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1. Introduction

Every year South African Tourism conducts a brand tracking survey on the markets
we focus on to give us guantitative information on how potential leisure travellers
perceive our country. In 2005 we did two rounds of brand tracking:

s |n February (the traditional purchasing period in the buying cycle of travellers
in the northern hemisphere when their transaction with tour operators or travel
agents and buy their next holiday)

= |n November-December (the traditional consideration period in the northern
hemisphere when travellers start thinking about where and when to take their
next holiday).

The survey asked experienced travellers in 13 markets which destinations they were
aware of, which ones were they considering and which ones they intend to visit in the
next 18 months. We asked if they had started to look for information and after
seeking information, why they rejected some destinations (ie did not visit them). We
were interested in both uninformed and informed awareness of our country. We also
ask what their perceptions were on the key attributes of our tourism brand and to
rank us against our competitors; and their reasons for rejecting certain destinations,
This paper outlings the two main reasons why travellers rejected South Africa in 2005.

The survey is done in 13 countries of which we have done in-depth research in 11 of
them' and therefore understand the size of the target market and target consumer ie
the potential market for South Africa. Brand tracking surveys the target market in
these countries and not the whaole population of a country ie. only people who have
the financial means and interest to travel to a long-haul destination like ours.
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South Africa needs to overcome these barriers if tourism is to reach its full potential
as a generator of both economic growth and development and job creation.
Unfortunately both barriers sit outside the direct sphere of influence of South African
Tourism sc we have engaged many role players on these issues over time to try and
get them addressed. This paper is in support of the processes of finding a way
forward to solve these issues.

' We have not researchad Italy and Canada, which are watch list and investment markets
respectively in our portiolio of focus markets for 2005 - 2008



2. The potential market for South Africa

In order for a person to travel to a country they need to be aware of it, have positive
perceptions about it to consider the destination for 2 holiday and then look for the
information that will take them to trade channel (ie the businesses that sit between
the consumer and the destination that sell travel) and ultimately the visit the country.

In brand tracking we measure on an annual basis what the market potential is je:
= How many p=ople are aware of South Africa
* How many would consider travelling to South Africa at some stage
* How many intend to visit in the next 18 months
« How many actually visited in the past 18 month.

This gives us what the “conversion ratio” is (ie how many people have south
information and gone into the channel to buy South Africa) which allows us to
understand where it is a problem of "conversion” (ie is the trade selling us well) or
infarmed positive awarenass (ie a marketing prablem).

There are two parts to the conversion curve that tracks the travel buying
process: a pure consumer sida and a consumer and channel side
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Thus we are able to understand what the marketing challenge for us is in every
market that is not based on anecdotes but rather research. In 2005 more than 20
million people in the 13 markets said they would consider visiting South Africa. Of the
20 million, about 15 million have sought information and more than 5 million said they
intended to visit in the next 18 months,

In 2005 we got approximately 1,5 million arrivals from those 13 countries (ie 30% of
the pecple who intended to visit). This raises the question: Why are people not
visiting South Africa — especially travellers who have looked for information about us?

The next two sections focuses on the two biggest barriers that confront SA Tourism
in marketing our country giobally:

® Potential travellers concerns about safety security, and



® The cost to get to South Africa.

In 2005 around 20 million “Blue Sky" respondents said they would consider
a visit SA some time in the future

Total Target Market South Africa Blue Sky
Country Opportunity Considerers
[In Millions)* in Mov 05
Germany 14.8 4 482,030
|Netherlands B.1 2,340,411
USA 10.4 2.019.578
LUK 8.2 3,120,076
China 25 357,144
India 0.8 260,148
Japan 18.7 2,215,661
France 9.3 2,275,548
Australia 25 627,783
Kenya 0.4 241,183
Nigeria 1 455,670
Canada 5.3 1,088,762
laly 2.4 653,948
TOTAL E2m 20,188,949
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Of that about 5 million thought that it was likely they would visit in 18

Months
= Markoopperunty | S aries Corsere
{in Milllons)" in Nov 05
Germany 14.6 1,372,548
Netherands B.1 5T2.654
USA 10.4 588,380
UK B2 539,140
China 25 125,314
india D& 108,624
Japan 18.7 B&,333
France 8.3 293,621
Australia 25 127,778
Kenya 0.4 145 807
Nigena i 211,825
Canada .3 185,502
Italy z4 184,851
TOTAL 5,149,475
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If we take the most conservative estimate that these two barriers are resulting in
South Africa losing 2 million tourists & year, we estimate that the cost to the economy

is at least R25 billion® per annum in lost foreign direct spend.

% This is based on the average spend per trip x the average length of stay in 2005. As most of

these travellers the average length of stay would be higher than 8 days.
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2 This is based on the most conservative assumption that the respondents rejected South
Africa on any or all three measures of safety (which is unlikely).
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Safety and security is now divided into three questions to get a more accurate
information on what the exact issue is:

s Fears for my personal safety

+ General Safety (ie crime, health, weather, road accidents etc)

+ Fears of political climate and civil unrest.

The highest rejection is on the grounds of political safety and civil unrest (13,8
million), followed by personal safety (12,8 million) and general safety (11 million).
The highest rejection on political climate/civil unrast was in Kenya (50%) and the UK
{30%). The lowest scores were Nigeria (3%) followed by Japan® and France (8%).
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We then asked people who had sought information (ie had gone beyond considering
South Africa and rejected it), why they still rejected South Africa 1,8 million said they
had fears for their personal safety.

Lot
Personal Safety — Comparison Between Those Who have Not Visied
and Those Who Have Researched SA and Rejected it
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* The Japanese have the lowest awareness of South Africa in all 13 markets and reject SA
largely because it is too far away and too expensive to travel to,



The ltalians have the highest rgjection rate of South Africa on the grounds of
personal safety (30%) after researching it, followed by the UK and Australia. The
Migerians were not concernad about their personal safety. Their greatest barrier to
visiting South Africa is they ‘'don’t know anyone who lives there'.

Of the 11 million who said they rejected South Africa on the grounds of general
safety issues, 1,5 million had gathered information and still rejected South Africa.

Gardeiurial
General Safety - Comparison Between Those Who have Not Visited
and Those Who Have Researched SA and Rejected It
ey | ::v 05 (Peaple affected by barrier) - All | Nov 05 (Peaple affected by barrier) - Thos
| Respondents Who Have Mot Visited S& Who Have Ressarched SA AND Rajected It

Germany | 1,808,000 314,592

Methertards 857,660 | 177,772

USA 1,530,240 | 148,129

LK 1,841,840 209,192

China 1435770 93,085

India E7.350 | 25350

Japan 818,520 [ 97,778

France | 573,880 | 90,230

Ausiraita 493,000 | 74,056

Kenys 48230 |

Migesia £5.000 !

Canads 805,250 f 118,118

iraly 214,320 | TiEEE

TOTAL | 11,873,420 [ 1,513,501

T 7 P e P L e P

SA Tourism is concemed about these numbers as they suggest that we could be
increasing our arrivals from these markets if we were able to sort out the issue of
safety and security for tourists. We accept that the unresearched opinions are
probably largely perceptions, but what is disturbing is how many people research
South Africa and still reject it ie this is an informed opinion. That suggests that this is
& problemn beyond perception and needs an integrated programme of action and PR.

The UK, which is generally more informad about South Africa than the other markets,
had the highest rates of rejection of South Africa on all three issues.

Concerns about safety run through the industry in South Africa. A poll on Travel
News Now in August 2006 concluded:

“Crime is harming the tourism industry in SA, according to the respondents in last
week's poll. The majority (88%) felf that crime stories have reached potential tourists
abroad and scared them off. Only 12% felt that the crime situation in SA has been
blown out of proportion.”



4. The question of cost

The guestion of cost is separated into the ‘cost to get there’ (ie the air fare) and the
cost once there' (ie the cost in the destination). The second biggest barrier for 24,3
million potential travellers is the perception of the cost to get to South Africa.

Condigannal
‘Expense to get there' As A Barrier
Respondens are alf those who have nof visted South Africa
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After researching the destination 1,7 million still reject South Africa because of the
cost of the airline ticket.

Vwhile people in the tourism business tend to try to shift the blame for the perception
of the cost between the airline ticket and the cost, for examplzs, of a hotel room, the
potential traveller clearly sees the problem in getting to the destination.
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In many of our core markets, South African Tourism has run sales campaigns
offering special deals to try and develop the perception that South Africa is an
affordable destination. We have made some progress on this issue:

Conicasda’
However, with sales campaigns in our markets South Africa appears to be
gaining in terms of its Affordability
Affordability May-04 Feb-05 Mov-05
usA 36 38 37 \
Metherlands 35 4.0 a8
LK 36 4.0 | 4.1
Germany 3z | as | 38
France | 28 | o 24
Canada az 15 ' 38 ¥ Winning
Itaky | 24 * | 4.1
China | 3z £3 48
India 23 4.8 5.1
Nigeria 48 E 54 J
Kenya 5.1 . 55
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Japan 38 25 2 } tLosing
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But the perception of South Africa as unaffordable is still a strong perceptual barrier
in many markets and will require years of campaigning to rectify.
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Affordability Is a Strong Perceptual Barrier in The USA, France, ltaly and
Japan. Airfare Is a Particularly Strong Barrier in Japan and France
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