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 This study examined the effect of positioning on the financial 

performance of tour firms in the Kabale, Uganda, focusing on value 

proposition, target audience and content strategy. A cross-sectional 

quantitative research design was employed, targeting 140 registered 

tour firms. Stratified random sampling produced a sample of 120 

respondents drawn from tour, marketing, and finance managers. 

Primary data were collected using structured questionnaires designed 

on a 5-point Likert scale. Instrument validity was ensured through 

expert review, pilot testing, and content validation, while reliability was 

confirmed with Cronbach’s alpha values above 0.85. Ethical 

procedures, including informed consent and confidentiality, were 

observed. Data were analyzed using SPSS version 27, with descriptive 

statistics summarizing trends and simple linear regression testing 

hypotheses at a 5% significance level. Findings revealed that 

community engagement, such as timely information sharing and 

feedback, significantly predicted financial performance (R² = .126, p 

< .001). Market positioning emerged as the strongest predictor, 

accounting for 27% of the variance (R² = .270, p < .001), with firms 

using targeted messaging and audience segmentation to enhance 

competitiveness. Overall, the results demonstrate that social media 

marketing is a key driver of profitability, revenue growth, and return on 

investment among tourism enterprises. The study concludes that tour 

firms can leverage social media as a cost-effective and interactive tool 

to strengthen customer relationships and improve financial outcomes. 

It recommends greater use of user-generated content, adoption of 

advanced analytics, and diversification of strategies across platforms to 

maximize returns. 

 
©2026 The Authors. This is an open access article under the CC BY NC license (Attribution-Noncommercial 4.0 

International - Creative Commons) 

 
 

1. INTRODUCTION 

Positioning is the strategy through which a tour firm differentiates itself in the minds of customers using 

unique digital content and value propositions. It involves defining and communicating what makes the 

firm distinct from competitors and targeting specific market segments through digital platforms. 

Financial Performance is the measurement of tours firms financial health, stability and profitability 

within the regions tourism industry. This is achieved by measuring income from tourism activities, 
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ability to generate net income from tourism operations and return on investment from tour firm owners 

and investors. 

Tour firms in Kigezi often serve niche markets such as primate trekking, cultural tours, and eco-lodging. 

Yet, few effectively use social media to position themselves clearly in these niches. Strategic positioning 

on platforms like Instagram or YouTube could help firms differentiate their services, attract the right 

clientele, and increase financial performance. As observed by Kazooba et al. (2020), a mismatch 

between service positioning and customer expectations leads to negative reviews, poor customer 

retention, and lower earnings. Positioning is thus not just about visibility but about aligning digital 

content with customer preferences and firm capabilities. 

Positioning ties all the components together by defining how a tour firm differentiates itself in the digital 

marketplace. Through targeted campaigns, influencer collaborations, and search engine optimization 

(SEO), firms can strategically position themselves as leaders in niche markets such as eco-tour firms or 

adventure travel. This strategic placement enhances visibility and competitive advantage, especially in 

a region like Kigezi with rich but under- marketed attractions. When tour firms position themselves 

effectively on social media, in alignment with strong branding and active community engagement, they 

are more likely to experience tangible improvements in financial indicators such as profitability, 

revenue growth, and Return on investment. 

Local communities are pivotal to the tour firms product in Kigezi. As Tukamushaba and Okech (2011) 

explain, community-based tour firms’ model that include homestays, traditional performances, and 

crafts generate inclusive growth and diversified income for tour firms. When such community initiatives 

are promoted via social media through storytelling, customer testimonials, or influencer collaborations 

they increase customer engagement and contribute to the financial bottom line of tour operators. 

However, this requires deliberate strategies, including training local actors in basic digital 

communication, to build a professional and responsive online brand. 

 

At the same time, the region’s growth potential is constrained by structural challenges such as limited 

high-quality accommodations, poor road infrastructure, and low digital penetration, particularly in rural 

communities. According to UBOS (2023), while Kigezi sub-region— home to attractions like Bwindi 

Impenetrable Forest and Lake Bunyonyi—accounts for a significant share of Uganda’s ecotourism 

traffic, it lacks adequate lodging facilities that meet international standards, limiting its capacity to host 

high-spending tourists. Furthermore, the Uganda National Roads Authority (UNRA) reported in its 

2022/23 performance review that several access routes in the region remain unpaved or poorly 

maintained, increasing travel time and operational costs for tour operators. Additionally, the UCC 

(2023), indicates that digital internet penetration in rural southwestern Uganda remains below the 

national average of 53%, impeding online visibility and customer interaction. Addressing these 

challenges through digital capacity building, targeted branding support, and improved positioning 

strategies could enhance the financial performance of local tour firms and help position Kigezi more 

competitively within Uganda’s broader tourism economy. Thus, this study seeks to examine the effect 

of social media marketing on financial performance of tour firms in Kigezi sub regions. 

 

Tourism significantly contributes to Uganda’s economy, accounting for approximately 7.7% of the 

national GDP and employing over 667,000 people (UBOS, 2023). The Kigezi sub-region, home to 

major tourist attractions such as Bwindi Impenetrable National Park, Lake Bunyonyi, and Mgahinga 

Gorilla National Park, possesses immense tourism potential. Despite this, tour and travel firms in the 

region have reported low financial performance over the past five years (Tushabe et al., 2023). 

According to data from the Uganda Tourism Board (2022), over 15% of registered tour operators in the 

region have ceased operations since 2020, and others have resorted to staff layoffs and service 

downsizing to cut costs. While the COVID-19 pandemic and infrastructural challenges contributed to 

this decline, questions remain regarding the strategic use of modern marketing tools by local firms to 

improve visibility and client engagement. 

 

The concept of positioning through social media defining how a tour firms brand is perceived relative 

to competitors is widely recognized in developed tour business economies as a driver of firm 
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competitiveness and profitability. Yet, in Uganda, particularly in less- commercialized areas like Kigezi, 

the financial impact of such digital positioning efforts remains poorly understood. Few studies delve 

into how social media helps local tour firms differentiate themselves in saturated or underdeveloped 

markets, nor do they measure the financial returns of such efforts using robust data collection or 

modeling techniques. 

This study, therefore, aimed at examining the relationship between positioning and the financial 

performance of tour and travel firms in the Kabale, addressing this knowledge gap and providing 

practical insights for marketing and policy improvement. The Objective of the Study was; To assess the 

effect of Positioning on financial performance of tour firms in Kabale, Uganda. The research targeted 

tour firms operating in these areas that actively engage in online marketing activities, especially those 

leveraging social media platforms to build visibility and improve financial returns. 

 

2. LITERATURE REVIEW 

2.1. Positioning and Market Performance 

The digital era, where consumer choices are heavily shaped by online content and brand interactions, 

social media positioning has emerged as a strategic determinant of financial performance for tour 

firms (Kizildag et al., 2017). Positioning refers to how a firm differentiates and presents itself 

on digital platforms to occupy a distinct and valued place in the minds of target audiences. In tourism 

an industry deeply reliant on perception, trust, and emotional resonance strategic positioning on 

platforms like Instagram, Facebook, and TikTok enables tour firms to articulate a unique value 

proposition that influences customer attraction, conversion, and loyalty, all of which are directly linked 

to financial performance (Rotondo & Fadda, 2019). 

 

Tourism services are inherently intangible and high-involvement purchases, making brand clarity and 

uniqueness essential. Kotler et al. (2016) define positioning as ―the act of designing the company’s 

offering and image to occupy a distinctive place in the mind of the target market.‖ Applied to social 

media, this involves creating thematic consistency, visual storytelling, and emotional messaging that 

reflects a firm’s core identity, whether it be eco- tourism, adventure, luxury, or cultural immersion. 

Empirical research by M. Mariani & Borghi, 2020) found that tour operators with a well-defined and 

consistent social media positioning strategy achieved higher levels of consumer engagement, perceived 

brand authenticity, and ultimately, revenue growth. 

The strength of social media positioning lies in its power to influence consumer perceptions and shape 

brand expectations (Tajvidi & Karami, 2021). For tour firms, the ability to communicate a clear identity, 

such as affordable cultural tours for millennials‖ or exclusive gorilla tracking adventures for high-net-

worth clients,‖ helps differentiate them in a crowded market. This differentiation reduces the elasticity 

of demand and allows firms to command higher prices and loyalty. A study by (Christodoulides et al., 

2006) emphasizes that digital brand positioning creates psychological ownership among consumers, 

which is positively correlated with both booking intent and word-of-mouth promotion two key drivers 

of financial success. 

 

Furthermore, tour firms that position themselves clearly on social media often experience better 

alignment between their brand promises and audience expectations (Valeri & Baggio, 2021). This 

alignment leads to reduced customer dissatisfaction and enhances service satisfaction, which in turn 

improves financial metrics such as customer retention, repeat bookings, and lifetime customer value. In 

a survey of East African tour firms, Ndekwa, (2016) found that businesses that adopted niche social 

media positioning such as promoting conservation-oriented safaris or local cultural experiences, 

experienced a 28% increase in bookings within 12 months compared to firms with generic or 

unfocused messaging. 
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The study concluded that clear positioning not only attracts the right audience but also builds lasting 

customer relationships that contribute to steady revenue streams. Social media positioning also plays a 

role in increasing operational efficiency and marketing return on investment (ROI). When a firm knows 

exactly who it is speaking to and what it stands for, its marketing content becomes more targeted and 

effective. According to Hudson & Hudson (2023), digital positioning guides firms to tailor their tone, 

imagery, and content to their ideal customer profile, resulting in higher engagement and conversion 

rates. This efficiency reduces wasted ad spend, improves campaign performance, and enhances 

profitability crucial factors in the often-volatile tourism market. 

 

 

3. METHODS 

 

3.1. Research Design 

This study adopted a cross-sectional research design with a focus on quantitative methods to examine 

the relationship between social media marketing and the financial performance of tour firms in the 

Kigezi Sub-Region. The cross-sectional design was suitable for capturing data at a single point in time, 

allowing the researcher to assess existing patterns, practices, and perceptions among tourism firms 

regarding their use of social media marketing strategies specifically in the areas of community 

engagement, branding, and positioning and their corresponding financial outcomes (Turyasingura  & 

Agaba Moses,2023). 

 

3.2. Study Population 

The population of this study comprised of 140 registered tourism firms in the Kigezi Sub-region, which 

includes the districts of Kabale, Kisoro, Rubanda (UTB, 2024). These firms include approximately 61 

tour managers, 81marketing managers and 31 finance managers. The tourism ecosystem in this region 

serves a diverse clientele of both domestic and international tourists, supported by varied service 

providers across the tourism value chain. 

3.3. Sample Size 

A sample of 120 respondents was selected to participate in the study  and according to Mpirirwe & 

Moses (2024) this sample size is large enough to ensure that the results are statistically significant, yet 

feasible in terms of data collection. 

 

3.4 Sampling Techniques and Procedure 

Table 3.1 showing Sample size and selection 

Category Target population Sample 

size 

Sampling Technique 

Tour managers 61 45 Stratified Sampling 

Marketing Managers 81 60 Stratified Sampling 

Finance managers 31 15 Stratified Sampling 

Total 173 120  

Source: Uganda Tourism Board Report, 2024. 

 

The study adopted a stratified random sampling technique to ensure proportional and representative 

inclusion of tourism firms across the Kigezi Sub-region. The population of 173 firms was categorized 

into two distinct strata based on service type: tours and travel firms (such as tour operators and travel 

agencies) and accommodation providers. From each stratum, a proportionate number of firms was 
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randomly selected using simple random sampling to ensure that all firms have an equal chance of 

participation (Benon, et.al,2025) and Agaba et.al, (2025).. This stratification ensures that the sample 

reflects the diversity and distribution of tourism enterprises in the region. Within the selected firms, 

efforts was made to engage respondents who hold key roles such as marketing managers, owners, or 

finance managers based on their familiarity with the firm's social media marketing practices and 

financial performance. 

 

3.4. Validity and Reliability 

To ensure the validity of the data collection instrument, a content validity approach was employed, 

which involved consulting experts in the fields of hospitality management, corporate social 

responsibility, and stakeholder engagement to review the questionnaire. The experts was evaluated to 

find whether the instrument accurately captures all relevant aspects of the constructs being measured 

(Burton & Mazerolle, 2011& Agaba & Kalu, 2019)and additionally, construct validity was assessed to 

ensure that the questions align with the theoretical framework of financial performance, confirming that 

the instrument measures the intended constructs. The questionnaire undergone a face validity check, 

where a small sample of hotel managers and employees reviewed the questions to ensure they are clear, 

relevant, and easily understood. 

 

To ensure the reliability of the instrument, a test-retest reliability method was applied, where the same 

questionnaire was administered to a subset of respondents at two different points in time, and the results 

were compared to assess consistency (Herbart et.al,2025 and  Creswell, 2017). The results indicate 

excellent reliability across all four major variables: Community Engagement (α = .859, 21 items), 

Branding (α = .878, 21 items), Positioning (α = .863, 21 items), and Financial Performance (α = .878, 

20 items). These values exceed α = .85, which is well above the commonly accepted threshold of 0.70 

for good internal consistency. This suggests that the items within each construct consistently measure 

the same underlying concept, ensuring dependable data for further analysis and hypothesis 

testing(Dorothy et. al, 2024) 

 

Table 3.2: Reliability analysis 

Variable Cronbach’s 

Alpha 

No. of 

items 

Community Engagement 0.859 21 

Branding 0.878 21 

Positioning 0.863 21 

Financial Performance 0.878 20 

 

3.5. Data Analysis 

The quantitative data collected through questionnaires was entered into Statistical Package for Social 

Sciences (SPSS) version 27 for analysis. Descriptive statistics such as frequencies, percentages, and 

mean scores will be calculated to summarize the demographic characteristics of respondents and 

general trends in social media use. These descriptive findings provided foundational insights into 

community Engagement, Branding, and positioning on financial performance of tour firms in Kigezi 

sub region. To examine the relationships between variables, inferential statistics will be employed, 

specifically using Simple linear regression analysis to explore how specific aspects of social media 

marketing influence financial performance of tour firms. This assisted in determining the magnitude 

and significance of the effect of the independent variables on the dependent variable. Regression 

coefficients, R-squared values, and significance levels was reported and interpreted. All statistical tests 
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were conducted at a 95% confidence level, using a p-value threshold of ≤ 0.05 to determine statistical 

significance. 

 

4. RESULTS 

 

4.1. Response rate 

Table 4.1 below reveals that a total of 120 questionnaires were distributed to respondents as part of the 

study. Out of these, 115 questionnaires were successfully returned, representing a high response rate of 

96%. Only 5 questionnaires were not returned, accounting for 4% of the total distributed. This high 

response rate indicates strong participation from the respondents, suggesting that the collected data is 

likely to be reliable and representative of the target population. 

Table 4.1 Response rate 

Questionnaires Numbe

r 

Percentage 

(%) 

Questionnaires distributed 120 100 

Questionnaires returned 115 96 

Questionnaire not 

returned 

5 4 

 

4.2.  Demographic Characteristics 

The study sample shown in Table 4.2 below comprised 115 respondents, with females representing a 

slight majority at 55.7% (64) and males constituting 44.3% (51). Regarding age distribution, the 

majority of participants were between 25 and 44 years old, with 34.8% (40) aged 25–34 and 37.4% (43) 

aged 35–44; younger respondents under 25 years accounted for 18.3% (21), and those 45 years and 

above represented 9.6% (11). In terms of experience working in tour firms, most respondents had 1–3 

years of experience 59.1% (68), while 18.3% (21) had less than one year, 17.4% (20) had 4–6 years, 

and only 5.2% (6) had over six years. The respondents operated across three districts: Rubanda 45.2% 

(52), Kisoro 34.8% (40), and Kabale 20% (23). Regarding the types of tour services provided, 62.6% 

(72) offered accommodation services, while 37.4% (43) were involved in tour operations. This 

demographic profile highlights a relatively young, moderately experienced workforce predominantly 

involved in accommodation within the Kigezi sub-region. 

 

 

 

Table 4.2: Demographic Characteristics of Respondents in Tour Firms in the Kigezi Sub-

Region 

 Options Frequen

cy 

Percentage 

(%) 

Gender Male 51 44.3 

Female 64 55.7 

Prefer not 

to say 

0 0 

Total 115 100 

Age Under 25 21 18.3 

25-34 

years 

40 34.8 

35-44 

years 

43 37.4 
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45 and 

Above 

11 9.6 

Total 115 100 

Experience in tour 

firms 

Less than 

1 year 

21 18.3 

1-3 years 68 59.1 

4-6 years 20 17.4 

Over 6 

years 

6 5.2 

Total 115 100 

District of operation Kabale 23 20 

Kisoro 40 34.8 

Rubanda 52 45.2 

Total 115 100 

Types of tour 

services provided 

Tour 

operations 

43 37.4 

Accommo

dation 

72 62.6 

Total 115 100 

Source: Field data 2025 

 

Market Positioning Strategies of Tourism Firms on Social Media 

4.5.1 Value Proposition Communication 

The data in Table 4.9 below indicate that tour firms in the Kigezi sub-region strongly communicate their 

unique value propositions on social media. The majority of respondents agreed that their social media 

clearly conveys the unique benefits of their services (M = 4.77, SD = 0.71) and emphasizes what 

differentiates their firms from competitors (M = 4.14, SD = 0.71). Followers reportedly understand why 

they should choose their services over others (M = 3.95, SD = 0.94). Firms regularly highlight customer 

experience and quality (M = 4.11, SD = 0.90) and reinforce core strengths consistently (M = 3.84, SD = 

0.97). Testimonials and success stories are used moderately to bolster brand value (M = 3.75, SD = 

1.05), while pricing and service positioning through social media receive fairly positive ratings (M = 

3.98, SD = 0.93). These results reflect an overall strong emphasis on articulating the firm’s value to 

customers via social media platforms. 

Table 4.9: Value Proposition Communication 

Note: SD = Strongly Disagree, D=Disagree, N=Neutral, A=Agree, SA=Strongly Agree, SDev. = 

Standard Deviation 

Statement SD D N A SA Mean SDev

. 

Our social media clearly 

communicates the 

unique benefits of our 

services. 

2(1.7%) 1(0.9%) 3(2.6%) 10(8.7%) 99(86.1%

) 

4.77 0.71 

We emphasize what 

makes our tour firm 

different from 

competitors. 

2(1.7%) 2(1.7%) 4(3.5%) 77(67%) 30(26.1%

) 

4.14 0.71 

Our followers 

understand why they 

1(0.9%) 4(3.5%) 36(31.3%) 33(28.7%) 41(35.7%

) 

3.95 0.94 



 
Effect of Positioning  On Financial Performance Of Tour Firms In Kabale District, Uganda 

                                           260 
 

should choose our 

services over others. 

We regularly highlight 

our value in terms of 

customer experience and 

quality. 

0 9(7.8%) 13(11.3%) 49(42.6%) 44(38.3%

) 

4.11 0.90 

Our posts consistently 

reinforce our core 

strengths and offerings. 

2(1.7%) 7(6.1%) 31(27%) 42(36.5%) 33(28.7%

) 

3.84 0.97 

We use testimonials and 

success stories to 

reinforce our brand 

value. 

5(4.3%) 8(7%) 27(23.5%) 46(40%) 29(25.2%

) 

3.75 1.05 

Our pricing, service 

packages, and delivery 

standards are well-

positioned through our 

social media. 

1(0.9%) 9(7.8%) 17(14.8%) 52(45.2%) 36(31.3%

) 

3.98 0.93 

Source: Field data 2025 

 

4.5.2 Target Audience Definition and Engagement 

Tour firms demonstrate clear understanding and targeting of their intended audience on social media. 

Respondents overwhelmingly agreed that their firms clearly define and understand their social media 

audience (M = 4.60, SD = 0.83). Content creation is aligned with the preferences of ideal customers (M 

= 4.21, SD = 0.61), and follower demographics and behaviors are monitored to tailor messaging (M = 

4.34, SD = 0.86). Marketing campaigns are directed at selected tourism segments (M = 4.10, SD = 0.74), 

with messaging adapted based on customer personas and interests (M = 4.11, SD = 0.98). Regular 

assessment of content resonance with the target audience (M = 4.10, SD = 0.92) and alignment of 

followers with intended market segments (M = 4.08, SD = 0.97) further suggest a strategic approach to 

audience targeting and engagement as shown in Table 4.10. 

 

Table 4.10: Target Audience Definition and Engagement 

Note: SD = Strongly Disagree, D=Disagree, N=Neutral, A=Agree, SA=Strongly Agree, SDev. = 

Standard Deviation 

Statement SD D N A SA Mean SDev

. 

We clearly define and 

understand the 

audience we target on 

social media. 

1(0.9%) 5(4.3%) 4(3.5%) 19(16.5%) 86(74.8%

) 

4.60 0.83 

Our content is created 

with the needs and 

preferences of our ideal 

customer in mind. 

0 2(1.7%) 6(5.2%) 73(63.5%) 34(29.65) 4.21 0.61 

We monitor the 

demographics and 

behaviors of our 

followers to tailor our 

messaging. 

2(1.7%) 2(1.7%) 11(9.6%) 40(34.8%) 60(52.2%

) 

4.34 0.86 

Our marketing 

campaigns are 

specifically directed to 

a selected segment of 

the tourism market. 

0 3(2.6%) 17(14.8%) 60(52.2%) 35(30.4%

) 

4.10 0.74 
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We adapt our 

messaging based on 

customer personas or 

travel interests. 

0 10(8.7%) 19(16.5%) 34(29.6%) 52(45.2%

) 

4.11 0.98 

We regularly assess 

whether our content 

resonates with the 

intended audience. 

2(1.7%) 6(5.2%) 13(11.3%) 52(45.2%) 42(36.5%

) 

4.10 0.92 

Our social media 

followers align well 

with our intended 

market segment. 

2(1.7%) 7(6.1%) 17(14.8%) 43(37.4%) 46(40%) 4.08 0.97 

Source: Field data 2025 

4.5.3 Content Strategy and Consistency 

Table 4.11 below indicate that the tour firms generally maintain structured and purposeful content 

strategies on social media. Respondents reported having a planned schedule for the type and timing of 

posts (M = 4.07, SD = 0.94), and content themes generally match positioning goals (M = 4.18, SD = 

0.90). Visual and messaging consistency scored moderately high (M = 3.88, SD = 1.03), while the use 

of diverse content formats such as images and videos was slightly less prominent (M = 3.80, SD = 0.98). 

Content scheduling is based on audience engagement patterns (M = 3.89, SD = 0.97), with performance 

tracking and strategy adjustments practiced to a reasonable extent (M = 3.91, SD = 1.09). Finally, the 

content supports the firms' goal to maintain a distinctive market position (M = 3.91, SD = 1.25). This 

indicates an overall deliberate content strategy aimed at enhancing positioning through social media. 

 

Table 4.11: Content Strategy and Consistency 

Note: SD = Strongly Disagree, D=Disagree, N=Neutral, A=Agree, SA=Strongly Agree, SDev. = 

Standard Deviation 

Statement SD D N A SA Mean SDev

. 

We have a structured 

plan for the type and 

timing of content we 

post on social media. 

2(1.7%) 4(3.5%) 23(20%) 41(35.7%) 45(39.1%

) 

4.07 0.94 

Our content themes 

(e.g., adventure, 

culture, relaxation) 

match our positioning 

goals. 

1(0.9%) 7(6.1%) 11(9.6%) 47(40.9%) 49(42.6%

) 

4.18 0.90 

We maintain visual 

and messaging 

consistency in all 

social media posts. 

4(3.5%) 9(7.8%) 17(14.8%) 52(45.2%) 33(28.7%

) 

3.88 1.03 

We use different 

content formats 

(images, videos, 

stories) to enhance 

engagement. 

2(1.7%) 9(7.8%) 29(25.2%) 45(39.1%) 30(26.1%

) 

3.80 0.98 

Our content is 

scheduled and 

2(1.7%) 7(6.1%) 28(24.3%) 43(37.4%) 35(30.4%

) 

3.89 0.97 
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published based on 

audience engagement 

patterns. 

We track content 

performance and 

adjust our strategy 

accordingly. 

5(4.3%) 8(7%) 19(16.5%) 43(37.4%) 40(34.8%

) 

3.91 1.09 

Our content supports 

our goal of 

maintaining a 

distinctive brand 

position in the tourism 

market. 

6(5.2%) 16(13.9%) 10(8.7%) 33(28.7%) 50(43.5%

) 

3.91 1.25 

Source: Field data 2025 

 

 

Table 4.16: Regression Analysis showing the Effect of Branding on Financial Performance of Tour 

Firms in the Kigezi Sub-Region 

Predictor B SE B β t p 95% CI for B 

Constant 2.197 0.327 — 6.713 <.001 [1.549, 2.846] 

Branding 0.483 0.079 .501 6.153 <.001 [0.328, 0.639] 

Note. Model summary: R = .501, R² = .251, Adjusted R² = .244, F(1, 113) = 37.86, p < .001. DV = 

Financial Performance. 

4.7.3 Positioning has no effect on financial performance of tour firms in Kigezi sub region 

A simple linear regression analysis revealed that positioning significantly predicted financial 

performance of tour firms in the Kigezi sub-region, R = .520, R² = .270, F(1, 113) = 41.85, p < .001. 

Positioning accounted for 27.0% of the variance in financial performance. The unstandardized 

regression coefficient (B = 0.510, p < .001) indicates that for every one-unit increase in positioning, 

financial performance increased by 0.510 units. The 95% confidence interval for this effect ranged from 

0.354 to 0.666, supporting a robust positive effect. The standardized coefficient (β = .520) reflects the 

strong positive relationship among the predictors. Hence, the null hypothesis that positioning has no 

effect on financial performance is rejected. 

 

Table 4.17: Regression Analysis showing for the Effect of Positioning on Financial Performance of 

Tour Firms in the Kigezi Sub-Region 

Predictor B SE B β t p 95% CI for B 

Constant 2.117 0.324 — 6.539 <.001 [1.476, 2.759] 

Positioning 0.510 0.079 .520 6.469 <.001 [0.354, 0.666] 

Note. Model summary: R = .520, R² = .270, Adjusted R² = .264, F(1, 113) = 41.85, p < .001. DV = 

Financial Performance. 

 

5. DISCUSSION 

Positioning and Financial Performance 

Market positioning was found to be the strongest predictor of financial performance, explaining 27% 

of the variance (R² = .270). This highlights the ability of tourism firms in Kigezi to apply sophisticated 

marketing strategies to carve out unique niches in a competitive environment. The high ratings for 

defining and targeting specific audiences (M = 4.60) and consistently communicating a unique value 

proposition (M = 4.77) show that firms are not engaging in random marketing but in deliberate, data-

informed strategies. 

This result validates Porter’s (2008) assertion that competitive advantage arises from differentiation and 

focus. By tailoring their social media content to specific customer personas, these firms ensure that 
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marketing investments generate maximum returns. Furthermore, the monitoring of customer behavior 

and subsequent adjustment of messaging demonstrates adaptive marketing practices. This reflects the 

principles of dynamic capability theory, which suggests that firms achieve superior performance when 

they can rapidly sense, seize, and reconfigure opportunities in response to market changes (Teece, 

Pisano, & Shuen, 1997). 

 

6. CONCLUSION 

The effect of Market Positioning on Financial Performance 

The study concluded that market positioning is the strongest predictor of financial performance among 

tour firms in the Kigezi sub-region, explaining 27% of the variance. Firms that clearly define target 

audiences, communicate unique value propositions, and adjust strategies based on customer behavior 

achieve superior returns on investment. This validates the role of strategic positioning in ensuring 

competitiveness and profitability. 

 

7.RECOMMENDATIONS 

Effect of Market Positioning on Financial Performance 

Tour firms should adopt data-driven marketing by using analytics to identify target market segments 

and adjust content accordingly. Firms should clearly define and communicate their unique value 

propositions on social media to differentiate themselves from competitors. Regular evaluation of return 

on investment (ROI) for social media campaigns should be conducted to ensure that positioning 

strategies remain efficient and profitable. 
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