around the reserve due to limited staff
members, but they can read for themselves the information that raises awareness on
the environment. Participant 6 even said that “the information planted across the
BRCNR plays a crucial role in equipping tourists with conservation information.”
Additionally, participant 8 stated that “even when they make reservations, there are
terms and conditions that they are given when making bookings,” which speaks to

environmental conservation and the expectations placed on them in the reserve.

4.4.4.2. Tracking Conservation Awareness

Three interviewees (participants 8, 9, and 10) believe that after conducting awareness
programs in local communities and schools, tracking the effectiveness of their
programs involves monitoring changes in behaviour towards the environment. This
was also mentioned by participant 10, who stated, “You can see changes in behavior
towards the environment, and people are more environmentally aware in terms of
littering, using the designated walking paths in the reserve.” Additionally, participant
10 said, “We do track changes the moment we visit a community in a tribal authority,
and we start the awareness that you could see a difference in that month or quarter,
there will be reductions in illegal entry to the reserve.” This demonstrates that the
reserve places a high priority on environmental conservation by conducting post-
program analysis to monitor changes in behaviour towards the environment, which

indicates the effectiveness of the awareness programs.

Four participants (4, 5, 6, and 8) mentioned that they are working with the Biodiversity

Department of MTPA, which is responsible for the environment and measuring
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environmental changes. Participant 8 even said that “We strongly rely on biodiversity
conservation to provide reports on the environment, as we deal mostly with promoting
the reserves.” Moreover, Participants 2 and 3 indicated that they are still struggling
with littering near the reserve; hence, they proposed a monthly cleaning campaign to

make it a habit for the community to live in a clean environment.

4.4.5. Tourism Seasons and Trends
This section addresses the peak season and trends in the BRCNR, including the

marketing strategies employed during this period and their effectiveness.

4.4.5.1. The Peak Seasons on BRCNR

All ten interviewees (N = 10) (participants 1, 2, 3, 4, 5, 6, 7, 8, 9, and 10) believe that
the peak season for the BRCNR is the festive season, surpassing all other seasons.
Participant 9 even said, “The festive season is the busiest time for our reserve.”
Additionally, participant 6 also stated that “Mpumalanga is an all-season destination
due to its weather conditions; it is warm almost throughout the year,” but the festive
season is the busiest overall. It is also noted that the spring season is among the
busiest. Four participants (1, 2, 3, and 10) mentioned that the spring season is one of
the busiest times, due to Parks Week in September, when the entrance to the reserve
is free for one day, attracting more school groups. Participant 10 even said that “the
two busiest seasons are the third quarter (spring) and the fourth quarter (Festive)
season; they compete in terms of tourist arrivals.” In addition, three participants (4, 6,
and 7) noted that even during the Easter season, the reserve receives quite a good
number of tourist arrivals. Participant 4 even said that “School holidays, Easter period,
and Festive period. The number would show an increase in visitors during those
periods.” This supports the statement made by participants (5 and 6) that Mpumalanga
is an all-season destination due to its favourable weather conditions, which result in a
fair number of tourist arrivals throughout the year. It is noted that the festive season is
the peak season in the BRCNR.

4.4.5.2. Marketing Strategies/Efforts that Target Peak Season
It is noted that three participants (1, 2, and 3) mentioned that during the spring season,
they rely on “Park’s Week” in September, when the reserve offers free entrance as a

marketing effort to attract more tourist arrivals. Participant 2 stated that “We only have
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'Mahala Day' in September, where we are running a free entrance to the reserve to

attract more tourists.”

Five interviewees (Participants 4, 6, 7, 9, and 10) indicated that BRCNR conducts
seasonal campaigns to attract suitable tourists for each season. Participant 10 even
said that “We typically run seasonal campaigns to inform potential travellers about
what they can expect from the reserve in each season”. Participant 5 said, “We use
strategies to promote pre-season buying.” This strategy creates travel group packages
early at a low price to encourage tourists to purchase the package early and then
increases the prices towards the season. Four participants (6, 7, 8, and 10) noted that
one of the marketing efforts involves radio station advertisements, social media
platforms, and local newspapers. Participant 10 mentioned that “we utilize radio
stations and social media platforms to promote the reserve, knowing that we are fully

prepared.”

4.4.5.3. The Effectiveness of the Marketing Strategies/Efforts

A total of three out of ten participants (1, 2, and 4) mentioned that registers are set up
at the entrance gates during Park’s Week in September, aiming to collect data on the
number of tourist arrivals and their demographics to identify the strongest market and
areas for improvement to attract more visitors from the least market-based
demographics. Participant 2 even stated that “we compare the registers with the past

year’s to check for any improvements and declines in the number of visitors.”

Additionally, three participants (6, 7, and 9) mentioned that they monitor the number
of tourist arrivals and the revenue generated from entrance fees to assess the
effectiveness of the marketing efforts. Participant 6 also noted that “f the number of
tourist arrivals increases, it means the marketing strategies are working,” and that
when there is a decline in the number of tourist arrivals compared to previous years,
the marketing efforts were not effective in attracting more tourists. Furthermore,
participants (3 and 8) also mentioned that they compile a quarterly report to track the
performance of the reserve in comparison to previous quarters from the same year,
which helps them determine whether the reserve is doing well in marketing or not.

Participant 3 even said that “We usually have statistics that we compile monthly, and
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we keep records of them just to compare with the previous years in terms of decline

or improvement.”

In general, the effectiveness of the marketing strategies and efforts is being monitored
through the number of tourist arrivals to the reserve. If the reserve manages to attract
more tourists in a quarter than in the same quarter of the previous year, that would be

regarded as effective; however, a decline in tourist arrivals is considered ineffective.

4.4.6. Challenges and Opportunities at BRCNR
This section focuses on the challenges BRCNR encountered when implementing
marketing at the reserve, as well as opportunities they can adopt to improve their

marketing and overcome these challenges.

4.4.6.1. Challenges Encountered in Implementation of Marketing
Strategies/Efforts.

Six participants (4, 5, 6, 8, 9, and 10) highlighted that the main challenge they
encountered when implementing marketing efforts to promote BRCNR was the budget
problem. They have hinted that the budget is very limited, while marketing requires a
substantial budget to attend trade shows, run campaigns, and participate in
promotional competitions. Participant 8 even said that “mostly it is the budget, because
every year the budget is decreased,” which limits the opportunities to explore further
options for better results. Additionally, participant 10 said, “These issues are closely
tied to the finances, as our organisation is currently facing a challenging time due to

an insufficient budget to run and maintain its reserves.”

Four participants (2, 3, 7, and 10) noted that another big challenge is the poor
maintenance of the reserve’s infrastructure, which limits the potential to promote the
reserve to its fullest capacity due to poor standards. Participant 3 stated that “our
reserve is no longer well-maintained the way it used to be, and tourists no longer want
to see the very same thing repeatedly, and this is the challenge that would make us
lose more tourists.” This goes a long way, because it is not an option to expose tourists
to unforeseen experiences of the reserve by promoting it as perfect, only to find that it

is in poor condition with inadequate infrastructure. However, participant 10 said that
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all “these issues are closely tied to the finances, as our organisation is currently facing

a challenging time due to an insufficient budget to run and maintain its reserves.”

Two participants (1 and 10) stated that illegal mining is taking place in the reserve,
posing a threat to the safety of tourists visiting it. Participant 1 even mentioned that
“tourists start to be afraid for their lives since these illegal miners are heavily armed.”
This is a serious concern, because the illegal miners can attack the tourists and there
will be no traces of them, which can cause a short fall in the reserve. Furthermore,
participant 10 also stated that “another challenge is the shortage of staff from the

BRCNR, particularly among the field rangers.”

In general, the biggest challenge is budget constraints in the reserve, which cause all
the other challenges, including limited marketing efforts, a shortage of staff, poor
infrastructure maintenance, and inadequate security measures to protect tourists from

potential threats posed by illegal miners.

4.4.6.2. Opportunities to Improve Marketing for the BRCNR.

Seven participants (2, 3, 5, 7, 8, 9, and 10) believe that upgrading the state of the
infrastructure in the reserve to a more modernised one, and adding more
entertainment activities, could be a great opportunity to attract a larger number of
tourists and increase revenue generation. Participant 7 even stated that “Other
adventure activities could be added to these destinations to keep them more
entertaining, to make tourists stay longer, and to interact with the locals.” Similarly,
Participant 10 also mentioned that “add a cable car, to keep tourists in Mpumalanga,
not to visit other provinces for it, such as Skywalk and hotels around.” This indicates
that having the reserve as raw as, limits tourists from staying within the reserve,
thereby reducing their spending on local communities that contribute to poverty
alleviation (SDG 1).

Participants (4 and 8) also noted that more collaborations and partnerships with other
tourism-related organisations could help promote the reserves at a lower cost, as
budget is the primary challenge preventing most initiatives from happening in the

reserve. Participant 4 even stated that “The best approach is to leverage partnerships
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and collaboration,” because over-reliance on government grants alone is ineffective,

as they are being reduced each year.

Based on the above, if the reserve can be better maintained in terms of infrastructure
and more entertainment activities are added, tourists may spend more, thereby
increasing revenue and creating more employment opportunities (SDG 8) and

alleviating poverty (SDG 1).

4.4.6.3. Resources Needed to Better Market BRCNR Sustainably.

Eight participants (1, 2, 3, 4, 5, 7, 9, and 10) believe that having sufficient financial
resources could improve the reserve's marketing, maintenance, and employment
opportunities for field workers to sustain the reserve. Participant 7 said that “In terms
of financial resources, we have been allocated a limited budget in the current financial
year compared to the previous year,” which, however, is not enough to cover
maintenance, marketing, and salaries for workers. Additionally, participant 10 further
mentioned that “our budget is centralised or controlled at the head office, which makes
it difficult to go the extra mile, even if we may have great ideas to improve the reserve.”
This is also stated by participant 6, who notes that BRCNR requires someone within
the reserve to always be present and promote the reserve directly, as everything must

be approved by the MTPA first, which is their headquarters.

Eight participants (1, 3, 5, 6, 7, 8, 9, and 10) believe that the reserve needs to hire
more technically skilled personnel to maintain the reserve and upgrade its
infrastructure maintenance. Having limited staff members also limits the proper
operation of the reserve, as one person is expected to perform multiple duties.
Participant 4 even said that “We need skilled and experienced workers to perform
specific tasks and enhance the infrastructure of the reserves and the facilities to
properly run the reserve.” This highlights the importance of having personnel who are
well-equipped with the necessary skills to hit the ground running and complement each
other for the effective operation of the reserve. Additionally, Participant 10 also
mentioned that “We need human resources to have well-informed people about nature
conservation and technology, so that we can combine both traditional and modern

generations in terms of marketing.”
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Based on the above, having a sufficient budget could improve the reserve's financial
position by allowing it to hire more full-time employees, reduce reliance on the EPWP,
upgrade infrastructure, and better market the reserve to attract more tourist arrivals,

thereby increasing revenue.

4.4.6.4. Additional Suggestions

Participants (1, 5, and 6) suggested that more collaboration with various tourism-
related stakeholders could facilitate the promotion of Mpumalanga as a destination of
choice, thereby maximising revenue and circulating it within the communities.
Participant 5 even said that “if we can have more collaborations with different sectors,
we can do more for the Mpumalanga province in terms of promoting it as a tourist
destination,” because in most cases, the budget is insufficient, but partnerships can
make it easy to market the destinations. Furthermore, participant 1 also mentioned
that “We do have a programme called Indigenous Knowledge Collector, where people
work with the traditional healers, elders and leaders of the communities in explaining
different plants around the reserve and their usage.” These programs play a vital role

in preserving the community's cultural heritage.

Participant 2 suggested that the reserve should create more universal access areas
to ensure that everyone is welcome and can experience the reserve in the same way
as everyone else. Furthermore, participant 9 added that “having technically skilled
people to work in the reserve can improve the overall functioning of our reserve.”

However, five participants (3, 4, 7, 8, and 10) did not have any additional suggestions.

4.5. FINDINGS DISCUSSIONS

The findings demonstrate that marketing strategies employed by the Blyde River
Canyon Nature Reserve (BRCNR) are largely effective in attracting and influencing
tourists. Quantitative results revealed that word of mouth and social media platforms
were the most influential sources of awareness, while qualitative insights highlighted
the trust and credibility built through personal recommendations and digital
engagement. This supports Mai and Chen (2025), who asserted that word-of-mouth
remains one of the most powerful marketing tools in tourism, as it conveys authentic
experiences that build visitor confidence. Similarly, Saria et al. (2024) highlight the role

of social media marketing and content relevance in shaping tourist decisions, which
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resonates with the finding that nearly half of respondents rated marketing efforts as
“very effective.” Tourist motivations were dominated by scenic landscapes and natural
beauty, followed by adventure activities, confirming the reserve’s appeal as both an
ecotourism and adventure destination. Recommendations from others further
reinforced the importance of interpersonal influence in decision-making. Seasonal
preferences revealed spring (Sep—Nov) as the most favoured period, attributed to
favourable weather and visibility of iconic sites such as God’s Window. Jikidze (2025)
notes that seasonality is shaped by climatic conditions and holiday cycles, which not
only drive visitation but also create temporary employment opportunities (SDG 8).
However, seasonality also poses risks of over-tourism, environmental degradation,
and cultural commercialization, underscoring the need for balanced management

strategies.

The findings consistently highlighted the visibility and effectiveness of sustainability
practices within the BRCNR. Respondents widely recognized eco-friendly
infrastructure such as recycling bins, educational signage, and guided walking paths,
alongside effective waste management. Visitors reported increased awareness of
conservation issues and environmental responsibility, with many expressing stronger
support for conservation efforts after their visit. These findings align with Mabibibi et
al. (2021), who emphasised the role of protected areas in advancing SDG 13 (Climate
Action) and SDG 15 (Life on Land) through biodiversity preservation and climate-
conscious practices. Importantly, while sustainability marketing messages were
acknowledged, they were not the primary driver of visitation, suggesting that
experiential exposure to conservation practices may be more impactful than

promotional messaging alone.

The level of tourist satisfaction with the BRCNR was high, indicating that the reserve
met tourists’ expectations. Most tourists were convinced to recommend the reserve to
other potential travellers and revisit it themselves. The findings indicated that
marketing aligned well with their actual experiences, reinforcing credibility and trust.
Findings further affirmed value for money, while customer service and communication
were rated highly. These findings support Girisaran et al. (2025), who maintain that

marketing must evolve into relationship building through quality experiences to foster
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loyalty and repeat visitation. Word-of-mouth potential was particularly strong; they

would recommend the reserve, further amplifying its promotional reach.

The findings highlighted that visits contribute to job creation and economic
development (SDG 1 & 8), while marketing campaigns highlighted community
empowerment and poverty alleviation (SDG 1). Conservation awareness and eco-
friendly practices directly support SDG 13 and SDG 15, ensuring that tourism
development is environmentally responsible and socially inclusive. These findings
align with studies by Rao et al. (2024) and Mammadova et al. (2025), which show that
the involvement of local communities in tourism development builds a sense of
belonging and enhances effective, inclusive decision-making, ensuring that everyone

is heard.

The findings reinforce the multidimensional role of tourism as both an economic driver
and a catalyst for sustainable development, positioning BRCNR as a model for
integrating tourism growth with environmental conservation and community
empowerment. These findings indicate that effective promotion attracts diverse
visitors, authentic experiences drive satisfaction and loyalty, and visible conservation
practices enhance awareness and support for environmental protection. The
integration of both quantitative and qualitative findings reveals the tourism’s dual role
in ensuring the sustainability of ecotourism destinations and serving as a
transformative force in sustainable development. By integrating marketing, visitor
experience, and Sustainable Development Goals, set BRCNR as an example of how
responsible tourism can concurrently advance economic development, social

empowerment, and environmental conservation.

4.6. CHAPTER CONCLUSION

The aim of this chapter was to present the empirical results of the study. Frequencies
(in tables, graphs, and pie charts), means, and standard deviations were used to
discuss the descriptive results. Quantitative analysis: Exploratory Factor Analyses
(EFA) was performed on the data to identify the latent constructs. All four factors
demonstrated strong internal consistency or reliability, with Cronbach’s Alpha values
above 0.70, confirming that each underlying dimension was measured by all items.

The Bartlett’s test of sphericity produced a significant (p < 0.001) result for the four
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factors, demonstrating that item correlations were sufficiently strong to justify factor
extraction. Qualitative results analysis was reported verbatim, and an interpretation
was provided at the end of every section. The themes were sorted in accordance with
the literature and involved the following: The officials’ information (position,
responsibilities, and so forth), marketing strategies/efforts applied by the BRCNR,
contribution to the SDGs, conservation awareness, tourism seasons and trends, the

challenges and opportunities, and lastly, the additional suggestions/comments.
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CHAPTER 5: CONCLUSIONS AND
RECOMMENDATIONS

5.1. INTRODUCTION

The chapter’'s main aim is to present conclusions and offer recommendations based
on the study’s findings. The aim of this study was to assess the effectiveness of MTPA-
managed nature reserves marketing efforts and their contribution to the Sustainable
Development Goals (SDGs 1, 8, 11, 13, and 15), specifically in the case study of the

Blyde River Canyon Nature Reserve.

5.2 SUMMARY OF THE KEY FINDINGS AND CONCLUSIONS, BASED ON THE

SET OBJECTIVES

To achieve the main aim of this study, the following objectives were set in Chapter 1

and fulfilled throughout the study to achieve the primary aim of the study:

e The first objective was to examine the current marketing strategies that are applied
by the Mpumalanga Tourism and Parks Agency (MTPA) to promote the Blyde River
Canyon Nature Reserve (BRCNR). This objective was achieved in Chapter 2 of
the study. The examination of the current marketing strategies and efforts applied
to promote BRCNR was done by means of an in-depth discussion on the following
aspects:

o Understanding tourism marketing and efforts in nature reserves.
o Discussing the role of marketing in tourism protected areas.
o Analysing digital marketing in tourism protected areas.

o Discussing visitor behaviour and destination perception.

e The second objective was to determine the extent to which BRCNR’s marketing
efforts contribute to the selected Sustainable Development Goals (SDGs 1, 8, 11,
13, and 15). This objective was achieved in Chapters 2 and 4 of the study. To
determine the extent of contribution to the SDGs, was done by means of an in-
depth discussion based on the following aspects:

o Understanding sustainable tourism and the SDGs
o Discussing the Sustainable Development Goals (SDGs) and Tourism

o Analysing the SDGs in the context of the nature reserves
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o

Analysis of the descriptive elements relating to BRCNR’s perceived

contribution to Sustainable Development Goals (SDGs)

The third objective was to assess how the selected marketing strategies influence

conservation awareness among tourists and the officials at Blyde River Canyon

Nature Reserve, and to identify the peak tourist seasons within the reserve. This

objective was achieved in Chapter 4 of the study. Assessing the influence of

marketing strategies on conservation awareness was done by means of a thorough

discussion on the following aspects:

o

Analysis of the descriptive marketing awareness, seasonality, and tourism
activities

Analysis of the descriptive sustainability marketing and conservation
awareness.

Understanding the effectiveness of Marketing Strategies applied by
BRCNR.

Determining the relationship between marketing strategies and

conservation awareness.

The fourth objective was to identify challenges and opportunities for enhancing

marketing practices that support sustainable tourism within the Nature Reserve.

This objective was achieved in Chapter 4 of the study. The identification of the

challenges and opportunities to enhance marketing was done by means of an in-

depth discussion on the following aspects:

o

©)

©)

Understanding the challenges encountered in the implementation of
marketing strategies/efforts.
Understanding the opportunities to improve marketing for the BRCNR.

Discussing the resources needed to better market BRCNR sustainably.

5.2. CONCLUSIONS
5.2.1. CONCLUSION REGARDING THE EXAMINATION OF THE CURRENT MARKETING
STRATEGIES AND EFFORTS APPLIED BY THE MTPA TO PROMOTE THE BRCNR

(CHAPTER 2).
Marketing is important in positioning a destination in the minds of consumers
(c.f.2.7).
( ]
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Marketing ensures that the extended marketing mix for the developed product

meets customer demands (c.f.2.4.2).

Digital Marketing is less costly and effective for reaching a global audience and

increases profit generation (c.f.2.5).

Social media is becoming a key platform to reach out to a large audience (c.f.2.5.1).

Social media makes it easy to interact directly with potential consumers (c.f.2.5.1).

Website marketing allows the tourism organisations to build their digital portfolio

(c.f.2.5.2).

Destination branding makes it possible for a destination to market its products

(c.f.2.7).

Word of mouth is an influential marketing strategy for nature reserves (c.f.2.6).

Word of mouth is an influential factor that contributes to customer revisit (c.f.2.6).

The factor analysis for the marketing effectiveness revealed the following:

o Respondents showed overall positive perceptions of BRCNR’s marketing
strategies, with mean scores between 1.83 and 2.55 and SD values below 1.0,
indicating consistent responses (c.f.4.2.3).

o Marketing strategies were viewed as effectively communicating the reserve’s
unique features (M = 2.30; SD = 0.8) (c.f.4.2.3).

o Websites and social media platforms were considered easy to access and use
(M =1.83; SD = 0.6) (c.f.4.2.3).

o Digital platforms, especially social media, were seen as effective promotional
tools for attracting potential tourists (M = 2.02; SD = 0.7) (4.2.3).

o Marketing content was perceived as regularly updated and relevant (M = 2.30;
SD =0.7) (c.f.4.2.3).

o Marketing efforts successfully stimulated interest in visiting the reserve (M =
2.34; SD =0.7) (c.f.4.2.3).

o Respondents found online information easy to access (M = 2.14; SD = 0.6)
(c.f.4.2.3).

o Communication platforms such as the MTPA website and brochures were
considered informative (M = 2.06; SD = 0.7) (c.f.4.2.3).

o Information regarding local culture and heritage was clearly communicated (M
=2.32; SD =0.7) (c.f.4.2.3).
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o Visitors reported receiving timely and accurate information before and during
their visit (M = 2.09; SD = 0.7) (c.f.4.2.3).

o Marketing strategies were seen as reflecting environmental conservation and
sustainability values (M = 2.23; SD = 0.8) (c.f.4.2.3).

o The statement on whether marketing influenced destination choice over
competitors scored more neutral (M = 2.55; SD = 0.8), suggesting room for
improved competitive positioning (c.f.4.2.3).

o MTPA’s marketing materials were found adequate for trip planning (M = 2.18;
SD =0.7) (c.f.4.2.3).

o Marketing content was perceived as effective in promoting conservation
awareness (M =2.18; SD =0.7) (c.f.4.2.3).

o Overall, BRCNR’s marketing strategies are effective, accessible, informative,

and largely aligned with visitor expectations (c.f.4.2.3).

The T-test revealed that there were no significant statistical differences found for
gender regarding existing marketing strategies, Perceived contribution of BRCNR
to the SDGs (c.f.4.3.5.1).

Significant differences were observed for visitor status regarding the effectiveness
of existing marketing strategies. The results suggest that existing marketing
strategies are more effective for repeat visitors, likely due to stronger brand
recognition and familiarity, while first-time visitors may not be sufficiently reached

or engaged (c.f.4.3.5.2).

Significant differences were observed for visitor status regarding tourist satisfaction
and perception at the BRCNR (c.f.4.3.5.2).

In terms of the tourism experience, repeat visitors reported higher satisfaction
levels, whereas first-time visitors may feel uncertain, overwhelmed, or insufficiently
informed during their visit (c.f.4.3.5.2).

Lastly, the analysis indicated a borderline difference between first-time and repeat
visitors regarding sustainability marketing practices and conservation awareness
(p = 0.069). Although this difference was not statistically significant, it suggests a
potential trend whereby repeat visitors may have slightly higher awareness of

sustainability initiatives compared to first-time visitors. This finding highlights an

107

—
| —



area for further investigation, as enhancing sustainability communication could

benefit first-time visitors and strengthen overall visitor engagement (c.f.4.3.5.2).

5.2.2. CONCLUSION REGARDING THE EXTENT TO WHICH BRCNR’S MARKETING
STRATEGIES/EFFORTS CONTRIBUTE TO SELECTED SUSTAINABLE DEVELOPMENT
GOALS (1, 8, 11, 13, and 15) (CHAPTERS 2 AND 4).

Overall, respondents somewhat agreed that marketing campaigns highlighted
aspects of community empowerment and poverty alleviation linked to SDG 1 (M =
2.18; SD =0.72) (c.f.4.2.6).

The maijority of the respondents believed that the reserve contributes positively to
local job creation and inclusive economic growth (SDG 8), as reflected in a mean
of 1.71 (SD = 0.88), indicating a strong perceived economic benefit (c.f.4.26).

A very high proportion of respondents agreed that the promotion of BRCNR
encourages responsible and sustainable travel (SDG 11) (M = 1.61; SD = 0.65),
resulting in the lowest mean score in this category (c.f.4.2.6).

Perceptions of inclusive and sustainable tourism infrastructure, including features
that support universal access, were also positive (M = 1.75; SD = 0.77) (c.f.4.2.6).
Environmental sustainability messages aligned with SDG 13 were moderately
recognised, with 75% of respondents agreeing that promotional content
emphasised environmental protection and climate awareness (M = 2.17; SD =
0.68) (c.f.4.2.6).

The maijority of the respondents agreed that marketing emphasised biodiversity
conservation and the protection of natural heritage (SDG 15), reflected in a mean
value of 2.20 (SD = 0.63) (c.f.4.2.6).

The reserve is viewed as promoting economic empowerment, encouraging
responsible tourism behaviour, supporting inclusive tourism infrastructure, and

advancing environmental and biodiversity awareness (c.f.4.2.6).

5.2.3. CONCLUSION WITH REGARD TO HOW THE SELECTED MARKETING
STRATEGIES INFLUENCE CONSERVATION AWARENESS AMONG TOURISTS AND
THE OFFICIALS AT BRCNR, AND TO IDENTIFY THE PEAK TOURIST SEASON WITHIN
THE RESERVE (CHAPTER 4).
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e Overall, respondents somewhat agreed that the marketing messages of the
reserve emphasised environmental conservation and sustainability (M = 2.37; SD
=0.74) (c.f4.2.4).

e Respondents widely recognised eco-friendly practices such as, recycling bins,
educational signage, and nature walking paths (M = 1.66; SD = 0.68) (c.f.4.2.4).

e Marketing materials also played a moderate role in helping visitors understand the
importance of conserving nature (M = 2.19; SD = 0.82) (c.f.4.2.4).

e Respondents reported an increase in their awareness of conservation issues
following their visit (M = 2.05; SD = 0.68) (c.f.4.2.4).

e Respondents also noted that they learned about biodiversity and the ecological
significance of the BRCNR during their visit (M = 2.26; SD = 0.76) (c.f.4.2.4).

e Respondents agreed that the reserve promotes conservation awareness (M =
2.13; SD =0.71) (c.f.4.2.4).

e The results demonstrate that BRCNR’s sustainability marketing and on-site
environmental practices are generally effective in informing, educating, and raising
conservation awareness among visitors (c.f.4.2.4).

e The results show that the Spring and Summer/Festive seasons are the busiest

seasons in the reserve (c.f.4.4.5.1).

5.2.4. CONCLUSIONS REGARDING THE IDENTIFICATION OF CHALLENGES AND
OPPORTUNITIES FOR ENHANCING MARKETING PRACTICES THAT SUPPORT
SUSTAINABLE TOURISM WITHIN THE NATURE RESERVE (CHAPTER 4).

e The Challenges to Enhance Marketing Efforts

o The reserve has budget constraints, which limit the reserve from implementing
more diverse marketing strategies to promote BRCNR (c.f.4.4.6.1).

o Thereserve is poorly maintained in terms of infrastructure, which is also caused
by the budget constraints (c.f.4.4.6.1).

o The BRCNR is mainly relying on word of mouth and recommendations for it to
be marketed (c.f.4.4.6.1).

o There are illegal miners within the reserve that pose a life threat to tourists
(cf4.4.6.1).

o There are limited staff members in the reserve, which makes one perform more

than one responsibility in the reserve (c.f.4.4.6.1).
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e The Opportunities to Enhance Marketing Efforts

o The majority of the participants suggested that most of the challenges that
hinder the reserve are budget-related; if the budget can be increased, a lot of
the challenges would be resolved (c.f.4.4.6.2).

o Improving the infrastructure around the reserve and adding more entertainment
activities, the reserve can attract more tourists who will spend more within the
reserve (4.4.6.2).

o Collaborating with different tourism-related stakeholders can improve the
marketing efforts and reach more audiences (c.f.4.4.6.2).

o Hire more technical staff members who are knowledgeable about nature

conservation and reduce reliance on the EPWP (c.f.4.4.6.2).

5.3. RECOMMENDATIONS

This section focuses on the recommendations regarding the assessment of the
effectiveness of MTPA-managed nature reserves marketing efforts and their
contribution to the Sustainable Development Goals (SDGs 1, 8, 11, 13, and 15),
specifically in the case study of the Blyde River Canyon Nature Reserve, will be made
in this section, and the recommendations for emerging research in this field of study.
Based on the findings of this study on marketing effectiveness, sustainability practices,
and visitor perceptions at Blyde River Canyon Nature Reserve (BRCNR), the following
recommendations are proposed, with practical steps and measurable outcomes to
ensure their implementation is effective and aligned with Sustainable Development
Goals (SDGs).

1. Enhancing marketing effectiveness:

To improve the reach and impact of marketing efforts, BRCNR should develop targeted
social media campaigns that emphasize the reserve’s unique natural and cultural
features, complemented by regularly updated marketing materials that include visitor
experiences, testimonials, and conservation messages. The success of these efforts
can be measured through increased social media engagement, aiming for a rise in
likes, shares, and comments within 12 months, and an increase in advance bookings

via the BRCNR website within the same period.
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2. Promoting sustainability awareness:

BRCNR should integrate interpretive signage, eco-trails, and guided tours that
highlight conservation practices and sustainability principles. Additionally, educational
activities, such as workshops or interactive demonstrations of local biodiversity, should
be offered to visitors. The effectiveness of these initiatives can be assessed through
visitor feedback, targeting surveyed visitors reporting increased awareness of
environmental conservation after participating, and annual visitor knowledge

assessments to track improvements in conservation understanding.

3. Improving tourist satisfaction and experience:

To enhance visitor satisfaction, the reserve should implement feedback mechanisms,
such as kiosks or post-visit surveys, and ensure timely access to clear, accurate
information through brochures, websites, and mobile applications. The outcomes of
these interventions can be measured by achieving an overall visitor satisfaction score
of 4 or higher on a 5-point Likert scale within one year, while reducing complaints

related to information access.

4. Supporting local community and SDG contributions:

BRCNR should collaborate with local artisans, guides, and businesses to create
tourism packages that are inclusive of local communities, while promoting community-
based initiatives such as sustainable handicraft markets or cultural events. Progress
can be monitored through measurable outcomes, including an annual increase in local
employment opportunities and the establishment of at least 2 community-based
sustainable tourism initiatives each year, with participation and revenue generation

tracked.

5. Monitoring and evaluation of marketing and sustainability practices:

Finally, the reserve should conduct quarterly reviews of marketing strategies and
visitor engagement metrics, and track participation and learning outcomes from
conservation programs annually. Measurable outcomes for these activities include
documented improvements in visitor engagement and satisfaction each quarter, as
well as a year-on-year increase in the proportion of visitors demonstrating enhanced

conservation awareness.
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5.4. STUDY LIMITATIONS AND FUTURE RESEARCH DIRECTIONS

Study limitations

e This study was limited to the Blyde River Canyon Nature Reserve, which does not
represent all the nature reserves in Mpumalanga Province or in South Africa.

e This study focused on the marketing, perceptions of the tourists, and the
management officials of MTPA and BRCNR regarding their contribution to the
Sustainable Development Goals. The inclusion of host community perspectives

may yield deeper insights into the role BRCNR plays in achieving the SDGs.

Future research direction

Future studies should expand the geographical scope beyond the Blyde River Canyon
Nature Reserve to include multiple nature reserves across Mpumalanga Province and
other provinces in South Africa. Comparative studies across different reserves would
enhance the generalisability of findings and enable a more comprehensive
understanding of how marketing efforts contribute to achieving the Sustainable

Development Goals (SDGs) across diverse environmental and institutional contexts.

» Future research should incorporate the perspectives of host communities living
adjacent to protected areas. Including local residents would provide a more holistic
evaluation of how tourism development and marketing initiatives influence socio-
economic development, community well-being, and the realisation of SDGs at the

grassroots level.

* There is a need for longitudinal studies that assess the long-term impact of marketing
strategies implemented by the Mpumalanga Tourism and Parks Agency on
sustainability outcomes. Such studies would allow researchers to track changes over
time and better evaluate the effectiveness and sustainability of current marketing

interventions.

 Future studies could adopt mixed-method or advanced quantitative approaches to
measure the direct and indirect relationships between marketing activities, tourist
behaviour, and specific SDG indicators. This would strengthen causal inferences and
provide more empirically grounded recommendations for policy and practice.
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+ Additional research could explore the role of emerging digital marketing technologies
(e.g., social media analytics, artificial intelligence, and big data) in enhancing
destination competitiveness and sustainable tourism development within protected

areas.

« Lastly, future research should consider including a broader range of stakeholders,
such as private sector tourism operators, conservation organisations, and
policymakers, to develop a multi-stakeholder perspective on sustainable destination

management and marketing.

5.5 CONCLUSION AND CONTRIBUTION OF THE STUDY

In conclusion, the above chapter provides an overview of each objective, indicating
whether it has been achieved by the study and where it is discussed. This chapter
highlights the key conclusions drawn from this study and the recommendations based

on its findings.

Quantitative analysis: Exploratory Factor Analyses (EFA) was performed on the data
to identify the latent constructs. All four factors demonstrated strong internal
consistency or reliability, with Cronbach’s Alpha values above 0.70, confirming that
each underlying dimension was measured by all items. The Bartlett’s test of sphericity
produced a significant (p < 0.001) result for the four factors, demonstrating that item
correlations were sufficiently strong to justify factor extraction. Qualitative results
analysis was reported verbatim, and an interpretation was provided at the end of every
section. The themes were sorted in accordance with the literature and involved the
following: The officials’ information (position, responsibilities, and so forth), marketing
strategies/efforts applied by the BRCNR, contribution to the SDGs, conservation
awareness, tourism seasons and trends, the challenges and opportunities, and lastly,

the additional suggestions/comments.

The study met all its objectives, and the results revealed the following findings. The
examination of existing marketing strategies revealed that digital platforms, especially
social media and websites, were useful, approachable, and educational instruments

for promoting the reserve, generating interest, and conveying its distinctive
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sustainability practices. Factor analysis indicated consistently positive visitor
perceptions, with marketing efforts in line with customer expectations. Significantly,
first-time visitors need more focused communication, while repeat visitors reported
higher levels of satisfaction and engagement, indicating that a well-known brand
attracts more potential travellers. The study discovered that BRCNR's marketing
strategies significantly support SDGs 1, 8, 11, 13, and 15. Respondents confirmed
that campaigns support inclusive infrastructure, responsible tourism, poverty

alleviation, job creation, climate awareness, and biodiversity protection.

The findings demonstrated that marketing strategies and on-site activities successfully
increased conservation awareness; visitors reported learning more about
sustainability, biodiversity, and eco-friendly practices; and peak tourist seasons were
spring and summer/festive. Lastly, the study identified opportunities, such as
increased funding, infrastructure development, and stakeholder collaboration, that
BRCNR can pursue to attract more tourists to Mpumalanga and keep them longer.
However, challenges were identified, including a limited budget, over-reliance on
word-of-mouth marketing, and illegal mining in the reserve that poses a life-threatening
threat to travellers. Together, these results show that although BRCNR's marketing
strategies are generally successful and aligned with sustainability requirements,
strategic enhancements in competitive positioning, resource allocation, and
stakeholder partnerships are necessary to fully leverage marketing as a catalyst for

sustainable tourism and conservation.
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7.3. ADDENDUM C: Interview Guide for MTPA/BRCNR Officials
Structured Interview Guide with MTPA Officials and BRCNR Management

These semi-structured interviews are aimed at gathering in-depth insights into the marketing
strategies, their alignment with SDGs, internal challenges as well as conservation awareness
and perceptions of the reserve management and officials, especially the staff responsible for
marketing the nature reserve.

SECTION A: MARKETING PERSONNEL INFORMATION AT MTPA/BRCNR

A1. Which of the following best describes your level of responsibility at Blyde River Canyon
Nature Reserve?

Entry-level staff Supervisor | Manager | Senior Management Other-please specify

A2. For how long have you been working at Blyde River Canyon Nature Reserve?

Less than 1 year | 1-3 years 4-6 years 7-10 years more than 10 years

A3 Which areas of work are you mainly involved in at the reserve?

Marketing & | Visitor Conservation & | Administratio | Guiding & | Other- please
Promotion Services Environment n Tours specify

A4 Do you have any formal qualifications related to tourism, hospitality, or nature
conservation?

Yes-Diploma Yes- Degree Yes-Postgraduate | No, Other- please specify

SECTION B: MARKETING STRATEGIES AND EFFORTS APPLIED BY THE BRCNR

B1. What marketing strategies or marketing campaigns are currently used to promote
BRCNR?

B2. Which target markets or tourist profiles are you trying to attract with the above marketing
strategies?

B3. Have these strategies proven to be effective? If yes, how is the effectiveness of these
strategies evaluated?

B4. How are marketing decisions and efforts to promote the nature reserve made and
evaluated?

SECTION C: CONTRIBUTION TO SUSTAINABLE DEVELOPMENT GOALS (SDGs)

C1 Based on your observation, how do the marketing efforts applied at BRCNR contribute to
the following specific SDGs?

- SDG 1: No Poverty

- SDG 8: Decent Work and Economic Growth

- SDG 11: Sustainable Cities and Communities
- SDG 13: Climate Action

- SDG 15: Life on Land
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C2. Does BRCNR currently have any specific partnerships or initiatives that align with
sustainable development outcomes? If yes, please elaborate.

SECTION D: CONSERVATION AWARENESS

D1. To what extent do you think your marketing strategies applied by BRCNR raise awareness
about conservation among tourists?

D2. As the BRCNR official, do you measure or track changes in conservation awareness? If
so, please explain how this is done.

SECTION E: TOURISM SEASONS AND TRENDS

E1. According to your records, during which months does BRCNR receive the highest number
of tourist arrivals?

E2. Are there any specific marketing strategies or efforts that target these peak tourism
periods?

E3. How is the effectiveness of these strategies monitored to ensure they attract the right
audience during the peak tourism period?

SECTION F: CHALLENGES AND OPPORTUNITIES AT BRCNR

F1. What challenges do you face in terms of enhancing or implementing marketing strategies
at BRCNR?

F2. What opportunities exist to improve sustainable tourism marketing in this nature reserve?

F3. What resources are needed to better market BRCNR sustainably? Please elaborate in
detail whether financial, human, or technical.

Is there anything else you would like to share (additional suggestions or comments) on how
BRCNR could enhance its marketing to better support sustainability and conservation at the
reserve and surrounding communities?

Thank you for your time and for participating in this interview!
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7.4. ADDENDUM D: QUESTIONNAIRE FOR TOURISTS

QUESTIONNAIRE SURVEY FOR TOURISTS VISITING THE BLYDE RIVER CANYON

NATURE RESERVE (BRCNR)
The aim of this questionnaire survey is to gather insights into the demographic profiles of tourists who

visit the reserve, marketing and sustainability awareness and understanding, the most visited tourism
seasons, as well as the level of satisfaction and perceptions of tourists based on marketing efforts and

their experiences.

SECTION A: DEMOGRAPHICS PROFILES OF THE TOURISTS
Answer each question by filling in an X in a suitable box.

A1. Which province are you from?

Mpumalanga Free State Gauteng ‘ Limpopo ‘ Northern Cape | North-West | Kwa-Zulu Natal

Eastern Cape | Western Cape | If international (specify)

A2 Please indicate your education level.
High school Diploma Degree | Postgraduate Other, please specify

A3. What is your Age group?
| Below 18 yrs | 18-20yrs | 21-30yrs | 31-40yrs | 41-50yrs | 51—60yrs | 61yrs and above |

A4. Which gender identifies you?
| Male | Female | Other | Prefer not to say | |

AS5. What is your historical racial category?
| African | White | Colored | Indian | Other, please specify |

SECTION B: MARKETING AWARENESS, SEASONALITY, AND TOURISM
ACTIVITY
B1. How did you hear about BRCNR? (Ticks all applicable boxes)

Social media BRCNR website | MTPA website Tourism Word of | Printed brochures
platforms fairs mouth

Online Travel Radio/Television | Travel agency Online Other, please specify
Websites advert & Brochures search

B2. How effective was the marketing content and information in influencing your
decision to visit BRCNR?

| Very effective | Somewhat effective | Neutral | Not effective

B3. What motivated you to visit Blyde River Canyon Nature Reserve (Tick all

applicable?)
Scenic Landscapes & | Adventure Recommendations from | Sustainability badge displayed
Natural Beauty activities others on marketing messages
Travel Package deal Historical/cultu | Others, specify
ral interest
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B4. Is this your first visit to Blyde River Canyon Nature Reserve?

| Yes | No | If not, how many times?

B5. Which season do you prefer to visit the BRCNR?

| Summer (Dec-Feb) | Autumn (Mar-May) | Winter (Jun —Aug) | Spring (Sep —Nov) | anytime | Unsure |

And why? Motivate your choice

SECTION C: LIKERT SCALE ON EFFECTIVENESS OF MARKETING
STRATEGIES APPLIED BY THE BLYDE RIVER CANYON NATURE RESERVE

(BRCNR).

Using a scale from 1 (Strongly agree) to 5 (Strongly Disagree), please rate your level of agreement with
the following statements on the effectiveness of marketing strategies applied by the Blyde River Canyon

Nature Reserve (BRCNR).

Statement

Strongly
Agree

Agree

Neither
agree nor
disagree

Disagree

Strongly
disagree

The marketing strategies effectively communicate
the unique features of the nature reserve.

Marketing platforms (e.g., websites, social media)
were easy to access and use.

Social media and digital platforms are effectively
used to promote BRCNR to reach potential tourists.

The marketing content is regularly updated and
relevant.

The marketing efforts made me interested in
visiting BRCNR.

I found it easy to access information about BRCNR
online.

Communication platforms such as the MTPA &
website, or tourism brochures, were informative.

Information about local culture and heritage was
clearly communicated.

| received timely and accurate information before
and during my visit.

BRCNR’s marketing strategies reflect values of
environmental conservation and sustainability.

BRCNR marketing influenced my decision to
choose them over other destinations

MTPA's marketing materials provided enough
information for me to plan my visit.

The marketing materials promoted conservation
awareness effectively and increased my
understanding of the importance of conservation.

—
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SECTION D: SUSTAINABILITY MARKETING, PRACTICES, AND CONSERVATION

AWARENESS

Using a scale from 1 (Strongly agree) to 5 (Strongly Disagree), please rate on the following statements
your level of agreement on Sustainability Messages, Practices, and Conservation Awareness

Statement

Strongly
Agree

Agree

Neither
agree nor
disagree

Disagree

Strongly
disagree

Marketing messages emphasized environmental
conservation and sustainability.

| noticed efforts to promote responsible tourism
during my visit.

There are eco-friendly practices such as recycling
bins, educational signage, and guided nature
walking paths.

Waste management and cleanliness at the reserve
reflected sustainable practices.

Marketing materials helped me understand the
importance of conserving nature.

Signage and guides highlighted sustainability
principles within the reserve.

My visit increased my awareness of conservation
issues.

Tourism activities in the BRCNR are designed to
enhance environmental conservation.

| learned about the biodiversity and ecological
importance of BRCNR

| am more environmentally aware after visiting
BRCNR.

Educational or awareness materials were available
during my visit

The reserve about

conservation

promotes awareness

| feel more aware of environmental protection after
this visit.

Marketing on sustainability influenced my visit.

SECTION E: TOURISTS' SATISFACTION,

EXPERIENCE, AND PERCEPTION.

Statement

Strongly
Agree

Agree

Neither
agree nor
disagree

Disagree

Strongly
disagree

| am satisfied with my overall experience at
BRCNR.

Overall, | am satisfied with the quality of marketing
for BRCNR.

My expectations based on marketing were met
during the visit.

| would recommend BRCNR to friends or family.

The nature reserve offers value for money.

Customer service and communication from

BRCNR staff met my expectations.

| plan to revisit BRCNR in the future.

MPTA's marketing strategies reflect values of
environmental conservation and sustainability.

I can recommend BRCNR based on its ability to
balance tourism and environmental conservation.

Marketing aligned well with my actual experience
at the reserve.
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| would recommend BRCNR to others as an
environmentally responsible destination.

| am more likely to support conservation efforts
after this visit.

SECTION F: BRCNR’S PERCEIVED

CONTRIBUTION TO SUSTAINABLE

DEVELOPMENT GOALS
Statement Strongly Neither Strongly
Agree Agree | agree nor | Disagree | disagree
disagree

Marketing campaigns highlighted community
empowerment or poverty alleviation (SDG 1).

My visit to BRCNR contributes to job creation and
economic development (SDG 1 & 8).

| believe the reserve contributes to local job
creation and inclusive economic growth (SDG 8).

The promotion of BRCNR encourages sustainable
travel and responsible tourism (SDG 11).

The infrastructure in BRCNR supports inclusive
and sustainable tourism (Universal Access) (SDG
11).

Environmental protection and climate awareness
were emphasised in promotional content (SDG 13).

Marketing emphasised biodiversity conservation
and natural heritage protection (SDG 15).

Challenges and Suggestions

Were there any challenges you encountered when preparing for the trip to BRCNR? If yes, please state

What would you like BRCNR to add to their conservation programs to make them entertaining while

tourists learn about conservation?

Thank you for your time and for participating in this survey!
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7.5. ADDENDUM E: REQUEST TO CONDUCT RESEARCH
%% UNIVERSITY OF
MPUMALANGA

Creating Opportunities

Private Bag X11338, Mbombela, 1200
N4 National Road, Hall's Gateway, Mataffin, Mbombela, Mpumalanga

Emails: info@mtpa.ac.za

Dear MTPA Manager

Request for Permission to Conduct Academic Research at Mpumalanga
Tourism and Parks Agency (MTPA).

In fulfilment of the requirements for the Master of Tourism and Hospitality Management a full
research thesis, our students are expected to complete a research project. In this regard, we
are kindly requesting permission for (Bonginkosi Innocent, Hlatshwayo, 220369933) to

conduct his project in your organisation. The title of the project is:

Assessing the Marketing Efforts of MTPA-managed Nature Reserves and Their
Contribution to Sustainable Development Goals: A Case Study of Blyde River

Canyon Nature Reserve, Mpumalanga.

Employees who are willing to participate will be asked to participate in an interview or complete

the questionnaires / answer the questions.

We would like to make it clear that the project is solely for academic purposes, and the
company’s name or the employees who will participate in the project will remain anonymous.
The project will be guided by the University of Mpumalanga’s ethics policy, together with the
POPI Act in ensuring that personal information is kept private. Accordingly, details of the

project will not be publicized without consent or permission from the company.

A copy of the completed feedback report will be available to you on request. For further details

please contact the undersigned.

Your approval will be greatly appreciated.
Kind regards,

B Hlatshwayo

220369933@ump.ac.za

137

—
| —


mailto:info@mtpa.ac.za
mailto:220369933@ump.ac.za

7.6. ADDENDUM F: UMP ETHICAL CLEARANCE
Faculty Research Ethics Committee FREC-UMP

%% UNIVERSITY OF
v MPUMALANGA

Ref:
UMP/Hlatshwayo/08/20
25 Date: 28 August
2025

Bonginkosi Innocent Hlatshwayo
[220369933] School of Tourism
and Hospitality University of
Mpumalanga

RE: APPROVAL FOR ETHICAL CLEARANCE FOR THE STUDY:

Assessing the Marketing Efforts of MTPA-managed Nature Reserves and Their Contribution
to Sustainable Development Goals: A Case Study of Blyde River Canyon Nature Reserve,
Mpumalanga

Reference is made to the above heading.

The Chairperson, on behalf of the Faculty Research Ethics Committee (Faculty of Economics,
Development and Business Sciences) UMP, approved the ethical clearance of the above-mentioned
study.

Any alteration/s to the approved research protocol i.e., Title of the Project, Location of the Study,
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Sustainable Development Goals: A Case Study of Blyde River Canyon Nature
Reserve.

Reference is made to the above heading.

The Chairperson, on behalf of the Faculty Research Ethics Committee (Faculty of Economics,
Development and Business Sciences) UMP, approved the ethical clearance of the above-mentioned

study.

Any alteration/s to the approved research protocol i.e., Title of the Project, Location of the Study,
Research Approach, and Methods must be reviewed and approved through the amendment/
modification prior to its implementation.

PLEASE NOTE: Research data should be stored securely in the school/division for a period of 5 years.

The Ethical Clearance certificate is only valid for a period of 3 years from the date of issue. Thereafter,
Recertification must be applied for on an annual basis.

Pt —

Prof. Ogujiuba Kanayo

Chairperson: FREC,

Faculty of Economics, Development and Business
Sciences, University of Mpumalanga
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7.8 ADDENDUM H: FRIC Proposal Letter

UNIVERSITY OF
MPUMALANGA

Creating Opportunities

FACULTY OF ECONOMICS, DEVELOPMENT ANMD BUSIMESS SCIEMCES
FACULTY RESEARCH AND INMOVATION COMMITTEE (FRIC)

PROPOSAL REVIEW LETTER
Ciate 10 July 2025

Diear Bonginkosi Hatshwayo (220360933)

Research proposal topic:
Assessing the Marketing Efforts of MTPA-managed Mature Reserves and Their

Contribution to Sustainable Development Goals: A Case Study of Blyde River Canyon
Mature Reserve, Mpumalanga.
“our research proposal was read by FRIC and the oulcome ks that it was:

A Acoepted as satisfactony *
B. Accepted but requires minor changes to b= made
C. Accepied but requires major changes o be made.

D. Rejected

Yours sinceraly

Calvin Gaandure [FhDv

Charperson, Scientfic Pear Review Committee,

W prndn Ly Caerupapn | L 0 s T g = =TT Ceiviaral mswjidebion “ediodiool]
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7.9. ADDENDUM I: MTPA APPROVAL LETTER

R

Mpumalanga =

TOURISM AND PARKS AGENCY

An Entity of the Department of Economic Development and Tourism

OFFICE OF THE CEO

Enquiries: Mr. Ntwanano Mtungwa
Email: Ntwanano.mtungwa@mtpa.co.za
Cell: 079 829 7179

MR. BONGINKOSI HLATSHWAYO
University of Mpumalanga
Student Number: 220369933

BY EMAIL: konanani.thwala@ump.ac.za

Dear Mr. Hlatshwayo,

RE: REQUEST FOR PERMISSION TO CONDUCT ACADEMIC RESEARCH AT
MPUMALANGA TOURISM AND PARKS (MTPA)

The above matter has reference.

This letter serves to inform you that we have received your request and grant you
permission and access to conduct your academic research project at Mpumalanga
Tourism and Parks Agency for Masters Tourism under the topic Assessing the
Marketing Efforts of MTPA-managed Nature Reserves and contribution to
sustainable development goals: A Case Study of Blyde River Canyon Nature
Reserve, Mpumalanga.

For any further clarity you may contact Mr. Ntwanano Mtungwa, Executive Manager:
Tourism on 079 829 7179 or Ntwanano.mtungwa@mtpa.co.za to make the necessary
arrangements.

Trust that you find the above to be in good order.
Kind regards,

21 A\

VA J\(‘_\E\}L a

MR MJ MOHLALA
ACTING CHIEF EXECUTIVE OFFICER DATE: 10/07/2025

Private Bag X11338, Mbombela, 1200
N4 National Road, Hall’s Gateway, Mataffin, Mbombela, Mpumalanga
+27 (0)13 065 0859/0860 | Email: info@mtpa.co.za

Reservations: +27 (0)13 065 0865 | reservations@mtpa.co.za )}%
—
Report Fraud, Theft and Corruption and Save the MTPA MﬁH:ENOIFAn!EﬁSNGGSﬁJ
Tip-Offs Anonymous: 0800 214 775 | 0800 204 625

Ty
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7.10. ADDENDUM J: INFORMATION LEAFLET

UNIVERSITY OF
v MPUMALANGA

C(GJ\lﬂg OPPOF[UT’\\UCS

Researcher: Bonginkosi Hlatshwayo (220369933)
Supervisor: Dr Konanani Thwala

Name: Dr Konanani Thwala

Telephone: 013 002 0214

E-mail address: Konanani.thwala@ump.ac.za

Dear Respondent

| am, Bonginkosi Hlatshwayo, a Master of Tourism and Hospitality Management student at the
University of Mpumalanga, in the Faculty of Economics, Development and Business Sciences.
You are invited to take part in an academic (Master's) research study. Ethical considerations
have been considered in accordance with the UMP guidelines. The primary objective of this
study is to: Assess the Marketing Efforts of MTPA-managed Nature Reserves and Their
Contribution to Sustainable Development Goals: A Case Study of Blyde River Canyon
Nature Reserve, Mpumalanga. This information will assist nature reserves in improving their
marketing efforts and environmental conservation and enhance their contribution to the SDGs.
For this to happen we need your view in terms of marketing efforts and environmental
conservation of the reserve. If you decide to take part in the study, you will be required to
please sign the consent form and participate in a survey.

The questions are strictly for the purpose of this research study. Please note that your
participation in the interview or the survey is completely voluntary, and you are allowed to
withdraw any time should you wish to. Your name will not be recorded anywhere, and no one
will be able to connect you to the answers you give. Your answers will be given a code number,
or a pseudonym and you will be referred to in this way during data analysis and discussion of
results in the research report. All responses will be summarised together as a group with other
respondents with no reference to individuals. This research is strictly for educational or
academic purposes and to provide anonymous feedback to the MTPA. Ethical clearance has
been obtained from the University of Mpumalanga and the MTPA have agreed that the study
can take place.

Your co-operation and participation in the study will be greatly appreciated. Please sign the
informed consent below if you agree to participate in the study. Kindly, answer each question
honestly and accurately as your participation in this process is essential to the success of this
study.

Yours faithfully

Bonginkosi Hlatshwayo

Signature
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7.11. ADDENDUM K: CONSENT FORM

UNIVERSITY OF
u MPUMALANGA

Creating Opportunities

CONSENT FORM
I agree to and am voluntarily taking

part in this research project.

| understand that | have the right to withdraw from the study at any time and may
choose no longer to participate without having to explain myself.

| am aware that the information | provide on the questionnaire is for
educational/academic purposes.

| understand that my name will not be recorded.

| have been provided with, and have read, the information leaflet regarding this
research study.

| have had the opportunity to ask any questions related to this study, and received
satisfactory answers to my questions, and any additional details | wanted.

| agree to answer the questions to the best of my ability.

I understand that | may refuse to answer any questions that | do not feel comfortable

answering.

By signing this letter, | give free and informed consent to participate in this research
study.

DATE 01-09-2025

PARTICIPANT

SIGNATURE

RESEARCHER Bonginkosi Hlatshwayo | RESEARCHER SIGNATURE B Hlatshwayo
NAME

This research is being conducted by Bonginkosi Hlatshwayo.

Telephone: E-mail: 220369933@ump.ac.za

If there are any further questions about the research study or the questions themselves, please

contact the Supervisor (Dr Konanani Thwala) at UMP. The Supervisor’s contact details are as

follows:

Supervisor

Tel: 013 002 0214 Email: Konanani.thwala@ump.ac.za

This research project has received ethical approval from the School Research Ethics
Committee.
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