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1.0 CHAPTER ONE

1.1 Introduction
In recent times the idea of place or nation branding has been a keen interest among developed and developing economies as a result of the impacts globalisation
 of the world that has brought a lot of competition among nations, organisations and individuals. Therefore, research has shown that nations that seek to brand themselves both locally and internationally as good tourism destinations have engaged in a fierce competition to attract more tourists to their destinations (e.g. Anohlt 2007, Pedersen 2005 etc). It is contends that increased globalization, geopolitical rivalries, and economic compe​tition have created the need for nations to actively brand themselves in an integrated way on what we consider the four pillars or critical dimensions of nation branding: public diplomacy, tourism, exports, and foreign direct investment
.  
 That is, the techniques of marketing associated with commercial products has been embraced and applied by cities, regions as well as countries as a common approach in the bit to attract tourists as well as investors. This view has been shared by Anohlt (2007) that destination branding is becoming an increasingly popular topic and strategy among cities, regions, communities, and countries, as it functions as a helpful means in relation to attracting manpower, citizens, investors, and tourists to a specific area through the creation of an appealing destination brand. Even though it is not new to use techniques from the commercial sector to promote destinations, it is only recently that the discipline of branding has been considered contributing to political, economic, and social strategies (Anholt, 2007)
. Governments are realizing that a new view on identity, strategy, and development is needed in order to be able to compete in a world that is coming more and more together (Anholt, 2007)
. As Pedersen (2005) states, destination branding is an expression of the attention that is now “[...] being paid to the commercial potential of places” (Pedersen, 2005: 27)
.It is imperative to reiterate at this juncture that developed countries such as United States of America, France, Germany, Portugal, Estonia, Poland to name but a few have engaged with experts to help them tinker their identities
. Developing countries especially in Africa could also mimic this commercial behaviour by the developed nations due to the fact that the world is now a global village, thus there will be room always in the global market place for many country brands and it is through branding that can erased the negative perception attributed to Africa to narrow the ever increasing developmental gap between developing economies and developed economies in order to improve their reputation to compete favourably in today’s global market. However, some Africa countries has kick-started in branding themselves a known country is South Africa and this has yielded some business benefit such as inward tourism, investments, and export of South Africa brands and cultural products and employment ratings all improved significantly
.
 According to a freelance journalist, Garry Mar chant (2009) who writes for a magazine for up market traveller in United Nation World Tourism celebrations hosted by Ghana admonished the management of the Ghana tourism industry to be aggressive in the way they market the country tourism potentials, saying that in Europe “we know a lot about Kenya and South Africa but very little about Ghana even though Ghana has very rich and unique attractions”
. It is important that every nation has a brand and for Ghana to brand itself successfully as an emerging tourism destination, Ghana needs to manage its brand. Country brand management which is the conscious and proactive management of the values , behaviours and communications of all major and diverse expressions of the country , so that they reinforce and promote what the nations really stands for to make Ghana great and strong
. Therefore, Brand Ghana Office was established in September 2009 to co-ordinate the development of a compelling national image for the country. The Brand Ghana Office would serve as a supplementary institution to Ghana Tourist Board, Ghana Investment Promotion Council and National Development Planning Commission in promoting Ghana reputation both locally and internationally. 
According to United Nations World Tourism Organization (UNWTO, n.d.), tourism is “one of the fastest growing economic sectors in the world,” with international tourism arrivals growing at an annual rate of 6, 5% between 1950 and 2005. This in an increase of 3093% in international tourism arrivals in 55 years time! “The income generated by these arrivals grew at an even stronger rate reaching 11, 2% during the same period.” The worldwide tourism industry had an annual turnover of around US$ 680 billion in 2005 and creates jobs for nearly 200 million people (UNWTO, n.d.)
.The incessant nature of the tourism industry is as a result of the emerging of more destinations that are engage in competing for the same potential visitors. The United Nations World Tourism Organization has it that “While in 1950 the top 15 destinations absorbed 88% of international arrivals, in 1970 the proportion was 75% and decreased to 57% in 2005, reflecting the emergence of new destinations, many of them in developing countries”
. 
Therefore, in order to attract potential tourists emerging destinations ought to posses a certain image, a bit of space in the minds of consumers, thus providing an impetus for destination branding an imperative in the academic world. In the work of Moilanen and Rainisto, it has been noted that “there has been a significant increase during the last five years in research in the field of place branding” and that “destination branding is one of today’s ‘hottest’ topics among place marketers” 
. According to Olins (as cited in Konecnik, 2004), branding has been a growing development, but “research studies on this topic are limited”
.
1.2 Inspiration Underlying the Research

It is important to say that every citizen of a nation would be perturb when the country of his /her origin bad reputation in the international community and will be proud when a positive image is being expressed about the country one hails from. Therefore as an international student and the little knowledge I have acquired in branding in the Tourism course, the idea of nation branding has been the motivation due to the fact that Ghana which is the focus of the study has over the years using several means at its disposal to brand itself and it  will be interesting to look at the recent discovery of oil as to whether or not it could also be a means of branding the country  as a tourism destination Ghana thus gained membership into the oil producing countries and in this regard, the country’s  name needs  to be brought into the international business community and this could perhaps be done through branding. In support of this view is the expression being articulated by the Minister of Tourism Akua Sena Dansua that Ghana’s tourism has a lot to offer, however, there is need for serious branding and advertising.It is argued further that, the tourism sector needs support in terms of effective branding and marketing and called on corporate organisations to adopt specific tourist sites and brand them
. Travel and tourism is one of the most essential and fastest growing areas of the Ghanaian economy. However, it took the country almost forty years following its independence in 1957 to establish a Ministry of Tourism (MoT), whereas other post-colonial nations such as Kenya set up a MoT just one day after independence. Despite making a late start in travel and tourism for a number of reasons, one of these being political unrest, travel and tourism has been making a significant impact on the socio-economic development of Ghana in recent years. With the return of political stability, Ghana is today the third most important tourism destination in The Government is committed to supporting the development of travel and tourism and has adopted a number of measures not only to create a conducive environment for sustainable investment, but also to increase the country’s foreign exchange earnings through travel and tourism
.West Africa in terms of tourist arrivals after Senegal and Nigeria. Travel and tourism is also the fourth highest foreign exchange earner for the country, raking about US$1 billion annually. 

 Another motivation has to do with the successful nation branding of South Africa as an African country despite the negative image of Africa in the international scene. South Africa has been able to market their national heroes most especially Nelson Mandela and proudly export their culture of Vuvuzela. Ghana equally has high profiled personalities like the former UN General Secretary Kofi Annan, living presidents like JJ Rawlings, J. A Kufour to mention but few and more importantly Ghana still have brand Nkrumah alive who led Ghana as the first British colony in Sub Saharan Africa to gain independence and the first president of the Republic of Ghana. Besides, my interaction with colleague’s international students in our kollegium with regards to football, Ghana name is always recognised in Germany 2006 world cup when Ghana national team defeated the world second best team, Czech Republic and the fifth best US, the then president J. A Kufour said “the World cup has put Ghana on the World tourism map, a potential gold mine which must be tapped”
. And the recent success Ghana chalked as the only African football team able to reach the one-sixteenth stage in the 2010 FIFA World Cup hosted by South Africa More importantly is the fact that the current FIFA rankings has placed Ghana Black Stars on the 15th position over their win against Congo in 2012 Africa Cup of Nations qualifier and drawing 1-1 with England in a friendly match Ghana remains Africa number one ranked nation with 918 points
. Besides, in the past travel and tourism in Ghana struggled with a limited supply of travel accommodation facilities.
 However, this problem is being addressed with hotels which meet international standards rapidly increasing. Hotels is receiving a boost as new international luxury hotels are being built or refurbished, most of them concentrated in the capital city of Accra. At present, travel accommodation represents the largest portion of travel and tourism revenue in Ghana, accounting for 34% of tourist expenditure. Hotel development projects currently underway in the country include Hilton, Marriot, Sheraton, Mövenpick Hotel and Resort and the Ambassador Hotel. Upon completion, these new hotels will be able to cater to the increasing number of visitors travelling to the country. Growth in hotel revenue will also be essential in increasing Ghana’s foreign exchange earnings and thereby enhancing development
. Further more healthcares are fast becoming a major tourism product in Ghana and the country is taking advantage of this boom. According to recent research, healthcare is a major reason for people travelling to the country, along with visits to historical and cultural sites and to attend business meetings and conferences. Each year, hundreds of foreign visitors come to Ghana seeking various healthcare services attracted by the promise of cut-price treatment administered by qualified doctors, most of who have been trained in Western countries. Unlike medical tourists in Western countries, visitors to Ghana access services which are often not available in their own countries. Some of the health services offered include physiotherapy, fertility treatment, orthodox medicine and herbal medicine as well as surgical operations. If well promoted, Ghana would benefit enormously from healthcare tourism and could become a haven for complicated surgical procedures such as heart and spinal operations
. Therefore, the question lingering in my mind is ‘If South Africa can, why can’t Ghana?

Destination branding as a global phenomenon where by nations cities, regions as well as resorts engages in positioning themselves in other to differentiate from competitors with the ultimate objective of attracting tourists and investors to boast their economies. Further, tourism is a social and economic phenomenon of profound importance in contemporary society (Crick, 1996). National governments, as well as regional and local authorities promote tourism destinations in order to drive economic growth and profit from its attendant benefits (Belk & Costa, 1996; Hall, 1997). In the Contemporary environment, competition between destinations has become intense (Ashworth & Goodall, 1988) and, in the fight for tourist market share, places are being encouraged to ‘think more like businesses’ (Kotler, Haider, & Rein, 1993, p. 346). Thus, the marketing of places has been turned into an increasingly professionalized, highly organized and specialized industry (Gotham, 2002) 
.
Considering this, since Ghana being a developing economy and have the desire to attract tourists and investors the only choice available to Ghana is to undertake branding campaigns to show case its tourism potentials to the outside world. Ghana’s democracy is growing progressively day by day and has been considered as an icon of democracy and beacon of hope in sub-Saharan Africa and for that matter Africa as a whole This view was reiterated by madam Olga Carbaga, Spain ambassador to Ghana said Ghana was a reliable partner in Africa, an epitome of democracy, stability and security. She said Ghana also had the additional potential to attract investors and tourists.“We admire your country, your democracy, stability and security and will explore all possibilities to invest immensely in tourism,”
. There is proliferation of the media as a result of the passage of the whistle blower Act by Ghanaian parliament that guarantee freedom of speech which is regarded as an asset to destination that actually engages in branding campaign. Further more in 2001, Ghana’s parliament passed “The Right to Abode” which is a legislation that afford any African descent the ability to live and work in Ghana indefinitely. Ghana is the first African country to make such an overture to people in the Diaspora
.The outlook of travel and tourism in Ghana is very positive. The country is positioned to be one of the leading tourist destinations in Africa due to the events that took place in 2009, which helped the nation reinforce its travel and tourism credentials not only across Africa, but also throughout the world. The fact that Ghana was chosen as the first sub-Saharan African country to be visited by US President Obama has helped put the nation under the international tourism spotlight. With Africa benefiting from heritage tourism, this is expected to open up the potential not only for the revival of Ghanaian travel and tourism, but also drive African travel and tourism in general among African-Americans. The US is Ghana’s leading tourism source market and has a high propensity for growth due to the Obama visit. Ghana was also put under the spotlight in late 2009 when it was granted the rare privilege of being the first African country to host the United Nations World Tourism Day. The positive outcome of these events, combined with Government commitments towards developing travel and tourism will help increase interest in Ghana as a favorable travel and tourism destination over the forecast period
. Thus the aforementioned motivators inform this research.
1.3 Objective of the Study

The aims and objective of this research is in two fold namely the theoretical and the practical purpose. The theoretical is to shed light on the ongoing debate among practioners and academics that has to do with the benefits of branding a destination. On the other hand the practical purpose concern with outlying a direction to any destination that engages in its destination branding development.
1.4 Problem Formulation

Nation branding for tourism is not new, but its importance has grown dramatically as tourism has become one of the world’s largest indus​tries. According to the World Tourism Organization, worldwide tourism rev​enues in 2007 reached $856 billion
. With most destinations boasting superb facilities and services, claiming a unique culture and heritage, asserting unparal​leled scenery and wildlife, contending to have the friendliest people, and also competing on price, the need to find a niche and to differentiate from competi​tors is more critical than ever. With 10 countries accounting for nearly 50 per​cent of the market share of international tourist arrivals, active branding has become a necessity for many countries
. In the case of Ghana, international tourist arrivals have shown a strong preponderance towards business and conference meetings, which accounted for 32 per cent of total arrivals. It is important to know that Ghana Tourist Board statistics for 2009 shows 184,639 business tourists, representing 2 3 percent and 72,250 conference tourists, representing nine percent of the total, arrived in the year. From the 2005 figure of 428,533 tourists’ arrivals to the country, the figure has consistently improved over the years to 802,799 arrivals in 2009
. 

A nation or country brand is a nation’s identity that has been proactively distilled, interpreted, internalized among the citizens and projected for international recognition to construct a favorable national image, and enhance nation competiveness. A nation brand must therefore have a competitive identity, to evoke the desirable image and to enhance nation competitiveness.
 Identity is on the sender’s side and therefore precedes image. That is, for a nation to have a compelling image its true identity must be competitive in the first place A nation’s brand identity is a nation’s true self, essence and character, driven by a vision which is both different from others and resistant to change. All nations have identities: names, espoused values and behaviors, anthems, symbols like flags and coat of arms, feel and build of their cities and the environment, whether these are consciously managed or not. However, like commercial brands, for a nation to be competitive and resilient that nation must have identity that is compelling to both domestic and foreign consumers. This is one reason why Ghana has embarked on a conscious branding programme to make the country more attractive to her consumers
.

A nation’s brand image on the other hand is on the receiver’s side. It is the way that the domestic or international actual or potential consumer perceives the nation brand. A nation’s image is the perception of the nation that exists in the mind of the consumer of that nation’s products, tangible and intangible. The chosen or targeted consumer may be actual or potential and includes the people of that nation whose nation brand supporting behaviors form the basis of the nation’s value proposition or promise for effective engagement with international consumers. The international consumer may be a tourist, investor, and buyer of export brands, student, or anyone who can have a positive impact on the quality of life of that particular nation
.
What always baffles me has to do with, whether it is possible for nations especially the developing nations to change the perception being held by foreigners as a result of the role of the western media in shaping the perception of their nationals which always descended on negative reportage. As there is an adage that nothing is impossible under the sun. Therefore in my worldview, it is possible for nations especially the developing economies like Ghana which is increasingly becoming a tourist destination to undertake nation branding campaign in order to improve their image internationally as nation branding is now the order of the day for nations to position and differentiate themselves from their competitors due to globalisation.
 According to the minister of tourism Ms Akua Sena Dansua said Ghana already attracts tourists from the Americas and the United Kingdom but there are untapped potential markets in Asia, Malaysia and China that need to be explored. She noted that
. Ghana’s tourism had a lot to offer, however, there is the need for serious branding and advertising Therefore, what Ghana need is country brand management, which is the conscious and proactive management of the values, behaviors and communications of all major and diverse expressions of the country, so that they reinforce and promote what the nation really stands for, to make Ghana great and strong
. In 2007 the government of Ghana in the quest to improve Ghana’s image internationally established the Brand Ghana Office as a collaborative institution to Ghana Tourist Board. The establishment of Brand Ghana Office is a wise decision because according to Ying Fan that if there is indeed nation branding, the first issue to be addressed is who owns the brand and is responsible for the branding, because the development and management of a nation brand requires a sustained amount of concerted action. Without strong leadership, any campaign in nation branding, like a vehicle ‘with no one at the wheel’, is doomed to fail therefore, the main problem of which this research seeks to address is as follows.
How can Ghana be branded as an emerging tourism destination in Sub- Saharan Africa?
Sub-Questions 

What benefits would Ghana derive from branding herself as a tourism destination in general?

What would be the likely challenges Ghana might face in the quest to branding herself as a tourism destination?
1.5 Limitation of the study

The first limitation of this study is disappointment being encountered from the personnel of Brand Ghana Office  most especially the chief executive officer  targeted to be interviewed whose input will have make this study easier and simple. Also are the difficulties in getting people who have ever visited Ghana for tourism purpose and the small number of the interviewees who avail themselves to be interviewed. Lastly there was not ample time for the researcher to travel back to Ghana to interview the major institutions responsible for tourism. 
CHAPTER TWO
2.0 Methodology
This chapter of the thesis will focus on philosophy of science taking into consideration interpretivism/hermeneutic and social constructivism approach, qualitative research strategy such as qualitative interview and methods of analyzing qualitative data. Below is a diagrammatical structure of this thesis.

2.1 Philosophy of Science

This is concern with the procedures and methods of conducting scientific research. In this regards, there exist two schools of thought namely the positivism and the anti-positivists as a school of thought. The positivism school of thought  is belief to emerge in the 19th century by a Frenchman by name  Auguste Comte (1798-1857) in his major work in six volumes, Cours de Philosophie Positivistic (The Course of Positive Philosophy (1830-1842), outlined many principles of positivism which is still used today
. Positivism is therefore broadly defined “as the approach to the natural sciences”
. According to Bryman, positivism is an epistemological position which is in support of the application of the principles and methods of the natural science to the study of social reality
. This implies that the methods and procedures of the natural science can be employ to studying social reality. The anti- positivists in other words known as interpretivism holds a contrary view and thus opposed the application of scientific model to the study of social world
. Further, interpretivism is a strategy which advocates for the differences between people and objects and expects social scientists to understand the subjective meaning of social action
. Social action refers to the action which people attached subjective meaning with purpose and intent
. It is therefore argued that nonhuman species lack culture and the reasoning to plan out things and attach purpose to their behavior and for that matter urge social scientists to study what is unique to human social behavior
. 

The interpretivism is being recognized to have a relation with hermeneutics and originated in 19th century and can be traced to a German sociologist Max Weber (1864-1920) and German philosopher Wilhem Dilthey (1833-1911)
. In the major work of Wilhem Dilthey, Einleitiung in die Geisteswissenshaften(Introduction to the Human Sciences 1883). According to Dilthey there are two types of science namely Naturewissenschaft meaning abstract explanation and Geisteswissenschaft also meaning an empathetic understanding of the every day lived experience of people in specific historical settings. Hermenuetic is a term which comes from god in Greek mythology, Hermes, who had the job of communicating the desires of the gods to mortals. It “literally means making the obscure plain”(Blaikie, 1993:28)
.Hermeneutic seeks for a in-depth examination of text which could either be a written word(s), conversation and like
. In this regards hermeneutic paradigm is essential in this thesis since various materials such as books, articles on destination branding and the qualitative  interview employ to gather data for the analysis with regards to how Ghana can be branded as a tourism destination in Sub Saharan Africa.

2.2 Social Constructivism
The social constructivism is the ontological position which believes that what individuals and society perceive and understand as reality is itself a construction, a creation of the social interaction of individuals and groups
. Social constructivism as a perspective is being attributed to sociologists Peter Berger and Thomas Luckmann in their 1966 study the, the social construction of Reality
. Social constructivists apply the ideas of Berger and Luckmann to the investigation of social phenomenon, to illuminate the ways in which members of a society come to know and simultaneously create what is real. In connection to this research is my point of view that tourism and for that branding a destination is the creation of the stakeholders made up of tourists, destination management organization and in this sense the identity and image of a tourism destination is an asset and is  the construction of  is  tourism providers. In a nutshell, the identity and image of a tourism destination is a perception being held among tourism stakeholders that is tourists and tourism providers.

Social constructivism as a perspective has been criticized by sociologists Steve Woogar and Doronthy Pawluch that social reality is a subjective creation
. Relating this to the identity and image of a tourism destination in branding is subjective as there is an adage that perceptions are like noses that is the positive impression that is being held by a tourist to a particular tourism destination may be viewed by another tourist may be negative and thus subjectivity comes in with regards to the identity and image of a tourism destination.  

2.3 Research Design

Under the research design is the composition of pre-empirical stage and empirical stage. The pre-empirical stage embodies the research area which is destination branding Ghana as the case area, the problem formulation which how Ghana can be branded as a tourism destination in Sub Saharan Africa and the various theories which has to do with brand identity and brand image, destination image formation theory and brands and destination branding. The empirical stage as another component of the research design also embodies the methods of data collection that is how data for this thesis is to be generated which is through qualitative interviews and the target groups are tourist who have ever visited Ghana and as well as potential tourists, some institutions back in Ghana. The analysis or findings and conclusion are the last part of the empirical stage which is how the data generated is to be analyzed. Below is a diagrammatical representation of this study.
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2.4 Case Study Research Design

There exist many strategies available in carrying out academic research. Yin (1994) postulates five different research strategies including experiment, survey, archival analysis, history and case study
.   In this regards, this thesis adopts the case study research strategy. Bryman and Brugess (1999) define a case study as “a research strategy which focuses on understanding the dynamics present within single setting”
. Hamel (1993) asserts that the case study has proven to be investigations of a particular case. A case study typically examines the interplay of all variables in order to provide a complete understanding as possible to an event or a situation
. I have adopted the case study research strategy because it makes researchers to develop and broaden a person’s an analytic and problem solving skills.  

It is argued that the case study as a research design has suffered so much criticism from the traditional science, but has often been seen as appropriate for conducting pilot studies. The case study research method has proven its worth over the years and produced deeper insight into social phenomena, which had previously been scientific dominant. Yin (2003) maintains that a case study excels when investigating....”a contemporary phenomenon within its real-life context, especially when the boundaries between phenomena and context, are not clearly evident”
. The case study is especially advantageous when “why” and “how” questions are asked about events over which the researcher has a limited control. In this regards the research question for this study is how can Ghana be branded as a tourism destination in sub-Saharan Africa. 
Yin (2003) makes known of two types of case study, the multiple-case and single-case study.  The single case design means only one unique case is being studied and investigated in order to have a critical test on an existing well formulated theory. On the other hand, the multiple case designs are applied when the research study contains more than one single case
. Four different types of design for case study has been identified by Yin (1994) to include single-case holistic design, single-case embedded design, multiple-case holistic design and multiple case embedded designs. The distinction between a holistic and embedded design is that: Whiles a holistic case study takes only one unit of analysis with a global approach, the embedded case study involves multiple units of analysis with the same case
. 

This study would use the holistic-single case design. In this sense, the study would try to answer the research problem using Ghana as a case study. Ghana has been chosen by the researcher because of the fact that as indicated in the introductory chapter that in recent times the idea of place or nation branding has been a keen interest among developed and developing economies as a result of the accelerated globalisation of the world that has brought a lot of competition among nations, organisations and individuals. Therefore, research has shown that nations that seek to brand themselves both locally and internationally as good tourism destinations have engaged in a fierce competition to attract more tourists to their destinations (e.g. Anohlt 2007, Pedersen 2005 etc). It is further put out that increased globalization, geopolitical rivalries, and economic compe​tition have created the need for nations to actively brand themselves in an integrated way on what we consider the four pillars or critical dimensions of nation branding: public diplomacy, tourism, exports, and foreign direct investment
. This thesis has therefore chosen the case study strategy because the objective of the research is to explore how Ghana can be branded as a tourism destination in Sub Saharan Africa. In order to achieve the objective set above, the study focused on the discussion or documentations on brand identity and brand image, destination image formation, brands and destination branding in general. 

2.5 Theoretical Framework

The theoretical frameworks used in this thesis are theories on brand identity and brand image, destination image formation and brands and destination branding. It is worth emphasizing that a positive impression or image of a destination is an asset which serves as a pull factor for tourists and as well a push factor for the destination itself. Brand identity and image theory is relevant to the thesis in the sense that in  destination branding the identity and image of a  tourist destination is an important ingredient which tourists considers in deciding to visit or not to visit a particular destination which in my point of view is an attitudinal construction. Thus this theory would seek to find out the identity and image Ghana posses in minds of tourists who have ever visited Ghana and as well potential tourists either to be positive or negative through empirical findings. Also this study has chosen Lubbe’s (1988) destination image framework that explains the construction of the primary image of a tourist destination which is composed of pull and push factors. The push factors are explained to mean that when tourists see the need to visit a particular destination due to the fact that the destination can meets their basic needs. For instance, the security and peacefulness of a destination is vital in the decision process of tourist which translates to image formation of tourist destination. Also the quest for acquisition of knowledge influences the image being formed of a particular destination. Where as the pull factors are being describe to mean as the attractiveness of a destination and its various elements such as the political conditions and this has to do with the democratic credentials of a destination/country. Lubbe’s (1988) destination image framework fits well into this study problem since the focus of the study is to explore how to brand Ghana as a tourism destination. In this regards since tourists will consider the security and peacefulness of a destination could assist in finding the perception of tourists who have been to Ghana and potential tourists. More so Ritchie and Ritchie (1998) refined  definition of destination branding is applicable for this thesis which implies, the marketing activities  that support the creation of a name, symbol, logo, word mark or other graphic that both identifies and differentiates a destination; that convey the promise of a memorable travel experience that is uniquely associated with the destination; and  that serve to consolidate and reinforce the recollection of pleasurable memories of the destination  experience, all with the intent purpose of creating an image that influences consumers’ decisions to visit the destination in question, as opposed to an alternative one
. In this regards, the theory of destination branding would be apply to finding out why tourists who had ever visited Ghana  decided to choose Ghana as a tourist destination at the expense of alternative destination in the sub-region of Africa.

  The term theory is used differently in different disciplines. According to Bryman (2004), theory means “an explanation of observed regularities”
.  Theory covers a wide range of knowledge. In distinguishing grounded theory from middle-range theories, Bryman (2004) considers middle-range theory as “the intermediate to general theories of social systems which are too remote from particular classes of social behaviour, organisation and change to account for what is observed and to those detailed orderly descriptions of particulars that are not generalized at all”
. Grounded theory, on the other hand, is a theory derived from data which is systematically gathered and analyzed through the research process. This, by implication, means that in the process to generate meaning, data collected and analyzed must repeatedly refer to each other.  This thesis would apply the middle-range theory for the reason that the purpose of this thesis is not to develop or generate new theories in the field of brands and destination branding but to explore how Ghana can be branded as a tourism destination in Sub Saharan Africa to attract tourists globally. All this is done with hope of generating a shared understanding of the documents reviewed in the research. 

2.6 Methods of Data Collection

There exist varied methods of data collection when carrying out research and each method has its own distinct merits and demerits. In this regards data collection for a research can consist of the collection of primary data, secondary data, or a combination of the two. 

2.6.0 Primary Data

Primary data are data collected by the researcher for a specific research. This implies that the researcher is directly involved in the data collection. In primary research, the data are collected directly by the researcher and did not exist prior to their collection and for that matter one merit of primary data is the ability of the researcher to design a research questions relevant to the topic under investigation. (Weaver and Lawton 2006).Better still, primary data is that it is more reliable because they are data that is originated by the researcher for the specific purpose of addressing the problem at hand. There are several forms by which primary data can be collected these include interviews, Participant observation, focus group discussion, and the like. The data for this study is heavily on primary data. The primary data was based on interviews with people who have ever being to Ghana and those who have never being to Ghana and some heads of educational institution back in Ghana. 

2.6.1 Interviews (Semi-Structured Qualitative Interview)
The study used semi-structures interviews as one of the sources of empirical data for the study. Kvale (1996) defines interview as “a specific form of human interaction in which knowledge evolves through dialogue” (Kvale 1996: 125). There are many ways of conducting interviews among which are face-to-face, conversation, telephone interview, internet interview and so on. However, narrowing it down to semi-structured interview, Kvale (1996) defines semi-structured interview as an “interview whose purpose is to obtain descriptions of the life world of the interviewees with respect to interpreting the meaning of the described phenomenon” (Kvale, 1996: 6). In this form of interview, it is flexible in its methods of data collection such that the interviewer has several questions in general forms  in an interview guide. In the course of the interview, the interview guide serves as a guide to cover the list of the themes itemised in the guide such that several wide range of sub-questions are covered in the interview. In this way, some questions can be ignored to avoid repetition while some additional follow up questions can be asked during the interview process. Generally, interviews form an importance source of techniques for data generation. Kvale (2006) explains that interviews give the interviewer or the researcher the opportunity to directly experience the interviewee’s point of view. In this sense, the direct conversation with the interviewee reveals lots of things such as implicit body language, and emotions. Specifically, Semi-structured interviews are very useful because interview questions may not follow an exactly pattern in the way it is outlined in the interview guide. 

2.6.2 The Selection of Participants and Interview Setting

Five interviewees were involved in the study and three out of these five interviewees were targeted for this study because of the reason that they have ever being to Ghana and their perception on how Ghana can be branded as a tourism destination. The first interviewee PJ is a Dane tourist who went to Ghana in 2008 and the interview was done on face to face at the residence of the interviewee and the interviewed session lasted for close to fifteen minutes. Then the second interviewee MC is also a Dane who happens to visit Ghana once and was also interview on face to face at the residence of the interviewee and the interviewed session also lasted closed to sixteen minutes. The third interviewee AD is also a Dane and has being to Ghana and was interviewed through Skype. The fourth interviewee is an international student and has never being to Ghana and was interviewed and the interview method was face to face and the key to this interviewee is TS. The last interviewee key is OI and this person is a head of marketing department in one institution in Ghana and was interviewed through on line and this interviewee questions is captured as appendix two (2).     

 Before the interview session begun, the objective of this study and the focus area was explained to the respective interviewees. This was done with sole aim of giving the interviewees prior information that will enable the interviewees to prepare and settle on their minds to ensure a free flow of ideas that will help generate data for this study. In this regards, the research questions for the interview was open ended questions which were in semi structured form and the reason for adopting the semi structure form of the questioning was to give the interviewee leeway to express their opinion in connection to how Ghana can be branded as a tourism destination in sub Saharan Africa. 

It is important to emphasis that snowball was incorporated in selecting interviewees for the fact that identifying target group was not easy. Snowball is use when a researcher does not have access to sufficient people with the characteristics you are seeking and therefore ask an interviewee to refer you to other people who fit your study requirements, then follow up with these new people
.

2.7 Secondary Data

The study has used some documents such as articles on destination branding and academic books as a source of data. Bryman (2004) postulates that documents cover a wide range of sources among which are: Personal documents in both written and visual forms. Documents may include:  State documents such as public inquiries or private sources such as documents produced by organisations. There are also documents such as academic journals, academic books, statistical compilations, trade publications, newspapers and magazines, and internet among others
. The use of the secondary source of data has a merit of reducing the time and money that would have been spent to obtain the needed information, especially given the availability of comprehensive and easily searched data bases that contain a large number of secondary sources
. The disadvantage, however about this, argued by Neuman in Weaver and Lawton (2006), is that the user cannot be completely sure about its validity or reliability since he was not involved in its original collection
. There could also result absence of one or more key variables to assist in accurate analysis. The research in this context has made use of documents such as academic journals, articles, newspapers and magazines, internet among others to gather the needed information.

2.8 Methods of Data Analysis

2.8.0 Grounded Theory and Qualitative Content Analysis

To be able to generate reality of the research problem, the study is taking the first step to apply the grounded theory analysis and qualitative content analysis approach. Bryman (2004) defines the grounded theory as theory derived from data, systematically gathered and analysed the research process.
 Strauss & Corbin in Bryman (2004) specify that in the grounded theory method, data collection, analysis and eventual theory stand in close relationship to one another
. This technique of data analysis is relevant because referring to academic books and publications is often part of the strategy of persuading readers of the legitimacy of one’s work and this process can be understood in the citation of grounded theory. The study will ensure constant comparison between data gathered and the theories for the analysis. Bryman (2004) defines constant comparison as a process of maintaining a close connection between data and conceptualization in order that the correspondence between concepts and categories with their indicators is not lost
. This has an advantage of making the researcher to constantly compare the phenomena being noted under a certain category to facilitate the emergence of a theoretical elaboration.  In this sense, the focus of the analysis would base on shared reality to understand on how Ghana be branded as a tourism destination in Sub-Saharan Africa. This is explained to mean the opinion or views of the interviewees on how Ghana can be branded as a tourism destination.

Content analysis as a technique is also being employed in this thesis. In this, in content analysis, researchers examine artefacts of social communication. And these are written documents or transcriptions of recorded verbal communications
.Content analysis is broadly defined as “any technique for making inferences by systematically and objectively identifying special characteristics of messages”
.It is suggested that the criteria of selection used in any giving content analysis must be sufficiently exhaustive  to account for each variation of message of content and must be rigidly and consistently applied so that other researchers or readers, looking at the same messages, would obtain the same or comparable results. The category that emerges in the course of developing these criteria should reflect all aspects of the messages and retains, as much as possible, the exact wording used in statements. They should not arbitrary or superficial application of irrelevant categories.Holsti (1968, p598) explains this type of content analysis procedure:” The inclusion or exclusion of content is done according to consistently applied criteria of selection; this requirement eliminates analysis in which only material supporting the investigator’s hypotheses are examined
”.
2.8.1 Deductive Approach 

This approach is being regarded as the commonest view that has to do with the nature of the relationship between theory and social research.Weaver & Lawton (2006) claim that deduction begins with an existing theory or model and applies it to a particular situation to see whether it is valid in that case
.  Sarantakos in Weaver & Lawton (2006) sees deduction to move from the general to specific
. The deductive aspect of the study is linked to the literature and theories used in destination branding to brand Ghana as a tourism destination in Sub-Saharan Africa. In the bit to explaining the deductive approach Bryman (2004) asserts that “the researcher, on the basis of what is known about in a particular domain and of theoretical considerations in relations to the domain, deduce a hypothesis (or a hypotheses) that must then be subjected to empirical scrutiny”
.  In this sense, the known domain of the research is destination branding, Ghana as a case and tourism, the literature and theoretical considerations have been allowed to rest on dimensions of brand identity and brand image, destination image formation and finally brands and destination branding. The problem that has been deduced in this research is “how can Ghana be branded as a tourism destination in Sub-Saharan Africa?” The problem formulation is regarded as the research problem or an unknown reality, and to make it known or understood, the study has employed interviews and secondary data to make the research problem comprehensible. 
2.8.2 Inductive Approach
 This approach is the opposite of the deductive approach. It involves induction or thinking as the researcher makes inferences with regards to the implications of the findings for the theory which is the brain behind the research. Weaver and Lawton (2006) assert that “the repeated observation and analysis of data lead to the formulation of theories or models that link these observations in a meaningful way”
. Bryman (2004) claims that with the inductive approach theory is the outcome of research
. This implies that findings are fed back into the stock of theory and the research findings associated with a certain domain of enquiry
. Saratakos in   Weaver and Lawton (2006) postulates that induction progresses from the specific, which is the evidence to the general, which is the theory
. The inductive part of this study is based on semi-structured interviews conducted for people who have ever been to Ghana and those who have never been to Ghana and some institutions back in Ghana with the hope of soliciting their views on  how Ghana be branded as a tourism destination in Sub Saharan Africa.
The use of deductive and inductive approach is that no new theories will be formed instead whether these approach could be therefore be applicable to branding other tourism destination in sub Saharan Africa.

2.9 Qualitative Research Strategy

In many social sciences there are always exist the need to differentiate between the quantitative and qualitative research strategies. As Dabbs (1982) remarks, “Qualitative are not distinct”
. Yet quantitative orientations are often given more respect. This may reflect the tendency of general public to regards science as related to numbers and implying precision
. To differentiate between quantitative and qualitative approaches, Dabbs (1982, p32) indicates that the notion of quality is essential to the nature of things where as quantitative is essentially an amount of something. Quality refers to what, how, when and where of a thing-its essence and ambience. Qualitative research therefore refers to the meanings, concepts, definitions, characteristics, metaphors, symbols, and descriptions of things whilst quantitative research refers to counts and measure of things
.Qualitative research is being associated with single technique of participant observation and some authors extend their understanding of qualitative research to include interviewing. In this regards the six ways to collect primary data: interviewing, focus groups, ethnography, sociometry, unobtrusive measures and historiography
. In terms of subject matter, qualitative research strategy usually involves a small number of respondents, but considers this in depth
. Ragin in Weaver & Lawton (2006) asserts that the qualitative research methods are sometimes referred to as ‘data enhancers’ since they allow crucial elements of a problem or phenomenon to be seen more clearly
.  The focus of this kind of study is on the ways individuals adopt to interpret social world within which they live. It also embodies a view of social reality as a constant shifting emergent property of individuals’ creation
.In this regard, I have incorporated the qualitative strategy for the reason that, the social construction as an epistemological approach to understand how Ghana can be branded as a tourism destination in Sub-Saharan Africa to attract tourists as well as investors. It is also appropriate because it suits for situations where little is known about the subject matter, for such methodology is aimed at gaining insight into the phenomenon in question. It also provides a holistic view of the phenomenon under investigation. 
2.9.1 Triangulation

Triangulation is a term originally more common in surveying activities, map making, navigation, and military practices but was first used in the social sciences as a metaphor describing a form of multiple operationalism or convergent validation (Campell, 1956; Campell&Fiske, 1959).
 Denzin (1978, p.292) introduces an additional metaphor, line of action, which characterizes the use of multiple data collection technologies, multiple theories, multiple researchers, multiple methodologies, or the combination of these categories of research activities
.The opinion of many researchers is that triangulation is restricted to the use of multiple data-gathering techniques ( usually three) to investigate  the same phenomenon This is interpreted as a means of mutual confirmation of measures and validation of findings (Jick, 1983, Knafl & Breitmayer,1989, Leedy, 1993; Mitchell, 1986; Sohier,1988; Web etal.,1981)
. Bruce L Bery  cites Fielding and Fielding (1986, p 31)  that the important feature of triangulation is not the simple combination of different kinds of data, but the attempt to relate them so as to counteract the threats to validity identified in each
.In a nutshell triangulation is been described as the representation of varieties of data, investigators, theories and methods as well.Denzin therefore, outlined four categories of these as follows: (1) Data triangulation has three subtypes: (a) time, (b) space and(c) person. Person analysis, in turn has three levels: (a) aggregate, (b) interactive, and (c) collectivity. (2) Investigator triangulation consists of using multiple rather than single observers of the same object. (3) Theory triangulation consists of using multiple rather than simple perspectives in relation to the same set of objects.(4) Methodological triangulation can entail within-method triangulation and between triangulation
. In this research the theory triangulation is incorporated in the sense that varied branding theories like brand identity and brand image, destination image formation, brands and destination branding is captured and the methodological triangulation which is the combination of primary and secondary data to generating data. Similarly, during the process of the research thorough examination was made about the facts shown up by the documents on the problem at stake to arrive at precise and enough information as possible. Bruce L Bery cites Goetz, Borman and LeCampte(1984 1986) that merit of triangulation is a means of refining, broadening, and strengthening conceptual linkages. Similarly that triangulation allows researchers to offer perspectives other than their own
. However, , the practice of triangulation often does not move  much beyond a single hypothesis
.This cursory use of triangulation strategy fails to capture the essence of what  has been describes as the logic of triangulation
.

2.9.2 Validity

The idea of validity is all about measurement, which certainly is vital to this research. Diverse views have been expressed by qualitative researchers regarding validity. Mcburner (2001) postulates that validity means an indication of accuracy in terms of the extent to which a research conclusion corresponds with reality
. Validity tries to find out whether the conclusion arrived at by research is accurate. In qualitative research validity is put into internal validity and external validity. Bryman (2004) argues that “internal validity is a method where there is a good match between researchers’ observation and the theoretical ideas they developed”
. In the first place, the study applied the notion of internal validity by giving detailed explanation of the relevant theories on brand identity and brand image, destination image formation, brands and destination branding. In this regard, therefore, these theoretical foundations would be analysed to come about an understanding that will lead to a conclusion on how Ghana can be branded as a tourism destination in Sub- Saharan Africa. External validity is another dimension at which a qualitative research strategy can be evaluated and the results could be generalised across other social settings
. What this implies is whether it will be feasible to use the outcome of this research work in other  tourism destinations aside Ghana. That is, the possibility of generally applying the findings of the research onto other destination of Africa. However, the study is not intended to use the criteria of external validity with a reason that it will not be possible to generally apply the findings of the study to the entire continent of Africa. 

3.0 CHAPTER THREE

3.1 Theoretical Considerations

This section of the thesis is put into two parts. The first part has to do with the theory of brand identity and brand image, whilst the second part deals with destination image theory. The last part deals with brand and destination branding theory.
3.2 Brand Identity and Brand Image Theory 

A lot of scholars have written on brand identity and brand image. In this regards Leon J Mohan (2009, p.158) stated that the tourism destination image research line emerged from Hunt’s work of 1971. From this time onwards, there have been numerous and varied approaches to its study ( Gallarza et al , 2002 )
.It is important therefore to know that tourist destination brand identity and image is a major factor in determining traveler destination. That to say, destination image plays a crucial role in the leisure travel behavior of tourists. With regards to this, brand identity and brand image has been given varied definitions and interpretations by scholars in the tourism literature due to the fact that brand identity and brand image are considered as a critical ingredients for a successful destination brand (Cai, 2002; Florek, Insch, & Gnoth, 2006; Nandan, 2005).However, there exist some confusion as to the difference between brand identity and brand image. There point of differentiation is that they are generated based on two different perspectives that is from the sender and the receiver perspectives (Florek et al., 2006). In short, identity emanates or from created by the sender whereas image is perceived by the receiver (Kapferer, 1997, p. 32). Brand identity reflects the contribution of all brand elements to awareness and image (Keller, 1998, p. 166). It provides a direction, purpose, and meaning for the brand and is central to a brand’s strategic vision and the driver of brand associations (Aaker, 1996) On the other hand, brand image can be defined as consumer perceptions of a brand as reflected by the brand associations held in consumer’s memory (Keller, 2008)
. To branding a destination, destination marketers project a destination brand identity through all the features and activities that differentiate the destination from other competing destinations. All the while, the consumer perceives the image of the place, which is formed and stored in their minds (Florek et al., 2006).  It should be noted that there exist a reciprocal relationship between destination brand identity and brand image. Brand image thus plays an important role in building brand identity (Cai, 2002), whereas brand image is also a reflection of brand identity (Florek et al., 2006). That is, consumers build a destination image in their minds based on the brand identity projected by the destination marketers. This implies that destination marketers establishes and enhance brand identity based on their knowledge about consumer’s brand image on the particular destination. In this sense destination image is critical to create the positive and for that matter a recognizable brand identity. Positive brand image of a destination is achievable by emphasizing strong, favorable, and unique brand associations. This implies that the distinctive nature of a brand influence consumers to purchase a particular product. Further, both the manufacturer and the consumer benefit from nature of brand association. This is because manufacturers are not likely to spend a lot of time and resources to advertise the brand due to the distinctive nature of the brand. On the other hand consumers will also not spend time and energy to spot out the brand features of a product.
 It is important to emphasize here that brand association influences consumer’s evaluation toward the brand and brand choice that is to say the intentions to visit or purchase (Aaker, 1991, 1996; Keller, 1993, 1998; Low & Lamb, 2000; Woodside & Lysonski, 1989; Um & Crompton, 1990)
.It is worth stressing that every destination has a brand associations and Ghana in this case is no exception. In this regards brand associations has been classified into three major categories namely attributes, benefits, and attitudes (Keller, 1993, 1998). According to Keller (1993, 1998), attributes are those descriptive features that characterize a brand. In other words, an attribute is what a consumer thinks the brand is or has to offer and what is involved with its purchase or consumption. The benefits that may occur are the personal value consumers associate with the brand attributes in the form of functional, symbolic, experiential attachments. That is, what consumers think the brand can do for them? Brand attitudes on the other hand are consumers’ overall evaluations of the brand and are the basis for consumer behavior (e.g., brand choice). The image of a place is regarded as an important asset (Ryan & Gu, 2008). Ryan and Gu (2008) emphasize that the image itself is the beginning point of tourist’s expectation, which is eventually a determinant of tourist behaviors. Further more it is the explained that destination image exerts two important roles for both suppliers and tourists. The first role has to do with informing the supply systems of what to promote, how to promote, who to promote to and, for the actual product that is purchased, how to design that product. The second has also got to do with informing the tourist as to what to purchase, to what extent that purchase is consistent with needs and self-image, and how to behave and consume (Ryan & Gu, 2008 p. 399) In this regards this theory is relevant to the thesis in the sense that in  destination branding the identity and image of a  tourist destination is an important ingredient which tourists considers in deciding to visit or not to visit a particular destination which in my point of view is an attitudinal construction. Thus this theory would seek to find out the identity and image Ghana posses in minds of tourists who have ever visited Ghana and as well potential tourists either to be positive or negative through empirical findings. 

3.3 Criticism of the theory

However, considering the respective explanations and theatrical perspectives of brand identity and brand image, the theory of brand identity and brand image have been criticized. That is not withstanding the key factors such as the brand identity and brand image which could influence a tourist or traveler in his/her destination choice. Other socio-cultural factors might also play an important role in determining travelers or tourist’s choice is culturally determined. That is the image that a tourist might form about a particular destination could be influenced by the cultural orientation of an individual. Since individuals thinking believes and values are guided by their culture, the factors that might inform them to form either a positive or negative image of a particular destination might be determined by cultural socialization or upbringing.

3.4 Destination Image Formation Theory

It is important to know that the image of a destination is not form in a vacuum by tourists but as a result of a variety of medium that they come into contact with. That is to say that, tourist destination that engages in promoting themselves with the objective to attracting tourists most at times is largely done through the media. Other sources could also be through reference groups and the like. Thus any person could build an image of any destination without ever being at the said destination. In this regards it is argued that, the image of the destination could be built based on historical, political, economic and social information which, in turn, will shape the image that the person already held (Echtner & Richie, 1991). Quite apart from this is that, Moutinho (1987) contends that the value system of an individual influences the image that they develop of a tourist destination, since the value that is being cherishes serves as a motivating factor in the image formation of an individual. Further more it is being expressed by Bonn etal (2005) that the country of which an individual comes from informs the image build up to a particular tourist destination
.Thus with regards to the above views being expressed by various scholars in destination image formation. To finding out the image formation of a destination in this regards Ghana as a case, the thesis will adopt Lubbe’s (1998) destination image formation framework that explains the construction of the primary image of a tourist destination .Lubbes B is a professor in the department of Tourism and Management at the University of Pretoria Johannesberge, South Africa. She specializes in tourism distribution and air transport in tourism. The diagram below is the illustration of Lubbe B destination image formation categorized in to push and pull factors.
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The push factors are explained to mean that when tourists sees the need to visit a particular destination due to the fact that the destination can meets their basic needs which in my view relates to Abraham Maslow hierarchy of needs as shown in the above diagram. For instance, the security of a destination is vital in the decision process of tourist which translates to image formation of tourist destination. The love and belonging attached to a destination also informs the image formation of tourists. Others too, the quest for acquisition of knowledge influences the image being formed of a particular destination. Whilst the pull factors are being describe to mean as the attractiveness of a destination and its various elements. The pull factors as shown in the diagram above is put into three categories namely static factors, which refers to the natural landscape, the climate, historical and cultural attractions, the dynamic factors has to do with the accommodation, catering, entertainment, access, political conditions and trends in tourism. Finally the current decision factors which include the marketing of the region, prices in the destination and as well as in the country of the origin.  

3.5 Brand and Destination Branding Theory

 It is important to know that according to Carmen Blain(2005, p 328) stated that , the  historical roots of branding can be traced back to the late 19th century with the development of branded consumer products such as Gillette and Quaker Oats (Low and Fullerton 1994), researchers have only recently considered branding a hot topic with many contemporary books discussing this concept (D. Aaker and Joachimsthaler 2000; D. Aaker 1996; Bedbury and Fenichell 2002; Carpenter, Glazer, and Nakamoto 1994; Kania 2001; Kapferer 1997; Upshaw 1995)
. They further expressed that in 1998, branding within the context of tourism destinations started to gain visibility with destination branding the focal topic at that year’s Travel and Tourism Research Association’s Annual Conference. Since then, this concept has been further explored in the aptly titled book, Destination Branding (Morgan, Pritchard, and Pride 2002) and in a Journal of Brand Management special issue (Hall 2002; Harrison 2002; Kotler and Gertner 2002; Morgan, Pritchard, and Piggott 2002)
. Although the concept of branding has been applied extensively to products and services, tourism destination branding is relatively a recent phenomenon. Destination branding has attracted much attention from scholars in the branding literature and has been given varied explanations and definitions as well.  According to Kerr (2006, p. 277) has been defined as a: [. . .] name, symbol, logo, word or other graphic that both identifies and differentiates the destination; furthermore it conveys the promise of a memorable travel experience that is uniquely associated with the destination; it also serves to consolidate and reinforce the recollection of pleasurable memories of destination experience. In a similar vain, Cai (2002, p. 722) claims that destination branding is: [. . .] selecting a consistent element mix to identity and distinguish it through positive image building; unlike typical goods and services, the name of a destination brand is relatively fixed by the actual geographic name of the place
.

Destination branding is further explained can as a way of communicating a destination’s unique identity by differentiating a destination from its competitors (Morrison & Anderson, 2002). In a similar way to the general knowledge on brands, destination brands exert two important functions and this has to do with identification and differentiation. In the branding literature, the meaning of identification refers to the explication of the source of the product to consumers. While a product in general terms represents a physical offering, which can be easily modified, a place as a product is a large entity which contains various material and non-material elements to represent it (Florek, 2005). For example, a place exhibits certain tangible features in the likes of historical sites or beaches as well as intangible characteristics such as culture, customs, and history
.
 According to Hailin Qu etal (2010 p 465) for instance stated that due to the difficult of the nature of tourism destination to be a brand, to generalize the identity of a tourism destination is an avoidable. In this sense the identity of a brand is highly important for generalization due to the desirability of the characteristics as projected from a supplier perspective. This further explains how a supplier expects how a brand should identified by its target market. In this regards identifying a target market is a necessary due to the fact some areas of a destination may seem positive to one segment while ineffective to another (Fan, 2006)
. Based on the projected brand identity, consumers should develop a relationship with a particular brand by generating a value proposition either involving benefits or giving credibility to a particular brand (Aaker, 1996; Konecnik & Go, 2008)
. In addition to the function of identification is that a destination brand differentiates itself from its competitors based on its special meaning and attachment given by consumers. It is a general, acknowledgement that tourism destinations emphasize points of parity associations such as high quality accommodations, good restaurants, as well as well-designed public spaces (Baker, 2007, p. 101). It is more critical to understand what associations of a brand are advantageous over competitors. Points of difference associations help consumers to positively evaluate the brand and attach to the brand as well (Keller, 2008, p. 107). In fact, the key to branding is that consumers perceive a difference among brands in a product category, in other words positioning because a brand perceived distinctive and unique is hard to be replaced by other brands
.

 In the branding literature, David Aaker’s definition of branding is widely accepted. He asserts that the primary role of a brand is to identify the goods or services of either one seller or a group of sellers, and to differentiate those goods or services from those of competitors. (1991 p. 7)
. D. Aaker and Joachimsthaler (2000) provide a most useful supporting theoretical framework for this definition. Their theory of brand equity postulates that the value of a brand is being derived from four main factors which include brand awareness, perceived quality of the brand, brand associations and brand loyalty. In relation to this scholars such as Nielsen (1995), Biel (1997), Sebastiao (1999), and L. Berry (2000) describe the characteristics of strong brands as having consistent advertising and reinforcing a differentiated brand message
.

 Hankinson (2004) also proposes a framework which is built around the concept of brand networks in which place branding performs four main functions such as  brands as communicators that is  where brands represents a mark of ownership and as well a means of product differentiation manifested in legally protected names, logos, and trademarks,  brands as perceptual entities which appeal to the consumer senses, reasons, and as well emotions, brands as value enhancers which  leads to the concept of brand equity; and  finally brands as relationships, in this sense  the brand is construed as having a personality which enables it to form a relationship with the Consumer (pp. 110–111). Hankinson’s (2004) general model of the place brand  postulates place as “relational brand networks” (p. 114) in which the place brand is represented by a core brand and four categories of brand relationships such as consumer relationships, primary service relationships, brand infrastructure relationships, and lastly media relationships which enhances the brand reality and the brand experience.
.

Hailin Qu etal (2005, p 329) explains that in an attempt to incorporate the importance of the symbolic representation of the brand, Ritchie and Ritchie (1998) have defined a “destination brand” as a name, symbol, logo, word mark or other graphic that both identifies and differentiates the destination; furthermore, it conveys the promise of a memorable travel experience that is uniquely associated with the destination; it also serves to consolidate and reinforce the recollection of pleasurable memories of the destination experience.
.
 Hailin Qu etal (2005) further  expressed that this definition addresses D. Aaker’s (1990) core branding concepts of identification and differentiation while drawing from the concept of experiences marketing (e.g., Pine and Gilmore 1999; Schmitt and Simonson 1997). The promise of a brand is just as important if not more so for destinations, than it is for other service organizations. Although the promise is not necessarily a guarantee, it extends a degree of comfort to visitors, as they can fully and accurately expects their imminent or upcoming vacation experience. That as with other service organizations, if the promise cannot be delivered, the visitor is dissatisfied
. In addition, according to Hailin Qu etal (2005, p 329) expressed admitted that the term promise may be somewhat too strong a term for Destination Management Organizations as it implies a guarantee for a very complex entity. That such a complex experience is difficult to guarantee every time, given the variable nature of tourism products and the fact that all its elements are not under the control, or even the direct influence of the Destination Management Organization
. 
They further cited that the lack of Destination Management Organization control over the entire visitor experience may contribute to the underdevelopment of destination identities and lead to the perception by the general public that destinations are not brands (Morgan, Pritchard, and Piggott 2002)
. It is argued   that brand ultimately influence destination choice. In this regard, according to Echtner and Ritchie (1991), destination image is defined as not only the perceptions of individual destination attributes but also the holistic impression made by the destination (1991p. 8). Destination image has been considered as a significant factor in determining visitor choice and it is argued that as the competition for tourists and their spending dollars continues to increase, it follows that a definition of destination branding should include the concepts of destination image and competitiveness. It is expressed that, the above definition reflects the seller point of view and that brand must be understood from the buyer’s perspective (Woodside 1982), in which the brand reduces search costs as well as reduces perceived and psychological risk. In specific terms, effective destination branding provides visitors with an assurance of quality experiences, reduces visitor search costs, and offers a way for destinations to establish a unique selling proposition
.Below is the explanation of these terms.

3.6 The Assurance of Quality
 With regards to the assurance of quality, Hailin Qu etal (2005 p 330) explain that a brand is a promise to consumers who generally know what to expect from that brand and trust that their expectations will be met. They further stated that the assurance of quality within a hospitality context, visitors will likely expect high-quality facilities and customer service at an upscale internationally recognized chain (brand) of hotels. At the same time, visitors can also expect to pay a premium for this assurance of quality and reduction of perceived risk
. According to L. Berry (2000) states that a brand reduces customers’ perceived monetary, social, or prior to purchase (p. 128). As a matter of fact it will be more difficult for destinations to assure quality because of the variance of products and services a
 given visitor experiences within a destination. However, strong coordination between the Destination Management Organization and destination stakeholders in shaping a common vision and developing consistent visitor experiences can help ensure that visitors expect, and receive, a high-quality destination experience
.

3.7 The Reduction of Search Cost
 According to Smith (2000), that consumers use a more extensive purchase process for premium goods relative to lower priced products. For instance according to Hailin Qu etal (2005, p331) expressed that a lot of scientific studies undertaken indicates some kinds of relations in terms of the cost of searching for information and the price of a product. They further stated that embarking on a holiday travel is sometimes cost involving
. That is consumers incur a lot of expenditures when embarking on holiday tripe. This implies that potential visitors to a particular destination devote a lot of their time and energy as to which destination desirable to be visited. In this sense a destination with strong and positive brand awareness thus minimizes the need for an intensive search for information about such a destination and this eventually become the desire destination choice for to be visited
.

 3.8 The Establishing Destination Uniqueness—Destination Differentiation

 It a common phenomenon that majority of destinations engages in the promotion of certain attributes that is felt to be associated with such a destinations. These attributes has to do with   the scenic nature of the destination, the history of the destination and culture as well. But Hailin Qu etal (2005 p 331) cited that effective destination branding requires a unique selling proposition which  is sustainable, believable, and relevant and that the competition wants and is maybe able to copy but which they cannot surpass or usurp
. They further stated that this differentiation is critical in the determination of destination choice. It can also help limit to discounting and preventing slippage into the maturation phase of the destination life cycle
.

 Ritchie and Ritchie (1998) refined their definition of destination branding applicable for this thesis  is as follows, the marketing activities  that support the creation of a name, symbol, logo, word mark or other graphic that both identifies and differentiates a destination; that convey the promise of a memorable travel experience that is uniquely associated with the destination; and  that serve to consolidate and reinforce the recollection of pleasurable memories of the destination  experience, all with the intent purpose of creating an image that influences consumers’ decisions to visit the destination in question, as opposed to an alternative one
.  This implies tourism destination that engages in branding itself undertakes marketing promotion activities to distinguish itself from competitors and also ensuring that tourist who visits such a destination will have unforgettable experience which can serve as a motivating factor to attract tourists to such a destination. In this regards, the theory of destination branding would be apply to finding out why tourists who had ever visited Ghana  decided to choose Ghana as a tourist destination at the expense of alternative destination in the sub-region of Africa.

3.9 Criticism of the Theory

It is however admitting that despite the fact that there exist abound empirical evidence that suggest the success story of the branding theory to project the reputation of tourism destination image and as well identify and differentiate tourism destination from competitors, the branding theory from universalist perspective the branding theory can not be successfully apply to all tourism destination with the aim of attracting tourists. But the adopting of the theory of destination image and branding theory in this research is justified for the fact these theories will help produce answers to the interview questions being posed by the author with regards to the  problem formulation of  how can Ghana be branded as a tourism destination in Sub-Saharan Africa?  

4.0 CHAPTER FOUR
4.1 Background of Ghana

The Republic of Ghana as one of the African countries is located in the Western part of Africa. It is bounded to the East by Togo, to the North by Burkina Faso, to the West by Ivory Coast and to the South by the Atlantic Ocean with a land mass covering a total of about 238,500sq km
. It was formally called the Gold Coast by the European Merchants and was known by this name until the attainment of independence in 1957
. English is the official language with various tribal dialects regionally spoken throughout the country. Its major cities include Accra as the capital, Tema, Cape Coast, Kumase, Tamale, Sunyani, Secondi/ Takorade among others booming with hotels and restaurants
.
The country, Ghana, is composed of ten regions with an estimated population of 23,382,848(2008). The topography of the country is divided into the Savanna belt, the forest zone and the Coastal areas. It is made up of about 60 ethnic groups. Almost 75 percent of Ghanaians are Christian; around 16 percent are Muslims and few follows indigenous beliefs.
 

4.2 Tourism Development in Ghana

The development of tourism in Ghana has been pursued since the 1960s. Nevertheless, the industry is still in the early stages of development. The diversification of the Ghanaian economy in 1985, which addressed the need to shift focus from the overreliance on traditional commodities such as gold, timber, and cocoa, brought the tourism sector into the fore front as a major economic activity with the potential to resuscitate the ailing economy
. This policy direction was justified by the fact that Ghana can offer a wide range of unique and exciting natural, cultural, and historical resources which could be developed on a competitive and sustainable basis. The establishment in 1993 of a Ministry of Tourism (MoT) emphasized Government’s commitment to the development of the tourism sector. The former President, J. A Kufour, in his 2005 State of the Nation (Sessional) Address to Parliament, characterized tourism as a gold mine that must be tapped
.

Tourism has largely been dominated by the public sector until Government relinquished all interests in many commercial enterprises during the early 1990s. Since then, the private sector has been expected to lead the tourism industry to greater heights. This has, to some extent, been realized. The tourism sector has been experiencing substantial growth since 1996. The growth rate of arrivals in 1996 was 6.6%; by 2000 it accelerated to 7%. However, the private sector has not been able to take full control of the sector, partly because of challenges that have not been adequately addressed by public policy
. 

Below is the map of Ghana.

[image: image2.emf]
Map of Ghana Source: seventh Draft (2006, p10)
4.3 Ghana’s Tourism Potentials

The resource base for tourism in Ghana is quite immense and diverse. Some of the features which make Ghana attractive for tourists are the Natural environmental heritage, Historical heritage, Cultural heritage, and other man-made attractions, as well as Ghana’s central location on the world map
. These features are explained below

4.4 Cultural Heritage/ Historical Heritage.
 This refers to festivals, crafts and arts, music and dance, architecture, traditional shrines, beliefs and practices, Ghanaian cuisine, and traditional village life. While the historical heritage depicts and  covers   the over 30 forts and castles (some of which have been declared world heritage sites by United Nations Educational, Scientific and Cultural Organization (UNESCO)), slave markets, defense walls, museums, monuments, mosques, churches, mission stations, and archaeological sites.

4.5 Natural Environmental Heritage
 wildlife species include 222 mammals, 128 reptiles, and 38 amphibians. Some are endemic to Ghana. The birdlife is particularly rich with 721 species. Several Ramsar sites exist in Ghana; Ramsar is the name of the place where the agreement on wetland areas as they relate to endangered species in terms of fauna and flora were signed. There are currently 20 national parks and reserves covering approximately 5% of Ghana’s total land surface, while forest areas outside the designated protected areas occupy a further 10% of Ghana’s total land surface. In addition, Ghana boasts of waterfalls, several good quality beaches, lakes and rivers, crocodile ponds, hippopotamus sanctuaries, gardens and zoos, as well as scenic landscapes.

4.6 Other man-made attractions 
 This includes the Akosombo Dam, Lake Volta, colorful markets, conference facilities, bustling nightlife, casinos, and art galleries. Given the wide range of tourism resources, Ghana is capable of attracting visitors for various purposes; business, leisure and recreation, educational studies, and health treatment. Because of its central location on the world map, Ghana is well situated to take advantage of being easily accessible to tourists from West Africa, Europe and North America. Ghana has a favorable reputation abroad and is known for its political and economic stability. Health and safety issues are not considered a major deterrent for tourism
. Although Ghana possesses a diverse variety of potential attractions, the key to success of these features in attracting tourists is their proper development and management. Tourism is a fiercely competitive business and for Ghana to become, and remain competitive, it will need to manage its stock of natural, historical, and cultural resources wisely, complemented with adequate and innovative man-made facilities
.

4.7 The current Performance of Tourism

Tourism currently plays a relatively moderate but growing role in the economy of Ghana. It is currently considered to be the fourth largest source of foreign exchange earnings (estimated at US$650 million in 2005), and contributes approximately 5% to the country’s GDP. In terms of its contribution to formal employment, the tourism industry employs an estimated 150,000 – 200,000 people directly and indirectly. Tourist arrivals in Ghana have steadily increased over the past 15 years from approximately 145,000 in 1990 to 600,000 in 2004. Ghana receives visitors from various parts of the world. The principal source markets in order of importance are Ghanaians abroad, the West African sub-region (Nigeria, Togo, Cote d’Ivoire), Northern Europe (UK, Germany, France, The Netherlands), and North America (mainly US). The majority of visitors tend to be business travelers and those visiting friends and relatives (VFRs). Ghana is also attracting visitors through promoting itself as homeland for the African Diaspora
.

All tourism indicators show a consistent trend of growth; in terms of contribution to GDP, in contribution to foreign exchange earnings, in the number of visitors, in total tourism receipts, number of hotels, number of rooms, number of beds, hotel occupancy rates, number of restaurants, car hire companies, and tour and travel operators. Tourism is currently the fastest growing sector of the Ghanaian economy (The real tourism GDP which grew by 10.3% in 2004 is currently provisionally estimated at 12.28% in 2005)
.

In spite of the substantial growth of the tourism industry recorded over the past 15 years, the true wealth-creating and poverty reducing potential of the sector is not really fully grasped by policy-makers. Unless tourism is seen as strategically important to the development of Ghana and the necessary plans, policies, actions and resources to support this sector are put in place, tourism will remain a missed opportunity. Research has confirmed the fact that timber is very difficult to renew

and gold is a non-renewable resource. Besides, only about 20% of the export earnings from gold come back to Ghana. Additionally, cocoa production is subject to major price fluctuations and requires large tracts of forest land and its demand may fall rapidly when the artificial substitute begins to compete with cocoa fully. Remittances from Ghanaians abroad will most likely decline as future generations become more removed from their motherland. Given the above expectations, sustainable tourism may be the answer, as it is showing a continuous growth both worldwide and in Ghana
. 

Below is the map depicting the location of Ghana in West Africa and the world?
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Source: Seventh Draft (2006 p14)

4.8 The Current Plan of Tourism in Ghana

While tourism currently appears to be expanding its contribution to the economy of Ghana, a close analysis of some key attributes of the industry indicates a number of interesting characteristics. First and foremost, Ghanaians resident overseas are the single; largest category of arrivals at 88,585 or 27.2 percent of total arrivals in 1997. While they constitute an important market for the country, they stay with friend and relatives, and can be regarded as voluntary visitors
. In addition, the combined total of arrivals from the top six markets in Western Europe and North America was 89,357 or 27.5 percent in 1997. These markets include such important international travel generating countries as the United Kingdom, United States, France, Germany, The Netherlands and Canada. 

Finally, most international visitors are on business, most likely pursuing opportunities in the liberalized economic environment, as a result of the Economic Recovery Programme of 1986 and the subsequent Structural Adjustment Programme. To transform the country into a major leisure destination, a 15-year Tourism Development Plan for the period 1996 to 2010 was prepared with financial support from the UNDP and technical assistance from the WTO (UNDP/WTO, 1995)
.

The current plans for tourism in Ghana outlined certain objectives and amongst them include the projection of total annual international tourist arrivals to increase from only 286,000 in 1995 to as much as 1,062,000 in year 2010.  The leisure or holiday segment is targeted to increase from a mere 13.3 percent in 1995 to 50.2 percent in 2010. In real terms, this means 534,000 leisure tourists arriving each year .In comparison, arrivals in the business category would relatively decline from 48.6 to 28.4 percent, but in real terms, it would actually increase from 139,000to 302,000 annually. Also the two main products components to be developed are eco-tourism, based on the country's diverse natural resource attractions, and heritage/ethnic tourism, based on cultural attractions related to the slave trade. This particular component is geared toward attracting Africans in the Diaspora particular from the United States and the Caribbean
. The table below clearly shows the international targets market for Ghana between the periods of 1995 to 2010.
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More so, the scale of the plan can also be seen from hotel accommodation requirements in the category of two stars and above. Table 4 indicates that their provision will cover all regions of the country and are projected to increase from 3,420 beds in 1995 to 11,350 beds in 2010.

The last but not least, from spatial and operational perspectives, the tourism plan is linked in a hierarchical structure at three different levels. At the first level is the general national economic development plan up to year 2020, and therefore known as the Vision 2020, from which the National Tourism Development Plan is derived. The second level involves ten regional tourism development plans, each derived from the national tourism plan, and at the third level are district tourism plans
.

The table below illustrates the projected needs for accommodation beds between the periods of 1995 to 2010.
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 It is worth emphasizing that despite the tourism potentials of Ghana, the country Ghana is little known as a tourism destination and the recent discovery of oil in Ghana which in my opinion can boost the tourism industry in Ghana tremendously since it can attract tourists and investors as well into the country little is known about Ghana as a tourism destination. This there fore inspire me to research as to how Ghana can be branded as a tourism destination in Sub- Saharan Africa. 
5.0 CHAPTER FIVE
5.1 Introduction to the Analysis
This part of the thesis is the analysis section and it is about Destination branding, Ghana as a case. In order to make this thesis simple for readers, the analysis is based on the following themes generated from the interviewed transcriptions. These themes will be discussed based on the information provided by the interviewees and the theories used in this study. This will be interpreted to generate meaning on how Ghana can brand herself as a tourism destination. The themes generated from the transcriptions data are Democracy and Good governance, Education and Training, Hospitality of Ghanaians, Infrastructural Development, History and Culture, Accessibility of information about Tourism centre’s in Ghana, Domestic Tourism Promotion Tourism Attractions and Perception of Ghana as a tourism destination. The content of this analysis is base on the theories such as brand identity and brand image, destination image formation and brands and destination branding and literature, documents and data gotten through the qualitative interview conducted. The diagram below illustrates the interplay of the source contents of the analysis.
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It is a known fact that an individual, organizations, resorts, places, as well as products all of these posses identity and image which could be perceive as positive or negative. In this sense a positive identity and image is considered as an asset which tourism destination wants to project in the eyes of its target markets.

5.2 Democracy and Good Governance

In the course of the interview, the practice of democracy and relative good governance was revealed as one of Ghana’s identity. In connection to this…..MG expressed that yea I can mention for instance like the political environment in Ghana and the practice of democracy. In Ghana they observe elections periodically and when we visited Ghana during one of their election period there was not much problems and everything went on smoothly without any fighting and I think as a result of the democracy in Ghana that Obama visited Ghana as a role model for the other African countries” (Appendix 1: 5) From the above statement it is deduced that the practice of democracy and relative good governance has been identified as one of the identities of Ghana. Democracy and relative good governance in this context means that in Ghana political leaders are elected into office through periodic elections by the citizenry.
 This is further explained to mean that Ghanaian are allow to exercise their democratic rights, that is the free will to choose political office holders, the right to belong to any association recognize under the laws of Ghana, to any political group or party without fear or intimidations, freedom of speech which implies that Ghanaians have the right to criticize political office holders without arbitrary arrest. Further more, in Ghana, there is the existence of freedom of the media that is both the print and the electronic media without state censorship. That is the media in Ghana is not being restricted in their publications with regards to the way the country is been administered and as well as the activities of the government in power.
 In Ghana it is currently a convention or practice by which the governing political party organizes what is being dubbed in Ghana as “meet the press”. This means that the elected president always avail himself to the media men to be asked and answer question on issues affecting the citizens and the policies of government. The healthy interaction between successive governments and the media men in answering questions strengthen the freedom of the media Quite apart from this, the electronic media which is made up of  both the radio and television stations in Ghana is full of political discussion. That is these electronic media stations have political discussion as part of their programmes where by all the respective political parties in Ghana have their representative in debating and sharing views about the governance of the country and giving alternative suggestions.          Also there is the adherence to the rule of law that is seeking justice through the law courts in Ghana between citizens and between government and citizens. This simply means that the adjudication of conflicts between citizens and government and citizens is done through the law courts in according with the laws of Ghana without aggrieved parties taking the laws into their own hands. It is important to further express that multi-party democracy provides an enabling political environment for good governance. Multi-party democracy is explain to mean that the existence of many political parties in a country which offers citizens an alternative choice to elect politicians to be in charge in the administration of the country.
 Multi- party democracy is regarded as the best form of governance and which all countries must adopt. And a country that fails to practice democracy is not being respected in the international community. There is a perception in the western media that the African content is known of her political instability. To some extent this perception about political instability in Africa is real. This is because just like many African countries on the continent, Ghana has experience seasons of military government or military rule, only to emerge in 1992 as a democracy state. In this regards, since the inception of multi party democracy in Ghana in 1992 through which political parties are elected into office without civilians resorting to military intervention in the governing process has projected the identity of Ghana in the eyes of the international community .Ghana has been able to successfully transfer power to different governing body in the country without any problems. In this regard Ghana has been able to differentiate herself from her neighbors in the sub region. The democratic credentials of Ghana have led to a” close collaboration between Ghana and the donors which are eased by the democracy taking root in Ghana. With the election in 1992, almost 30 years of political turbulence and unrest was replaced by democratic development which has stayed ever since”
.This is further echoed by the Danish Ambassador Barlying Viewed that Ghanaians are very conscious about the importance of democracy and this has culminated into four successive free and fair elections by international standards”
. Viewing from the above discussion of the democratic credentials of Ghana which is even known beyond the boundaries of Africa projects the reputation of Ghana in the international community and this can help shape the perception about Ghana as a good destination which can thus serve as a pull factor for tourists and potential investors  This is in connection with Lubbe’s (1998) destination image formation framework that explains the construction of the primary image of a tourist destination which has to do with the pull component of the destination image frame work and this includes the dynamic factors such as the accommodation, catering, entertainment, access, political conditions and trends in tourism. This is explained to mean that the political conditions in Ghana were the influential factor that attracted the interviewees to take the decision to visit Ghana as their place of visit.
 Quite apart from this OI opinion was that” Ghana is often seen as the beacon of hope for Africa, judging from the central role she played in the emancipation of the African continent. She is endowed with abundant natural and human resources. Her people are hospitable and receptive of others. Ghana is a vibrant democratic country with a great potential for development”.( Appendix 2: 3) . The above statement is interpreted to mean that Ghana played an important role in the fight for freedom or independence for the continent of Africa from colonial rule. This is in attestation to the speech made by the first president of Ghana by name Kwame Nkrumah  on the very day Ghana gained independence that the independence of Ghana is meaningless unless it is linked up to the total liberation of Africa. This statement made by the first president is a common parlance woven into the fabric of the body politics in Ghana. Besides, Ghana was strong advocate against the apartheid system in South Africa and called for its abolition to grant independence to South Africans. With regards to the natural resources, Ghana is bestowed with a lot of mineral resources such as gold, diamond and the like and the current discovering of oil in commercial quantities. The large quantities of gold deposits in Ghana gave birth to the then name Gold Coast by the colonial rulers. In addition a clerk of parliament in Ghana by name Mr Emmanual  Anyimadu made the observation that, ”the high respect Ghana currently enjoy within the international community is the survival and enrichment of parliamentary democracy”.
 At this point one could say that or argued that the democratic credentials and good governance, political stability and security in Ghana attracted the US President Barak Obama to step foot to Ghana as the first African country.  It can therefore, be deduced from the above views that, the prevailing good governance and as well the democratic credentials of Ghana serves as a positive image to the outside world and Ghana to brand itself as a tourism destination in sub Saharan Africa can be positioned on the basis of her democratic credentials couple with good governance as a unique identity which differentiate Ghana from her competitors within the sub region and for that matter Africa as a whole. When all the features of democracy are firmly uphold in any country/ destination can serves as a pull factors for tourists to such destination. In this sense when more tourists and investors are attracted to a particular destination the trickling down effect is that more revenue for the country through the economic activities that tourists and investors engages in, the creation of jobs for the local communities or citizen since some of the locals can engage in the sales of tourism products such arts and crafts, local cuisines and the like. And a result of economic activities created by tourism industry the standard of living of the people will be enhance and crime rate could be minimized because people are gainfully employed. The overall impact of the trickling down effect will be growth of the Ghanaian economy through levying of taxes of which the government could channeled in the provision of infrastructure such as good roads, portable water, and electricity and this  could raised  the general standard of living of Ghanaians. 

5.3 Education and Training

Education and training has also been revealed in the process of data collection…………AD” Yes I came to know Ghana in some stages through my studies. I have come across Ghana several times as my professors have gone to Ghana to do research and so that has inspire me to learn more about Ghana and err…. in that err… well. Also is that I was thinking of going to Ghana then  I coincidently met  a person from Ghana and had a personal relations with the Ghanaian  and that has further inspired me to go to  Ghana and I then applied for an internship placement at the Danish embassy in Ghana.  That’s how I came to know Ghana” (Appendix 1: 15). This simply means that education was the main motivating factor which led to AD to know Ghana. In this regards education can serve as a motivator for an individual to be attracted to a particular destination or country. That is for self development in other to broaden one’s knowledge base. In other words the desire of an individual in the acquisition of knowledge   to enhance and enrich one’s self. Education in this context means the process of learning and acquiring information of a particular destination/ country. In this case, Ghana has been identifying as peaceful destination and this makes Ghana to be different from its neighbors within Sub Saharan Africa and thus making Ghana unique. It is therefore important to know that the peaceful nature of any destination serves as a pull factor for tourists, investors and skill personnel to be attracted to a particular destination. Therefore in the quest for Ghana to branding itself as a tourism destination within the sub Saharan Africa, Ghana can maximize out of her peaceful identity within the sub region to attract more potential  tourists and as well as maintaining existing tourists. Thus in connection to Lubbe’s (1988) destination image formation theory frame work which has to do with the push factors that informs the decision of tourists to a particular destination serves as a motivator in the travelling to a particular destination for tourism purpose. The push factors in this context are explained to mean that when tourists see the need to visit a particular destination due to the fact that the destination can meets their basic needs. For instance the quest for acquisition of knowledge influences the image being formed of a particular destination.
Further more, a similar view was expressed by PJ that…“Yes when I was pursuing my education as a social worker and as such social “edikator” called “soshea  pedego” in Danish and where  we in  our third semester and had to choose a fourth semester for our practical period either to choose to be in Denmark or to  go a to abroad.  And so I  always had  in mind that I wanted to  travel to  Africa or  go to any African  country but I  never knew which country this could be. so I found my colleague  students  and we discussed among our selves  country which we have to go. And we had to choose Uganda Kenya and Ghana. We also talk to a lot of people who had been in Africa before we finally found out that my fellow student colleague by name Vera who had a friend   from Ghana and we were informed a lot about how Ghana was as a country. So we there fore chose Ghana on the background that it was a very friendly country, quite, no war and was very peaceful” (Appendix 1:7).
 This is also interpreted to mean that Ghana has been characterized in this context as a country which is peaceful and friendly to foreigners and the perception being informed by people who have ever being to Ghana is positive which serves as a motivator for any traveler /tourists to choose Ghana as a destination for visit. There fore any individual in the desire to developing his /her educational career will always search a destination/ country that is peaceful and citizens being friendly to foreigners, in this regards Ghana can take the advantage of being a peaceful and war- free country as an identity which makes Ghana a unique within the sub Saharan Africa to brand herself as a tourism destination to attract tourists as well as investors. In reference to Lubbe’s (1988) destination image formation framework which is composed of pull and push factors. An aspect of the push factors that is the need to travel namely the self actualizations and esteem needs is clearly captured. In this sense, self actualization is explained to mean as to the desire for self-fulfillment, namely, to the tendency for him to become actualized in what he is potentially. This tendency might be phrased as the desire to become more and more what one is, to become everything that one is capable of becoming
.That is to say that every individual has a potential which they have hope to be actualized and this can therefore push and individual to a particular destination. With regards to esteem needs, Maslow noted two versions of esteem needs, a lower one and a higher one.  The lower one is the need for the respect of others, the need for status, fame, glory, recognition, attention, reputation, appreciation, dignity, even dominance.  The higher form involves the need for self-respect, including such feelings as confidence, competence, achievement, mastery, independence, and freedom
. In this sense, when a tourist has both the lower and the higher esteem needs as identified by Abraham Maslow at the back of the mind, there is the higher probability of being attracted to a peaceful tourism destination. In this regards, Ghana has been recognized by the interviewees to be a peaceful destination within the sub Saharan Africa and therefore being regarded as a tourism destination 
5.4 Hospitability of Ghanaians

In a similar vain the interview data also reveals that Ghana and for that matter Ghanaians are hospitable. In this regards MC….. “And we decided to go together to some foreign countries as part of our education and we were talking together about which country to choose. And that time there was some political conflicts in some parts of Africa like in Kenya and Uganda. We also read information about Ghana and I also know people in Ghana who inform us that   Ghana is a friendly country, peaceful country, good country so we decided to go Ghana” (Appendix 1:2).This is interpreted to mean that Ghana is a good destination for tourists and travelers and Ghanaians are warm, friendly and peace loving and this attributes project the reputation of destination in the quest to branding itself as a tourism destination. Further more, these attributes of social friendliness; peace loving and hospitable is a result of the kind of socialization embedded in the culture of all the respective tribal groups in Ghana. In this regard most tourism destination always project themselves as being a  peaceful and friendly destination with the ultimate aim of attracting tourists or travelers .Therefore since Ghana has been attributed as a peaceful, friendly and the people are hospitable could be marketed as a tourism destination in the sub Saharan Africa. More so the positive perception about Ghanaians in this context  serves as  motivating factor for tourists who have ever being to Ghana to either embark on another visit or recommends to others  for visitation.

 In addition to the above, some of the respondents expressed the desire and wish to recommend Ghana to others foe visitation due to the hospitable nature of Ghana and the citizenry. Thus MC …..” Yes I will recommend and even my niece really likes to go to Ghana” (Appendix 1:4)

Quite apart from the above, OI share a similar view by saying that: “Ghanaians are people hospitable and receptive of others. Ghana is a vibrant democratic country with a great potential for development”.( Appendix 2: 3). This is interpreted to mean that Ghanaians have the willingness and ready to accept and give a helping hand for any foreigner in Ghana who finds him/her self in a difficult situation. In Ghana, being friendly and nice to foreigners is a shared culture which cut across among all the ethnic groups.   

 The issue of social networks has also been revealed in the interviewed data MC…… “Because I had already known some people in Ghana and we collectively agreed and therefore choose Ghana as a place of visit” (Appendix 1:2). This could be interpreted to mean  that before the interviewee  make a decision to visit Ghana as a destination she knew some  people back in Ghana and  was thus motivated by the contact person’s assessment of Ghana as a good country. Social network in this context is explained to mean as a way of inquiring information about a particular place through individual friends who have an experience about a particular destination. It is important to know that social networking plays a critical role in influencing the decision of an individual or tourists in coming out with a decision to visit a particular destination. And this is normally done through personal friends, family members and love friends and the like living in different towns or cities.

Quite apart from this AD also expressed a similar social networking…… “I was thinking of going to Ghana then  I coincidently met a person who is a Ghanaian and had a personal relations with the Ghanaian and that further inspired me to go Ghana and I then applied my internship placement at the Danish embassy and  that’s how I came to know Ghana” (Appendix 1: 15)

 The above quotation is interpreted to mean that AD was much influence to visit Ghana because of the kind of friendship that was being established with the Ghanaian friend and was much convinced that Ghana is safe destination.

 The issue of safety and security was also revealed in the data. In this regard MC expressed……”Yes if I am searching for a country to visit I will first and foremost consider how safe the country  will be  for an individual to visit to such a country, or search for good information about the country. And where there is bad information that one hears about that country then you say it is not so good or safe to go to such a   country” (Appendix 1; 5). 

This could be interpreted to mean that, tourists in an attempt to take a decision to visit a particular destination will first and foremost consider how safe and secured of such destination. In this regard, Ghana was considered as a safe and secured destination. And the safety of Ghana as country within the sub Saharan Africa   was the motivating factor that inspired MC in taking a decision to visit Ghana.

5.5 Infrastructural Development

The issue of infrastructural development was also revealed in the data as AD expressed …”That some of the places that I happen to visit, most of them I guessed, it is difficult to consider some of them as tourist sites because a lot of them is not very organize and when you don’t have the luxury of a car it can be rather difficult to get there. (Appendix 1: 18) This is interpreted to mean that most of the tourist sites being visited did not meet the expectations of AD. In other words these places   were less developed and thus unattractive for tourism purposes.

. Quite apart from this, AD opinion with regards to the public transport system is not something to write home about in the eyes of tourists. In this case AD expressed …..”I remember standing, having to go to winneba and going to one of those bus stations in Accra and waiting for more than an hour just to get the right bus. There you have to wait for the bus to be fill up and then I guessed as a tourist some times it can be confusing to get your means of transport” (Appendix 1: 18) This implies that the public transport system in Ghana is not the best and for that matter can discourage tourists who happen to used the public transport system and can therefore scare potential tourists who happens to have information of how bad the public transport system in Ghana is .AD in another instance expressed that…..

 ” Another thing which is not nice and one of the reasons when I go back to Ghana  I would reconsider using public transport is the security of these buses, it is not good, is really bad. As I follow Ghana news a little bit I see that recently a lot of people die and I know already this year like 500 people have died in traffic in Ghana that is not something  which is comforting to know that when you are serving into this mini-buses, or mini- van then  you cannot be sure to get to your destination” (Appendix 1: 19) The interpretation of the above opinion of AD is that the security of the public transport system in Ghana is not the best due the number of accidents being recorded currently and is discomforting  to hear this statistics and can therefore scare potential tourists. In this case for Ghana to be branded as a tourism destination, then a lot needs to be done about the general infrastructure including the public transport system since the safeness of any tourism destination public transport system is important in attracting potential tourists and retaining existing customers. The government of Ghana should resource the agencies that are charge of supply of water. Constant supply of water and electricity will shape the perceptions of tourists who have ever visited Ghana.

Further more AD expressed that …” not just the bus, but you definitely don’t get a sense that the transport system is well organized or that, the safe way to travel or the safest way is to have your own car or rent a car”.  (Appendix 1: 19)  It can be deduced from the above opinion of AD that it is not safe when as tourists in using public transport and the absence of public in any tourism destination does not promote the development of such destination and in this situation Ghana is no exception from the assessment of AD. 
The data further revealed from the opinion of AD still in connection to the poor nature of the public transport system in Ghana that….” you can all be busy in traffic  and yet it seems very hectic every day   and when you go to restaurant and it is very slow and very bad sort of atmosphere I guessed” (Appendix 1: 17) This is interpreted to mean that the traffic situation in Ghana especially Accra, the capital city slows down vehicular movement  and can  be discomforting most especially to  first time  visitors. In this case, the ministry of transport in Ghana should come out with road safety policies and traffic regulations measures to minimize the high rate of roads accident and traffic regulation in other to reduce the traffic problems.

 In another instance AD expressed that …. “And the same time Accra is a city like and at some point in other places you find chicken and goats running around” (Appendix 1: 17) With regards to the, this could be interpreted from attitudinal point of development since domestic animals are not confined or being housed but are allow to be on the streets and roads. The way the domestic animals are found moving about on the streets and roads are as a result of the system of keeping farm animals. In Ghana free rang  system of keeping domestic animals is  being the practice and this is the reason why it is common in Ghana to always see domestic animals loitering  on the streets and roads. In this case, there is the high probability accident to be cause by these stray animals on the roads. Therefore to curb the incidence of roads accident likely to be cause by these stray animals owners of these animals and for that Ghanaians in general should be educated and encourage to housed their animals in order to minimize the incidence of roads accident.   

When AD was asked about the overall perception of Ghana as a tourism destination the data revealed AD was that … “My perception is that Ghana is not quite ready yet to be a tourism destination” (Appendix 1: 19)

 A follow up question was posed to AD why Ghana is not yet ready to be a tourism destination and in this regard, AD expressed that ……. “That is like things need to be put in place. I have travelled to a lot of developing countries like in Latin America I travel in Peru, in Bolivia and in Asia in Thailand and those places as a tourist it was not difficult to find out how to get to places where to go where to sleep and such is much more organized than it is in Ghana but there is definitely a lot of potentials places in Ghana to be tourist sites” (Appendix 1: 19) This is interpreted to mean that  Ghana which is located within Sub Saharan Africa has been compared to other developing tourism destinations and in West and Asia in terms of their infrastructural development with regards to transport facilities and their hospitality industry is well organized which makes it simple and easier for tourists who happen to visit these developed destinations to face no difficulties from travelling to tourists sites and as well getting the decent accommodation  and thus regarded as more developed. In relation to the issue of development, global tourism destinations has been grouped into more developed countries constituting Australia, New Zealand, the United States, Canada, Europe, Japan, South Korea, Hong Kong, Taiwan, and Singapore. Other poor European tourism destination includes Russia, Ukraine, Yugoslavia, Albania and Bulgaria are included due to the cultural affinities that existed with the more prosperous developed countries
.

On the other hand, the less developed tourism destinations are Latin America, and the Caribbean, most of Asia, Africa, and the islands of the pacific and the Indian oceans. The wealthy Middle Eastern oil- producing destinations are like Libya, Kuwait, and Saudi Arabia are among the less developed destination for the reason of their cultural affiliations, social factors like higher fertility, and infant mortality rates despite the fact of their high per capita incomes
. It is important to emphasis that Ghana as an African country is among the less developed tourism destinations and for that matter there are some reasons for the emergence of these less developed countries as tourism destinations and this has to do with the changing preference of consumers in the major international tourist markets and the economic growth of the less developed countries and Ghana is of no exception
.

5.6 History and Culture

The interview data also revealed the issue of history and culture and this regards.MC states that:” Also, I was there to see, be part of Ghana and know the culture. And so now am thinking like to go back to Ghana not because of tourism but to see the country and know people and may be the see the need to help” (Appendix 1: 3). The above statement is interpreted to mean that MC purpose of visit to Ghana was to socialize with Ghanaians and for that matter learn the respective cultures in Ghana. It is however important to know that Ghana is composed of varied ethnic tribal groups with each of theses ethnic groups having different distinctive cultures. Therefore, for Ghana to be branded as a tourism destination, then she could intensify the use of culture as a tourism product to differentiate Ghana in the sub Saharan Africa to promoting Ghana as a tourism destination. 

In addition to the above, when PJ was asked, why Ghana was chosen as destination, PJ then stated that…
“It is definitely about the culture not bad but the difference between the Danish culture and the Ghanaian culture is very big you have to set your minds on that and it takes you really settle like some time to get the Ghanaian culture you would not know it one week it would take some months” (Appendix 1: 7) This is also interpreted to mean that the Danish culture and Ghanaian culture is far apart. The Danish culture from the researcher observation is not a mixed due to the reason that Denmark is made up of one ethnic group and speaks only one language or dialect.  

 In the case of Ghanaian culture is a mixed culture because Ghana is made up of different ethnic groups and each of these tribal groups having different culture. In Ghana, there exist about 56 ethnic groups with each tribal group having it own distinctive language, festivals, tribal heads or chiefs and paramount chiefs as well.

Further more in relation to history and culture TS mentioned that ….”what I know is the people are nice and they are friendly to  foreigners people especially the people from Asia because we are very different in terms of language, different in terms of  religion, different  culture, different in everything so I think it is interesting”.( Appendix 1: 11) This is  also interpreted to mean that since Ghana is known to have varied cultures on the background of the distinctive ethnic groups it will be nice and interesting to have an  experience  of this varied culture and fact that  Ghana and Asia geographical position are different. The above statements in connection with Lubbe’s (1988) push factors being itemized under destination image formation frame work that has to do with the acquisition of knowledge because experiencing the culture of a particular destination is part of learning.

In this sense culture refers to the social heritage of people – those learned patterns for thinking , feeling and acting that are transmitted from one generation to the next generation including the embodiment of these pattern in materials items. It includes both the nonmaterial culture- abstract  creations like values, beliefs, symbols, norms, customs and institutional  arrangements whereas the material culture refers to the physical artifacts or objects like stones axes and the like
. 

More so in relation to history and culture, the data reveals as expressed by OI………that 

 “Ghana is often seen as the beacon of hope for Africa, judging from the central role she played in the emancipation of the African continent. She is endowed with abundant natural and human resources” (Appendix 2: 3). This implies that history has absorbed Ghana for the reason of the crucial role with regards to the fight for the freedom of African continent from colonial rule and since Ghana was the first African country in the sub Saharan country to gain independence from the British this unique identity of Ghana could be used to distinguish herself as a tourism destination in the sub Saharan Africa. 

Also the interviewed data reveals another issue of historical ties between Ghana and Denmark. This opinion was shared was  by AD ……… that “A well more knowledge about Ghana than I heard about any of the African country and such it seem well I guessed the  kind of  connection between Denmark and Ghana is also sort of interesting and there but there is definitely also some concern about safety and Ghana seems to be one of those places now that you know   I guessed before I knew about Ghana I heard many about others telling the state  of Africa  or the stigmatization you heard  about  of Africa  all of this unknown but my first leave  in Ghana it seems very peaceful and such but that was sort of  the very early consideration” (Appendix 1: 15). 
This is interpreted to mean that there is some historical ties between Ghana and Denmark. And these historical ties in the researcher point of view can be traced back in into the colonial era then Gold Coast now Ghana as Denmark was among the early European settlers in Ghana. The historical tie is been buttressed by a freelance journalist by name Lars Zbinden Hansen that, the connection between Denmark and Ghana is not of recent date. It started more than 350 years ago when Danes settled on “the Gold Coast” and over time established five forts. From here they bought and transported slaves to the West Indies. The forts are still in existence, and serve to remind us of a murky chapter in the book of shared history
. This historical tie is manifested in the granting of scholarships being offered to Ghanaian students to study in Denmark in other to improve the human resource base of Ghana.
 Also the Danish government supports the budget of the government of Ghana dubbed  Multi Donor Budget Support (MDBS) and this support  is based on assessment of the 10 Danish Budget Support principles – which highlights the good progress made in terms of positive trends in development outcomes generally; the improvements in respect of human rights, democracy, poverty reduction, and harmonization; while pinpointing areas of slow pace of reforms and drawing attention to areas of caution including the need for strengthened public financial management and monitoring. The justification indicates Ghana’s need for support in key infrastructure areas to accelerate growth and reduce poverty; it also portrays expectations of progress in human development
. The budgetary support of the Danish government to the government of Ghana is an indication of strengthening the historical tie which exists between the two countries.

5.7 Accessibility of information about tourism centre’s
The interviewed data also reveals the issue of accessibility of tourism information in Ghana. This issue was being expressed by MC that ……. “I think Ghana also have to make some arrangement on tourism, by improving the tourism information. Concerning the information/materials about tourism, we did not see much about that. The tour we undertook was arranged by one person we contacted” (Appendix 1: 5). The above statement is interpreted to mean that there was not much information regarding how and where to locate the institutions/ agencies responsible for tourism in Ghana to provide a tour guard to assist tourists to easily move or locate touristic sites. The institutions responsible for tourism management in Ghana are the Ministry of Tourism, Ghana Tourist Board. Some of the sub bodies of Ghana tourist board are located at the major regional capitals without being extended to the district capitals/ towns. In this regard, when a tourist happens to find him/herself in some of these district capitals will definitely  find it difficult to undertake a tour to desire touristic sites because of the  non- decentralization of the Ghana Tourist Board to the district capitals/ towns. This implies that how to locate these institutions is a challenge to Ghana because information about tourism in any destination or country is very important since tourists can easily access the information to enhance their movement within the desire tourist sites rather looking for citizens or locals to give a helping hand. There for, for Ghana to be branded as   a tourism destination much work has to be done on how tourists can get information on the agencies responsible tourism management and how and where to locate respective tourist’s sites in Ghana, the availability of information can help promote Ghana to the outsider world.

Similarly the interviewed data reveals how Ghana can be marketed through the medium of internet. This was expressed by TS that……..” may be Ghana can use various kind of tools for example like e-tourism you can do tourism marketing online and on the web-sites something like that” (Appendix 1: 12) This is interpreted to mean that for Ghana to promote herself and be known internationally then Ghana will have to take the advantage associated with   e-tourism. That is by making information available  about the tourism industry as well as the service providers in Ghana through the internet this makes easier and simple for international tourists to know Ghana tourism product is and as well the brand. This can be achieve through partnership among all the stakeholders in the tourism industry  like tour operators , hotels restaurants and the like thus building a strong relations will help improve the tourism product of Ghana and thus will attract tourist into Ghana

The data also reveal the issue of volunteerism as being stated by MC that ……..” so now am thinking like to go back to Ghana not because of tourism but to see the country and know people and may be the see the need to help” (Appendix 1: 3).  MC further shared her opinion that … there is a big need for help there is a lot of children in children home (Appendix 1: 4).  This means that from the observation of MC in Ghana there are a lot children homes that are poor and there is the need to share the little that one has but because of tourism .However, it is important to know when individual share the little he/she has with a needy person that it implies you are volunteering and in that wise the person is being describe as a volunteer tourists. In this sense a  volunteer tourists are “those individuals who, for various reasons, volunteer in an organised way to undertake holidays that might involve aiding or alleviating the material poverty of some groups in society, the restoration of certain environments or research into aspects of society or environments’’ (Wearing, 2001, p.1)
. It is therefore important to know that volunteer tourists are being motivated by factors such as self development, esteem needs and the like and this is connection with Lubbe’s (1988) destination image push factor.

5.8 Promotion Domestic Tourism
The interview data also reveals issues concerning domestic tourism development. This was expressed by TS that… “I think Ghana should try to promote herself in order to attract investors from other countries and tourists to visit Ghana as one of their tourist destination. Ghana can start gradually from domestic tourists, from neighboring countries and then expand to the more global to other countries to people in Europe, in America in Asia” (Appendix 1: 13). This implies that for Ghana to be a tourism destination then domestic tourism will have to be promoted to attract local people and then extend the promotion/ marketing to neighboring countries and into the international scene. This opinion was also shared by OI when ask about which would be Ghana’s potential market segment, OI stated ……..domestic and international segment (Appendix 2: 2) This implies for Ghana to be branded as a tourism destination then domestic tourism should be promoted that will certainly popularize Ghana as tourism destination because of the active involvement and participation of Ghanaians in domestic tourism activities. This further implies that to promote domestic tourism the implication is that, Ghana will have improve the infrastructure to increase the demand of domestic tourism. The domestic tourism can be achieve through awareness creation and education on  the Ghanaian citizenry to now the tourism products and the potential of tourism to the socio economic development of their local communities and the country as a whole. When some of the interviewees were asked what promotional activities could be done to enhance the image of locally and internationally?
  OI further stated that……….. Locally, stories about Ghana should be told on television, radio, billboards and in the newspapers, magazines, etc. and internationally, Ghana could explore the use of the Internet. (Appendix 2: 3) This implies that for Ghana to promote tourism locally then there is the need to intensify the use of both print and electronic media to marketing and internally the use of online marketing. This view was shared by TS that…may be Ghana could use various tools, for example e- tourism, marketing online and on the web sites. (Appendix 1: 12). This is also interpreted to mean the kinds of promotional activities which the institutions/agencies responsible of tourism promotion in Ghana could employ to promote Ghana as a tourism destination.
The interview data as well reveals the issue of stereotype, in other words the stigmatization of the African continent as a place of war, diseases, political instability and the like. This means the negative perception about the whole of Africa. In this regards stereotype is defined as generalizations, or assumptions, that people make about the characteristics of all members of a group, based on an image (often wrong) about what people in that group are like
. In this regards AD expressed that AD ….. I guessed before I knew about Ghana I heard many about others telling the state  of Africa  or the stigmatization one heard  about   Africa  all of this unknown but my first leave  in Ghana it seems very peaceful and such but that was sort of  the very  early consideration( Appendix 1 : 15) . This is interpreted to mean that there is little knowledge about Africa in Europe and this knowledge is even based on negative perception about Africa and this could be a challenge for Ghana to be branded as a tourism destination with the mind of targeting Europe as a major market segment.

 Further more AD stated that ………I guessed the overall challenges is that Ghana faces is that as I said in the beginning is the general misrepresentation of all of Africa in the media there is ignorant about African countries outside of Africa and Ghana being an African country is lacking with the rest and so there is a problem of information on the other side.  (Appendix 1: 21) This implies that in Europe there is little knowledge about Africa and for that matter Ghana and this is as a result of the misrepresentation of Africa in the western media.

5.9 Turists Attractions

The interviewed data also reveals the issue of touristic potentials of Ghana. In this regard, I stated that……….. Ghana is ranked among the countries with attractive natural and man-made tourist sites in Africa. Ghanaians are hospitable, the fauna and flora attractive and thus Ghana can be described as a competitive tourism destination. (Appendix 2: 1) The fauna and flora refers to wildlife species such as mammals, reptiles, amphibians and the like. In addition, MC expressed that …. I remember we went to something called  “handsulage” is a small place  that  has some crocodile and when we went there we went for a walk and came to a house and  they invited us and we had a really nice time with those people and is like we came to know the Ghanaian people life  and  not the difference  sites  and  just on  the street  they were  friendly  people and we also went to cape coast castle  and Elmina castle.( Appendix 1: 3) The Cape Coast castle  and Elmina castle were forts that were build in Ghana along the coast by the British as their residence and within these castles especially the Cape Coast  castle where slaves were kept before being shipped to Europe.

PJ also expressed that…….. Yes we went to so many places but I think the most memorable place  is I think is larbanga mosque and Cape coast castle and Elmina castle(Appendix 1: 8). The Larbanga mosque is the oldest mosque in Ghana and it is located in the Northern part of Ghana locally built with mud and sticks and still maintains its old shape.

 In addition to the above AD  stated that ……….I went to a place outside Tamale and that was in relation to my work and gone to some places in Accra like the kwame Nkrumah mossellieum,  legon Achimoter if they can be call  tourist sites and like the historic part of Accra say  James town and   makola market (Appendix 1: 17) .The Kwame  Nkrumah mossillieum is a tourists site  named after  first president of the Republic of Ghana and James town is a community where some of the colonial master were living  and located within  the capital city of Ghana.   

Also AD stated…… that she like places like Akosombo dam, Aburi because of the sort of scenic nature.( Appendix 1: 18). The Akosombo Dam is a dam which generates power for electricity to be supply to the length and breadth of Ghana and for that matter Ghanaians and was constructed by the first president of Ghana and the Aburi is a tourist’s site named Aburi Gardens and is a forest with different species of trees and plants and located at the Eastern part of Ghana.

5.9.1 Perception of Ghana as a tourism destination

When some of the interviewees were asked about their overall perception of Ghana as a tourism destination, PJ expressed that …. …..The overall perception of Ghana is actually not really good because the places I have gone to I know for sure that they are meant  for tourism like cape coast, Elmina, Accra, and Kumasi these are the bigger towns and cities or places, so definitely they were  good place to go and we had a good experiences. But we went out to some places out of the town on our own and the people are not all that open to tourism and they asked us a lot of questions like what are you doing here, go away, go away and we get a bit scared and did not expect that because we only see good things and when we came to the small villages and wanted to take some photographs and people where like no -no go away you do not have to take us pictures. They did not understand  what we were doing there  and I guessed  they did know that we are from a  better  country and we have  luxury things and stuff like that I think  they thought that we will take this pictures and go back to our country and  say “haahaha”  look at these poor people  but that was  not what we meant as they thought of our purpose of taking the photographs. We just wanted to see their way of living because we were so amazed how they can make a living out of those few things. (Appendix 1: 9). 
This is interpreted to mean that bigger communities in Ghana like Accra the capital city of Ghana, Kumasi Cape Coast are both regional capitals/ towns. The inhabitants of these towns are much better informed about the tourism and its benefits to their community and the demands and behavior of tourists. So the people residing in the bigger cities and town are always ready and prepare to welcoming tourists into their communities and to the share their culture to tourists. More so these communities are better developed and the people are aware the benefits of tourism to their community and the Ghana as a whole like creation of jobs for the local residence, revenue to the state and projects Ghana to the outside world as a good tourism destination as a result of the better experience tourists may have from Ghana. Where as in the villages where the local people are not better informed about what tourism might bring to their communities shy aware from tourist’s activities and this is sometimes as a result of their low level of development in terms of awareness creation about what tourism is all about.

 AD also stated that ……… My perception is that Ghana is not quite ready yet to be a tourism destination because certain things ought to be put in place. I have travelled to a lot of developing countries like in Latin America, Peru,  Bolivia and  Asia like in Thailand and those places as a tourist it was not difficult to find out how to find places, locate tourists sites, where to locate hotels  in order to have a decent sleep and as such it is much more organized than it is in Ghana. But there is definitely a lot of potentials places in Ghana to be tourist sites (Appendix 1: 19). This is interpreted to mean that there is much work to be done in Ghana as a tourism destination. This is in   regards to the development of infrastructure such as decent accommodations for tourists, and information about tourism information. In other word the hospitality industry in Ghana need to be develop in order to satisfy the demands and expectations of tourists.
 However, OI expressed a contrary view with regards to the perception of Ghana as a tourism destination saying that …….. Ghana is ranked among the countries with attractive natural and man-made tourist sites in Africa. Ghanaians are hospitable, the fauna and flora attractive and thus Ghana can be described as a competitive tourism destination. (Appendix 2:1).This is interpreted to mean that due to the tourism potentials of Ghana like the natural heritage such as wildlife species including 222 mammals, 128 reptiles, and 38 amphibians, the birdlife particularly rich with 721 species and man made sites such as Akosombo Dam, the Volta lake and lake Bosomtwe, colorful markets, conference facilities, bustling nightlife, casinos, and art galleries. These attractions therefore make Ghana as a competitive tourism destination within Africa.

The interviewed data also reveals varied meaning of the term brand (ding) as TS expressed that… As fare as I know branding is a kind of making your own culture unique. That is the uniqueness of a country, for example in terms of tourism you have to find what is very representative of a  your culture or the people or the natural resources in your country how to make people from different region from different culture know the uniqueness of your country. (Appendix 1:12). This is interpreted to mean that culture could be used by a country as a brand to differentiate itself a due to its uniqueness from its competitors. Culture is being used by most tourism destinations as a unique feature to branding themselves as a tourism destination. PJ also expressed a different meaning to the term brand and stated that …….. I know that a brand of a thing should mean quality, a good merchandised but when it comes to a country I really think the brand has be positive and has to be a word or a thing that really tells you that this is a great country, a developed country, a country you really want to go   seeing. So I know for sure that whenever I always heard the word pronounce Ghana, was like Ghana is the  gold coast and  I  think they really have to  work on that  not because   it used to be known as  Gold Cost in the olden days  but is like a “shushed – shushed”  there is a word called “shushed in Danish”   because Ghana had  so many a great things when you really get there and you  open the box of Ghana it has so many bright things of  you really like to touch , feel and smell and that they should definitely work on the gold coast. (Appendix 1:10). 
This is interpreted to mean that a brand is a product but in terms of a country it has be positive word that indicates how great such a country/destination is and Ghana should work towards using the word Gold Coast as its brand name because of the valuable and interesting things in Ghana.AD also shared her opinion by saying that ………… Well my understanding of a brand is having a clear understanding of what a product is, what characterized a product or the image of a product and Ghana has no a brand currently. (Appendix 1: 20) This is also interpreted to meaning that a brand refers to a product or commodity. In other words, how a product looks like in the eyes of customers or the features and qualities of a product. There for Ghana as a country, as at now has no brand name. OI also expressed that……….. A brand is a name, a term, a symbol, a design or a combination of these that identifies a product and differentiates it from competitors’ offerings. (Appendix 2:1). This means that a brand could be a sign, name or word that differentiates a product from its competitors. Further more OI expressed that…. Ghana’s brand is hospitability and an unmatched tourism destination in Africa.( Appendix 2 :2). This is interpreted to mean that due to the hospitality nature of Ghana and for that matter Ghanaians, Ghana’s brand name could be hospitability as a value and better tourism destination within Africa.

When some of the interviewees were asked the question of how they understand the term, destination branding. TS stated that ……….You have to find the uniqueness of the tourism in your country. (Appendix 1:12). This is interpreted to mean what attributes differentiates a country/destination from its competitors. Quite apart from this OI expressed that ……… Destination branding is the image that is created around an offering,     particularly, Place, that seeks to differentiate it from others and attract patronage to it. (Appendix 2: 2). This is interpreted to mean that destination branding has to do with how a place tries to make itself appears different and thus being unique. This is in line with Ritchie and Ritchie (1998) explanation of destination branding of how a place identifies and differentiates and unique from its competitors.

The interviewed data also reveals the functions/ benefits of Ghana’s brand. Thus OI expressed that ………It would attract more prospective tourists to the country, it would influence the positive perceptions of people and finally to position Ghana as a preferred tourism destination. (Appendix 2: 2).This is interpreted to mean that Ghana’s brand name will put Ghana on the tourism map and attractive tourism destination and this can therefore serves as a pull factor in attracting tourists to Ghana at the expense of other tourism destinations in Africa.

When some of the interviewees were asked the question of some challenges Ghana might face branding in branding herself as a tourism destination. OI expressed that…….…Illiteracy among domestic potential tourists, inadequate communication of tourist destination to potential tourists and lack of interest in tourism among domestic potential tourists.( Appendix 2: 3) This means that the lack awareness creation of Ghanaian as a result of  poor communication in relation to the importance of tourism culminates into the poor interest of Ghanaians in domestic tourism  .Further more in relation to the benefits Ghana will drive from branding as a tourism destination, OI expressed that will …..Improve revenue generation, improve the positive international image of Ghana, increased development and excites local population. (Appendix 2: 4). This is interpreted to mean that Ghana will benefit as being a tourism destination since revenue from tourism could be channeled to the provision of infrastructure like the constructions of roads, provision of electricity. Also the  tourism industry being the largest sector in every economy will  cerate employment opportunities for the majority of the Ghanaian populace which has the possibility of raising the standard of living of Ghanaians. The positive image of Ghana internationally will be improved due to Ghana being a known tourism destination located   within the African continent.     

 5.9.2 Conclusion

It is worth expressing that the focus of this study/research is Destination branding and Ghana as a case. In this regard, the content of the analysis was done based on qualitative interviews in combination of branding theories such as brand identity and brand image, destination image formation and brands and destination branding. The most intriguing and major findings out of the five interviews carried out in this research is the democratic credentials of Ghana and the hospitability of Ghana and the citizenry. The analysis therefore concludes that, for Ghana to be branded as a tourism destination in Sub Saharan Africa. Then it is prudent for Ghana to maximize its democratic credentials to position herself as an icon of democracy within Africa in the branding process. However, the major challenge of Ghana to branding herself as a tourism destination is the general low level of infrastructural development as revealed by the analysis and the lukewarm attitude of Ghanaians to domestic tourism which has the potentiality of attracting foreign tourists and investors into Ghana.   
5.9.3 Recommendations

 First and foremost, the study affirms that currently Ghana has no official brand name to be managed. In this regard, the Brand Ghana Office established by the government of Ghana in 2007 should be resource in order to carry out its mandate to getting an official brand name for Ghana and how to manage Ghana’s brand both locally and internationally to attracting potential tourists and investors into the country. Carving a brand name for Ghana and its management should be done in collaboration with the major stakeholders in the tourism sector such the Brand Ghana office, Ministry of Tourism, Ghana Tourist Board to mention but a few. Effective collaboration is important in the sense that tourism business is jointly own and can be achieve through the help inputs of all destination marketing organizations.

 Also, Ghana should also engage in effective use of social media as a campaign. This because more tourists/ travelers this days resort to the use of online resources to learn more about destinations and the kinds and quality of services provided. The use of social media will show the tourism potentials of Ghana also raise the awareness creation of potential tourists and investors of Ghana as a tourism destination in Africa.

In addition to the above is the establishment of sign posting in cross the length and breathe of the country  the  cities, towns and villages most especially at the major service areas such as  tourists information centre’s, major roads, library and markets. This will make it easier and simple for tourists to have independent travelling or movement without seeking for a helping hand from the citizenry (Ghanaians). All local communities should be encouraged to build museums decorated with photos of people who have made difference in their communities and photos of market scenes. 

Finally there should be general development of the infrastructure for example, roads, water electricity public transport systems and the like. The constant supply of water and electricity in all parts of the country will boost tourism activities. The government of Ghana in conjunction with Ministry of Roads and the Motor Traffic unit in Ghana to outline road safety policies and education campaign to educate motorists and punish offenders in order to reduce the number of roads accident. The high records of roads accidents of a country/destination scare away in attracting foreign tourists into a country as well as domestic tourists to embark travelling to tourist sites normally located at the hinterlands.  
5.9.3 Perspectives

It is important to know that Ghana as it stance now has no official brand name not to talk of how Ghana’s brand could be managed. In this regard, there is the need to further research into to get a befitting brand name for Ghana which will be officially launched  and manage by the Brand Ghana office established by the government as a collaborative institution to other bodies like the Ministry of Tourism, Ghana Tourist Board, Ministry of Trade and Industry to mention but a few.
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