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ABSTRACT 

By any standard, tourism has become the world's number one industry, and the African 

cultural heritages have been placed on reference incognito shielding it from advertising, 

marketing and sharing these rich and prosperous ancestral indigenous knowledge systems 

from the outside world in the name of traditional values, norms and/or religious fallacy. 

This research project is centered on introducing marketing strategies and advertising 

techniques to the supposed ever flourishing ethic and norms or our traditional practices 

that are gradually going into extinction and those that need more notifications and 

educating more published.  
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INTRODUCTION 

Growing a business isn't easy. First, you 

need a viable idea. From there, you need 

to discover a profitable niche, define a 

target demographic and have something 

of value to sell them. Whether you're 

peddling products, services or 

information, getting the word out has 

become increasingly burdensome. And 

without the right marketing strategies to 

fuel your growth, churning a profit and 

staying afloat is virtually impossible.  

Marketing is the study and management 

of exchange relationships [1]. It is the 

business process of identifying, 

anticipating and satisfying customers' 

needs and wants. Because marketing is 

used to attract customers, it is one of the 

primary components of business 

management and commerce [2]. Marketers 

can direct product to other businesses 

(B2B marketing) or directly to consumers 

(B2C marketing) [3]. Regardless of who is 

being marketed to, several factors, 

including the perspective the marketers 

will use. These market orientations 

determine how marketers will approach 

the planning stage of marketing. This 

leads into the marketing mix, which 

outlines the specifics of the product and 

how it will be sold. This can in turn be 

affected by the environment surrounding 

the product, the results of marketing 

research and market research, and the 

characteristics of the product's target 

market [4]. Once these factors are 

determined, marketers must then decide 

what methods will be used to market the 

product. This decision is based on the 

factors analyzed in the planning stage as 

well as where the product is in the 

product life cycle. 

Cultural Heritage is an expression of the 

ways of living developed by a community 

and passed on from generation to 

generation, including customs, practices, 

places, objects, artistic expressions and 

values [5]. Cultural Heritage is often 

expressed as either Intangible or Tangible 

Cultural Heritage [6]. As part of human 

activity Cultural Heritage produces 

tangible representations of the value 

systems, beliefs, traditions and lifestyles. 

As an essential part of culture as a whole, 

Cultural Heritage, contains these visible 

and tangible traces form antiquity to the 

recent past. 

Types of Cultural Heritage 

Cultural Heritage can be distinguished in:  

 Built Environment (Buildings, 

Townscapes, Archaeological 

remains). 

 Natural Environment (Rural 

landscapes, Coasts and shorelines, 

Agricultural heritage). 

 Artefacts (Books & Documents, 

Objects, Pictures) [7]. 

Protection of cultural heritage is a 

function and responsibility of authorities 
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and institutions organized in a national 

system at national, regional and local 

level. Achieving the cognitive goals 

largely depends on the promotion of the 

cultural heritage and the development of 

cultural tourism, its marketing, 

permanent advertising and specialized 

commercial publications; popular 

educational programs and multimedia 

products available for the formation of 

knowledge and attitude for trips to tourist 

sites and cultural valuables [8]. 

Why Cultural Heritage 

It is sad but one recurrently has to 

explain why culture and especially 

cultural heritage is important, whether it 

be in a discussion with ambassadors, 

politicians or military commanders [9]. 

One of the first arguments used in this 

dispute is that people would be much 

better off with 'substantial' goods, like 

food and housing, than with some 

antiquities. Bertold Brecht quotes “Food 

comes first, than Morality” [10]. Many 

great minds would disagree with it, either 

they would instantly refer to the relation 

between heritage and freedom, and many 

people would give up their lives for this 

freedom. Culture and heritage are not just 

luxury goods, they are basic needs. 

The Arts 

The arts as part of cultural heritage like 

literature, music, painting and sculpture 

are essential in a peaceful co-habitation of 

the human species as it will offer them an 

alternative point of view. In presenting a 

different picture people will be more 

lenient in accepting differences in real life 

as well that in turn will stimulate mutual 

respect [11]. That is why cultural heritage 

plays such a vital role in the 

democratization process. Without cultural 

heritage, we will lose our main source of 

self-expression and in the end our self-

realization. 

Cultural Heritage & Development 

The power of culture and heritage has 

long been undervalued. Together with 

Unesco Culture in Development finds that 

culture is imperative for the development 

of any society [12].  We consider Culture 

and Heritage as basic needs.  

 

 

Social development 

Development actors worldwide have been 

made progressively aware of the interlink 

ages between culture and development. 

Before, cultural heritage was merely 

looked at as a source of income [13]. 

Recognizing culture as a dynamic and 

transformative force, they seek to explore 

culture as an indicator and facilitator of 

social development. Today, its role as an 

active agent of social transformation has 

been increasingly recognized. 

9th MDG 

In 2000 the leaders of 189 countries 

agreed to deal with the most important 

world problems before 2015. They laid 

down 8 concrete goals: the 8 Millennium 

Development Goals [14]. It is certainly a 

very nobel ambition, yet the politicians 

forgot to give any prominence to Culture. 

Value systems, beliefs, traditions and 

lifestyles are known to hamper or disrupt 

the development of the poor. That is why 

Culture in Development feels that Culture 

should have been the 9th Millenium 

Development Goal [15]. 

Marketing Strategies 

Ethnological tourism 

This is a specialized type of cultural 

tourism, which is associated with the 

ethnographic components of the visited 

destination. It recreates and transfers 

over the generations‟ people‟s memory 

and makes it available not only for local 

visitors but also for international tourists 

[16]. The resources of this kind of cultural 

tourism are the ethnographic evidences of 

life, crafts, skills, and beliefs that are 

inseparable elements of the spatial 

environment to which they belong and are 

significant in terms of ethnology. These 

are real and movable, mainly architectural 

and historical buildings and cultural 

valuables. The majority of the 

ethnographic anthropogenic touristic 

resources belong to the intangible 

cultural heritage. It consists of traditions, 

crafts, shows (performances), social 

practices, rituals and festive events. The 

protection of intangible cultural heritage 

aims at protecting, conserving and 

respect for: 

 language traditions and 

expressions including language as 
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a carrier of the intangible cultural 

heritage; 

 performing arts; 

 social practices, rituals and festive 

events; 

 Knowledge and practices 

concerning nature and the 

Universe; 

 Knowledge and skills associated 

with traditional crafts [16]. 

Conservation and display of local 

cultural, historical and natural heritage 

can be include in the marketing 

strategy of the enterprise and be directed 

towards improving the quality of life in 

the region through development and 

promotion of small businesses (small 

hotels and restaurants) as a sustainable 

local economy. Sample investment 

activities can be directed to: 

Support to existing groups for 

presentation of folk customs – purchasing 

costumes, musical instruments and audio 

– visual equipment; 

 Creating a permanent and 

travelling exhibition of the local 

ethnographical, natural and 

cultural-historical heritage with 

application of audio – visual 

computing [7]. 

Natural Attractions 

Natural attractions are protected rare, 

beautiful and valuable natural sites from 

a scientific, cultural or aesthetic point of 

view, preserved in their most natural kind 

and forms. These natural objects can be 

both from the animate nature and from 

the inanimate one [8]. The specific site 

declared a landmark includes the natural 

environment in which it exists. In these 

areas are prohibited activities that may 

disturb their natural condition or impair 

their aesthetic value. One of the 

important things is gathering information 

about available resources and interpreting 

them in a way that is attractive to 

tourists. Information about the various 

landscapes can be obtained from the 

managers of parks, information about 

existing tourist resources, infrastructure 

etc. can also be obtained from 

municipalities and local ecological and 

tourist organizations [9]. 

What can be done 

Once you know what you have it is time 

to proceed to the assembly of various 

tourist products [10]. The additional 

tourist services that can be developed 

based on the existing resources on a given 

place and the ingenuity and the 

imagination of the local people are many 

and varied. For example, you can organize 

and offer: 

 A walk to nearby landmarks – 

centuries old trees, waterfalls, rock 

formations etc. – on foot or on 

horseback; 

 Short or longer walks in beautiful 

landscapes, for example: 

horseback riding/ carts to more 

remote locations, where you can 

pick herbs, mushrooms or berries; 

guests will be pleased if they 

receive a home-made dessert with 

fruits they have picked by 

themselves; 

 Picnic – if there are nearby ponds 

with fish, lunch can be fish, 

freshly caught from the tourists 

themselves. 

CONCLUSION 

The outline of cultural heritage benefits 

provides the basis for the formulation of 

recommendations on the integration of 

cultural heritage in EU policies. The 

statement asks the EU to develop a 

cultural heritage strategy, in the context 

of the European Agenda for Culture. This 

should also involve the mainstreaming of 

cultural heritage in a broad range of EU 

policies and the improvement of 

interaction and coordination among 

different stakeholders. Cultural heritage 

can be seen global if the indigent people 

are willing to practices their culture 

where ever they may see themselves, thus 

protecting all the relevant cultural 

properties.     
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