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WESTERN CAPE TOURISM POLICY
FRAMEWORK AND STRATEGY

The purpose of this docunieni is fo provide the policy foundations and competitive
strategy for the Westerts Cape to become a leading global tourism destination. Tihe
SJramework:
e [istablishes a vision, growth targets and himdamental policy principles for futire 1ourism
development:

e Identifics clear stinicgivs For the Western Cape to establish a competiiive advantage aad
maximise tourism grawth in the medium to long term;

o Proposcs institutional and Nnancing arcangements to give effect to the strategy.

Compiled by: Western Cape Department of Feonomic AlTairs. Agriculture and Tourism in co-apuiafion

with the Western Cape Tourist Board
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Executive summary

Tourtsm in the Western Cape and its related components and activities have not been manaoed and

developed in accordance with a clear. colleetive policy and strategy.  This document provido s the

strategic direction for Western Cape tourism and should serve as a [ramework for syneryisin:: and

directing the efforts of the tourism industry in the provinee,

The current situation

Strengthy and opporinniiics

The range of tourtsm magnets (icons™) which provide the Western Cape with a strong brandis
The meredible environmental diversity,

The rich socio-cultural heritage.

The combination of metropolitan Cape Town as a welt-developed global gateway and the TIHITIS
unexplored. less populivted experiences oflered by the hinterland.

Well-developed and maintained public infrastructure that facilitates case of travel.

A sophisticated and mature tourism business sector.

The “spirit™ of the Cape, 1e. its image of relaxation, entertainment and outdoor activity.

The following opportunitics have not been fully explored and offer much scope 1or expsisicu sl
2 I }

further development. These include:

Establishing the Western Cape as a global mectings, incentives. events, exhibitions and cons ention
destination.

Expandimg and promoting our cultural assets and experiences.

Improving our enterlainment opportunitics.

Capitalising on our polential as a premicr environmental and outdoor destination.

Developing our conservation assets Lo the advantage of tourism.
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Constraints gnd/or threats 1o tourism growth

Inadequate resources and Tunding as a result ol a limited understanding of tourism’s valuc.

e Tourism securily concerns.

o Institutional fragmentation.

*  Destructive competition.

* Limited co-operation and partaerships between the private and public sectors.

*  Stercotyped generic images.

e Cape Town is not positioned as a major global destination in competition with T.ondon Sydney .
Hong Kong, Miani, cle.

* A scasonal market and pereetved inhospitable winter climate.

* Imbalances in the development of greater Cape Town and the hinterland.

o Limited involvement of previously neglected constituencics.

e Scervice quality and pricing fimitations.

¢ Inadequate environmental management .

¢ Intrastructure constraints, particelarly in traditionally neglected urban and rural arcas.

* Aviation constraints  limited international direet Mights and competition to Cape Town.

Vision 2010 in a nutshell

The Western Cape has developed into a world class tourism destination, globally renowned for is
unigue combination of natural splendonr. cultural diversity and top class convention and visitor
Jacilities. Visitors are offered excellent value for money, a range of high quality tourism producis
and excellent service levels in a safe, well maintained and user friendly setting. Growing ai fevels
well beyond the overall economic growih rate. tourism is government priority and the nisjor jol

creator in the provinee that carvies the support and backing of the population at lar o
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Growth targets

The following targets for 2010 are pursued in support of the vision.

o

e Increasc the number ol overseas tourists visiting the Western Cape from approximateds $30

000 in 1998 to 3 million by 2010

e Increase overseas tourtst expendituse in the provinee from R7.2 billion (o R22 bitlion by

2010 (1998 prices)

® Increasc the share ol the overscas tourist nights that accruc to the Western Cape fiom 400,

to 48% during Summer and from 26% to 40% during Winter by:
e Incrcasc the number of domestic tourism trips from 2.3 million o approximately 3 7 itlion

e [nerease domestic tourism expenditure in the provinee from R8.2 billion to R12. 7 billion

(1998 prices).

Fundamental principles

e Tourism should be market driven

* A responsible and sustamable devetopment philosophy should be fotlowed. based on the

foundations of social cquity. environmental integrity and cconomic empowerment

e The development and growth of the mdustry should be based on collaboration and
partnerships between the government. private sector, labour force and the population a
large, i.e. tourism should be Government led. private sector driven labour consciou. and

community based.
Critical success factors

In view of the preceding analysis the following [actors are considered eritical 1o the

achievement of the vision:
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e Mecaningful imvelvement of marginalised communities;

o Improved funding for tourtsm development and destination marketing:
o (o-ordination and synergising ol public tourism resources;

e A safe and peacelul tourism environment;

e Constant irnovaiion of the provincial product portfolio in the arcas of conscryation and

wildlife, convention business and cultural tourism:
e (Crafty and innovative markefing and promotion;
o Improved service levels. product quality and value for moncey:
e Greater involvement ol wther (supportive} sectors of the economy:

o Improved awareness of tourism and accessibility to training opportunitics, advison services

and linance for tourtsim enterprises:

e Sustainable environmental practices
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Strategic Framework

Institutional
and financial
structures

S

Developing products
- cultural, built,
natural, etc.

Encouraging competition -
market driven business
environment, entrepreneurial
culture, partnerships and

collaboration
A — —_——— .
Marketing - positioning,
promaotions, product
T >, packaging, place &
price
¥ e T T e

Providing support systems —
human resotirces, intangibles
(safety, environment, etc.), public
infrastructure, information
systems, related industries (retail,

Aanricnltiires ate y

Competitive:
environment

20 strategies for success

[Encrmraging camgeﬁt{qd

1. Keep the industry market driven and deregulated

Pricing guided by market conditions; limited regulation: discount entrance fees to attractions during of=peal. poriods:

liberal aviation policy that allows Fw more direct Hights; a competitive aviation envieonment.

2. Establish public-private partnerships and colluboration

Consult private sector concerning marketing programmes; private products to participate in marketing cimpaisne:

tourism authortties regutarly micet with broader business community to obtain their support.

3. Promote entreprencarship, with a special emphasis on marginalised and disudvatinged

entrepreneurs and conumunities.

Speciat attention and assistance o SMMIs: provincial tourism entreprencurship programmes: special conditions for

participation ol disadvantaged entreprencurs; special marketing ussistance progranmmes.

MF 23/8

Marketingl



4. Focus on lucrative end of international market and provide affordable travel opperiv:itics

for domestic tourists.

Value for money rather than price-hased: aim at discerning section of international marke: affordable touvri-n yesorts

and camping arcas to capture and grow domestic imarket,

5. Compliment the national (Satour) marketing programmes in targeting the intereiaiional

market and compete provincially for the domestic market.

Only vendure into international marketplace with/in sepport of Satour: regronal and focal tourism agencivc o bl nat

venture into international market: provincial emplasis on creative packaging ol regional and local products o sippar

of Satour campaigns: compete vigorously Tor largest possible share of domestic markel.

6. [Initiate collective marketing opportuitities to combine the cfforts of the private sector,

regional and local tourism organisations

DPevise provincial collective marketing opportunilies o encourage participation and joint planning by all tourisin
bodies: generic campaigns Lo tacititute sales opportunitics for private products: provineiad tourism authaority io provide o

menu ol tactical marketing opportunitics for private businesses.

7. Promote a single provincial brand — Western Cape “incorporated”, with Cape Tovu as

gateway and magnet.

Western Cape Tourism logo and branding to link to South African brand: the various regional and local tourisim
agencics In proviace should promote the provincial brand; complimentary products and industrics ¢y inward
investment, wine, fruit, fishing, banking ete. should be encouraged to promote the provincial brand image; branding and
imagery to reflect the unique culture and heritage of Western Cape: Cape Town to be strengly positioned as nreenct and

galeway within provincial brand.

8. Agegressively target the established “experiencer™ and “entertainer”™ market segmients and

develop the new “explorer™ and “eventer™ segments

Nurture and aggressively target the “experiencer” and “entertainer™ scgments as the established “cash cows™ ol the

international and domestic markets: target “evenlers”™ and “explorers”™ as most important new growih segments,

9. Package tourism themes and magnets in the form of suggested routes and itinerarics in

pursuit of target market scgments.
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Magncts (location-specitic attractions c.e. events, conferences, unigue natural/cultural! buill icons) and themies (e rose
cutting experiences c.g. outdoor and adventure, nature and wildlile, culture and heritage. shopping and eniciiginacni
etc.) offered in the various regions to be cotlectively promoted and packaged in the Torm ol suggested travel voutos and

Hineraries; generic marketing campaigns to be launched to promote ofl=scason and hintertand atlractions,

[Dc; ;;)I()pi}};;;rokluc'rsl

10. Formulate an integrated spatial tourism development framework

Framework should serve as a guide for establishing tourism development priorities: must identity prioritics fur ptandnet

development as well as provision ol infrastructure and other support systems.

11. Initiate special aftraction  development programmes to enhance our Unigue Selling

Propositions (USP’s).

Product development programimes should support USP's (natural environment. cultural diversity and —Spirit ol the
Cape™); development programmes 1o be pursued are heritage tourisn:, ecotourism, adventure tourism and cvents
tourism: constantly improve key magnets and develop new attractions: Lo involve widest possible range of depatnenis.

organisations and agencics; workgroups ol relevant role players 1o spearhead development programmes.

12, Improve participation of local communities (particularly those previously marsinalised) in
! A ! A 8

tourism development programnies.

Planned process to identify local assets and lacilitate participation of marginalised communities: eslablisl: apiopial

financing and funding mechanisms including a Tourism Development Fund.

13. Promote appropriate business investment opportunities and establish incentives to stinidate

investment in underdeveloped areas.

Establish tourism investment promation package {database of investment opportunitics, relevant stiiislice ans

promotions matertal); consider special development incentives in underdeveloped arcas with polential.

Providing support systems:

14. Launch provincial fourism awareness, education and customer service programmes
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l.aunch a provincial customer care programme lor front-line staff; establish a tourism awareness programme in schools
and relevant institutions; expand tourism as a subject in senjor schools: promote Mueney in English and other foseien

languages: mclude tourism in HIV/AiIds awareness programmes.
15. Establish tourism skilly development programmes

A consolidated skills development programime shoutd link to the national Seclor Education and Trainine Awihoriis
(SETA). establish a provincial tourist guide development programme to train and register tour paides i wiecondine e

with national tourist guide regulations: facilitate aceess to the industry for previously disadvantaged tour glisdus,

16. Legislate a compulsory registration system and acknowledge credible voluntary grading

systems

Legislate system for all tourism businesses Lo register with provineial tourism authority and to adhere 1o Basic eniey

standards; service standards of businesses that belong to credible voluntary grading systems o be acknow feddowd
17. Acknowledge and treat tourism safety as a priority.

Tourism salety programmes 1o be initiated by local governments (surveitlance camera networks, approprini SRR
and special ground patrols); priority precinet zones to combine efforts of all role-players: supplement police vapacity by
“rent a cop” system with Tunding sourced from private property owners: public affairs programme 1o counterag

negative pereeptions.

18. Actively encourage sustainable tourism practices and promote general destination wpheep

and cleanliness.

All tourism developments (o be subject to proceduces of Nafional Environmental Policy Act; continuoush inform the

industry of global best practice in environmental management: local tourisn: burcaux o Tullil & watchdos 1ol with

regard to general destination upheep and cleanliness: enlist support of general poputation 1o keep dosting o e of

pollution. crime and grinte.
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19. Assess tourism-related infrastructure and facilitate the infrastructure provision.

Conduct a thorough evaluation of turism related tnfrastructure, including under-utilised public assets. road ! ublic

facilitics; obtain the buy-in of a1l relevant agencies (o address gaps.

20. Develop a state-of-the-art, integrated provincial tourist information, road sigitage and

fourism statistics system.

Tourist imformation system to Ik 1o nationad network and local tourism burcaux. include a multi-dimen-ione e
access system ineluding informaiion offices, road signs guides and maps, World Wide Web. eter enepliasis i Clacd
on ensuring appropriate and user-lviendly road signs (simplitying existing road signs manaals and spociticarions,
formalising, application and approval procedures, establishing regional road signs committees, conducting an aadit af
road signs network): establish a database of tourism statistics: establish mechanisms to measure the cconomic nnpaci

and contribution of tourtsm.
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Proposed institutional framework

{Detailed description ol framework and organisational roles in text)

MIPTEC: Minmec Inter Satour

MINMEC: TOURISM
(forum of national
Minister and MEC’s)

Tourism Forum of ]

MEC and District/

Metropolitan Councii
Chairs & CEOs

MEC
responsible for tourism

Western Cape

Cape Town
Tourism and
Convention
Bureau
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Financing the strategy

The suceessful implementation of the proposed tourism strategy will require substantial finaneint

o

resources. The following options should be considered o improve funding:

¢ Streamlining and co-ordinating the budgets of regional and local tourism agencies:
o Increasing the current provincial fiscal tourism allocation:

o Commercialising various [heets ol the provincial tourism operations;

e Increasing sponsorships ol provineial tourism programmes:

e Establishing a mandatory tourism registration system;

e Implement a legislated levy. based on the following models:

# The preferred option is a mandatory national tourism levy, with tourists being levied at the
intcrnational airports upon departure and a portion of national levy income being returned to

the provinces.

# Should the national levy be unaceeptable, a provincial tourism Jevy should be considered.

cither at the Cape Town International Airport of as a bed levy at tourism establishmients
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lntroduétion

There is little doubt that the global tourism marketplace is becoming incrcasimgly compeiitive.
This is due to a number of factors including a “shrinking™ globe as o resubt of improved inaiton
technology and clectronic information systems. the mercasing awareness among, busines. and
government leaders ol the ceonomie significance of travel and tourtsm and the restroctering of

the global cconomy.

These trends have resulted in tourism compantes and  destinations becoming incicasingty
focused and strategic in their approach in order to maintain and improve their compatitng
positions. The global trend is away from broad, generic marketing campaigns that promote
traditional products and usc mass distribution channcls towards {ocusced. expericiee-based

marketing aimed at specilic market segments.

The establishment of the nationaf private-public tourism tunding partnership and the resulting
Partnership Marketing Committee are clear signals ol a national effort towards improy ing, South
Africa’s tourism competitiveness.  As the toremost South African tourism destination the
Western Cape intends (o strongly position tself within the national context. A well Tounded.
competitive tourism strategy is the key o tnereasing the Western Cape’s share of South Afvica’s

domestic and international tourisne markets.
The need for a tourism policy framework and strategy

Tourism in the Western Cape and its related components and activities have not been managed
and developed in accordance with a clear, collective policy and strategy. As a result the varions
components of the industry are targely uncoordinated and inmward {ocused. This could result in
ad-hoc and fragmented strategios which fail to effectively capttalise on our diverse foarism
resources, thereby limiting the ability of the tourism sector o provide much needed

entrepreneurship, employment and skitls development opportunitics.

The Ministry of Business Promotion and Tourism together with the Western Cape Fourtsim

Board initiated the tourism policy and strategy process during 1998 when the provineial
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Minister responsible for tourism appointed the Strategic Management Team (SM1) 1o
investigate the Western Cape tourism system and suggest appropriate improvements. ‘Ihe

SMT"s report highlighted a number of key arcas which required attention ieluding:

The need lor institutional re-alignment and synergy mn tourism:

e The nced for a clear focus on tourism human resources development, mainteianee of
standards and effective marketing and promotion:

e The need for greater ownership of and participation in tourism by previously peglocted

persons and communitics:

o The need for effecuve communication channels and

The need for improved funding lor tourism development and promotion.

This document outlines the proposed policy and strategic dircetion for Western Cape tourism. It
should serve as a [ramework {or synergising and direeting the efforts ol the tourism indusiry in
the province. The framework should compliment the broader dralt cconomic strateey ol ihe

province. which is based on the Toilowing lToundations:

The Western Cape as a premicr learning region. with the emphasis on a high-quality primary
and sccondary cducation system, encouragement ol sectoral training  imstitutions  and
establishment ol links between the business sector and world-class terttary institutions,

e The Western Cape linked to the world through upgrading international transpori fciiities,
putting the Cape in the Tast ine ol information technology, making it the maost attetise
place for investment and establishing it as a world-famous brand.

e ‘The Western Cape as a centre for entreprencurs by supporting start-ups and new Lirmes and
building a strong cquity and venture capital sector.

o ‘The Cape of Good fope for all by improving job creation. raising the quality of husic

services (e.g. health care and education) to the poorest citizens and promoting the

development of scctors which are able to absorb more low-skilled labour.
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The Western Capé Tourism Picture

Background

As in the rest of South Africa the pre-1994 apartheid system severely limited the scope of the
Western Cape industry and caused various social and cconomic imbalances. My tourisis
abstained from travelling to the country dunng the apartheid years and previousty neelected

groups were not allorded the opportunity to freely participate in the sector.

This situation resulted in a number of national tourism constraints as highlighted v the Whire
Paper on Tourism. ‘These included an inadequately resourced and funded tourism industry.
myopic private sector. limited involvement ol local communities. inadequate traiming, cducation
and awarencss, poor cnvironmental management. poor service, lack of tourism infrastructure
(particularly in rural arcas). lack of appropriate institutional structures and poor safely

conditions (White Paper on Tourism. 1996).

While the Western Cape has over the years been privileged to be at the Torelront of toisrism
growth, many of the constraints identified nationally also apply o the provinee. The tollowing
information provides an indication of the tourism situation in the provinee.

Tourism performance

South African tourism has increased substantially during the past 5 years, The (ollowing
indicators provide a reflection ol the performance ol the Western Cape in comparison to

national performance:
o Overall tourism contribution
At national level, touristm contributes approximately 8.2 per cent to the GDP (WTTC. 1998). In

a separate study, using stmilar satellite accounting methodology to the WTC, Bloom (1998)

estimated tourism’s contribution to the provincial GRIP at approximately 13 per cent. These

MF 23/8



19

figures arc the best available estimates and clearly demonstrate the extremely important and

significant contributton of tourism to the Western Cape economy.

o Overseas tourisnt market

The Western Cape attracts the majority of overseas tourist nights.  However, the lollowing
figures indicate that there is a clear seasonal pattern and that the Western Cape market share

reduces considerably during the winter season.

- - ) . . - N .
lotal overseas tourtst arrivals in SA in 1 482 327

Total annual bed nights sold to overscas - 24.5 milhon
lourists
Overscas tourists visiting the Weslern N Approx. 830 000
Cape _ o !

No annual bed nights Western Cape o Approx. 8.5 million
Total annual overscas tourist Approx. R7.2 billion
| expenditure in Western Cape (1998)

- ~ Summer Winter :
% of overseas tourists visiting Western 59% 50%
Cape -
Western Cape % of total overseas visitor 4% 26%
nights S
No of Western Cape attraction in top 15 9 7

SA attractions

Source: Satour International Market Surveys, Winter "97 and Summer “98,
e Domestic Tourism Market
The following {igures indicate that domestic tourism remains the backbone of the Western Cape

tourism industry and that domestic tourist expenditure is substantially larger than inferational

expenditure.

No. ol annual domestic tourist ll‘ip-__s to the W@Lﬁc{;inﬁj(fapc 2278 800

Total aveiraig;ci expenditure per trip R3 580 _
Total annual domestic tourism expenditure (1998) R8.2 billion

Source: Western Cape Tourtsim Board Domestic Market Survey, 1990,
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Strengths and opportunities

The figures cited above indicate that the Western Cape has over the vears become the premict
£ Y |

South African tourism destination and that it has substantial growth potential.

The tollowing arc some of the comparative advantages that have contributed 1o its stiong

position:

o The range of tourism magnets or “icons™ which provide a strong branding to the Western
Cape, including Table Mountain, Robben Island. Kirstenbosch, Cango Caves. Nantwguadand
Flowers, Whales. Wines, Events (such as Two Oceans marathon, Argus cycle tour, Klein
Karoo Kunstelees), cle.

¢ The incredible environmental diversity o mountains, occans, landscapes. fauna and Tora,

¢ The rich socio-cultural herifage that has provided the province with a unigue canvas of
cultural expericnees. shaped by its African roots and Furopean and Asian influcences and

links.

e The combmation ol mctropolitan Cape Town as a well-developed global gateway avd the

many unexplored, less populated experiences offered by the hinterland.
e Well-developed and maintained public infrastructure that lacilitates case ol travel
¢ A sophisticated and mature tourisim business sector.

o the “spirit” of the Cape, i.c. its image as an arca ol retaxation, entertainment and ouidoor

activity.
While the above mentioned advantages have been at the core of the Western Cape’s

attractiveness, various epportunities have not been fully explored and ofler much scope for

expansion and further development. These include:
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o Establishing the Western Cape as a global meetings, incentives, events, exhibition. and
convention destination.  The MICIH industry has experienced major international giowth
during the past [ifteen to twenty vears.  Despite being a sought afler corporate and ovoup
travel destination. the Western Cape has not been able 1o respond to this opportunity . The
development of a world-class convention centre and the establishment of a prolessional

convention burcau are njor opportunities in this regard.

o Expanding and promoting our caltural assets and experiences. 'These could refarne o the
development ol historical arcas. communities. personalities and events as well o the
“living™ culture of the province.  Examples include “platteland™ filestyles and hospaialing,
palacontology. religious diversity, struggle history, township lile. cuisine, arts music,
language, Cape history, cte. 10 as about promoting and packaging the rich “soud™ ol the

Western Cape.

o [mproving our entertfainment opportunities. 'T'ourism is aboul an entertaining experience.
While various entertainment Jacilitics and events have developed during the past Jew yeurs.
much could be done to further develop this area by encouraging the development ol

nightlife, festivals, theme parks and staged cvents.

o  Capitalising on our potentinf as a4 premive environmental and outdoor destinatinn 1he
Western Cape 1s already well established as an environmental and outdoor paradisc. This
image could be further enhanced by capitalising on the global trend  towards wiche
experiences (adventure travel, sport tourism, hiking, environmental interests such as birding.

star gazing, ctc.) and cnvironmental sensitivity (sustamable practices and planning.

e  Developing our concervation assefy to the advantage of fourism.  The large nomber of
provincial and national parks located in the provinee has not been fully developed 1hese
provide major opportunitics for expanding our tourism altractions in “plattcland™ arcas, The
introduction of big game species on private and public conservation land and the furthe
proclamation ol conservancies provide much scope lor substantially expanding our tourism

resource base.
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Constraints and/or threats to tourism growth

As indicated in the previous section the Western Cape tourism sector has been growing in feaps
and bounds during the past four to [ive years. It has capitalised on the post clection window.
However, all signs indicate that the post-"94 stimulus is flattening off and that competition is
increasing.  As with all products, tourism destinations have a product life eyele and requine
constant innovation und improvesient n order to sustain a competitive edge. In addiiion if has
often been proven that tourism growth is dependent upon the support of other sectors aid the
community at large. In this regard, much work is stll required (o put tourism af the forcfiont of
economic development. The following arc some of the most substantial fhrcars and constreins

facing the Western Cape indusiry:

e Inadequate resources and funding. 1 is clear from the Hmited budgets altocated 1o tonrism
at provincial and local Tevel that the true wealth-creating potential of the sector has not been
fully grasped by decision- makers.  Such limited appreciation for the contribution of the
sector lails to acknowledge that tourism:

r o represents a major comparative advaniage for the provinees:
# s the world’s lurgest generator of jobs. is labour intensive and can gencrate immediaie
employment opportunitics as it grows:
# cmploys a multiplicity of skills and training opportunitics:
# creates substantial entreprencurial opportunities. particularly for SMMI:s:
» brings development 1o underdeveloped and rural arcas;
# il well managed can be kind fo the environment:
» builds cross-cultural refutions and is a vital foree for peace:
s afinal good thatis fully created in the Western Cape with low levels ol icakaye.
# has a high mudtiplicr effect throughout the ceconomy:
» provides many linkages with other sectors of the cconomy such as agriculture, retail
goods, financial services. cie.
# s olten the catalysi that draws trade and investment (o the provinee.
o Tourism security concerns. The pereeption in the marketplace that South Alvica is an

unsalc tourism destination is no doubt the most important threat facing the indusiny i e
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short to medium term. Although tourism has proven fairly resilient and has recovered well
after sccurity incidents. the situation can quickly deteriorate it it 1s not well manaped and

urgently improved.

e Institutional fragmentation. 'The various tourism organisations in the provinee have not
been operating within an agreed-upon strategic framework, therchby failing to cstablish
consolidated branding and diluting resources.  As a result the provincial tourisim act
perpetuates duplication and fragmentation at the various tiers. Roles and responsibidisios off
organisational structures at the various tiers of government have not been clarified. By co-
ordinating and consolidating the cflorts and resources of the various organisutional fevels

there is no doubt that the industry could achieve more “bang for its buck™.

o Destructive competition otten oceurs between provinees. between urban and rural arcas.
between metropolitan and local councils, between towns and distriets and even within iowns

(i.e. between the town centre and tormer townships).

e Limited co-operation and partnerships between the private and public sectors. e o the
lack of a strategic [ramework for tourism the privaie and public sectors in the provinee hinve

not cttectively joined forces towards achicving a collective vision for provincial tourism.

o Stereotyped generic images. The Cape icons (Table Mountain, scenie routes, Kirstenbosch,
wines, cte.) have for years been projected as the sole content of the Western Cape tourism
product.  Culture, adventure and social hospitality have not adequately  featured in
promotional material and branding cfforts. There is a need to add a true South Afvican

“flavour™ to our tourism image.

e  Cape Town Is not positioned as a major global destination in competition with Tondon.
Sydney, Hong Kong. Miami. cte. While Cape Town has the potential to become one ol the
most sought alter cities of the world, the lack of world standard sport and coms ention
facilities and the growing perception of criminality are severcly  constraining its

competiivencss.
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o A seasonal market and perceived infrospitable winter climate. Market movement doring
the period between May and September s extremely himited. The Western Cape winters are
pereeived to be "no-go” perieds. While Winter is the rainy scason in a large part ol the
Western Cape the arca offers special attractions with regard {ood and wine. romanticisn,

arts and music and various outdoor ¢xperiences in the hinterland.

o Imbalances in development of the Cape metropole and the hinterland. While Cape Town
is well established as o provineral magnet and gateway, tourism is very underdevcloped in
most ol the hinterland arcas. Yet, these arcas are in preat need ol employment ereation and
also offer some ol the most exciting new product opportunitics. A special effort should be
made to develop the tourtsm opportunities in the outlying regions and o integrale the

Metropolitan and hinterland expericincees in our (ourism promotion programinices.

o Limited involvement of previously neglected constituencies. Past policics have neglected
some arcas of the country (in particular the hinterland and townships) and constrained the

involvement ol certain population groups in the industry.

Tourism provides many opportunities for emerging communitics. including:

#  Operators of towrism infrastructure: bed and breaklast establishments. Tarm stays. guest
housecs, taverns. bars, reslaurants, transport services, attractions (such as lnwuship
experiences. “platteland™ hospitality.  historical/cultural  attractions  and  museams),
entertainment (music, dance, story-telling) trails (hiking, 4x4, horschack) and many

others.

» Services fo the indusiryv: tour operators, shuttle services, travel agencics, towr gundes,

marketing scrvices, booking services. training, cte.

»  Supplicrs to the indusiry: crafts, interior décor (rugs. wall hangings, furniture). faundry
services, construction. provision ol buwilding materials. maintenance o plani and
equipment, portage, envirommental services {gardening, bush clearing). agri-tonrisim

services (vegelables, herbs. milk, natural medicines, ete.)
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tHlowever, various lactors limit the involvement and growth of local commumitics and

previously disadvantaged entreprencurs in the tourism industry. These include:

v

Lack of information and (wareness about tourism due o not having been memingfully
exposed 1o the industry. This includes the perception that tourism caters mainly Tor the
white upper and middle class: that it is not within the reach of the previously neglected
and suspicion and mistrust duc to past forced removals of people to proclaim protecicd

dareds.

# Limited training opporfunitics for previously neglected groups and  entreprencurs,

thereby effectively limiting meaningful participation in tourism.
» Lack of involvemenn in decision making, development and promotion of tourisin

»  Limited accesy 1o finance 1o take advantage ol the entreprencurial opportunitics provided

by the scctor.

» Poor access to the marker duc 1o the fairly rigid tourism distribution channets wd the
fact that tourists are poorly informed ol alternative products, They therelore keep to the

confines ol “sanitised™ places ol intcrest.

» Negative attifudes in some scections of the established  tourism mdustry towards
community {ourisim  products. which arc sometimes viewed  with scepticisin and

inferiority.

o Service guality and pricing limitations. While the industry in South Africa and the Western
Cape is generally serviee conscious. levels of service in the industry are in certain msiimces
unacceptable and refleet the lack of a true service culture. The situation is synpiomatic ol
the lack of service skills amongst the population at large, a problem that can only be
overcome through improved training opportunitics. There is also a lack of an mireductory
standard for entering the industry.  In addition concerns have been expressed with reganrd (o

overpricing and declining value tor money in some scgments of the mdustry.

o Inadequate environmental management. linvironmentally insensitive development and

urban sprawl along the coastling and in inland arcas are causes lor concern. ‘Tourisni has not
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yel been eflfectively integrated in spatial planning processes. Various forms ol pollution and
in particular littering are often cyesores. There scems 1o be a limited acknowledocient of
the fact that the environment is e most important tourism resource and that the futine of

tourism in the Western Cape is dependent on the good state of the environnient.

o [Infrastructure constraints, particularly in traditionally neglected urban and rural areas
While the major public infrastructure in the provinee is well maintained and ol a reasonable
standard, tourism specitic ifrastructure i1s underdeveloped in certain arcas of the hinterland.
Such infrastructure includes public amenitics such as parking, ablution facilities, visitor
information. cntertamment, landscaping. cte. at local tourist attractions.  The lack of
appropriate road signs is a major constraint, in particular in rural arcas where attractions and
tourist arcas are located on travel routes. Travellers depend on effective signaee (o find

their way in such arcas.

o Aviation constraints  Cape Town international airport is the gateway 1o international
tourism in the provinee. 1t is vitally important that adequate capacity exists on lights to
Capc Town to accommaodate nereasing tourist numbers.  Recent indications are that (Tight
capacities to South Afvica Irom Lurope are inadequate during peak scason periods. thus also
having a negative ellect on tourist {lows to the Western Cape. Specifically, direet 1Tights (o
Cape Town Irom our source markets (particularly the UK) are limited and constrain the

growth of the Western Cape industry.

Our Vision, aspirations and principles

Vision 2010

The tourism industry strives towards achicving the following vision in the year 26110

The Western Cape is renowned as a premium world tourism area. Visitors from

the Northern Hemisphere and the rest of South Africa flock 1o the provinee and '
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tourism is growing al rutes well above the national and international wycrages.
The province prides itsell” in offering visitors a unigue, Cape “flovorred ™
combination of  nature. culture, entertainment and top  class  convention
opportunities in a safe, well-maintained and hospitable setting. A nenvork of
exciting tourism attractions in the metropolitan area and hinterland combin. the
attractiveness of the globally renowned Cape Town brand and icons with a varicry
of innovative travel experiences. Tourism facilities and services are of the Bivhost
quality and offer some of the best value for money in the world.  Towrism is
regarded as a priority sector within the provincial economic strategy and i
supported and valuced by the community at large. Tourism provides the bulk of
new jobs and increasing mimbers share divectly and indirectly in the beicfits

derived from the industry.

MF 23/8




28

Growth targets

The following targets for 2010 are pursued in support of the vision.

Increase the number of overseas tourists visiting the Western Cape from approximato!. 830

000 1n 1998 to 3 million by 2010

s Increasc overscas tourist expenditure in the province from R7.2 bitlion 1o R22 killion by

2010 (1998 prices)

e Increase the share ol the overscas tourist nights aceruing to the Western Cape from 40 1o

48% during Summer and from 26% to 40% during Winter by 2010
e Increasc the number of domestic tourism trips Irom 2.3 million to approximately 3.7 million

o Increase domestic tourism expenditure in the provinee from R8.2 billion to R12. 7 hillion

(1998 prices).
Fundamental principles
The tourism policy and strategy will be guided by the following tundamental principles:

e Tourism should be market driven and the nceds, requircments and travel paticins of

consumers will be mstrumental in directing the development of the industry.

o A responsible and sustainable development philosoplty should be followed. based on the

following (oundations:
»  Social equity:
*  Tourtsm should benefit the population at large.

= Every cllort should be made to encourage the participation of wormen. the

disabled. the youth and other marginalised or disudvantaged groups.
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=  The full spectrum of cultures inherent in the province should be reflected in

tourism promotions,
= Special programmes should be established to minimise potentially nepative
social impacts ol tourism such as sex tourism and s effects on the youth and the

extent of AIDS.

- Environmenial infegrity:

= ‘The environment should be acknowledged as the cornerstone of the Western
Cape tourism industry  and  environmental assets should be constractively

developed to the beneftt of tourism.

*  Environmental  impacts  should  be  carclully  considered i all tourism

development plans.

= All industrial, commercial, residential and agricultural development proposals

should consider potential conflicts and impacts on lourism growth.

»  Spatial development plans and conservation ¢fforts should incorporate the

tourism potential of arcas being developed.

= Visual, sound, water and air pollution should be limited, taking cognisince of the

efiects of such hazards on lourists.
» Feonomic empowerncin.
» The industry should be dercgulated as far as possible and regulation should only
be emploved in instances where the market ails (o appropriately dircet ceonomic

growth or (o protect tourists [rom unacceptable consumer practices and poor

health and safcty standards.
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®  Since tourism has many backward and forward linkages with other seciors of the
cconomy. participation in decision making should be broadened 1o inciisde otha

scetors of the economy.

= Limerging cntrepreneurs. in particular SMMI's should be encouraged and

facilitated to participate in the industry.

= Special clforts should be made (0 substantively [acilitate participation and

ownership in tourisin among previously disadvantaged entreprencurs.

e The development and growth of the industry will be based on collubordtivis and
partnerships between the government. private sector, labour Toree and the population at
large.  While tourism development and promotion should be collectively plimned and

executed, the [ollowing are the primary roles and responsibititics of these partics:

»  The Government should lead the dircction of tourism by providing the social.
cconomic and cavironmental policy {ramework. public infrastructure, a generic image
and branding and a sale. well maintained and sustainable environment that s

conductve (o tourism growth:

»  The private sector should capitalise on the framework by investing in (ourism and

competing lor a growing share of the tourism market, towards increased prolits:

» A motivated, skilled. adequately remuncrated and productive labour force stiould

provide consistent, high quality serviee levels comparable to the best in the world.

7 The community at large should receive tourists m a hospitable manner and should Tulfil

a “watchdog™ role with regard to their tourism resourees.

Critical success factors

In view ol the preceding analysis the Tollowing faclors arc considered crdical o the

achievement of the vision:
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e Meaningful involvement of marginalised communities:

e Improved funding tor tourism development and destination marketing:

e (Co-ordination and synergising ol public tourism resourees:

e A sufe and peacelul tourism environment:

e  (Constant {mrovation of the provincial product portfolio in the arcas of conscrvation und

wildlile, convention business and cultural tourism:

e Creative and innovative marketing and promeotion:

o [mproved service levels, product quality and value for money:

s (reater involvement ol other (supportive) sectors of the cconomy;

o Improved awareness ol tourisi and accessibility 1o training opportunitics, advisory scivices

and finance [or tourism enterprises:

o Sustainahle environmental practices
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The Strategy

In order o establish and cnhance its competitive position the Western Cape will hinve (o
increasingly position its unique selling points within the national and global environent It is
crucial that a strategic approach be followed in this regard and that the provincial tourisn
industry clearly focuses its efforts on strategies which will facilitate the most Tuciative,
sustainablc returns on its investment. All strategies should compliment and support the ahove

mentioned policy [ramework.

An integrated framework for tourism development

Whilc tourtsm development should be market driven and it is acknowledged that the viability of
the industry is in the first instance dependent upon a growth in tourist numbers, growih will
only be possible 1l all facets of the tourtsm “play™ are developed in an integrated mansar. The

key lactors that form part of such an integrated approach are:

External factors, including

» Factors in the hroader cuviromment, including  cconomie, political. sociat and

technological trends that could impact on the internal tourism scene.

r Government institutional and financing policies in support of the industry

Industry factors, including

»  kncouraging competition_which 1s conductve to tourism growth including a dercgulated

business cnvironment. the encouragement ol entreprencurship and a {ocus on

partnerships and collaboration,

appropriatc positioning of the province, identification of target markets. offoective

product packaging. promotions, and distribution mechanisms;
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#  Developing and maintaining a “bouquet™ of markcetable tourism products. These include

tourism attractions and plant {environmental, cultural, man-made. ete.). tourisn ~civices

(2uiding. booking

transportation. ¢le.)

. ctey and

mvestment i

commercial

plant  (accommodation.

Providing relevant_support systemys such as public and private inlrastructure. toueisim

service levels (human resources), information systems and the intangible tacets saeh asa

safe. clean and user-lriendly environment.

The following competitive framework has been used in devising a competitive stratlegs for the

Weslern Cape. based on the Porter Diamond:

Institutional
and financial
sfructures

efc.
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