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Abstract

Shrines’ market appeal and authenticity drive religious tourism branding initiatives. Ideal packaging strate-
gies further determine product performance in religious destinations. This article examined the potential
contribution of market appeal and authenticity to religious tourism branding in the Kenyan Coast, Western,
and Eastern regions. Multistage Cluster Sampling was used to sample 700 respondents. Surveys were con-
ducted using structured interviews between February 2012 and April 2013. Questionnaires targeted commu-
nities, tourists, and tourism developers. Questionnaires examined the types of shrines, utilization rate,
perceived importance, and current development levels. It further assessed applicable religious tourism
branding strategies within regions. Data analysis involved factor analysis, ANOVA, and t-tests. Results indi-
cated that Kenyan shrines serve natural, physical, and cultural purposes, which determine their market
appeal. New brands, line-extensions, and brand extensions emerged significant product branding strategies
(p<0.05). Thus, it implied perceived loss of product authenticity.
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. practicesbutarenotfullydevelopedintotourism
Introduction

Pilgrimages are documented as highly developed tour-
ism products in India, Saudi Arabia, Lebanon, Israel,
Portugal, and Italy (Al-Akhras, 2008; Nolan and
Nolan, 1989; Sudhir, 2007; Vijanayad, 2012). Inthese
countries, pilgrimage product development sup- ports
religious tourism growth characterized by increasing
local and international tourists’ demand.
Religioustourismhighlysupportseconomicdevelop-
ment in these tourists’ destinations (AICEP, 1997;
Angeles and Javier, 2008; Mitroff and Denton,1999).
However inKenyaand other countrieswhere
religioustourismisatitsexplorationstage,thereare
major challenges hindering pilgrimages product devel-
opment (Olsen, 2006; Shackley, 2001).

Kenyan religious pilgrimages occur ascommunity
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products(Henningfeld,2010;Parsitau,2006).Failure to
develop pilgrimages results to product homogeneity
and increased social economic costs associated with
the currently prioritized mass tourism forms. Kenya
international perception as a beach and wildlife
destination draws more leisure oriented tour- ists
than religious tourists (Akama, 2002). Religious
tourists thus represent a potential market niche to
servewithcompetitiveproductinitiatives. ~ Developing
pilgrimages is an attempt to diversify Kenyan tourism
product and increase religious tour-
ismdemand.Assessingreligioustourismdemand
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providesdestinationmanagerswithmarketknowledge
that guides new product development.

Religious tourism product developmententail;
branding,packaging,labeling,andproductsup-
portservices(KotlerandArmstrong,2005).Brandingthusa
nchorsthefoundationfordeveloping other  product
initiatives. Product development efforts aim at
transforming existing resources to differentiated
consumer experiences (Lunven, 2003; Martine, 1993).
Religious product development strategies are widely
reported in pre- vious studies but their capability to
influence sub-
stantialtourists’demandislessexplored(Kaszowski,2000;
RajandMorpheth,2007).

Approximately 80% of Kenyans areChristians
(Parsitau, 2006) but only about 1 million spend in
religious tourism activities. This segment represents a
substantial market to develop for religious products
consumption. Tourism product development efforts
currently focus on domestic market needs and
increasedcommunityparticipationtoattainsustain-
ability in the 21st century (Buhalis and Costa, 2006;
Cole 2006; Gupta, 1999). The recent growth of cul-
tural tourism on the Kenyan countryside provides a
platform for initiating religious activities as cultural
brand extensions (UNESCO, 2002). Linking religious
products with local cultures has enhanced tourists’
demand and product consumption through creative
branding tactics (Hunter, 1995; Reisinger, 2009).
Religious tourism branding and consumption highly
depends on existing market appeal and resource
authenticity (see Figure 1). These are among other
factors that this study examined.

Marketappeal

Religioustourismispresentedasahighlydemanded
business. AICEP (1997) reveal that approximately
26% of world travelers are religious tourists. This
globalfigurecouldbeusedtoprojectdemandindes-
tinationswherereligioustourismisformal,institutio-
nalized and organized into an economic sector
(Muriuki,2014).Itishoweverchallengingtoestimate
the demand for religious tourism where much pilgrim’s
activitiesremaininformal(RajandMorpheth,2007). In
Kenya, for instance, religious centers develop by
establishingattractions,activities,andbasicfacilities.
The pattern of supply here provides an ideal framework
forassessinglevelsofreligioustourismdevelopment.
The types and abundance of shrines can be assessed in
order to segregate important places from non import-ant
areas (Vukonic’, 1996). Products and networks
developedaroundtheseshrinescanalsoevaluatethe
structure of religious tourism growth (Lin, 2005;
Woolclock and Narayan, 2000). Areas with diverse
shrinesareconsideredimportantduetotheirinertia for
religious tourism products development (Nolan and
Nolan, 1989; Vukonic, 1992). In support of this, the
following hypothesis emerged:

Hyl1:Thereisnosignificantrelationshipbetweenthetypes of
shrines and the levels of religious tourism product
development

It is often claimed that the availability ofattractions’
determines the supply of tourism products in destin-
ations (Page and Connel, 2007). However, literature
hasdemonstratedthatmanyreligiousshrinesexistbut

Marketappeal

i.  Relevancetotouristneeds
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are not developed (Vukonic’, 1996). Thispossibly
implies that such shrines lack the required market
appeal for their potential development. Various scho-
lars have underpinned that the utility of existing
shrines’ is arguably more important than the number
of shrines’ in an area (Martine, 1993; Tyson, 1999).
Perceivedimportanceofshrinescouldthereforereveal
theattachedvalueinreligiousattractionsanddemand. In
attempt to examine this assertion, the following
hypothesis emerged:

Hy2:Thereisnosignificantrelationshipbetweenperceived
importance of shrines and market appeal

Lunven(2003)explainsthatreligioustourism
demandisbasedinfourdifferentperspectives:(a) the
spiritual perspective, which is driven by a searchfor
personal dialogue with God; (b) the sociological
perspective, which makes a religious person interact
with other believers; (c) the cultural perspective,which
makes a religious tourist to value the social-
culturalsignificanceofreligioninthesociety;and
(d) geographical perspective, which creates shiftsin
tourist patterns when religious tourism begin in a
destination.Tourists’"andcommunities’percep-
tionscouldthereforeinformthecurrentdemandfor
religious shrines in an area (Santos and Grac’a, 2000).
Religious tourism demand is estimated by assessing
the number of pilgrims to popular shrines (AICEP,
1997),includingthetotalbednightsobservedinreli-
gious accommodation centers. This conventional
methodappliesinmeasuringdemandinpopularreli-
gioustourismpromotionzones.Thismethodisideal
when communities can project current religious tourist
numbers. In this case, the following hypothesis was
developed:

Hy3: There is no significant relationship between the
number of religious tourists and the demand for religious
tourism

Religious tourism is viewed to be a locally viable busi-
ness and a responsible travel niche capable of provid-
ing revenues with minimal cultural disruption(Muriuki,
2014). However, research has demonstrated that
religious tourism development would secularize the
pilgrimage sacred content while disrupting pil- grims’
worship  (Sharpley and Jepson, 2010). It is
thereforeachallengeforKenyandestinationmanagers to
balance between the extent of commoditizing pil-
grimages and the need to retain product authenticity.
This prompted an interrogation onto the potential and
optimum levels of pilgrimages commoditisation in
Kenya.

Authenticity and religious tourism product
branding

Many writers have considered authenticity todenote
the genuine, different, and novel objects in tourism
(Gnoth and Wang, 2015; Olsen, 2002). MacCannel
(1999) was the first to introduce the concept of
authenticity in tourism research, which became an
important theoretical construct. Wang (1999) pro-
videdamoredetailedanalyticalframeworkforconcep-
tualizing authenticity and authentic states in tourism
objects.Hereportedfour typesof authenticity: object-
ive, symbolic, existential, and performative (Wang,
1999). Symbolic and performative types are important
in authenticating objects while objective and existen-
tialtypesprovideidealfeaturesforevaluatingthestate of
authenticity. This framework has been extensively
used to explain authentication of destinations
(Reisinger, 2009). Wang (1999) framework further
proposes three approaches of examining authenticity
(Constructivism,ObjectivismandExistentialism).

Constructivism is the idea that authenticityissocially
constructed and that behavioral observation and
associations can be used to evaluate genuine objects.
Many writers consider this approach as sub- jective
since ideal images and assumptions are used to assess
authenticity (Betta, 2014; Rickly-Boyd, 2012).
Objectivism is the structural description of tourist
objects. It uses rationalism and empiricism in inter-
preting the truth (Gnoth and Wang, 2015). This
approach has gained much attention due to its utilityin
quantifying authentic states. Existentialism is the
inspirational and empathetic orientation toward genu-
ineobjects.Inthisapproach,atouristhastoencounter
genuine objects in order to experience them.

Authenticity has therefore been measured inthree
methods: structural description of tourist objects,
reactive affect by tourist objects and sense of existen-
tial attachment to tourist objects. More recently, the-
oretical constructs such as intentionality (Betta, 2014)
and authentic knowledge (Gnoth and Wang, 2015)
have been used to examine authenticity.

Convincingly genuine objects, unique values, and
preserved symbolic meanings attached to resources
are sought by tourists during their destination choices
(Reisinger, 2009; Rickly-Boyd, 2012). These innate
features are used by destination managers to develop
tourism products. Smith (1994) observes that tourism
production is highly localized and depends on attract-
ive destinations’ resources. Religious product develop-
ment specifically converts the sacred elements,
meaningful cultural contents and activities into com-
mercial tourists’ packages. The sacred elements in
shrines and perceived cultural value denote religious
productauthenticity(Olsen,2006).Religiousproduct
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authenticity positively identifies, differentiates,and
positions sacred experiences through branding initia-
tives. While many studies report on processes to con-
vert tourism resources into final service experiences,
fewattemptshavebeenmadetolinksuchexperiences
toresourceoriginality.Thishasarguablycausedlossof
authenticity throughrepresentation andcommoditiza-
tion (Raj and Morpheth, 2007).

Swarbrook (2002) observes that commoditization is
a key concern facing cultural and religious centers in
the 21st century. Safeguarding the sacred content in
religious shrines is therefore an attempt to preserve
productauthenticity.However,developingpilgrimages
for tourists’ consumption represents commoditization
and potential loss of sacred value. Religious tourism
usually detaches pilgrims from their sacred sensationin
many undeveloped holy centers (Barber, 1993).
Previous reports suggest that global religious tourism
businessoccurindependentlywithoutintegrationwith
other tourism forms.This represents levels of religious
product authenticity (Reisinger, 2009). In few other
destinations, religious tourism is often interlinked to
existing tourism forms, such as cultural tourism. This
demonstratespossiblelevelsofproductin-authenticity
(Raj and Morpheth, 2007). In this regards, a totallynew
brand is considered authentic while a line exten- sion
or a multi brand is viewed as in-authentic. This
paradigm suggested the following hypothesis:

Hy4: There is no significant relationship between pilgrim-
ages development as a new brand and levels of product
authenticity

Theoreticalframework

The theory of intentionality was used to guidethis
article. Intentionality is a psychological desire to con-
sume a quality package. Betta (2014) observes that
intentionality is a mental state and a defining charac-
teristic of authenticity. There are two properties of
intentionality: referential and content intentionality.
Referential intentionality explains the directedness
towardquality objects.Sacredelementsofshrines can
act as reference points tovisit and experience reli-
gious destinations. Tourists gauge quality in reference
to authentic encounters thus seeking experiences in
suchdestinations(GnothandWang,2015). Marketers
therefore stage such experiences to lure tourists’
consumption (Wang, 1999). Content inten- tionality
refers to aspectual shapes in tourism objects. It
evaluates the tangible elements and the images
formed about tourism objects (Gnoth and Wang,
2015). It therefore elaborates whether staged objects
qualify to be authentic.

Researchmethodology
Researchdesign

Cross sectional analytical research design was used for
this research. This relied on structured
interviewsaidedbyquestionnaires.Crosssectionaldesign
was an effective method utilized since the type of
research involved collection of personal information,
related to feelings, attitudes, and motivation of the
respondents (Veal, 2006).

Study area characteristics and target
population

This study was conducted in the Coast, Western, and
Eastern regions of Kenya, in East Africa. This area had
an approximate population density of 13,325,712
people. Coast region consisted of 3,325,307 people,
Western region comprised of 4,334,282 people while
Eastern region comprised of 5,666,123 people. These
areas host approximately 25 ethnic groups (Kenya
National Bureau of Statistics, 2009).

Approximately 3,464,685 respondents weretar-
geted(26%oftheentiredensity). Twenty-sixpercent
representedthetotalworldtravelersengaging inreli-
gious tourism (AICEP, 1997). It included 864,580
peopleinCoastregion,1,126,913peopleinWestern
region, and 1,473,192 people in Eastern region. The
population comprised of pilgrims, community mem-
bers,MinistryofTourismofficials,andtourismdevel-
opers. The population was represented by a sample of
700 respondents. Respondents were drawn from three
regions at random.

Samplingprocedureandsamplesize

The sample was derived from the population using the
infinitepopulationsampleformuIaSS={Zz><(P)>< (1—
P)}/Cz,whereSS=sampIesize,Z=ZvaIue (1.96),
P=percentageof population picking a
choice,andC=confidenceinterval(0.04).Theresult-
antsampleSS={3.8416x0.5%x0.5}/0.0016.This
resultedtoasampleof600.Theinfinitepopulation
sample was converted to a finite population sample
formula:NewSS=SS/{1+(SS—1)/pop}.TheNew
SS=600/{1+(600—1)/3,464,685}=599.90.This
sampleframewasaddedby100tocountertherate of non-
response. The resultant sample size was 700
respondents.

Multistage Cluster Sampling was used as themain
sampling technique. The three regions represented
clusters which formed a sample of 700 respondents.
Each region represented a broad cluster varying
according to regional density in relation to the whole
population.Coastregiongenerated864,580/
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3,464,685 x700=175respondents.Westernregion
generated1,126,913/3,464,685x700=228respond-
ents, while Eastern region generated 1,473,192/
3,464,685%x700=298.Theaboveclusters were sub-
divided into five sub counties. Each sub county there-
fore constituted 35 respondents in the Coast, 46
respondents in Western, and 60 respondents in
Eastern regions.

Bordens and Abbot (2008) argue thatmultistage
sampling involves identification of large clusters and
randomly selecting from among them (first stage),then
randomly selecting individual elements from the
selected clusters. Sample size was determined on the
criteriaofrequiredlevel ofprecisioninthe results; the
level of detail in the proposed analysis and the
available budget (Veal, 2006).

Datacollectionproceduresandanalysis

Three questionnaires were developed targetingcom-
munities, tourism developers, and  tourists.
Questionnaires sought to establish the existing reli-
gious shrines and attractions while examining their
development rates. Questionnaires also examined the
perceived importance attributed to each religious
attractions, religious product branding strategies, and
religious tourism demand. These questionnaires com-
prised respondents’ demographic variables in section
P1-P7. Section 1(a) and (b) comprised questions
related to attractions used for pilgrimages. Section1(d)
comprised questions related to religious tourism
demand. Part 1(e) comprised questions related to the
importance of shrines. Section 2(e) comprised ques-
tions addressing components viable for religious prod-
uct development. Part 2(h) comprised questions
related to religious product branding strategies.

A pilot study was carried out in order toenhance
data reliability. Bordens and Abbot (2008) explain that
pilot study is important in pretesting questionnaires in
order to minimize errors. Split-Half test was used to
examine data reliability (Guttmann Split Half coeffi-
cient,r=0.80;Turkey’snonadditivitytest,
F=110.82,df=1,p<0.01).Datavaliditywastested using
Kolmogorov—Smirnov test.

Factor analysis was used to explore the ratesof
development in existing shrines. Factors were rotated
using Principle Components Analysis and their differ-
ences examined using Varimax. Important compo-
nents with Eigen values>=1 were selected. Factors
score of=0.67 was considered significant in the rotated
matrix. Independent sample t-tests were used to
analyze the importance of religious attractions.
ANOVA was used to examine the branding strategies
for religious tourism product with means separated
usingLSDtest.TheresultantF,t,andpvalueswere

reported and represented in tables. Variablesthat
scoredpvalues<0.05 were considered significant.
Religious tourism demand was examined using Chi-
square and its variation tested using one sample
Kolmogorov—Smirnov test.

Results

The actual respondents comprised of 375 community
members, 218 tourism developers, and 108 tourists.
Resultsindicatedthat79%communitymembers were
Christians, 15.5% Muslims, 1.1% Hindu, 1.6%
Traditional African religion, and 2.1% Atheists. Agesfor
community members differed. In all, 27.5% were
agedbetween25and35years,26.7%agedbetweenl15
and25years,16%agedbetween45and55years,12%
agedbetween35and45years,11.6%agedbetween55
and 65 years, 2.2% aged between 65 and 75years,
1.6% aged less than 15 years, and 1.4% aged morethan
75 years.

Tourism developers had differences length of oper-
ations and mandates. In all, 44.50% of the tourism
operations had existed for less than 15 years. Among
theseenterprises,46.31%engagedindevelopingtravel
products, 31.96% were engaged in providing infra-
structure, and 12.37% were engaged in providingtravel
information. Only 5.96% of the operations had
existedformorethan75years.Amongtheenterprises,
38.46% were involved in providing travel information,
30.77% were involved in developing travel products
and 23.08% involved in providing infrastructure.

Means for tourists’ religious affiliations werecom-
paredwithinregions.Christians(mean=2.00,
sd=0.82)andMuslims(mean=2.11,sd=0.90)con-
tributed to high means. Hindus, Rastafarians, and
Atheistscontributedtolowobservablemeans(mean=1.0
0,sd=0.00).Tourists’expenditures
variedwithinregions(’=47.11,df=10,p<0.05).  Highest
means were observed for 1501 Dollars and above.
Lowest means were observed for 1001-1250
dollarspermonth.ThisisillustratedinTablelbelow.

Types of shrines and religious tourism
product development levels

Resources with potential for religious tourism product
development were identified. Their relationship with
the level of tourism development was established.
Usingfactoranalysis,16typesofresourceswereexam-
ined. Values with Eigen value greater than 1 were
selected and extracted using Principle components.
Varimax was used in factors extraction, which con-
verged after 10 iterations. Factors that contributed to
values>0.65 after rotation were considered signifi-
cant.Factorsrelatedtoeitherpotentialreligious
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Table1.Tourists’expenditureswithintheKenyanvisitationregions.
Regional

Tourists’expenditure % Coast %Western % Eastern Means N sd
250-500dollars 40 0.00 20.00 155 22 0.91
501-750dollars 10 0.00 13.33 2.00 8 1.07
751-1000dollars 20 6.25 13.33 171 14 0.91
1001-1250dollars 5 12.50 0.00 1.67 6 0.52
1251-1500dollars 10 37.50 0.00 1.75 16 0.45
1501dollarsandabove 15 43.75 53.33 2.28 36 0.74
Total 100 100 100 1.90 102 0.83

Table2.Rotated principal components factor scores for
types of shrines and attractions.

Rotatedcomponent

matrix (a)(,)(b)

Component

1 2 3 4

Churches —0.29 0.41 0.48 —0.06
Mosques 0.23 —0.46 0.45 0.24
Temples —0.05 0.03 0.63 0.47
Forests 0.71 0.22 —0.09 0.12
Caves 0.80 -0.03 0.04 0.18
Religiousfestivals 0.48 0.10 0.64 —-0.14
Events 0.43 0.06 0.69 -0.21
Mountains 0.02 0.65 0.06 —0.03
Sacred homes 0.33 0.46 0.11 0.34
Monastries 0.29 0.07 —0.03 0.64
Monuments 0.65 —-0.25 0.25 0.20
Rivers 0.06 0.73 —0.01 0.14
Thesea 065 —0.25 0.15 0.40
Stadiums —0.04 0.60 0.51 0.07
Culturalcenters 0.74 0.13 0.15 0.02
Others 0.06 0.05 —0.02 0.57

Extraction method: Principal component analysis.
Rotation method: Varimax with Kaiser normalization.
Rotation converged in 10 iterations.
Boldface:Significantscoreswithvaluesof0.67andabove.

centers (mainly built environments)
orreligiousshrines(mainlynaturalenvironments)

wereexamined. Results indicated about three

significant factors (see Table 2).
Componentlindicatedthreefactors

(Forests=0.71,Caves=0.80,andculturalcen- ters=0.74)

to be significant. These factors were related to natural
and cultural religious shrines. Component 2 included
(Rivers=0. 73), which was
relatedtoshrinesthatexistonphysicalenvironment.

Component3indicatedonesignificantfactor(Events=0.6
9), which was related to shrines thatserve cultural
functions. Results indicated no signifi-
cantfactorrelatedtobuiltenvironment.Thisdemon-
stratedthatshrinesthatservenatural,physical,and
cultural functions have potential for religioustourism
development. It also revealed that built environments
are less preferred for religious tourism functions. This
suggested the rejection of HypothesisHy1.

In attempt to establish the potential use of attrac-
tions in religious tourism product development, the
researchers estimated the importance attached to vari-
ous shrines by communities and developers. This was
projected to show the perceived value of those shrines.
Five shrines (Churches, Mosques, Forests, Caves,
Mountains,andSacredhomes)werecomparedand

rankedinorderrangingfromVeryimportant=>5to

LessImportant=1.ANOVAtestindicatedthatall

thevariablesweresignificant.Churchesscored
(F(2,582)=75.22, p<0.05), Mosques (F(3,581)=

42.62,p<0.05),Forests(F(3,531)=4.39,p<0.05),
Caves  (F(2,579)=39.26, p<0.05), Mountains

(F(2,579)=25.40,p<0.05),whileSacredhomes
scored(F;,573=3.32,p<0.05).Meansfortheregio-
naldatawereseparatedusinglLSD.Resultsindicated
thatCavesweresignificantinthethreeregions(p<0.05).
Churches,Mosques,Forests,and Mountains emerged
significant in the Coast region. Sacred homes were
significant in the Coast-Eastern data (p<0.05) (see
Appendix 1).

Using t-tests mean scores for both high andlow
seasonwereassessed.Forests’(Highseason,2.66,vs.Lows
eason,3.10,df=582,t=—3.18,p<0.05)andSacred homes
(Highseason,1.97, vs. Lowseason,2.30,df=574,t=—
2.78,p<0.05)
importanceemergedsignificant.Thismeansthat both
natural and built attractions are valued by com-
munities although such attractions might lack proper
development. Churches scored (High season, 4.31, vs.
Lowseason,4.25,df=583,t=0.60,p=0.55),
Mosquesscored(Highseason,3.13,vs.Lowseason,
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Table3.t-testsforimportance ofattractionswithin seasons.

Season N Mean sd SEMean t p
Importancechurch High 292 4.31 1.13 0.07 EVA 0.60 0.55
Low 293 4.25 1.26 0.07 EVN 0.60
Importancemosques High 292 3.13 154 0.09 EVA —4.45 0.65
Low 292 3.19 157 0.09 EVN —4.45
Importanceforests High 292 2.66 161 0.09 EVA —3.18 0.00**
Low 292 3.10 1.69 0.10 EVN —-3.18
Importancecaves High 292 2.45 155 0.09 EVA 0.00 1.00
Low 290 245 155 0.09 EVN 0.00
ImportanceMt. High 292 2.61 1.63 0.10 EVA —0.53 0.60
Low 290 2.68 157 0.09 EVN —0.53
Importancehomes High 286 1.97 1.33 0.08 EVA —2.80 0.01**
Low 290 2.30 151 0.09 EVN —2.80

Forestsandhomesemergedimportantattractions(p<0.05)

3.19,df=582,t=—4.45,p=0.65),Cavesscored
(Highseason,2.45,vs.Lowseason,2.44,df=580,
t=0.00,p=0.10),andMountainsscored(High
season,2.61,vs.Lowseason,2.68,df=580,t=—0.
51,0=0.60) (see Table 3). Diverse attractionstypes
scoredsignificantmeanswithinregionshencesuggest- ing
the rejection of Hypothesis Hy2.

Chi-square and Kolmogorov-Smirnov testswere
used to assess the market appeal for religious tourism
products. Many respondents cited that religious tour-
ismcontributedtohighdemandlevels(2=647.21,
df=4,p<0.05).Kolmogorov—Smirnovtestindicated
significantdemandvariationinreligioustourism(n=4.34,
sd=0.97, Z=8.35, p<0.05). Seasonal vari- ation of
religious tourism demand was then assessed. Results
indicated a strong relationship between
demandandseason(z=18.06,df=4,p<0.05). High season
accounted for high tourists’ volume than the low
season.

The monthly number of religious touristswas

arrangedinintervals(1-25tourists=1,26-50tour-
ists=2,51-100tourists=3,101-200tourists=4, 201
tourists and above=5). This represented an inde-
pendent variable with demand as a dependent vari-
able.  Results indicated a non  significant
association(SS=5.92, df=4, F=1.58, p=0.18) with
means ran- ging from 4.26 to 4.62. The lowest means
were
observedin201touristsandabove(n=4.26,sd=1.03),51—
100tourists(n=4.31,sd=0.98),
101-200 tourists (n=4.36, sd=0.94), and 1-25 tour-
ists (n=4.47, sd=0.94). High means were observed in
the interval 26-50 tourists (n=4.62,5d=0.49). This
means that approximately 201 religious tourists visit
various shrines in any of the three regions annually.
The results did not fully support the rejection of
Hypothesis H,3.

Religious tourism product development
initiatives
Pilgrimage attractions components viable for product
development were assessed. These were divided across
themes.Thetestvariablesincluded:Faith,Activities,
Rituals, Gatherings, and Religious centers. Their scores
wereranked as follows (Very viable=5 to Least
Viable=1).UsingANOVAtest,allthetestvariables
emergedsignificant.Faithscored(F;s75)=12.44,
p<0.05),Activities (F(;,573=18.43,p<0.05),Rituals
(F(2,571)=29.92,p<0.05),Gathering (F(;,575)=23.18,
p<0.05),whilereligiouscenters scored (F(3,574)=6.37,
p<0.05).MeanswereseparatedusingLSDtest.Results
indicated that religious tourism activities were viable
withinthethreeregions.Faithwassignificantineastern
region while rituals, gatherings, and religious centers
were significant in Coast region (p<0.05). Significant
scores for the test variables are illustrated in Table 4.
Thisdemonstratedthatallattractionsrelatedto
spiritual, activities, and destination physical character-
isticsareviableforreligioustourismproductdevelop-
mentinKenya’sCoast,Western,andEasternregions.
PosthoctestwasundertakenusinglLSD,which
indicatedthreesignificantvariablesacrossregions.
FaithwassignificantinEasternregion(p<0.05). Eastern
and Coast data scored (SE=O. 17,
p<0.05),whileEasternandWesterndatascored
(SE=0.19,p<0.05).Activitiesemergedsignificant
inallthethreeregions(p<0.05),whileritualswere
significantintheCoastregion(p<0.05).Coastand
Westerndatascored(SE=0.16,p<0.05),while
CoastandEasterndatascored(SE=0.15,p<0.05).
RitualsandGatheringswerehighlysignificantinthe
Coast(p<0.05).ReligiousCentersdevelopedin
CoastandWesterncontributedto(SE=0.17,
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Table4.LSDscores—Attractioncomponentsviableforreligioustourismproductdevelopment.
Component Region I-J SE p
Faith Eastern(l)-Coast(J) —0.82 0.17 <0.05
Eastern(l)-Western (J) —0.58 0.19 <0.05
Activities Coast(l)-Western(J) 0.65 0.17 <0.05
Coast(l)-Eastern(J) —0.47 0.17 <0.05
Eastern(l)-Western (J) 1.14 0.19 <0.05
Rituals Coast(l)-Western(J) 1.07 0.15 <0.05
Coast(l)-Eastern(J) 0.90 0.15 <0.05
Gathering Coast(l)-Western(J) 0.80 0.14 <0.05
Coast(l)-Eastern(J) 0.74 0.14 <0.05
Religiouscenter Coast(l)-Western(J) 0.44 0.17 <0.05
Coast(l)-Eastern(J) 0.55 0.17 <0.05
Table5.ANOVAscoresforreligioustourismbrandingstrategies.
Brandingstrategy SS df Meansquare F Sig.
Newbrand Between groups 14.99 2 7.50 3.28 0.04*
Withingroups 1290.44 564 2.29
Total 1305.43 566
Lineextension Between groups 9.60 2 4.8 8.49 0.00**
Withingroups 315.44 558 0.57
Total 325.04 560
Brandextension Between groups 3.98 2 1.99 2.98 0.05*
Withingroups 358.83 538 0.67
Total 362.81 540
Multibrand Between groups 10.10 2 5.05 1.80 0.17
Withingroups 1555.18 554 2.81
Total 1565.29 556

Lineextensionsemergedhighlysignificant(p>0.01),whileNewbrandsandBrandextensionsemergedsignificantbrandingtactics (p<0.05).

p<0.05),whileCoastandEasterncontributedto
=0.17,p <0.05)(seeAppendix2).

(SE

Religioustourismbrandingtactics

Effectiveness of applying diverse religious tourism brands
was investigated using Chi-square tests. Four categories
of brands (New brand, Line extension, Brand extension,
and Multi brands) were considered and weighted as fol-
lows: Least applicable=1, less applicable=2, just applic-
able=3,highlyapplicable=4,andextremely
applicable=5.Resultsindicatedthatvariedbranding
strategies were applied for religious tourism. New brand
scored(*=702.20,df=4,p<0.05);Lineextension
scored(2=1107.90,df=3,p<0.05);Brandextension
scored(2=1577.46,df=4,p<0.05),andMultibrand
scored(2=408.88,df=4,p<0.05).ANOVAresuIts
indicatedasignificantrelationshipbetweenbranding

strategies and the regions under study. New brand
scored(F(3,564)=3.28,p<0.05);Lineextensionscored
(F(2,558)=8.49,p<0.05),andBrandextension scored
(F(2,538)=2.98, p<0.05) (see Table 5).

This means that introducing religious productsas
new brands, line extensions, or brand extensions was
quite applicable in Coast, Western, and Eastern
regions. Introducing a new religious tourism product
therefore requires support by existing products attri-
butes. The observed significance of Line extension
among respondentsimpliedthatvisitorsprefer tocon-
sume religious products that are closely related with
familiar products, whether conventional or special
interest. For instance, religious tourism could be intro-
duced as a new brand line of cultural tourism. This
demonstrated levels of Kenyan pilgrimage product in-
authenticity. It also revealed aspects of religious tour-
ism product commoditization.
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Means were separated using LSD. Results indicated
significant observable differences between uses of
brandingstrategiesacrosstheregions.Newbranding
strategycontributedtohighmeandifferencesinthe
CoastandWesternregions(SE=0.016,p<0.05);
LineextensionemergedsignificantinWesternregion
(p<0.05).WesternandCoastscored(SE=0.08,
p<0.05),whileWesternandEasternscored
(SE=0.09,p<0.05).Brandextensionstrategy
emergedsignificantwithinWesternandEasterndata
(SE =0.09,p <0.05)(seeAppendix3).

Coast and Western regions are arguablydeveloped
tourism markets; with pre-existing tourism products
and substantial tourists’ numbers compared with
Eastern region. Smaller consumer niches in such mar-
kets including religious customers, would have been
previously served with traditional products hence
would require to have a new product for a change.This
means that it is less possible to develop religious
tourism as a new brand. It therefore suggested lack of
product authenticity. HypothesisH,4was therefore
accepted.

Discussion

Existing shrines in the Coast, Western, andEastern
regions of Kenya serve natural, physical, and cultural
functions. Among these shrines, the undeveloped nat-
ural areas such as forests and caves have more poten-
tial for religious tourism activities compared with
artificial settings such as churches. Built settings such
as churches and mosques have a lower development
index since they are perceived to be closed entities.
Theseareoftendisruptedbymodernizedsettings and
rituals, which hinder the spiritual sensation in shrines.
Additionally, the African cultural religious sensation is
arguably constructed rather than authen- tic. In this
way, built environment are perceived unattractive for
religious tourists and their future via- bility as tourism
attractions is arguably low. Many other unstructured
shrines have greater potential for
productdevelopmentbecauseoftheirconveniencefor
hosting religious activities and rituals.

Pilgrimage attractions components such asfaith,
activities,rituals,gatherings,andcharacteristicsofreli-
giouscentersareallviabletosupportreligioustourism
development. This is likely to satisfy diverse categories
of religious tourists. However, these attractions com-
ponents are shaped by destination’s niche of choice
and the stage of tourism development in the destin-
ation’s life cycle. Results revealed that faith is more
viable in Eastern region suggesting the importance of
considering the sacred value of products when
developing religious tourism. Eastern region is at the
explorationstageofthedestinationlifecycleandthe

existing attractions are seemingly authentic.Leisure
tourism is not well developed in the region and the
existing shrines might have been preserved in their
natural state.

Rituals and gatherings were significant in the Coast
region due to the predominance of Muslims who
observe theMaulidi,Ramadhan, andld fitrifestivals.
Religious centers emerged significant in the Coast and
Westernregionduetothe presence ofmanybuiltcen-
ters with historical value for the communities. Again,
the Coast is at the development stage of the destin-
ation life cycle characterized by presence of expansive
tourism infrastructure that communities consider
important. Activities were considered significantacross
the three regions. This suggests that active par-
ticipation in spiritual settings is an important compo-
nentofreligious tourismattractions irrespectiveofthe
development stage in the destination life cycle.

Branding is considered an important tactic for the
tourism product development strategy (Kotler, 2004).
New branding emerged significant in the Coast and
Western regions. These regions have previously devel-
oped beach and cultural tourism, respectively.
Developingreligioustourismasasacredexperience is
anattempttodiversify  theexisting  tourismproducts
hence creating an alternative appeal for visitors with
spiritual intentions. Line and brand extensionsemerged
significant in Western region, which has developed a
position on cultural tourism. Religious activities in this
region would be well introduced as elements of
cultural functions hence making religious tourism more
appreciated by communities. TheKenyan pilgrimage
can therefore be developed in two dimensions: as a
new brand (when considered as a purely sacred
phenomenon) and as a line extension (introducing
religious experiences besides the existing cultural
products). The current findings suggest strong aspects
of product diversification.

The strength of religious tourism branding relies on
the inertia derived from existing cultural products. A
popular cultural brand can therefore be extended with
new religious elements. The predominance of cultural
tourism in Western and Eastern regions provides suit-
ablegeographicalcharacteristicsforsuchanextension.
Itispossibletointroducereligioustourismin
Shinyalu,Kimilili,Sang’alo,Kakamega,andMt.ElgoninWe
sternregion.Nzambani,lthumbe, Kyumbi, Koma,
Katoloni, and Kiima Kimwe are pos- sible places to
develop religious tourism in Eastern region. This would
contribute to a strong brand iden- tity since syncretism
emerged as a major theme for product development in
these regions. Religious tour- ism independency in
regions without any pre-existing tourism forms is
arguably challenging. This suggests
thatreligioustourismrelationalbondwithotherforms



Muriukietal.

465

of tourism is focal. The findings agree withReisinger
(2009) and Mu et al. (2007) who claim that religion isa
major component of culture. However, developing
new brands of religious tourism in Eastern region
emerged significant.

TourisminEasternregionisattheexplorationstage of
the destination life cycle. This region is unlikely to
havebeenmuchaffectedbytheeffectsofleisuretour- ism.
At the exploration stage, destinations are quite
authentic while visitors have more spiritual intensions.
This makes Eastern region suitable for religious tour-
ism development. Pioneering religious tourists will
thereforeprefervisitingdestinationsattheexploratory
stageofdevelopmenttohavepuresacredexperiences.
This agrees with Sharpley and Jepson (2010), Raj and
Morpheth (2007), and Barber (1993) who contendthat
religious tourism products need to provide pure sacred
experiences for pilgrim’s consumption. It is possible to
develop new religious brands to satisfy pil- grims
visiting the undisrupted attractions in Eastern region.

Product development is perceived to beimportant
in convincing various pilgrims’ categories. Many reli-
gious tourism destinations therefore develop essential
product features to achieve competitive advantage.
However,therelationshipbetweenproductavailability
and tourist consumption remains unclear. Existence of
demand can therefore inform product decisions when
developing religious tourism. Results indicated a sig-
nificant demand for religious tourism in both high and
Iowseasons(2=18.06,df=4,p<0.05).However, the
difference in demand within seasons emerged
insignificant(2=0.63,df=1,p=0.43).Thesefind-
ingssuggestedthatreligiousmarketsarequitepredict-
able. The idea that religious tourism can minimize
business seasonality in Kenya therefore emerged rele-
vant. This article demonstrates that alternative forms
of tourism are less fragile to seasonality challenges.

The monthly flow of religious tourist in each tar-geted
districts was translated to 2412 tourists annually.
Thisdemonstratedasignificantmarketniche.However,
religious tourists’ statistics might lapse with other
existing tourism forms such as the cultural tour-ism
statistics. Results also revealed that religious tour-ism
could be developed as a subset of cultural tourism, which
means that religious tourists consume other cul- tural
aspects.

Conclusionsandpolicyimplications

Religioustourismemergedanimportanttoolfor struc-
turing undeveloped shrines. A significant market niche
for religious tourism exists in Kenyan Coast, Western,
and Eastern regions, which require future target mar-
keting.Thisisachievablewhensacredactivitiesand

events are developed. Line and brandextensions
emerged effective branding strategies, which demon-
strated elements of syncretism. However, integration
of religion with culture suggested potential loss of
sacredauthenticity.Communitieswerecitedtobe key
stakeholders in religious product developmentwho
incur the highest revitalization costs.

Inadequate application of branding strategiescur-
tails development of religious tourism in the Coast,
Western, and Eastern regions of Kenya. Shrines that
exist in natural settings are more suitable to develop
for leisure and recreation activities. Line-extension
emerged an effective branding strategy for religious
tourism in these natural settings. However, shrinesthat
exist in built centers such as churches and mos- ques
are more suitable to serve sacred purposes. New
branding emerged an effective strategy for religious
tourism products in these built environments. Theideal
use of natural settings for religious activities diversifies
the tourism product from the conventional adventure
and recreational use. This article demon- strates that
religious tourism contributes to product
diversification. The contemporary use of shrines for
sacred functions indicated their levels of authenticity.
However, theproposed use of shrines forleisure activ-
ities revealed potential loss of product authenticity.

Product diversification strategy remainsimperative
in the Kenyan TourismAct (Ministry of Tourism,2011).
Chapter 4.1 of Sessional paper 1, 2010, con- siders
tourism  product  diversification an  effective
strategyforenhancingtourismdevelopment.Cultural
tourism is discussed as a potential product capable of
redistributing tourism flows from popular
visitedparksandbeachestoother unvisitedareas.The
policy explains the need for enhancing quality in the
tourism products. It is however not clear how the new
products’qualitywouldbeachievedwithoutpretesting
products at the exploratory stage of destination life
cycle. For instance, the viability of religious tourism
products can be pre-tested in reference to their
importance,brandappeal,demand,productioncosts,
and relevance to communities’ activities.
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Appendix1
LSDscoresforimportanceofshrineswithinregions

95%confidence
Importance (I) Region Region (J) (1-J) SE Sig. Lowerbound Upperbound
Church Coast Western —1.08 0.11 0.00* —1.28 —-0.84
Eastern —-1.09 0.11 0.00* —1.30 —0.88
Western Coast 1.07 0.11 0.00* 0.86 1.28
Eastern —0.02 0.12 0.75 —0.28 0.20
Eastern Coast 1.11 0.11 0.00* 0.90 1.32
Western 0.04 0.12 0.75 —0.18 0.28
Mosques Coast Western 1.20 0.15 0.00* 0.91 1.49
Eastern 1.02 0.14 0.00* 0.74 1.30
Western Coast —-1.20 0.15 0.00* —1.47 —0.91
Eastern —-0.18 0.16 0.27 —0.50 0.14
Eastern Coast —1.00 0.14 0.00* —1.30 —0.72
Western 0.18 0.16 0.27 —-0.14 0.50
Forests Coast Western 0.35 0.17 0.04* 0.02 0.68
Eastern 0.45 0.16 0.01* 0.13 0.77
Western Coast —-0.33 0.17 0.04* —0.66 —0.00
Eastern 0.10 0.19 0.58 —0.26 0.47
Eastern Coast —0.43 0.16 0.01* —-0.77 —0.13
Western —-0.10 0.19 0.58 —0.47 0.26
Caves Coast Western 0.78 0.15 0.00* 0.49 1.07
Eastern 1.24 0.15 0.00* 0.96 153
Western Coast —0.78 0.15 0.00* —1.07 —0.49
Eastern 0.46 0.16 0.01* 0.14 0.78
Eastern Coast —-1.24 0.15 0.00* —1.51 —0.94
Western —0.44 0.16 0.01* —0.78 —0.12
Mountains Coast Western —-0.91 0.16 0.00* —1.20 —0.59
Eastern —0.90 0.15 0.00* —1.20 —0.60
Western Coast 0.91 0.16 0.00* 0.61 1.22
Eastern 0.00 0.17 0.96 —0.33 0.35
Eastern Coast 0.90 0.15 0.00* 0.60 1.20
Western —0.00 0.17 0.96 —-0.35 0.33
Sacred Coast Western 0.09 0.14 0.56 —0.18 0.37
Homes Eastern 0.37 0.14 0.01* 0.08 0.65
Western Coast —0.07 0.14 0.56 —0.35 0.20
Eastern 0.28 0.16 0.09 —0.02 0.60
Eastern Coast —-0.35 0.14 0.01* —0.63 —0.08
Western -0.27 0.16 0.09 —0.60 0.04

*emergedsignificantwithintheregions(p<0.05)
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Appendix2
LSD—Attractionscomponentsviableforreligioustourismproductdevelopment

95%confidenceinterval

Component (I) Region (J)Region (I-J) SE Sig. Lowerbound Upperbound
Faith Coast Western 0.24 0.17 0.15 —0.09 0.57
Eastern 0.84% 0.17 0.00 0.507 1.17
Western Coast —-0.24 0.17 0.15 —-0.57 0.09
Eastern 0.60% 0.19 0.00 0.22 0.97
Eastern Coast —-0.82% 0.17 0.00 -1.17 -0.51
Western —0.58% 0.19 0.00 —0.97 —0.22
Activities Coast Western 0.65% 0.17 0.00 0.32 0.98
Eastern —0.47% 0.17 0.00 —0.81 —0.14
Western Coast —0.65° 0.17 0.00 —0.98 -0.32
Eastern —-1.14° 0.19 0.00 -1.51 -0.75
Eastern Coast 0.49% 0.17 0.00 0.16 0.81
Western 1.14% 0.19 0.00 0.77 1.51
Ritual Coast Western 1.07° 0.15 0.00 0.76 1.37
Eastern 0.90% 0.15 0.00 0.60 1.20
Western Coast —-1.05° 0.15 0.00 -1.37 -0.75
Eastern -0.17 0.17 0.33 —0.49 0.17
Eastern Coast —-0.88° 0.15 0.00 -1.20 —0.58
Western 0.17 0.17 0.33 -0.17 0.51
Gathering Coast Western 0.80% 0.14 0.00 0.53 1.07
Eastern 0.74% 0.14 0.00 0.47 1.01
Western Coast —-0.80° 0.14 0.00 —-1.07 —0.53
Eastern —0.04 0.15 0.70 —0.36 0.24
Eastern Coast —0.74° 0.14 0.00 —1.01 —0.47
Western 0.06 0.16 0.70 —0.24 0.36
Religious Coast Western 0.44° 0.17 0.01 0.11 0.78
Center Eastern 0.55% 0.17 0.00 0.22 0.88
Western Coast —0.44° 0.17 0.01 —0.76 —0.09
Eastern 0.11 0.19 0.58 —0.27 0.48
Eastern Coast —0.55° 0.17 0.00 —0.88 —0.20
Western —0.09 0.19 0.58 —0.48 0.27

*Themeandifferenceissignificantatthe0.05level.



Muriukietal. 469

Appendix3
LSDscoresofapplicablereligioustourismbrandingstrategieswithinregions

95%confidenceinterval

Dependent (HRegion (J)Region ((EN)] Std.error Sig. Lowerbound Upperbound
Newbrand Coast Western 0.40% 0.16 0.01 0.09 0.70
Eastern 0.14 0.15 0.36 —0.16 0.44
Western Coast —0.40°% 0.16 0.01 —0.70 —0.09
Eastern —0.26 0.17 0.13 —0.59 0.08
Eastern Coast —0.14 0.15 0.36 —0.44 0.16
Western 0.26 0.17 0.13 —0.08 0.59
Lineextension Coast Western 0.32% 0.08 0.00 0.17 0.47
Eastern 0.12 0.08 0.11 —0.03 0.27
Western Coast -0.32° 0.08 0.00 —0.47 -0.17
Eastern —0.20° 0.09 0.02 —0.37 —0.03
Eastern Coast —-0.12 0.08 0.11 —0.27 0.03
Western 0.20% 0.09 0.02 0.03 0.37
Brandextension Coast Western 0.15 0.09 0.07 —0.01 0.32
Eastern —0.07 0.08 0.41 —-0.24 0.10
Western Coast —-0.15 0.09 0.07 —0.32 0.01
Eastern —-0.22° 0.09 0.02 -0.41 -0.04
Eastern Coast 0.07 0.08 0.41 —0.10 0.24
Western 0.22° 0.09 0.02 0.04 0.41
Multibrand Coast Western —0.07 0.17 0.68 —-0.41 0.27
Eastern 0.27 0.17 0.12 —0.07 0.60
Western Coast 0.07 0.17 0.68 —0.27 0.41
Eastern 0.34 0.19 0.08 —0.04 0.71
Eastern Coast —0.27 0.17 0.12 —0.60 0.07
Western —-0.34 0.19 0.08 —-0.71 0.04

*Themeandifferenceissignificantatthe0.05level.



