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shop the products before acquiring them, but it would 
also ensure that organizers and tour operators adhere to 
conservation and preservation actions for the 
destination's present and future use. This will exert an 
immediate impact on eco-tourism product packaging, 
marketing, and market. According to Nugroho et al. 
(2018), developing ecotourism services includes efforts to 
develop local empowerment and infrastructure to meet 
environmental conservation, as well as building 
governance to gain a positive experience and well-being, 
as well as integrating tourism promotion through product 
development and market segmentation, and analysing 
and educating to offer cultural and environmental 
education. 

Moreover, consumer satisfaction as a result of the 
planned and delivered products is critical to the success 
of ecotourism-related businesses. According to Gidebo 
(2021), managing tourist demand and satisfaction criteria 
is critical for any international traveller, necessitating the 
use of powerful information and communication 
technologies. This could be Internet connectivity for 
communication and information search, reliable and 
accessible reservation systems, or user-friendly online 
marketing platforms. In line with this, Drumm and Moore 
(2002) discovered that tour operators and other travel 
agents, whether in touch or outbound, play an important 
role in the coordination of various means of transportation 
such as aircraft, ships, vans, and buses. Therefore, if 
sufficient preparation is done ahead of time, tourists will 
be comfortable, happy, and satisfied with the service 
offered, while the integrity and sustainability of the 
ecotourism destination will be maintained. Thus, simply 
because tour operators are at the forefront of ecotourism 
planning, all activities and policies relating to quality and 
value addition in these places must take them into 
account. 

Additionally, tour operators and other players must 
emphasize the security and conservation of ecotourism 
goods and destination places for the current and future 
utility of ecotourism. According to Noll et al. (2019), it is 
critical to conduct a thorough destination assessment to 
ensure that destinations are well protected and that all 
primary stakeholders, such as local community members 
surrounding those destination sites, understand the 
unique cultural, historical, and natural strengths that must 
be promoted and conserved. With the help of tour 
operators, this assessment can be completed 
successfully. 

Furthermore, Drumm and Moore (2002) stated that 
incorporating private tour operators into the planning 
process is difficult because such projects are typically 
costly and encounter numerous hurdles. However, if the 
participation of tour operators in such planning efforts 
significantly reduces costs, the target can be met sooner 
than expected. The authors also recommend the following 
key inputs in the process: information provision about 
potential  ecotourism   markets;   business   services  and  
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advice on available tangible and intangible products; 
marketing of ecotourism related programs; providing 
essential services for accessing and utilizing ecotourism 
sites; capacity building of local tour guides and 
entrepreneurs; and ecotourism operations and 
investment. 
 
 
Development of ecotourism products  
 
A tourism product, according to the United Nations World 
Tourism Organization (2022), is a combination of both 
tangible and intangible components, such as cultural, 
natural, and historical attractions, whether naturally 
existing or man-made, as well as their associated 
facilities and services, which form the core of any tourism 
destination and a traveller's overall experience. According 
to Xu (2010), travellers frequently encounter a diverse 
selection of tourist items in different destinations. Various 
tourists have different requirements, expectations, 
preferences, perceptions, desires, and motives during 
their travels, as proven by Jaafar et al. (2014). Internal 
factors such as psychological, physical, and social 
communication and exploration dynamics, as well as 
external factors such as transportation modes, 
accommodation types, local community attitudes, safety 
status, prices, and services offered, and the historical and 
cultural significance of the destination, cause those 
differences, according to Hsu, Tsai, and Wu (2009). The 
authors confirm that tour operators, through various 
services within the ecotourism value chain, have a 
significant probability of influencing eco-tourist choices as 
a result of positive and gratifying attitudes, 
communication, dependable modes of transportation, 
lodging, and product prices. To maintain the sustainability 
of ecotourism in Tanzania, tour operators must have a 
favourable business environment for the production of 
good and appealing products.  

Ecotourism products, like most other items on the 
market, rely heavily on product quality and quantity. 
According to Matilla (2011), the quality of a tourist 
product can only be determined and quantified by 
examining whether it meets or does not meet the 
expectations of tourists and other clients, who have 
varying expectations depending on their knowledge, prior 
experiences, and tagged prices. Despite the fact that 
most ecotourism destination sites are owned and 
regulated by the government, their relationships with tour 
operators are direct given that tour operators are 
responsible for product customization, segmentation, and 
management, ensuring that the offered services are of 
high quality and reflect the value for money spent. Aside 
that, Smith (1994) underlined the importance of quality in 
any ecotourism product given that it not only satisfies the 
travellers but also plays a significant role in product 
pricing. As a result, one of the main elements of tourism 
is    corporate   profitability,   which   also  affects  product  





 
 
 
 
positive experiences for both local and foreign tourists. 
Tanzania, on the other hand, has established ecotourism 
supporting policies, laws, and implementing institutions to 
work on the seamless implementation of ecotourism and 
other forms of tourism. Nonetheless, the development 
and advertising strategy of recruiting more domestic 
tourists is prioritized, particularly during the low season. 
However, the setback is related to the degree of 
coordination efforts. In the absence of it, little success in 
implementation efforts has been noted until recently, 
when the country had a provision of cultural and sporting 
events targeted at broadening the tourism offering and 
appealing to the home market. Despite these attempts, 
Bakari (2021) noted that such events are seasonal, 
impacting the sustenance and sustainability of the local 
tourism business. The inclusion of tour operators in the 
implementation strategy could help to mitigate this 
challenge. 

As ecotourism products encompass tangible products, 
services, and relevant activities offered to tourists and 
travellers during their visit to ecotourism, tour operators 
play an important role in ensuring that all such activities 
are well planned and carried out in a very professional 
manner, reflecting a high level of hospitality, as also 
recommended by Jaafar et al. (2014). By so doing, the 
country will ensure a steady stream of visitors and 
enough funds to keep the attractions and businesses 
running. The accessibility of ecotourism destinations is 
critical for tour operators in order to attract tourists and 
conduct business effectively and efficiently. Therefore, 
governing authorities must guarantee that all plans take 
into account how best tour operators can implement 
present and future ecotourism goods? 

Michael et al. (2013) stressed the necessity of tourist 
regulatory authorities ensuring that ecotourism benefits 
trickle down and are easily accessible to local 
populations whose livelihoods rely on the cultural and 
natural resources where ecotourism activities take place 
in a separate study. Participation of local communities 
and beneficiaries in ecotourism activities must be 
improved during implementation. Owners and workers of 
tour operator enterprises, as well as local communities 
surrounding ecotourism attraction locations, are among 
those who benefit. 

In view of the above information, this review study 
affirms that ecotourism is one of the crucial aspects of 
economic development in Tanzania, which does not need 
much resource mobilization since the country is highly 
gifted with a number of unique natural and cultural 
diversity for ecotourism. However, engagement of all key 
players, specifically tour operators in the tourism industry, 
is highly encouraged. Various authors show that tour 
operators have a high ability to influence the sustainability 
of ecotourism in Tanzania simply because of their direct 
and close involvement in planning, development, 
promotion, and implementation of all ecotourism products. 

The current review further establishes that in order for 
tour    operators     to    contribute   substantially   to    the  
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sustainability of ecotourism, they must first be existing 
and in operation in various ecotourism destination points. 
Besides, a clear and recognized organization must be 
established in order to oversee operations and maintain 
strong contact with the government as needed. 
Furthermore, tour operators must have strong networks 
of diverse companies in the fields of transportation, 
hotels, and accommodations. By doing so, ecotourism 
planning, management, consultation, monitoring, and 
evaluation will be carried out for present and future 
business needs. 

In addition to that, this review study ascertains that 
planning of ecotourism must be emphasized at all stages 
within the cycle so as to be sure of how ecotourism 
products will be packaged, positioned, offered, and 
marketed for current and future generations. The roles 
and responsibilities of each participant at all levels of 
operations, whether local, ministerial, or worldwide, must 
be explicitly outlined, agreed upon, and integrated at the 
planning stages. Current and projected ecotourism 
products must be developed based on existing resources 
and customer demand, with a focus on customer 
happiness most of the time. Furthermore, tour operators 
and other stakeholders must prioritize the security and 
protection of ecotourism products in order to ensure that 
they are utilized in a sustainable manner for future 
generations. As a result, ecotourism product planning 
must go beyond the business perspective by embracing 
conservation and sustainability considerations. 

With respect to the development of ecotourism 
products, tour operators need to focus on products 
offered with distinct tangible and intangible associated 
features at their best quality in order to meet tourists' 
perceptions, preferences, and desires so as to secure 
future visits and positive word of mouth to expect new 
customers. Besides, tour operators can sustain 
ecotourism through the creation and strengthening of 
ecotourism destination sites as well as offering them at 
reasonable prices that reflect their value for money. This 
will not only satisfy tourists but also win their loyalty. 

During promotion, tour operators need to communicate 
all the necessary precautions towards conservation and 
the role of each player in maintaining the attraction sites. 
Moreover, all marketing efforts must align with the 
national tourism marketing plan and strategy. Ecotourism 
products require clear and effective marketing 
communication techniques. The targeted message must 
be carefully crafted and clearly presented in several 
languages so that the relevant audience can comprehend 
it. Tour operators play an important part in making this 
happen because they are in charge of formulating the 
message as well as picking marketing techniques and 
channels of communication. The emphasis must be 
effectively stated on the destination's distinctiveness, 
worth, and benefits to both locals and tourists. Most of 
the time, marketing strategies must be accompanied by 
what is expected from tourists and the local community in 
terms   of    conservation    and   preservation   for   future 
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