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FOREWORD

» world, the role of the urban and regional planning profession needs to

' u&&smmﬂs relevance. Economic uncertainty, rapid urbanization
n, widening disparity between ~socio-economic groups, threats
g natural disasters are some of the issues facing

partment of Urban and Regional Planning
(CIPD) in collaboration with Malaysi:
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Empowering Local Communities through Family Business in Tourism in Nigeria: A
Multi-stakeholder Model

Mohammed Bala Banki and Hairul Nizam Ismail (PhD)
Universiti Teknologi Malaysia
Faculty of Built Environment
Department of Urban and Regional Planning

Abstract:

Micro and Small family owned tourism businesses are arguably reliable vehicles for the economic
transformation and the improvement in the livelihood of rural dwellers. With the numerous benefits associated
with their development, they have been given less consideration as a promising way of alleviating poverty in
rural peripheral tourism destinations in developing countries and Nigeria in particular. In order to investigate
the phenomenon, semi structured in-depth interviews were conducted with 38 members of the existing micro
family owned tourism businesses in Obudu mountain resort, 10 staffs of government and private agencies and a
focus group with local communities’ inhabitants. The study finds inadequacy of disposable capital and extreme
seasonality as the main factors affecting the growth and sustainability of family owned tourism businesses in the
mountain destination. While the low capital base impedes industry specific training and effective marketing,
extreme seasonality experienced impact severely on the entire business and family system as the owners depend
solely on the businesses for survival. As a way of promoting the development of family owned tourism

businesses in developing countries for rural poverty alleviation and communities’ well-being sustainability, a
multi-stakeholder model was developed to guide the existing and prospective tourism entrepreneurs, the

government and private organizations.

Keywords: Micro family tourism business, Multi-stakeholder model, Local communities’ empowerment,

Obudu mountain resort
1.0 Introduction

Family businesses predominate in many tourism regions, particularly in rural areas.
Their significance for job creation and rural economic revitalization cannot be
overemphasized (Andersson et al, 2002; Getz, et al., 2004). In the developed countries the
development of family business owned by local community inhabitants in the peripheral rural
tourism destination has been on the increase in the last two decades. For instaﬁce in Australia,
the entire membership of the Augusta-Margaret River Tourist Association in Western part of
the country survey revealed that 90% of respondents are owner’s family businesses (Carlsen
et al., 2001). It was estimated that in 1988 about 3000 tourism-related businesses operated in
Western Australia (Haines, 1988), and that number might well have doubled over the
subsequent decade. This spontaneous growth in family business in tourism owned by the

locals is not the case in developing countries.
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With the huge endowments in tourism potential in Nigeria and the existence of few
well managed tourism destinations, many local communities’ members in these tourists’
areas are not owners of tourism businesses. In rural communities of Obudu mountain resort in
Nigeria where traces of active family owned tourism business are found, very few people are
actually involved when compared to what obtains in developed countries. Six of its host
communities are located at the top of the mountain where the tourist resort is situated and
they are called: Anape, Okpazawge, Kigol, Keji-Ukwu, Okwamu and Apah-Ajilli. The
seventh community called Ikwette is located at the bottom of the mountain close to the
entrance of the mountain top. Majority of the locals in these communities. still wallow in
abject poverty and depend on the government for basics family needs and survival. A recent
study conducted by Nwahia et al., (2012), is the basis for the claim. In their study, it was
reveal that local community participation in Obudu tourism had little effect on their poverty
as 1% increase in tourism income of both active and non-active participating core poor and
moderate poor households in Obudu tourism reduces their poverty by 0.01%. This effect is
seen as extremely low and may likely not show any significant improvement on the
livelihood of local communities hosting Obudu Mountain Resort that will make them self-
reliant and less dependent on government for survival.

Furthermore, the existing approaches to local communities’ empowerment and rural
poverty alleviation such as pro-poor tourism and community based tourism are laudable
initiatives but have limitations in terms of the proper understanding of the family systems in
peripheral rural tourism communities and their ability to provide wide spread empowerment
for all the strata of rural communities. Family business in tourism has not been given
considerable attention as a promising way for local communities’ empowerment in the
context of developing countries and particular in Nigeria. Therefore, the main objective of
this research is to investigate the phenomenon of family owned tourism businesses in the

local communities of Obudu Mountain Resort in Nigeria and to develop a model that will

guide the existing and prospective tourism eéntrepreneurs, the government and private
organizations in the development and sustainability of family owned tourism businesses. In

order to achieve this goal, the study was guided by the following research questions.

(1)  What are the characteristics of family owned tourism businesses with respect to the
family system in relation to the businesses in Obudu Mountain Resort?

(2)  How are the strategies adopted by family owned tourism businesses in marketing?
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(3) How is the effect of seasonality on family owned tourism businesses and what are the

coping strategies adopted?

(4) How has been the role of government and other stakeholders in supporting the

development family owned tourism businesses?

2.0  Methodology

We use a qualitative research paradigm using a case study research strategy for this
study. The distinctive need for case studies arises out of the desire to understand complex
social phenomenon (Yin 2003; 2009). To commence the actual process of data collection, we
used three sample populations to obtain in-depth information about issues surrounding the
phenomenon of family owned tourism businesses in Obudu mountain resort. These include
the existing family owned tourism businesses, the local communities’ inhabitants, and the
government and the private agencies. For the existing family owned tourism businesses. we
have no knowledge of their location in the area, so we use the snow ball sampling techniques
to draw samples as suggested by Smith, (2010) and Cresswell, (2012). We did this by first of
all locating the initiator of the first family owned tourism business (a hotel) in Apah-Ajilli
community and used him as a key informant to locate the remaining family owned tourism

businesses. In all fourteen (14) family owned tourism businesses were located.

We used a semi-structure face to face in-depth interviewing to interact with 38 family
members participating in the tourism businesses. The interview participants have their local
language but majority of them could communicate in English language while some
communicated in Nigeria Pidgin English in varying fluency perhaps because all of them are
Christians and English is a regular language of communication in their churches outside their
local languages. We conducted all the interviews with family members of each tourism
business at the premises of the businesses starting from 15" June to 31%, 2013. Interviews
with the proprietors of the businesses were for duration of 60 — 80 minutes and that of the
members took 30 — 40 minutes. All of the interviews were recorded with a digital recorder

with the permission of the respondents.

Furthermore, we conducted a focus group interview with 19 members drawn from the
seven (7) communities hosting Obudu Mountain Resort using purposeful maximal variation
sampling. In this case, two young peoples of between the age of 15 to 20 years and one

elderly person of between the age of 40 — 55 years that are not participating in any tourism
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business were selected from each community in other to understand why participation in
family owned tourism business is low and the factors affecting their willingness to engage in
family owned tourism businesses The key informant help us to send invitation to locals who
appeared to be interested in having a tourism business but are not engaged in any. 21 people
were actually invited but 19 turned up. The focus group took place on the 19th June, 2013 in
the premises of the hotel in Apah-Ejilli community and lasted for 2 hours and 28 minutes. In
addition, we had interviews with two (2) management staffs of Cross River State tourism
bureau, Obudu mountain resort, Obanliku Local Government Council and with the operation
managers of FCE micro finance bank and Obudu micro finance bank. The participants were
selected using purposive sampling techniques. The interviews with the government and
private sector management staffs lasted for duration of 35 — 50 minutes each and were also
conducted in their offices from 3 1% June to 16" July, 2013. The essence of this interview is to
have an understanding of the roles these stakeholders have played in supporting the

development of tourism business in Obudu mountain resort host communities.

For the analysis, we transcribed all the interviews verbatim and subjected the
interview transcripts to thorough thematic analysis. All of the transcripts of the interviews
were coded and categorized into emerging themes and sub-themes through manual coding
with little assistance of aid of NVivo 10 auto-coding function. The themes that emerged from

our analysis were used as important input in our model.

3.0 Findings

3.1  Characteristics of Family Owned Tourism Businesses with Respect to the Family
Systems in Relation to the Businesses.

The first aspect of data analysis is the socio-demographic features of family members
in tourism businesses. Our finding reveals that majority them are males and their ages varies
with the highest age’s bracket of 45 to 55 years and the lowest is between 15 to 25 years. Qur
finding also reveals that majority of the members of the family businesses are holders of
primary and secondary school certificates. The varieties of family owned businesses
identified in this study are categorised into four groups namely: small hotels, provision shops,
alcohol shops and restaurants. These have a maximum number of five staffs which implies
that they are micro tourism businesses. Our finding revealed that there are only two (2) hotel

businesses located in two communities that are the closest to the mountain resort which are
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Apah-Ajilli and Keji-Ukwu, six (6) provision shops were identified, three (3) alcohol shops
were located and three (3) restaurants were also located.

In terms of the relationship of the family members in the tourism business, majority of
them are brothers, sisters, cousin and nephews of the proprietors as only three (3) families
reported to have their children involved in running their businesses. This also signifies that
the existing family owned tourism businesses are predominantly run by the extended family
members. With regard to the power of control and hierarchy of family members in tourism
businesses, the proprietors seems to have the highest control, followed by the direct blood
brothers and sisters and then other family members. This implies that the power to control
most of the tourism businesses is determined by the closeness and strength of members to the
proprietors. To this end, a respondent commented, “If I will not be around, I leave the control
of my hotel in the hand of my junior brother because he is closer to me than other members. 1
also trust him more (proprietor of a hotel, Keji-Ukwu community) ",

Furthermore, when we pose questions to the members of the tourism businesses on
whether they use to have meetings to discuss their family and business, the majority of the
respondents said they do have business meetings 2 or 3 times a year. This indicates that
family meetings on the businesses are irregular and the family members that are not
participating in the tourism business often do not make the meetings. Moreover, our finding

also reveals that majority of the family owned tourism businesses do not have a member
designate as an accounting officer. According to a female respondent, “I really don't have a
specific person that I assigned to collect cash from sales and write dmﬁn the amount. We are
Just three in the business and sometimes may not be all around when customers will come. So
anybody around collect money and record it in our buying and selling record book (wife of a
proprietor of a provision shop). This is not proper and could lead to conflict.

When the proprietors of the tourism businesses where ask about how funds were
sourced and the difficulty they encountered during start-up, majority (10) of them revealed to
us that they started their businesses through personal savings. As a matter of fact, a proprietor
of an alcohol shop remarked that, “/ worked as Agricultural Development Corporation staff.
When I retired, I used my savings to start this family business. I started with Just one (1)

carton and later 2 cartons, 3 cartons, 4 cartoons and I can buy up to 100 cartons now".

In the course of our conversations with the participants, we try to find out why they
choose the sources they claimed to have raised funds from for starting their businesses. To

this end, a provision shop owner commented that, “When I wanted to start my business, |
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approached FCE micro finance bank for loan. One of their staff told me that the bank can
only give me loan only if I have an account with them that has been running for three month
At that time, I was struggling to survive to provide for my family and I had no money to open
any account. So I could not access there micro loans. I think there is need for a review of this

policy. It’s not for the poor”. Additionally, another respondent commented that, “No

government or private sector has given me any fund to support my business. I have reached
out to the tourism bureau of the state once and the procedure was a very long one. To cut the

story short, 1 didn't get any funding assistance from them (proprietor of a small hotel, Apah-

Ajilli community) .

Moreover, when we enquire from the proprietors of the existing tourism business on
the difficulty they faced in starting their businesses, almost all of them gave some complains.
This led to emergence of some themes which include: high cost of building up the mountain
resort, tough times in raising start-up fund, inexperience entrepreneurs and inefficient
transportation system. On their motivation for going Into tourism business, the entire
respondents reported that they started tourism business to have a source of getting income for

economic survival. To this end, a respondent remarked, “The reason for setting up this

business is to get something to help myself and my family and to further my education also. so

that I will not be begging for food to eat, what to wear, pay health bills, and other necessities

of life (proprietor of a provision shop) "

When respondents were asked about the type of training they received when they are
about to start their tourism businesses, majority of them commented that they didn’t receive
any training since they have been in business. This signifies that a substantial number of the
owners of the existing family owned tourism businesses have no any form of training in
managing their businesses. For instance, a female member of a restaurant commented that,
"Since I joined my mother in her restaurants I have not receive any training (Daughter of a
proprietor of a restaurants)”, Regarding how family members take decision on their
businesses, our findings revealed that majority of the business decision are taken with due
consultation with family members. Although very few of the respondents reéognise the need
for regular meeting to discuss the activity of their family business. This was reported by one
of the participants in this study as he pointed out that, “Business decision regarding the
activities of this venture is been taken together with my wife because I believe it is important
we share ideas and since I have seen her commitment to see that the business grow from

strength to strength, I have always involve her in taken decisions that will affect the business
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and I must tell you that approach has been great for us as a family because it takes away
doubt and mistrust (proprietor of a provision shop).

Occasional crisis occurs when two to three people or more work together. Thus,
when the respondents’ were ask on their crisis management approach, the majority actually
acknowledged the occurrence of crisis in their family business and see it as normal. For many
of them, what is important is the ability of family members to understand themselves and try
to aattlo issues of disagreement amicably within the family immediate issues arise. One

terviewee commented on this, “We have had several crises and we do not even allow it to

olve it quickly. Like a son from another mother coming to say we should be

 because the property is on the land that family owns. We said to
+§*‘ﬁm“fﬂ‘ rﬁfm

issue arise because we are using the money far everybody in
‘ af the proprietor of a hotel in Keji-Ukwu community) .
 su f“ 2ssion pianmng, our excerpt with the proprietors whose children
t presently involved in the running of their tourism businesses
s to be optimistic that their children’s will take over

emf ﬂndmgs with the pmpmtors whose children’s
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reasons that sale is usually very low during rainy season (off peak season). As such the
businesses are term unreliable. In view of this, the son of a female proprietor of a restaurant
located at the bottom of the mountain commented that. “This business is good. My problem
with it is that it is located in a tourism area that is characterized by seasonality. Like during

rainy season, we don't get enough patronage; we only enjoy the business much during the

dry season when activity booms fairly in the resort”.

3.1.3 Aspiration for White Collar Job
The aspiration for jobs outside the tourism environment as expressed by three

respondents is an issue affecting possible succession in Obudu mountain resort. To support

this claim, a respondent commented that, “This business is my parent idea. I want to pursue a

different career. I want be an engineer and work in Big companies outside this environment

(son of a female proprietor of a restaurant)”. Another respondent stated that, “J am in this

business to give my parents some support. I don’t really like it much. My desire is to grow to

be become a medical doctor (son of a proprietor of a provision shop)”.

3.2  Marketing Strategies of Family Owned Tourism Businesses

Recognising that ineffective marketing of a business venture can lead to business
failure, we asked respondents about the marketing strategies that they have adopted in
marketing their family owned tourism businesses. The result of our enquiries indicates that

majority of the respondents ) practice two marketing strategies. The strategies are:

3.2.1 Target Marketing Approach
Our finding indicates that all the existing family owned tourism businesses practice

target marketing strategy to market their businesses. They all emphasized targeting the low
and medium income tourists. A remark by the initiator of the first family owned tourism
business in the entire resort host communities explains this claim, “We target the low and
medium income tourists who are mostly local tourists because majority of the well to do
tourists will prefer to stay in the resort hotels. In getting the target tourists to their businesses,
majority of the members of the existing hotels mentioned having an arrangement with the tour
guides who in most cases are always at the bottom of the mountain around the entry point of
the resort to help them attract low class tourists to their businesses. According to the cousin of
the proprietor of a hotel in Apah-Ajilli community, “We have an arrangement with some tour
guides who are always strategically around the entrance point of this resort. I mean at the
328
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hottom of the mowntain.... they help us to market our hotel to tourists. Some of the tour guides

help the tourists drive up the mountain and in that process, they convince them to lodge in our
hovel Some tourism entrepreneurs’ use local community members working in the resort for

marketing as the proprietor of an alcohol shop commented that, “Beer is cheaper here than
the hotel The drivers of big tourists' income and that of other low class tourists are little.
They m “ I\! beer .wld in the main resort. So we target them. We have friends
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pm are in dry season in Sub-Sahara countries (see figure 3.0). Those who are inclined to
'seasonal nature of tourism in Obudu resort in three periods reported that, “We have three
vhich are the international mountain race, Christmas period and Easter
metimes few tourists do come in the New Year but the people that come
e 1o the patronage in other period of the seasons. So I will not like to

5 ._; _j P a season here (proprietor of a restaurant)”.
stiuatioh lﬁﬂw the seasonal nature of tourism affects the businesses reveals

T b? a mpondent who stated that, “We sell much
d we experie ice high patronage from visiting tourists.
Ve ell. The per 1is better than other
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Visitor Arrivals to a Hotel in Apah-Ajilli Community by
Quarter, 2011-201)
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Fig. 3.2 Visitors arrival to a hotel in Apah-Ajilli community of Obudu
Mountain resort by quarter, 2011-2013

Source: Chart produced by authors from raw data obtained from the
hotel proprietor

4.0  The Role of Government and Private Agencies in Supporting the Development of

Family Tourism Businesses
We consider the government and private financial agencies as vital in stimulating

tourism business development in rural tourism communities. Thus, we made enquiries on
what role they have played so far in encouraging local communities of Obudu Mountain
resort in starting a tourism business. Our findings reveals that government organization such
as the Obanliku local government council, Obudu mountain resort, and Cross River tate
tourism bureau that have direct link with the people of Obudu mountain resort host
communities are not doing enough to support the development of micro and small family
owned tourism businesses. For instance, according to the tourism officer of the local
government, “Actually for now, the local government have not fully embark on organising
some packages like granting loans to local people here to establish businesses. What the
local government has done as a way of monitoring the activities of hotels is appointing
committees to collect data on the activities of the hotels in the local communities”. A
management staff of the Cross River State Tourism Bureau also remarked that, “In terms
helping local people to get capital to start tourism business, we haven’t done anything. But
we do send our staffs to Obudu mountain resort to educate the local people on how to start

and manage tourism business”.
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Moreover, the sample micro finance banks that are the closest to the local
communities of Obudu mountain resort also have not made life easy for the local people in
terms of encouraging them to take small loans to establish tourism businesses. They also have
not really done much in terms supporting micro and small tourism business development in
Obudu mountain resort environs. An officer of one of the micro finance attest to this when
ﬂlﬁ, 'WMMHWMMMMMWW:JWWM

| mhunmmcﬁwtmu I don't know why" So apart

icipants in the focus group discussion, a staff of FCE micro finance

':a- gﬂlm to those that have account with us and

: account for at least three month. In particular, 20,000 naira (121.99
-ig_:_""_umwmmammﬁrwm We

f ﬂ“f“mwmmmmm
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are: destination marketing and telecommunication infrastructure upgrading in host
communities of tourism destination, Ease of access to capital, reducing the effects of

5.1  Destination Marketing and Telecommunication Infrastructure Upgrading
From the findings, it was evident that Obudu mountain resort is experiencing low

on marketing is now acknowledged as a pillar of the future growth and
sm destinations in an increasingly globalised and competitive market for

P rI'.l. .rl."i h
N

A
.

Scanned by TapScanner




International Conference on Urban and Regional Planning, 2014 |

deposited in an account with all micro finance banks within its environs to avoid
mismanagement by staffs of the council given the high level of corruption in Nigeria.

Funds deposited with micro finance should be given to interested tourism
entrepreneurs who have shown interest in family tourism business at a very low interest of
1% without any request for collateral for all loans and the repayment of the loans should start
after one year and six month. This period will enable the business to adjust and readjust to
several shocks that may be associated with small business venture. Tourism entrepreneurs
who default in repayment intentionally should be punished and his or her identity should

publish on newspapers to send a signal to like minds so as to discourage them.

5.3  Reducing Seasonality Effects

Furthermore, our model recognised seasonality as having tremendous effect on the
survivability and sustainability of family owned tourism businesses as evident in the finding
of this study. Thus, we advocate for possible measures to reduce it. The popular measures for
reducing seasonality such as changing the product mix, differential pricing and market
diversification should be adopted. Most importantly, the state tourism development board
should collaborate with private agencies to organize diverse events and festivals during dry
seasons and some part of the rainy season when the foggy nature of the weather in the
mountain resort is not much. Many destinations around the world have begun to develop
specific festivals or events as a way of reducing the effect of seasonality (Baum and Hagen,
1999; Hudson & Cross, 2005; Goulding, et al., 2004), In this sense, some aspect of such
festivals like the Calabar annual cultural festival of the Cross River state that is now popular
among local and international tourists should be hosted by the resort so that the number of

high peaks will increase. Other sporting competition should organise in the resort to draw

tourists (Higham, 2005).

5.4  Family and Business Dimension

The extent of overlap between the family and business systems vary from family
business to family business. From the findings of this study, it is difficult to separate the
family from the business since majority of the owners of tourism businesses in the host
communities of the resort depend on their businesses for survival. To reduce interference, our
model has two dimension which are the family and business dimension. We suggest that

within the family dimension, all members of the extended family including those in tourism
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members in business to discuss all the activities of the business. Educational programs on
m»mmmmmmﬁmmmm.mnm
hMWhﬂmMﬁmn&w&mmhowmmuﬁ
mmwmua 2007). Additional, all members in family business

S . |

;
{

JiiL |
x“_.....-'-..,- T _-_' E
-! Ay TS "‘i'h
o an )
= z-*;u.‘-."-' ™. L 1%

| ¢

"!‘l}u '.-- Wi} k
e e b
i
T 5 .__:,_._.:
i | 1

E
)
' ke T -
R i 5
e T - g L
= ’ 1 LRI R0
B x ot i g 3 b
h
-
-
i, g LR 3
e gy o — = -\.
1] .
=
_.

L. .
o .
B [

o

*ﬁwul s, £U0U).
"'_'._i'_‘n‘.“.w_ﬁ ﬂ

R A SO L It
5 : -

Scanned by TapScanner




Scanned by TapScanner



8ttt

sarnuno”) SuidojaAa(] ul WISLMO ], Ul SSaUISNy Al

“1°9 2an31
rure.f y3noay) yusuuamodwy Ayunuiuo)) [e207] 10J [PPON 1opjoyaYRIs-NNN V “1°9 3ansty

— e » JUSWIWIBADDH
; 5912ua3Y 21eAlld ¢—
inauasdanul wsuno) 3A1Dadsold pue 3unsix3 <« » 531UV
....................... PO -..'....._'..---+__.._+'__.r._.._ru._-__.__....._._ca”q”.“unvu.”.”-H-H._Han.-
| e S e e s T i L R
s e e e e L e T e D e R e
e e e I S R L)
e, e e e e e e e L e e Rt S L N e e . SuipesSdn
e v et ke Y Yl ' e s b e st |G ES M S A S TS S U R r .
: BN v e e R R 1 | UMOnISTLU
: A RO A o BN B bl & bj  UONEONINWWON
adpapmouy JNeIGUASOIp] - I ._m.”n.”.T”L,r“._..”.“.“L.”.”.”.“”“H_..””””””.h - _. pue Junapew
! adpapmoury [enuauadxsy - L e P £ SR i L " ] FEa
| adpapwmouy [eioua) - [ ..-I,....[.III.I.[..II.... :....__1.__1..1..1..rl.
. 105520005 € Ajnuapp - | 1.y ...-“ stk uil paied] Lt AR
! dunayrew ypompaN - || 1l . Booosisietenetalelnieled
: .— .- TRl e T R M e A o & & @
s = ¥ .ﬂﬂEE&h&E.—.—QEml -0 4% B & W o8 8 B % & =N
| duidaay yooq sado] - } 2y b S T S R
: -. .- T e T e .___..____..._..__t.__._.._.__..
! ssaquisw Ajnuej (e 10} Jururen syioads Knsnpuj - (| [ § SURO| [[¥ 10] 1S2INUL % e Sueo| Boosieneielels
0 $SaUISNQ “_ [ 1IN0 9AIT SURQ 20UBUL) QI - -“_.“,“._.T“.”._.”.”n.”:...
| ul siaquaw Ajuo s sunsow Appuow senday - . .._ i 1 $jueq oueulj 0NN Yim n”.”.”.”.”.”._.”i“...._....”.”.
| wasis ssauisng ". “ \ UONEDO| [ A|YIUOW JUIWIWIIAOT _—_.“ ..... R PR IE I A 2L
' | % 1901 JO %S T MO . o.vretaltelulatate s,
_ H “ 2oURULY JO ANSIUIW [RIDPD.] - "
: o % leyde) 0} S50 JO SR Ll
| 15 WL (. o SV S S S, ) P e A
1| Ay popuancs yum sBuneow Ao sendary - : " UONEIIJISIIAIP 1B - " B R SRR SIS M O
_ wanshs Apuse g xiut 1nposd o Burdumy) = Tl e
_ H Bupopd [enuesogpicl = Lt et
-l L] i .-- i I:I .-.-. -i Ia ------ L) L] L] L) L] L] L] L) Pl e P B i--.i.-
! BOVUIWI(] VEIUIENY puE Ajiwey ' ”- NS ) Ag uoneon - r RPN DA R S T L S 2L M e S M
_ L1 Ameuosess jo payz sy Bupnpey V. O B UM M L S A A S
: L[, . om o o oo oy g g e L L
| | Ry o X s B S A R e R
| w...i..”.”f”.”.”.” L MMM MO o ire s aiels ot el ot dlue at ot b R i K “.”“”
| A AP P P CHOA DT o MMMt P P Gt L T e e e e e ek PRI A8
_ P Sy S ‘.lllllllllllll.-h” ............................... ‘... i I A T R Pl - g e e e -“«“,..”.
uoneisse Apsaaod jeana g Appgeia Apunmmos HYEUIEISNE W03 0) wapduans |0 Alpenpead ,”_”““
Aupqeugeisns ssauisng wsno) Ajiume 4 SUNG wRano) Ajpme | MOLE ssouEng wsanoy Ajme it

V10T Butuueg jeuoiday pue UBGI[) U0 20UIIJUO]) [RUOTIRUIS)|

Scanned by TapScanner



International Conference on Urban and Regional Planning, 2014

Conclusion
In this study we investigate the phenomenon of family business in tourism in Obudu

mountain resort and developed a multi-stakeholder model for local community em powerment
through family business meant to encourage rural dwellers to venture into family tourism
businesses and ensure the sustainability of the businesses. The model is based on two
fundamental factors affecting family tourism business growth and sustainability as evident in
the study. It is the reliance of the model that with the existing and prospective family business
having easy access to capital, well regulated and monitored by other stakeholders and the
family structure working in harmony and seasonality effects drastically reduced, the income

accruable from products sold and services rendered to tourists will increase and this will help

to empower rural dwellers in tourism areas.
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