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SECTION B – DETAIL AND SUPPORTING ANNEXURES 
 
1. High-level assessment of the progress made since the Tourism White Paper (1996) 

 
The White Paper on the Development and Promotion of Tourism in South Africa (1996) (“the White Paper”) provided the policy for tourism development 
in the country after the first democratic elections in 1994. The following provides a high-level assessment of the progress made by the tourism industry 
in South Africa against the background of the White Paper as a starting point for the development of the national tourism strategy. 
 
 

1.1 Constraints 
 
The key constraints identified in the White Paper are: 
·  tourism has been inadequately resourced and funded  
·  a myopic private sector  
·  limited integration of local communities and previously neglected groups into tourism  
·  inadequate tourism education, training and awareness  
·  inadequate protection of the environment  
·  poor service  
·  lack of infrastructure, particularly in rural areas  
·  a ground transportation sector not geared to service tourists  
·  lack of inclusive, effective national, provincial and local structures for the development, management and promotion of the tourism sector  
·  growing levels of crime and violence on visitors 
 
When comparing the above constraints to the SWOT analysis below, many of the constraints are still relevant today, though not  to the same extent as 
in the mid 1990s: 
·  Tourism is still inadequately resourced and funded, though there is vastly more government budget available to the industry than in 1996; 
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·  The matter of a myopic private sector only focused on their own businesses has been addressed to some extent, with more tourism businesses 
becoming involved with communities and the area within which they do business; 

·  The integration of local communities and previously neglected groups into tourism has been addressed to some extent, though much more needs 
to be done, especially in respect of the general awareness and understanding of tourism; 

·  While the provision of tourism education and training opportunities has significantly increased since 1996, tourism education and training is still not 
adequate in addressing the needs of the industry; 

·  Environmental management practices are still inadequate, though this area has improved since 1996; 
·  Poor service is – 13 years down the line – still a major issue in the South African tourism industry; 
·  The lack of infrastructure – though somewhat improved – is still of concern, and particularly so in the rural areas; 
·  The ground transportation sector is still not geared to servicing tourists and is inadequate in its linkages with tourism-related infrastructure; and 
·  Though more developed than 13 years ago, the institutional capacity of government structures dedicated to tourism do not adequately address the 

needs of the industry. 
 
Though responsible tourism was established in South Africa through the White Paper in 1996 – years ahead of our competitors – the implementation of 
responsible tourism practices has not been uniformly adopted by the industry. Some progress has been made in recent years, but much still needs to be 
done. 
 
 

1.2 Targets 
 
The following table provides an overview of the targets set for the tourism industry in the White Paper, together with an indication of the achievement of 
the targets. 
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Description Target achieved Target achieved by Current level 
To increase the contribution of the tourism economy 
(broad measure)  to GDP to 8% by 2000 and 10 % 
by 2005 

 First target 
By 2000, GDP contribution 
was 6,97% 
By 2005, GDP contribution 
was 7,96% 

2000 target by 2002 8,7% (2009 WTTC) 

To sustain a 15% increase in visitor arrivals over the 
next ten years 

No From 1995 to 2005 the 
average annual increase in 
visitor numbers was 6,4% 

2008/2007 growth 5,5% 
2009/2008 YTD Aug growth 
3,7% 

To create 1 million additional jobs in tourism by 2005 No 
By 2005, tourism sustained an 
estimated 865 000 direct and 
indirect jobs – 385 000 more 
than the 480 000 in 1995 

 1,052 million (2009 WTTC) 

To increase foreign exchange earnings of tourism, 
from approximately R10 billion in 1996 to R40 billion 
per annum in 2005  

Target exceeded 2003 R130,8 billion (2009 WTTC)  
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Description Target achieved Target achieved by Current level 
To welcome 2 million overseas visitors and 4 million 
visitors from the rest of Africa by 2000 

For African arrivals only African arrivals surpassed the 
4 million mark in 1998 
Overseas arrivals surpassed 
the 2 million mark only in 2006 

African arrivals – 7,4 million 
(2008) 
Overseas arrivals – 2,2 million 
(2008) 

To develop a tourism action plan to implement the 
strategies, objectives and targets of the tourism 
policy during 1996 

Unknown1   

To identify and execute at least 5 national priority 
tourism projects by 1998, endorsed by President 
Mandela 

Unknown2   

To establish tourism as a subject in the school 
curriculum by 1998 

Yes date not clear Only a subject at secondary 
schools 

 
 

1.3 Focus areas 
 
The White Paper identified the following areas as important for the development of policies and actions to stimulate tourism growth, i.e.: 
 
·  Safety and security  
·  Education and training  
·  Financing tourism and access to finance  
·  Investment incentives  
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·  Foreign investment  
·  Environmental management  
·  Product development  
·  Cultural resource management  
·  Transportation - air and ground  
·  Infrastructure  
·  Marketing and promotion  
·  Product quality and standards  
·  Regional cooperation  
·  Youth development  
 
Some progress has been made in all of the above areas, though there is still room for improvement. A number of the White Paper focus areas are 
identified as focus areas for this national tourism strategy, indicating their continued importance, or deficiencies for the development of the tourism 
industry in South Africa. 
 
The table below provides some of the progress3 that has been made in each area.  
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Area Some highlights Remaining concerns4 
Safety and security ·  National tourism safety and security strategy developed (2008) 

outlining the roles of various stakeholders in respect of safety and 
security 

·  Some progress in respect of collaboration with the SAPS and 
Business Against Crime (Tourism Safety Initiative (TSI)) 

·  Increased police presence in some tourism areas (e.g. Durban 
beachfront) 

·  Some success in recent crimes against tourists – suspects 
arrested for following tourists from the airport 

·  Perceptions of high levels of crime still remain 
·  SAPS – though this has improved – does not 

always understand the tourism industry and how 
important the safety of tourists is 

·  The justice system does not give tourism cases 
priority when prosecuting 

·  Focus is often on crime alone, and does not 
always encompass other safety aspects such as 
health and safety 

Education and training ·  Most major universities offer a tourism-related qualification 
·  Good partnerships between some tourism schools and the 

private sector 
·  Tourism introduced as a school subject 
·  Skills audit conducted in 2007 
·  Human Resources development strategy developed (2008) 

·  THETA is not effective in dealing with the skills 
development requirements of the tourism industry 

·  It is a tedious process to  the curriculum 
·  SA Host is not effective as a programme to 

increase general awareness of tourism 
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Area Some highlights Remaining concerns5 
Financing tourism and access 
to finance 

·  The Industrial Development Corporation and the Development 
Bank of Southern Africa both have tourism units 

·  Some of the large commercial banks have started providing 
services specific to the tourism industry 

·  Government has increased its budget allocation to tourism 
significantly since 1996 

·  It remains very difficult for small businesses to 
access finance with limited or no equity 

·  There is still limited understanding of the tourism 
industry within financial institutions 

·  There is a critical lack of budget allocation for 
tourism at local government level 

·  The general institutions which should assist 
tourism enterprises to access finance are 
fragmented and often ineffectual   

Investment incentives ·  The Small Enterprise Development Programme provided many 
tourism businesses with incentives for their investment in the 
tourism industry 

·  The dti currently provides an investment incentive for businesses 
creating employment outside urban areas  

·  The investment incentives available do not always 
have the desired outcomes 

·  The application processes are onerous and can 
deter, especially unsophisticated, investors 

·  Monitoring and evaluation of businesses where 
incentives were provided could be expanded 

Foreign investment ·  Currently, several foreign investors are active in the South African 
tourism industry, such as the hotel groups Accor, Radisson, etc. 
as well as, in the past,  Dubaiworld 

·  The tourism industry is not as attractive as it could 
be to foreign investors as a result of various 
factors such as the time it takes to set up a 
business, etc. 
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Area Some highlights Remaining concerns6 
Environmental 
management 

·  The number of tourism companies employing the Heritage 
Environmental Ratings agency to certify the environmental 
practices of their businesses is increasing – currently at 63 

·  Responsible tourism grading criteria are in the process of 
being finalised 

·  The Green Globe sustainability index is available to South 
African companies to rate their sustainability 

·  The Imvelo Awards for Responsible Tourism operators 
have been in operation for a number of years 

·  The number of companies certified by Fair Trade in 
Tourism South Africa has increased to 48 in 2009 

·  The number of companies in the tourism industry in South 
Africa that consciously implement responsible tourism and 
environmental management practices remains limited 

Product development ·  The number of hotels and other types of tourism 
accommodation has increased over the years as the 
demand for such accommodation increased 

·  Some unique and different products and experiences have 
been successfully developed (e.g. shark cage diving, 
uShaka Marine World in Durban, canopy tours in several 
locations, bicycle tours in Soweto, etc.) 

·  More international hotel brands are represented in South 
Africa than in 1996, though the South African brands still 
offer very competitive alternatives 

·  Geographic spread of product development needs to be 
improved 

·  More unique and innovative experiences need to be developed 
·  The traditional tourism routes (e.g. from Johannesburg to 

Kruger to Swaziland and then to Durban) need to be expanded  
·  There is a lack of base information about the number of tourism 

businesses operating in South Africa 
·  The public sector role in tourism product development is limited 

and often badly carried out eg museums and interpretation 
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Area Some highlights Remaining concerns7 
Cultural resource 
management 

·  Some progress has been made in the representation of 
South Africa’s cultural resource for tourism, e.g. through 
attractions such as Robben Island and the Apartheid 
Museum, as well as various memorials such as the Hector 
Pietersen memorial in Soweto 

·  The Department of Arts and Culture is in the process of 
documenting more of South Africa’s cultural history for the 
preservation of our heritage 

·  The cultural resources of our country remain little known and 
are not adequately integrated into tourism products and 
experiences 

·  The management of various cultural tourism attractions is the 
responsibility of organisations and government entities that do 
not always understand their importance in the context of the 
tourism industry 

Transportation - air and 
ground 

·  The number of international airlines servicing South Africa 
has increased over the years, and various airlines have 
introduced direct flights to destinations other than 
Johannesburg 

·  The domestic airline industry is characterised by robust 
competition, and the number of passengers travelling by 
air within the country has significantly increased with the 
introduction of low-cost airlines 

·  Numerous car rental companies are represented in South 
Africa, and the bus fleet of tour operators has steadily 
increased over the years 

·  The introduction of the Gautrain and the various Bus Rapid 
Transport systems in major centres will improve public 
transport in the near future 

·  The linkages between different modes of transport are 
problematic and limit the ability of some previously 
disadvantaged communities to travel, and the ability of foreign 
tourists to move about independently 

·  The lack of  reliable public transport systems throughout South 
Africa is of concern 

·  The taxi industry has not been involved in the tourism industry 
to the extent that is possible, creating a potential missed 
opportunity 
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Area Some highlights Remaining concerns8 
Infrastructure ·  Government has made progress in respect of basic 

infrastructure in many areas 
·  Many previously unpaved roads are now tarred 
·  The signage for tourism has increased across the country 
·  Telecommunications services has improved, and in 

particular cellular access has provided rural areas with 
telecommunications connectivity 

·  Basic infrastructure remains a challenge in rural areas 
·  Many roads are in a poor condition, some of them inhibit 

access to tourism attractions 
·  Consistency in the application of tourism road signage 

legislation among the different spheres of government remains 
a challenge for the private sector 

Marketing and promotion ·  SA Tourism’s marketing efforts have improved over the 
years, and they have recently won awards for some of their 
international campaigns 

·  The budget available for destination marketing has 
increased significantly  

·  Despite the recent economic downturn, various established 
and new markets have achieved substantial growth in 
numbers over the years 

·  International marketing efforts are based on sound market 
research 

·  There has been some success with the domestic Sho’t Left 
campaign 

·  Indaba has grown in stature as a destination marketing 
platform for the region 

·  Domestic tourism marketing has not received sufficient 
attention at the national level or at the provinces 

·  The African market opportunity is not fully capitalised on 
·  International brand consistency is of concern with provinces 

competing against each other in the international arena 
·  SA Tourism does not market for niche segments  
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Area Some highlights Remaining concerns9 
Product quality and 
standards 

·  A new grading scheme was developed and introduced, 
which includes grading for more than just hotels 

·  Other countries within SADC are developing grading 
schemes in their own countries that are aligned to the 
South African scheme 

·  More than 8 000 establishments have been graded 
·  A strategy is in the process of being developed to 

professionalise the tourist guiding sector 

·  There are concerns with regard to the consistency in the 
application of grading criteria by assessors 

·  The grading scheme should be expanded to the entire tourism 
industry 

Regional cooperation ·  Various transfrontier conservation areas (TFCAs) have 
been established through the signing of memorandums of 
understanding between the leaders of the relevant 
countries 

·  An investment conference was hosted in 2008 to promote 
investment opportunities within TFCAs 

·  An increasing number of regional flights are available 
between South Africa and its neighbours 

·  South African investors also pursue opportunities in 
neighbouring countries, thereby providing them with 
foreign direct investment 

·  The presence of neighbouring and other African countries 
at Indaba has increased over the years 

·  A regional network for sustainable tourism was established 

·  No formalised linkages and co-operation agreements exist 
between the tourism authorities of the various countries  

·  Collaboration among private sector associations in the various 
countries is limited 

·  Visa requirements to travel to various countries are onerous for 
foreign tourists 
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Area Some highlights Remaining concerns10 
Youth development ·  Product development aimed at the youth market has 

increased over the years, with more backpacker 
establishments being available, as well as the Baz Bus 
network targeting foreign youth  

·  Some associations and companies have “Youth in 
Tourism” initiatives 

·  Not enough is being done to promote youth travel among South 
Africans 

·  The youth is not encouraged to learn about the industry in order 
for them to take informed  career decisions and few consider or 
enter the industry 

·  The industry is seen, sometimes justifiably so, as not attractive 
due to low salaries and limited opportunities for development 

 
1.4 Roles of key players and organisational structure 

 
Though the White Paper outlines and provides guidance in respect of the roles of various key players in the industry, in some instances these roles 
have not been fulfilled as specified, and much still needs to be done. The organisational structures outlined have been implemented to some extent, and 
though the role of local government is outlined, no organisational structure is prescribed at local government level. 
 
The White Paper lobbied for a separate Ministry of Tourism in 1996, and it is encouraging to see that it has now been implemented, which indicates 
government’s commitment to the sector. 
 

 
2. SWOT analysis for the South African Tourism Industry 

 
The South African tourism industry has a number of strengths to build on, though there are also significant weaknesses that limit the ability of the 
industry to expand and grow. Further, there are opportunities that may be leveraged, but also threats to be aware of in the development of the industry 
to new levels, as outlined below. 
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In a number of cases something can be both a strength and a weakness, for example, as a strength, SAA is a substantial national airline that serves a 
variety of international routes (something than many African countries do not have) but on the other hand, SAA’s actions curtail capacity development 
on routes and routes do not always support the tourism destination marketing efforts of the industry, which is a weakness. 
 
 

2.1 Strengths 
 
The strengths of the South African tourism industry that can be built on include our resources, location, product and infrastructure, marketing, our macro 
environment and industry organisation and performance. The table below provides an elaboration on each of these: 
 
Category Strength Comment 

A truly broad and  exceptional tourism resource base – leisure and 
business tourism, coastal and beach, mountains, wildlife,  bush, 
wilderness, cities, heritage, diverse and interesting cultures, recreation 
and sport, adventure, and many niche markets –  eg  palaeontology, 
bird watching  etc 

 

Great year round weather The South African climate is mainly sunny, and though it can get cold 
during winter, the South African winters are mild in comparison to many 
other destinations. Some parts of the country (e.g. the Lowveld of Limpopo 
and Mpumalanga) are warm even during winter. 

Resources 

Continental (and also regional) leadership position for conferencing & 
events 

On the African continent we mainly compete with Egypt for large 
international conferences and events, while we occupy the leading position 
within the SADC region 



 
 
 
 
 
 
 

Draft National Tourism Strategy – Section B       Page 14 of 43 

Category Strength Comment 
The gateway to the rest of Africa Though located at the southern tip of the continent, South Africa acts as a 

gateway tp Africa as many international airlines use Johannesburg as a 
hub 

Limited time difference between SA and Europe  

Location 

Strategically located within the South-South corridor South Africa is located between South America and the eastern countries 
in the Southern hemisphere - India and Australia 

Existing well developed tourism products, services and general 
infrastructure 

 Product 

Ability to host to prominent international events (e.g. 2010, IPL, 
Championship T20 cricket) 

 

Relative to many developing nations, South Africa has a large domestic 
tourism industry. Tourism infrastructure is developed for the local 
market and therefore provides more tourism product options for the 
international market.  

The domestic market supports product development – particularly in more 
unknown areas. 

Domestic 
tourism 

South Africa has a domestic tourism market that can support the 
industry. 

This makes the tourism product more attractive from an investment 
perspective. 

A substantial national airline that services several international routes Compared to the national carriers of some other African countries, SAA is 
a substantial airline that serves several international routes and also has 
an international code-share agreement in place to expand its network 
coverage. 

A competitive domestic airline industry The competition within the domestic airline industry is robust on the key 
routes, which leads to affordable travel options for local and foreign visitors 
alike. 

Transport and 
Infrastructure 

South Africa has good general infrastructure - roads, transport termini, 
electricity, water, telecommunications, medical, etc  
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Category Strength Comment 
Marketing A strong and improving national destination marketing strategy South African Tourism has improved their marketing efforts over the years, 

and has recently won awards for some of their advertising campaigns. 
Markets Strong regional market on our doorstep  Our neighbouring countries – in particular Mozambique and Botswana – 

have experienced good economic growth, providing their residents with the 
means to travel. 

Macro economic stability and generally growing economy  
Value for money destination due to favourable currency Generally the strength of the pound, the euro and the US dollar against the 

Rand makes South Africa more affordable for travellers. 
Generally good English language skills through-out the country  

Macro 
environment 

the general goodwill and positive attitude of the populace towards 
tourism 

 

Strong tourism industry growth performance  
Well-developed tourism associations in the private sector (mainly at 
national level) – in particular having the Tourism Business Council as a 
single voice for the private sector 

There is a national association representing each of the industry sub-
sectors, and through the TBCSA the private sector regularly engage with 
national government 

A new dedicated national Ministry of  Tourism  

Industry 
organisation 
and 
performance 

An increasing number of tourism training institutions available Whereas a number of years ago none of the major universities offered 
tourism as a degree course, now most of the major universities offer this 
course. 

 
 

2.2 Weaknesses 
 
There are many weaknesses within the South African tourism industry, which broadly relate to government, marketing, product development, enterprise 
development & entrepreneurship, research and knowledge management, tourism awareness, partnerships, collaboration and industry organisation, 
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safety & security, infrastructure, SAA, transformation, quality assurance, service, training and human resource development, responsible tourism, 
domestic tourism and location. The table below provides an elaboration on each of these: 
 
Category Weakness Comment 

Lack of government priority accorded to tourism and lack of 
central national planning for tourism, which would require other 
ministries to address tourism requirements 

Tourism relies on Ministries of Transport, Education, Public Enterprises, Home 
Affairs, etc. though it does not have the authority to instruct these Ministries to 
adjust their plans and strategies to support the tourism sector. 

Tourism is not taken seriously as an economic contributor in 
this country. 

This is mainly as a result of the lack of understanding of the industry as it is 
multidimensional and information about the industry, its size, employment, 
investment,  etc,  is not always clear. 

Lack of appropriate institutional capacity coupled with a lack of 
understanding about tourism within all spheres of government, 
and not using the right people to do things that need to be 
done,  

In many cases tourism falls under economic development, or has no 
representation at all. In many cases the people responsible for tourism do not 
have any experience, training or understanding of the tourism industry. 

As a result of the above, inadequate budget allocation is made 
for tourism, with tourism currently being an unfunded mandate 
of local government, though service delivery is expected at this 
level. 

In addition to the lack of capacity and understanding of tourism, local government 
often do not have the required budgets for tourism, which results in many tourism 
plans and strategies remaining unimplemented. 

Government 

Lack of alignment between what happens at national, 
provincial and local level.  

With tourism being a concurrent function, tourism planning is needed at all levels, 
but there should be alignment between what happens within the different spheres 
of government. Local and provincial authorities often do their own thing, without 
consideration for what is happening at national level, and similarly, national 
organisations such as SA Tourism and the Department often carry out projects 
and marketing campaigns without proper consultation with provinces and local 
authorities 
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Category Weakness Comment 
Economic planning often does not take tourism into 
consideration 

Other industries (e.g. mining) may sometimes have a negative impact on the 
tourism potential of an area, though this is not considered when development  
planning is done. 

There is too much focus on administrative boundaries by 
government and no recognition of  the fact that visitors buy 
experience which often cross these boundaries. 

Visitors – especially those from outside our borders – do not visit specific 
provinces or municipalities, they visit destinations (e.g. visitors go to Kruger 
National Park, regardless of the fact that this national park spans two provinces). 
Therefore less regard should be given to administrative boundaries – even 
international boundaries within the SADC region – and more emphasis should be 
placed on the destinations and experiences offered within the region. 

 The strict and onerous requirements of the Municipal Finance 
Management Act (“MFMA”) inhibits tourism development 

The unintended consequence of the MFMA is that it limits development as 
municipal officials concentrate on following the processes rather than thinking 
strategically about development needs. 

Inadequate budget for marketing at the national level to 
compete with other destinations 

In US dollar terms, South African Tourism’s budget is limited compared to 
competitor destinations. 

African tourism potential is not being maximised There is currently limited marketing to attract the African market, as well as limited 
packaging of tourism products for this market. 

Indaba is not being used to its full potential to sell to the 
international channel because the local channel is not used 
effectively. 

The Indaba platform – intended to bring local sellers and international buyers 
together – is currently not working in the way it should. The SMMEs are brought in 
under the impression that they will be able to sell directly to the international 
buyers, and as such many resources are being inappropriately used.  

Marketing 

Poor image portrayal of the destination is taking place at all 
levels, because there is confusing representation from different 
roles players which overlaps and contradicts and often 
uniformed  people are representing the industry at international 
marketing events. 

In particular, provinces separately market internationally, almost in competition 
with SA Tourism and  local and provincial authorities send people to international 
trade shows such as ITB and WTM who do not have the relevant knowledge to 
represent the country as whole in addition to their own destination.  
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Category Weakness Comment 
Foreign affairs representatives in non-core markets are unable 
to assist operators in those markets while SA Tourism only 
focuses on core markets - lack of marketing material available 
to them 

In countries where SA Tourism does not have a presence, the foreign affairs 
representatives are unable to assist private sector operators. 

No national convention bureau or bidding fund to support bids 
to attract international events to SA 

 

Lack of co-ordination in marketing efforts by different role 
players, such as destination marketing organisations and 
private sector players 

In many instances, destination marketing organisations and private sector 
organisations attend the same events without knowing about each other’s 
attendance.  

Not enough web-based marketing used The Internet is not being used to its full potential. 
SA Tourism is not doing as well as they could for 2010 - plans 
are not shared with the industry which has to deliver on their 
marketing promises 

The industry is not involved in the planning of campaigns, which can result in a 
disconnect between the marketing promises made by SA Tourism and the 
delivery of the experience by the operators 

There’s not enough focus on bringing people here There is insufficient focus on developing new markets and converting interested 
people into visitors. 

There is some lack of  understanding of  what is on offer in SA 
and how that can satisfy the market needs 

There is a perception that SA Tourism does not understand what the product and 
experiences on offer in South Africa are and how these can satisfy the needs of 
the global market.   

SA Tourism 

Too much of their budget is spent on research and not enough 
on implementing the marketing strategy   

Some stakeholders believe that research should become more affordable as the 
markets are better understood, and that SA Tourism should be using their 
overseas offices more efficiently to gather intelligence, freeing up funds for 
marketing 
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Category Weakness Comment 

Lack of a holistic industry research strategy and limited 
research budget - there is no investment in research and 
knowledge management 

Though research is done to inform destination marketing and other initiatives, 
there is no holistic strategy in respect of tourism research for decision making in 
many arenas. 

A lack of sharing of information amongst each other Both the public and private sector stakeholders keep their own information close 
to themselves and are reluctant to share it for the greater good of the industry 

A lack of accurate supply-side information about what is on 
offer throughout the country, i.e. a lack of a complete database 
of the industry 

With no registration required, there is limited understanding of the extent of the 
industry. Some provinces legally require tourism businesses to register for 
operating in the province (e.g. KZN), but there is no national requirement in this 
regard. 

The accuracy of tourism statistics is questionable and the 
available statistics are not always relevant to the industry 

With only passport scans at immigration, the statistics do not necessarily reflect 
the correct country of origin of a visitor, as some people have a passport from one 
country and live in another. No other information is collected at the point of entry 
and exit. Further, the way in which statistics are presented is not always relevant 
to the industry. 

Limited knowledge of the African and the domestic market Both the African and the domestic tourism markets are not properly researched 
and understood to enable the industry to provide packages aimed at these 
markets. 

Research and 
knowledge 
management 

Rural areas are not being researched or measured Most information collection happens in urban areas, and the rural areas are often 
left out, which limits their ability to make decisions in respect of tourism 
development. 
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Lack of effective tourist information provision for all markets The potential tourism information touch-points of existing and potential visitors 
(e.g. Internet, visitor information centres, tour guides, etc.) are not always 
effective in providing visitors with appropriate information for their needs. Only a 
few tourist information offices in the country are effective in providing this service 
to visitors (both foreign and domestic visitors). In many instances the people 
employed as tourism information officers have little knowledge of areas outside of 
their town and are therefore limited in their ability to answer questions. 

Inadequate general awareness and understanding of tourism 
as a leisure or  economic activity through-out the populace and 
within many government entities 

As a result of the Apartheid policies of the past, the majority of South Africans 
were excluded from travel activities, and therefore have little knowledge about 
going on holiday and what tourism is all about. 

Tourism 
awareness 

The reality of what happens on the ground is often 
disconnected from what is being spoken about, and there is 
often over-optimism about the potential benefits of the tourism 
industry in respect of job creation 

As a result of the limited knowledge about tourism, people easily believe 
optimistic views about the industry without knowing that the benefits of the 
industry in respect of job and wealth creation often take many years to manifest.  
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Fragmentation and lack of partnerships between various 
players in the industry with significant public:private 
disconnects at most levels, and also a lack of cohesion among 
stakeholders.  

There is a lack of communication among different structures – within public sector 
(e.g. SAT / DEAT / dti) and between public & private sector. It appears that the 
will to communicate with others is not always there. Everyone does things 
independently, or collaborates only on an ad-hoc basis. Initiatives are often 
undertaken – both within the public and the private sector – without involving all 
stakeholders. There is a lack of trust among the various stakeholders with 
concerns that the other party does not have inappropriate aims or will not carry 
out its role. The fragmentation is more pronounced among smaller players, and it 
is also relevant in respect of the different associations not interacting with one 
another, but only focusing on their own sub-sector within the industry..  

The industry is generally reactive, and not proactive The tourism industry often waits until a problem or a challenge becomes a crisis 
before addressing it. Up-to-date information about market needs is not always 
readily accessible, and therefor the industry is sometimes not pro-active in 
anticipating the needs of visitors and adjusting their product offering accordingly. 

Industry often does not know how to articulate their problems 
when dealing with government 

The private and the public sector often speaks different languages and do not 
understand one another. In this regard, the private sector is often guilty of not 
being able to articulate problems or challenges in such a way that government 
can relate it to its mandate. 

No defined vision of an end state to which we all aspire and 
work towards, and not enough leadership within the industry 
both from a government and private sector perspective 

The industry – from both a public and private sector perspective – needs 
leadership in order to get things done. 

Partnerships, 
collaboration 
and industry 
organisation 

The SA Tourism country offices are not collaborating with the 
private sector in source markets 

There is a perception among the private sector that the SA Tourism offices in 
overseas markets do their own thing and do not work with them in ensuring 
potential visitors chose to South Africa. 



 
 
 
 
 
 
 

Draft National Tourism Strategy – Section B       Page 22 of 43 

Communication around the 2010 FIFA World Cup is disjointed 
and conflicting messages are being communicated in some 
instances 

This creates confusion. There is also no single point of communication in respect 
of the event, with stakeholders often being sent from pillar to post when looking 
for information. 

Limited collaboration between department of Arts & Culture 
and tourism 

Considering that many of the South African museums and tourism attractions 
report directly to the Department of Arts & Culture, the lack of collaboration 
between this department and the Tourism department provides cause for 
concern, particularly because many of these attractions are in need of upgrading 
and revitalisation to make them attractive to the tourism markets. 

Smaller, local tourism associations are under-resourced and 
there is too much focus on their own territories 

At local level, tourism associations often operate with volunteers and very limited 
budgets. There are also issues in respect of protecting their own territories, and 
often more than one association is formed within the same area because of 
infighting. These associations are often not fully inclusive of all groupings within 
their area. 

A high crime rate and perceptions, or reality, of  poor levels of 
safety and security 

With the international media focusing on this issue, many prospective visitors are 
discouraged from visiting South Africa. 

Safety & security 

Poor policing infrastructure – tourists are not seen as special. 
In their training they are not provided with sufficient information 
on how to treat tourists. 

Police officers do not understand how their treatment of tourists impact on the 
tourists’ perception of South Africa.  
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Category Weakness Comment 

Inappropriate transportation capacity and services,  Airlift – both international and domestic – is not aligned to growing markets. 
Domestic airlift – outside of the key routes between Cape Town, Durban and 
Johannesburg – is limited and expensive. The public transport system is not 
geared to cater for tourists / visitors and tourist ground transport is often 
constrained by a lack of capacity. 

Poor air connectivity with Africa Though a number of countries are linked to South Africa by air, the routes are 
often limited in their capacity and frequency. 

Poor rural infrastructure which means lack of accessibility and 
areas being unattractive propositions for potential investors 

Though many rural areas have the potential to become tourism destinations, the 
poor infrastructure limits the attractiveness of the destinations from an investor 
perspective and therefore limits the development potential of the area. 

Poor quality of roads – particularly at local and provincial level 
– limits the development of tourism routes through rural areas 

The poor quality of roads discourages visitors from going to tourism destinations 
in rural areas, and thereby excludes these areas and products from benefiting 
from the potential economic injection of tourism 

Infrastructure 

Tourism road signage is a major concern – there is 
inconsistent application from national provincial and local 
authorities 

The application process for tourism signage is long-winded and there are 
inconsistencies in the application of rules regarding road signage at local, 
provincial and national level. Further, some signage is removed by the roads 
authorities despite the required authorisation being obtained. The name changes 
in many places around the country creates confusion among travellers, as the 
available maps often still reflect the old names. In some cases one sign might 
refer to the new name while another along the same route may refer to the old 
name, which creates huge confusion among travellers – both South African and 
foreign travellers. 
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Infrastructure issues – e.g. power cuts - leads to poor 
customer service  

Power cuts results in computer systems and telephone systems being down if a 
company does not have its own back-up power, resulting in clients or potential 
clients not being able to get in contact, and as a result may choose to travel to 
another destination or will feel the experience was less than satisfactory 

SAA muscles out the competition, resulting in fewer airlines, 
which equals less competition and higher prices 

SAA often uses its position of power to muscle out the competition on certain 
routes, to the detriment of the tourism industry which is trying to grow certain 
markets (e.g. Malaysian airlines wanted to offer a route from Malaysia via South 
Africa to Brazil, but this was blocked by SAA) 

SAA 

A national airline which does not always support the industry 
and the destination marketing efforts  

In many cases there is no support from SAA for the destination marketing efforts 
of the tourism industry, e.g. SA Tourism opened an office in India and at the same 
time SAA pulled its route to this country 

Limited transformation progress in all sub-sectors of the 
industry 

 Transformation 

Limited community benefits realised from tourism (coupled with 
over-promising and disappointments leading to lack of 
confidence in tourism) 

 

The South African experience is not clearly defined  There is no clear understanding or description of what the South African 
experience is all about – rather, a series of disconnected experiences is on offer 
that could be on offer in many other countries 

Product development is not driven by experiences Often the development of destinations is driven by the development of tourism 
infrastructure such as hotels, etc. but there is no packaging of the experience for 
visitors (e.g. what is the Battlefields experience, as opposed to developing a lodge 
in the Battlefields area) 

Product 
development 

Largely supply-led,  public sector interventions on behalf of 
communities and SMMEs which, coupled with lack of skills, 
results in failures and marginal projects 

Projects initiated by the public sector on behalf of communities often fail because 
they do not take the market demand into consideration 
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Uncoordinated product development and investment 
approaches 

Investment promotion is often not aligned to the tourism development imperatives 
of the destination 

Sub-standard restaurant systems Though there are examples of good quality restaurants in South Africa, many 
restaurants offer poor service and they are not incorporated into the tourism 
experience 

The bi-polarity in the product development is problematic For example within the accommodation sector there is globally competitive 
product of a global standard available at one end of the spectrum, and there is 
sub-standard, small B&B infrastructure on the other end of spectrum 

Market access barriers for small and medium and black 
businesses - more support is needed for new businesses 
breaking into the market 

New small businesses do not know how to sell to the channel – they don’t know 
how the channel works, and they also do not understand how to access markets 
through technology such as the Internet. 

Weak investment promotion and support. Also, the information 
about investment incentives is not readily available. 

Investment promotion agencies do not understand the investment implications of 
the tourism industry, and therefore do not understand what type of investors they 
should be looking for.  

Limited and uncoordinated development finance for tourism, 
and onerous application requirements / processes. 

Many developments do not proceed past the feasibility study phase due to a lack 
of development finance available for tourism-specific projects. Processes are 
designed for sophisticated entrepreneurs and do not take into consideration that 
many tourism projects are not driven by sophisticated investors. 

Lack of information on entrepreneurship – how to take an idea 
into business – and bureaucracy inhibits this further 

There is limited information specific to the tourism industry on how to take an idea 
into business and providing all the necessary information on what processes and 
steps to follow. The tedious processes in dealing with a variety of authorities in 
respect of the necessary permits and licences for doing business further inhibits 
entrepreneurial spirit. It is a particularly difficult and drawn-out process for wheels 
operators to obtain permits from the transport authorities. 
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Illegal tour guides are a major problem Though tour guides are required to register in order to be able to operate as tour 
guides, many illegal tour guides are doing business. There is nowhere for legal 
operators to report this, and no action is being taken against such guides. 

Quality assurance is limited and does not cover the entire 
tourism service value chain 

Currently only accommodation and conference venues are included in the official 
tourism grading scheme 

Implementation of the quality assurance scheme is 
problematic, with assessors that are not always objective and 
impartial 

Assessors do grading as a private business, and as such their impartiality is 
sometimes compromised. Also, establishments can choose their assessor, which 
creates further impartiality issues 

Voluntary nature of grading makes it difficult to monitor 
standards across the board 

This can potentially create a problem, with some operators jeopardising the entire 
industry by promoting but not providing ,a good quality product 

Quality 
assurance 

No training for SMMEs on providing a quality product New SMME businesses are not provided with training on what it means to provide 
a quality product, which is largely as a result of the lack of funding available for 
this. As an SMME there is very little extra cash in the business to use for training. 

Poor service ethics and culture, through lack of skills, lack of 
quality management and supervision, lack of accountability in 
respect of poor service and lack of understanding of service 
benchmarks 

This issue is broader than just the tourism industry, but is particularly relevant in 
an industry where foreign visitors are accustomed to world-class service. 

Lack of implementation of the long term human resources 
development strategy to develop human capacity in the sector 

 

Service, training 
& human 
resource 
development 

Lack of attractiveness of the industry as a career option There is a perception of the industry amongst the general public that tourism is 
mainly for people of lower intellect. Further, it is difficult for young people to get 
jobs in this industry, as employers often require previous experience and are not 
always willing to incur the training cost of employing a person that has no prior 
experience. 
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No central place where prospective students can go to learn 
more about what the tourism industry is all about and what 
their potential career paths in the industry could be 

 

A lack of skills in both the public and the private sector to 
deliver a world-class service 

This relates to a certain extent to the understanding about what it means to 
deliver a world-class service. 

THETA is being very poorly managed and is totally ineffective This results in a lack of standardisation in training programmes / curriculum 
across the country – with a noticeable difference in the training of tourism guides 
at provincial and national level. There is also too much focus on training tour 
guides and not enough training in other areas 

The current curriculum does not address industry needs and it 
takes too long to change it 

It can take up to 5 years to change the curriculum of a tourism training course, by 
which time it may be outdated again. This results in either no effort being made, 
or universities / tourism schools offering additional information to students outside 
of the curriculum. 

Lack of funding for tourism training In some cases this is not an issue, for example at the University of Johannesburg 
where a partnership with the private sector has resulted in more bursaries being 
available than what there are deserving students 

Responsible 
tourism 

Limited sustainable management practices Though responsible tourism was established in the White Paper of 1996, there 
has been limited implementation of sustainable management practices within the 
tourism industry.   

 Though many local authorities have so-called responsible 
tourism plans / strategies, not enough is being done to  
implement responsible tourism within their areas. 
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Category Weakness Comment 

Limited domestic tourism marketing, information provision and 
product for some sectors of the market 

 

Provincial tourism bodies are not doing enough to promote 
domestic tourism 

Many of them focus their marketing efforts on foreign visitors and then do not 
have sufficient budget available to properly market to the domestic market. 

Domestic 
tourism 

Many South Africans do not know how to go on holiday This is especially relevant for the emerging black market that has not been 
exposed to travelling. The Afrikaans people were exposed to travelling and going 
on holiday during the 1950s and 1960s with the establishment of the state-owned 
resorts that later became the Aventura group. 

Being a long haul destination is especially disadvantageous in 
the current economic climate 

The cost of air travel makes a trip to South Africa much more expensive for 
certain markets. 

Location 

SA is ‘the end of the line’ for international airlines – it is not en 
route to anywhere else 

This limits the potential of the route for international carriers, and they will need 
more encouragement to take up the route to South Africa in their portfolios. 
Visitors cannot add South Africa onto a trip in the way to or from somewhere. 
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2.3 Opportunities 

 
Category Opportunity Comment 

Leverage our existing status, and grow, as a preferred destination for 
African tourists – the African market is untapped to a large degree 

A better understanding is required of this market among industry 
players to enable them to capitalise on the market potential of this 
market. Despite having large poor populations, many African countries 
also have people with adequate money to travel, and there are also 
foreign expats living in many of these countries that may pose an 
additional opportunity within the African market. 

Attract new markets – by geographic source, by travel characteristics 
and travel motivation  

Using amongst others the 2010 FIFA World Cup, South Africa can gain 
exposure in markets that were not traditionally targeted. These include: 

- the mid-market, 
- South American markets 
- Eastern European markets 

Strengthen and build some markets  Such markets including sports events, business tourism, the Indian 
market, the North American market and the Asian market. 

Use special interests to attract visitors – e.g. birding, golf, hiking, diving, 
cruise tourism, etc. 

 

Market 
opportunities 

New trends in tourism eg volunteer tourism, gap tourism, 
green/sustainable tourism 

Package products in South Africa to capitalise on these trends that can 
not only bring tourism revenue to our country, but also assist with some 
of the social issues in our society such as the housing shortage, 
HIV/AIDS, etc. 
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Category Opportunity Comment 
The overlanders and backpackers are markets that should be 
investigated further, because once we understand who they are and 
what their needs are, we will be able to capitalise on the opportunities 
these markets offer. 

These markets often return to destinations later in life, and they travel 
for long periods at a time. They are more likely than other markets to 
spend money within the rural economies of the destinations they visit. A 
better understanding of these markets will reveal more of the 
opportunities they offer. 

Speed-marketing initiative of SATSA and SAT to bring existing, 
established SA buyers and new, small, rural product owners together. 

This initiative is an effective way of introducing smaller players and new 
entrants to the industry to the traditional distribution channel and gives 
them more exposure to the international markets. It provides an 
opportunity to enhance the cultural tourism product offering and to 
enhance transformation within the industry. 

Bringing high-profile events to SA, as we have the required tourism 
infrastructure to cater for these 

This includes sporting and conferencing events. 

Emigrants become VFR visitors in the future South Africans living abroad visit their friends and relatives, and are 
often joined by their South African friends and families on leisure trips 
when they return. 

If markets grow, the airlift issue can be addressed This is demand led increases and can be facilitated with consultation 
with the airlines, and collaboration is necessary. 

Universal accessibility (inclusive tourism or tourism for the disabled and 
infirm markets) is a market on its own that can create a whole value 
chain 

The product development requirements of this market are very specific, 
and it presents a huge opportunity, as the disabled person seldom 
travels alone. However, more research is required to learn more about 
the opportunities it presents. 

Educational tourism (e.g. groups of A-level students from the UK) More and more students at school level are travelling in groups to 
destinations outside of their home country as part of their education. 
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Category Opportunity Comment 
Mandela brand / Mandela Day to be better leveraged for tourism 
purposes 

More product packaging and marketing is required around our icons for 
the purposes of tourism. For example, on Mandela Day, visitors can be 
encouraged to give their 67 minutes in South Africa. 

The UNWTO is promoting Africa as the next big destination for global 
travel, and in South Africa we need to capitalize on this opportunity. 

 

A large domestic population which can sustain far greater, and growing, 
levels of  domestic tourism 

Though not all of the 48 million South Africans will be able to afford to 
travel, the local population presents an market opportunity to tap into. 

Sho’t Left should be aimed at school children, as they influence their 
parents in making decisions about holidays 

Children often influence their parents’ decisions, and therefore domestic 
marketing such as  the Sho’t Left campaign, should also be targeted at 
school children. 

Use the employees of the industry as a market for domestic tourism The employees working in the travel and tourism industry are more 
aware of tourism and domestic campaigns should also be targeted at 
them and they should be encouraged  to spread the word to friends and 
family to enjoy tourism experiences. 

Domestic tourism 

Packages that are affordable for poorer people can be developed – 
similar to the Butlins Resorts model in the UK 

Though the poorer South Africans may not be able to afford regular 
travel, this should not exclude them from the opportunity to travel, and 
packages should also be made available to this market. The possibility 
of developing resorts specifically aimed at the lower end of the market 
should be investigated further to teach these South Africans about 
going on holiday.  

2010 FIFA Soccer 
World Cup 

Hosting of 2010 Soccer World Cup – opportunity to vastly enhance and 
disseminate a positive profile of the country and to open up new 
markets 
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Category Opportunity Comment 
Utilising the infrastructure created through the 2010 Soccer World Cup 
– using stadiums for other international events, incorporating the rapid 
bus transport system to address the lack of ground transport, etc 

 

Utilising the 2010 volunteer programme to absorb tourism trained 
people who are currently unemployed – increase their skills by 
providing them with practical experience 

 

There is availability of  untapped areas  with tourism potential  within 
the country to allow for tourism growth, including community owned 
land 

 

A better developed and coordinated interregional tourism offering The experience on offer when the various tourism attractions of the 
SADC region are combined is quite remarkable and unique in the world, 
and more packaging should be done in this regard. 

Untapped cultural products – mainly as a result of accessibility and 
infrastructure issues 

There are some new and unique cultural products available within the 
rural parts of South Africa, and efforts should be made to suitably 
develop these and  make them more accessible by developing 
infrastructure and better packaging. 

There are few 1- and 2-star hotels and affordable restaurants to meet 
the needs of the increasing flow of tourists from neighbouring countries. 
Tourism products need to adapt and change to the changing tourist 
composition. 

There is limited tourism product on offer that is aimed at the lower end 
of the market. There is demand – especially from our neighbouring 
countries – for more affordable tourism products. 

Product 
development 
opportunities 

The arts & craft and creative industries (in particular the film industry) 
offer significant potential as a tourism product offering 

These industries can provide standalone tourism products, such as 
festivals, but can also enhance other product offerings such as live 
entertainment in a restaurant. 
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Category Opportunity Comment 
Greater use of technology Technology provides an opportunity for more efficient marketing, 

enhanced tourism attractions, and better information provision, amongst 
others, and as such should be incorporated within the tourism industry 
to a greater extent. 

Mainstrea ing culture into all  tourism experiences As far as possible, the variety of cultures available in South Africa 
should form part of all tourism experiences and not just be offered as a 
specific attraction. 

Capitalising on the shift to responsible tourism – green tourism Tourism businesses should be encouraged to embrace responsible 
tourism principles as these will assist them to satisfy their customers. 
The international tourists will prefer and visit responsible destinations.  

Showcasing what we have through proper product packaging It is important to package the various offerings we have in a way that 
address the needs and expectations of the market. 

A long term growing world tourism market to tap into It is expected that – despite the current declines – the global tourism 
market will continue to grow. As such it is a strong  industry to be in and 
as the world looks for new destinations, South Africa can offer a unique 
experience. 

Ability of tourism to bring benefits to communities and rural areas Tourism can – in the long term – provide jobs and entrepreneurial 
opportunities (such as growing fruit and vegetables, etc.) in rural areas 
where there is little other economic opportunities. 

The development of the national strategy is an opportunity to forge a 
common vision of what South Africa is as a tourism destination - once 
we have a shared understanding / vision then we need to be more 
proficient in delivering that experience 

 

Industry 
opportunities 

There’s an opportunity for more cohesion between SAT, the private 
sector and regional partners 
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Category Opportunity Comment 
The international profile of South Africa’s tourism industry should be 
raised 

 

Using the value-for-money offering as a means to attract more visitors 
to the country 

 

Using the economic crisis as an opportunity to get our house in order This includes the improvement of service, more competitive pricing, etc. 
More tourism intellectual capital is being built with an increasing number 
of post-graduates being produced at universities (UJ and UP in 
particular) 

Now that post-graduate studies are offered in South Africa, the 
intellectual capital of the industry is growing, and thereby also raising 
the profile of the industry as an important career opportunity. 

There is good support from industry for training institutions resulting in 
more money being available for bursaries for deserving students 

This improved collaboration is beneficial for the industry in that it is an 
opportunity to influence the type of training that needs to be conducted 
in order to address the needs of the industry. It also provides an 
opportunity for deserving students from underprivileged backgrounds to 
start a career in the industry. 

More formal links between the tourism schools and the Department of 
Tourism  can be used to guide tourism research 

The post-graduate students at tourism schools are required to conduct 
research as part of their qualifications, and this requirement can be 
used to investigate research questions in the tourism industry for which 
there is limited budget available. 

Training and 
human capital 
development 

Retain and harvest the experience within skilled individuals that have 
been in the industry for many years 

There are many people that have been in the tourism industry for many 
years, and as they become older and retire, they become more willing 
to share their experience and knowledge for the greater good of the 
industry. Such individuals should be continuously identified and 
included on a database of skilled resourced to tap into when required. 
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Category Opportunity Comment 
Tourism education should also happen at primary school level Building awareness about the industry should already start at primary 

school level, as many students have started to make career or subject 
decisions before they reach the grades for tourism and all students 
require knowledge of tourism, whether or not they take the subject.   

Transport Increasing freedom of airspace to introduce competition and affordable 
access both nationally and internationally, or a mandate to a subsidised 
national carrier to support tourism development 

 

The possibility of government utilising it’s procurement policies in 
regards to travel by government employees to support particular 
sectors within the tourism industry 

For example, if government employees are required to fly from 
Nelspruit to Gauteng for business instead of drive, it would boost the 
traffic volumes to and from Kruger Mpumalanga International Airport 
and thereby make it more attractive for airlines to take up the route. 

Use the current tourism tax on departing passengers to boost SA 
Tourism’s marketing budget 

Each departing international passenger pays a departure tax, which – if 
directed to the tourism industry instead of going into the general tax 
revenue stream – can double the marketing budget available to SA 
Tourism 

Government 

There is a need for more PPPs in tourism Government has various assets that can be used for tourism (e.g. 
nature reserves, attractions) and public:private partnerships should be 
used as an effective way to make these assets available to the tourism 
industry. 
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2.4 Threats 

 
Category Threat Comment 

Over-development/consumption of the resource base in some areas If not properly looked after, the attraction value of some of our natural 
resource base will deteriorate. 

Resources 

Mining rights being granted in environmentally and culturally sensitive 
areas – in particular the grasslands of Mpumalanga and Mapungubwe – 
that are currently being developed for tourism 

Mining in environmentally and culturally sensitive areas will result in the 
tourism attraction value being lost and therefore the businesses that 
currently operate in this industry will be marginalised. 

Current world and local recessionary conditions curtailing all types of 
travel and tourism in the short term, but it is expected that the cycle will 
turn 

Travellers from Europe and the USA are looking for short-haul 
destinations and are a lot more cost-conscious, though they do not 
envisage cutting back on the amount of travelling they expect to do. 

Highly competitive environment and strong marketing and tactical 
actions by well-funded international competitors 

SA Tourism is limited in its potential market impact as a result of a 
limited budget compared to its competitors. 

Climate change and implications for products and operators, and the 
destination – also the unintended consequences of climate change 

Though only limited changes in behaviour have taken place, it is 
expected that travellers will think about their carbon footprint when 
travelling in future, and South Africa’s long-haul status may be 
perceived negatively. 

The volatility of the Rand The continuous fluctuation of the currency makes it very difficult to plan, 
and also has a significant impact on the costs of destination marketing 
organisations, as a sudden weakening in the Rand may result in a 
marketing campaign suddenly costing much more than what was 
originally budgeted for. 

Environmental 
threats 

HIV/AIDS and other diseases such as swine flu and malaria The presence of these diseases in South Africa and their implications 
for travellers may negatively impact on South Africa’s destination 
attractiveness. 
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Category Threat Comment 
Communities (and local municipalities) may not see tourism as 
worthwhile – as a result of over promising and under delivery 

In the past, tourism was promoted as a solution for rural development, 
without communities and local municipalities being fully educated in 
what the industry entails and that it may take time for the benefits of 
tourism to filter through. 

Decline of inter-continental air services due to low airline profitability 
and airline consolidation 

This is a global phenomenon, but has very real implications for South 
Africa. 

Emigration is eroding the base of potential travellers in this country that 
can afford to travel internationally and will make it unattractive for 
international airlines to fly between SA and other destinations 

 

International airlines are shedding jobs and closing offices – makes it 
difficult for passengers to get help (e.g. when office is in JHB and 
passenger sitting in Cape Town) 

This further results in South Africa being perceived as a country where 
service levels are not on par with those elsewhere in the world 

Transport 

New bus rapid transport systems pose a threat to the private sector as 
they are not involved in the process 

Insufficient communication about the new system and what it entails 
can result in the private sector tourism operators missing out on 
opportunities and the systems not being used for the advantage of the 
tourism industry 

On-going high levels of crime and possible major crime incidents 
against tourists, as well as the inadequate addressing thereof 

 Safety & security 

Local South Africans scare visitors with crime information and 
recommend that they stay in the hotel during their stay 
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Category Threat Comment 
Danger of overpricing by some sub-sectors of the industry To increase prices in the short term for profit gain is detrimental to the 

image of the South African tourism industry as a whole. Consumers 
know their prices, as the Internet provides a wealth of information, and 
they are aware of being over-charged. This also damages our potential 
to attract them in future. Appropriate pricing may lead to increased 
market share in some cases. 

Value-for-money 

Being a costly destination because of being a long-haul destination The high cost of airfares increases the cost of a South African trip for 
foreign visitors, and this has to be considered when the overall trip cost 
is taken into consideration. 

Quality & service Potential degradation of service and product quality If the appropriate monitoring and evaluation is not put in place, service 
levels and product quality may deteriorate in some cases, which will 
damage the destination’s reputation. 

Local political and economic policies that may curtail tourism 
development eg attitude to labour brokers and casual/temporary labour, 
movement away from a market economy, uncompetitive and restrictive 
labour market, tighter liquor laws, etc 

Too much government involvement in the tourism industry through 
legislation and – in some cases – unintended consequences of 
government interference, will result in tourism development being 
restricted. 

Cost of doing business &  bureaucracy limits the ability to develop 
SMMEs 

 

Government 

Delays in payment from government for services rendered by the 
industry – creates cash flow problems for small businesses 

Small businesses are dependent on regular cash flows to maintain and 
grow their businesses, but when their payments for government 
contracts are delayed, it creates a cash flow problem, and in many 
cases the small businesses do not have access to overdraft facilties to 
carry them through this. 
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Category Threat Comment 
Conflicting legislative mandates – provinces conflicting with national etc 
because of the concurrent function of tourism 

In some cases provincial and national legislation are in conflict, which 
creates confusion among industry stakeholders. This happens when 
national and provincial legislation are developed in isolation from one 
another. 

Not having the intellectual capital required to drive the implementation 
of the strategy 

 

Not attracting young people to the industry  

Human resource 
development 

Companies in the tourism sector do not invest in training  
Marketing Consistently moving into arena of political and geographical boundaries 

to define our experiences – we need to sell experiences – also be 
careful of marketing the experience without the corresponding 
packaging 

Provinces and municipalities often do not understand that tourism does 
not follow administrative boundaries, and therefore their development 
planning and marketing initiatives often exclude their neighbours, 
though they offer the same experience. When developing tourism, 
careful consideration should be given to first the experience, and then 
what is needed to develop the experience, and the requirement to form 
partnerships and alliances where an experience is broader than the 
political and administrative boundaries. 

 
 
3. Explanation of Projected Growth Rates  

 
3.1 GDP Growth 

 
Tourism  GDP to 2008 is projected from the 2005 base from the Stats SA Satellite account using WTTC nominal growth in tourism GDP  for the period. 
For 2009, various SA GDP growth forecasts, at around -2% and the industry Rev Par decline and overseas arrivals decline (both at -8,3%)  were 
considered and a -3.5% impact on tourism GDP is projected.  This provides the 2009 projected base figures.  
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GDP growth projections for the next 2 – 4 years, were sourced from three local bank economists and averaged. The historical variance of the real 
WTTC growth in tourism GDP in SA and SA GDP growth was considered, but no obvious pattern is evident. To meet the vision, tourism GDP growth 
was projected at 1,5 percentage points more than GDP growth in 2010 and 2011, when both the effects of the 2010 World Cup and the hoped-for 
release of some pent up demand as the recovery proceeds are expected. From 2012 onwards, tourism GDP growth is projected at 1 percentage point 
more than GDP growth. These growth rates are used to project a target  2015 tourism GDP in 2009 rands. 
 
Inflation forecasts from 3 bank economists were averaged for the next four years, and inflation for 2014 and 2015 is estimated at 5,5% and 5,3%, These 
forecasts are used to project nominal 2015 tourism GDP.  The GDP growth forecasts are used to project a target for actual GDP and calculate the 
change in the tourism percentage of GDP. 
 
The target tourism economy GDP and contribution to GDP are projected based on the WTTC ratio of tourism economy to tourism industry GDP in 2009. 
    

3.2 Job Creation 
 
The number of direct jobs in the tourism industry in the 2005 Stats SA Satellite account are grown at the WTTC real growth rate in tourism GDP to 2008.  
For 2009 the projected -3,5% decline in tourism GDP is applied to the number of jobs, and from 2010 onwards the targeted growth in tourism GDP is 
applied to the 2009 base level of direct jobs in the industry. This assumes no change in the ratio of jobs to GDP contribution.  
 
The WTTC ratio of jobs in the tourism economy  ( the broad measure including direct and indirect) to the tourism industry ( the narrow measure) is 
calculated and applied to the projected direct jobs to develop the economy job target.   
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3.3 Tourist Arrivals 

 
Taking into account : 

·  Historical tourism growth rates 
·  2009 year-to-date growth in tourism arrivals 
·  Expected numbers of visitors for the 2010 World Cup in 2010 
·  The expected worldwide recovery and some release of pent up demand  that should be evident in 2010 
·  The expected longer term impacts of the 2010 global profiling  of SA from 2011 onwards 
·  The implementation of the focussed tourism strategy; and the long term worldwide tourism growth trends,  

the following estimated tourism growth rates are used to project tourism targets for 2015. The growth rates assume that South Africa outperforms long-
term global average growth, particularly in inter-continental arrivals, where a focussed strategy and the effects of the 2010 profiling are intended to 
significantly grow the market.      

       

2009 2010 2011 2012 2013 2014 2015
Avg 2010 - 

2015
Total tourists 1.0% 9.4% 3.4% 5.5% 5.1% 5.1% 5.2% 5.7%
Inter-continental tourists -8.0% 25.0% -1.0% 8.0% 8.0% 8.0% 8.0% 9.7%
African air arrival tourists -12.0% 10.0% 9.0% 7.5% 7.0% 7.0% 7.0% 7.5%
African land arrival tourists 5.0% 5.0% 4.5% 4.5% 4.0% 4.0% 4.0% 4.3%  
 

3.4 Domestic Tourism 
 
The following domestic tourism growth rates are used to develop an overall domestic tourism growth target for 2015. they take into account the 
expected local economic decline in 2009, and assume that the implementation of the national tourism strategy will have a significant impact on domestic 
tourism growth by 2012 and thereafter.  
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2009 2010 2011 2012 2013 2014 2015
Avg 2010 - 

2015
Domestic tourists (adults) -3.0% 4.0% 5.0% 6.5% 6.5% 6.5% 6.5% 5.8%  
 
In order to target population penetration domestic tourism penetration levels by LSM group and number of trips by LSM group were targeted for 2015 
based on the 2005 base statistics.  
The following table shows the targeted change in population penetration for domestic tourism by LSM group and overall. In projecting the targets in 
terms of numbers of trips a population growth averaging 2% per annum to 2015 is used. 
 

% Adults

Avg No. 
Trips per 

adult % Adults

Avg No. 
Trips per 

adult
LSM1 20% 0.4 20% 0.4 0 0.0
LSM2 25% 1.2 25% 1.2 0 0.0
LSM3 30% 1.5 35% 1.5 5 0.0
LSM4 35% 2.0 45% 2.3 10 0.3
LSM5 35% 2.0 45% 2.2 10 0.2
LSM6 40% 2.2 55% 2.4 15 0.2
LSM7 60% 2.2 70% 2.3 10 0.1
LSM8 80% 2.9 85% 3.0 5 0.1
LSM9 80% 3.0 85% 3.1 5 0.1
LSM10 100% 3.2 100% 3.4 0 0.2
Total 47.1% 2.4 55.0% 2.5 8 0.1

2015 Projected
% point 

increase in 
penetration

Increase 
in 

frequency

2005 Estimated

�
�
The main growth is targeted in the LSM 4 – LSM7 groupings. 
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In order to develop a target for domestic holiday tourism, the current level of domestic trips and percentage of total domestic trips taken was considered and a share 
of total trips of 25% targeted for 2015 compared to the 15,7% of trips in 2008.  This requires average annual growth of 12% per annum and means that domestic 
leisure is targeted to represent 50% of the absolute increase targeted for all domestic tourism. 

 
  


