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The following trends will infTuence the competitive positioning of the Western Cape.
o Economic and competitor trends

» The global cconomy s recovering from a recession phase and  the available

discretionary consumer speading iy fimited.  The itmplications are that developing
destinations such as South Africa will have to aggressively compete tor a groving share
ol the global and domestic tourism markel.

Given the slowdovwn in the Asian economics, compefitory such as Australia and South

East Asian countrics who have traditionally [ocused on the Asian mackets will

incredsingly target South Africa’s primary markets in lsyrope and the USA.

Aggressive marketing strategies are bemg [ollowed by competitor destinations vhich

are laced by cconomic difhculty, fuclled by their Tavourable currencies and the need to
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improve their trade balances. These include Egypt, Pacilic Islands, South Fast Asjan

countrics, cle.

While inter-provincial competition in the South African domestic market witl further
increase, imternational competitors i sub-Saharan Africa, South Last Asia. South
America and Lurope are becoming increasingly attractive alternatives for the top cid of

the South African market.

e Technological

3

The fast rate at which electronic communication is developmg through the World Wide
Web, satellite systems, cellular telephones. ete. is having a very substantial effect on the
naturc of the tourism distribution network.  There is no doubt that the ability o1 owm
tourtsm industry to capitalise on these developments will become a key factor in

determining South Africa’s plobal competitiveness.

As global aviation alliances are consolidated and aviation technology constantly

& J
improves long hnd flichts will_become increayingly affordable. A liberal airspace
policy and direct flight options will be essential 10 cncourage competition aid cosuie

maximum constiner benehis,

s Political

e

South Alrica’s role as a leader in Africa is expected 1o further cxpand. Conswiners i

source markets such as the USA and Furope are constantly exposed 1o conflicts in
central Africa and rescarch indicates that South Africa 1s often (mistakenly) perceived
by the average restdent ol source countries to be dircetly allected by such conflicts.

#» The posttive publicity opportunities following  the  political _miracle of 1991 wre
decreasing and an aggressive marketing effort will be essential o compensate Tor this
change.

o Social
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Tourism is increasingly bemg recognised by the Government, Labour and 1he private

secior at large as o major cconomic contributor,  Tlowever, awareness amony the

population at large is still limited and tourism has been slow in_gaining aeceptone: ad

support of the majority of South Africans.

There is an increasing global awarceness, in particular in the Northern Tlemisphere

source markets. of the need for environmentally _and socially responsible tearisio

praclice.

The new gencration ol tourists are mature travellers and are secking an juicisive
experience (exploring culture, nature, lifestyles, entertainment, cte.) rather than il

somewhat superlicial traditional itineraries.
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Competitive \
environme:it

As indicated in a previous scction tourism should be market driven.  To achieve this
compelition should be encouraged within the industry. while addressing arcas where the market
has fatled or has not been effective. The following strategic guidelines are gimed at achicving a

compcetitive, but responsible tourism environment:

Strategy 1:  Keep the industry market driven and deregulated as far as possible

Tourism is a highly competitive industry and thrives on free market principles. The industry

should be deregulated where possible and {ree commercial activity should be encouragaed

>  Commercial pricing should be guided by marker conditions and government should not intericre in

product pricing.
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>  Regulation should be limited as far as possible and proposed regulatory mechanisms shonld he
thoroughly investigated and assessed. These should be aimed at protecting tovnisis from

unacceptable business practices and poor services standards.

#  The growth in tourism could lead o price increases in entry fees to public recrcation arcas and
atlractions, thereby depriving locals of afTordable access 1o such vesources. Divcounted enfrance

Jees during periads outside ol the peak international tourist season should be strongly enconraged

»  Every clfort should be made to convinee the national civil aviation authoritics of a flexille aviation
policy that allows lor more direct flights 10 the Western Cape and establishing a competitive
aviation environnieni. For Western Cape tourism o grow it is vital that adequate Tight capaciiy
exists 1o carry tourists to the arca. that tourists are provided the opportunity (o [Ty directly 1o Cape

Town from international destinations and that competition among airlinegs is encouraged.

Giiven the integrated nature of the tourism industry, Western Cape Tourism will only suceeed il

the private industry. public sector and community work in true partnership.

Strategy 2:  Establish public-private partnerships and collaboration

»  Western Cape Tourism should invite privaie sector associations to participate in its varions project

working groupy and should consult the private sector when devising programmes and campaiens

¥ Wherever possible provincial marketing campaigns and initiatives should provide opportuiitios for

private product participation.

= Private sector bodies should invelve the appropriate goverament agencies when deliborating on

tourism policics and planning ahcad.

Y

The provincial tourism authorities should regularly meet with the organised componenis of the
hroader business community o discuss strategic matters.  Such meetings should include
representation ol key  business leaders, relevant business associations, governmental {onrism
agencies and non-governmental organisations and should serve as a platform for rassing and

debating key tourism policy and strategy issuces.

One of the most mmportant advantages ol the tourism industry 1s its capabiliny of

accommodating Small Mcdium and Micro Enterprises (SMMIs). The past S yvears have scena
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huge growth in new tourism cnterprises such as small accommodation cstablishments tour
operators, tourist service providers, ete. [t is important that the spirit of entreprencirship he

encouraged and stimulated.

As indicated in an carlier section it 1s clear that the tourism industry has been skewed by past
policies in favour ol white owned businesses. Special measures should be instituted o reinedsy

the situation.

Strategy 3:  Promote entreprencurship, with a special emphasis on marginalived and

disadvantaged entreprencurs and communities

»  SMMES require special attention and assistance 1o enter the industry.

# A tourism enfreprencurship programme should be established at provincial level. Such programme
should provide infermation, training, advice and financing channcls (o new lourism enterprises and
should work closely with the many existing business development organisations. local {ourism

organisations and other imtiatives that already exist in the provinee,

> Tourism programimes and campaigns should provide special opportunities and coaditions for
partivipation  of  disailvantaged cmtrepreneurs and  communities (sce product deselopment

strategies).

> Special marketing  assistance programues should be established to facilitate sccess 1o the

marketplace for disadvantaged cntrepreneurs (see marketing strategics).
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Approach and principles

While the Western Cape and its regions provide experiences that should be clearly difTerentiated
from those offered the rest of Seuth Africa and the world, consumer deciston-making processes
and cconomnties ol scale should be considered when devising and implementing the marketing,

strategy. The following are recommendations in this regard.

Strategy 4:  Focus on the lucrative end of the international market and provide offoqdable

fravel oppartunities for domestic tourists

» Given the vision of a high quality tourism destination that oflers environmental integrity and a
special tourism experience. the emphasis should be on aftracting the lucrative end of the
international tourismi market. 'The provinee should differentiaie itsell” from other international
destinations by emphasising its wnigue. high quality travel opportunitics. Valae for money, raher

than a price-bascd strategy shoultd underpin the international marketing thrust.
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= This implies that, gencrally, the international marketing strategy should be aimed af the discerning
section of the marhet, in scarch ol a tailor-made packages ol high quality trivel opportimies. vather

than the mass international tourism market.

B

r  Affordable tourism resorts and camping areas capable of accommodating large sumbeis of
domestic tourists at affordable rates are essential to capture and grow the domestic marhor. 1hese
facilities should include a strong entertainment component (playgrounds, indoor entertainment fake-
away restaurants, z00s, cte.), good public amenities (life guards. taxi ranks, ablution acilities. elc))
and provide information on the environment of the arca. Such markets should be devetoped with

care and their impact on the envivenment and tourism image of the provinee should he monitored.

Strategy 5:  Compliment the national (Satour) marketing programmes in targeting the

international market and compete provincially for the domestic marhet

Y

It is acknowledged that the majority of international keisare travellers arc faced by a large number
of destination cheices. International visitors should first be enticed 10 come to destingtionn South
Africa, wherealter they should be guided by provineal initiatives to spend the largest share o therr

holiday in the province.

Y

In view ol the above the Western Cape should position itsell” as part of the South African “siable™
and where possible stiould anly venture inlo the international marketplace, i1t is done witli/in

support of or in conjunction with Satour.

# In supporting Satour’s initiatives the provincial empliasis should be on creative pachaging ol travel
opportunitics in order to increase the kength of stay and expenditure ol international visitors i the

Western Cape, once they have decided to come to South Africa.

> Regional and local tosrism agencies should not venture into the international market 10 conduct
generic marketing of their arcas. Thetr products and experiences should be packaged as part of

provincial marketing initiatives in support of Satour marketing campaigns.

» The Western Cape should compete vigorously with other destinations for the largesi possibic share
of the South Aflrican domestic market,
Strategy 6:  Initiate collective marketing opportunities to combine the efforts of the private

sector, regional and local tourism organisations
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> Livery cffort should be made to devise provincial collective marketing opportunities \hat allow lor
the participation of regional and local tourism organisations, in order (o impact substaniiaily in the
marketplace and optinise resources and funds. Joint planning ol the marketing initiatives shoatd be

cncouraged and duplication should be avoided at all cost.

» Generic marketing initatives should tacilitate opportunities for private entreprenenrs to scll their

products ander the “umhrella™ of the generic marketing programme,

# This means that Western Cape Tourisim should provide a “mena™ of tactical inielcting
opportunities for private businesses when planning and exceuting generie marketing nnitinines.
These could include attendance of exhibitions, participation in journalist and media progranmies,

markeling publications, electronic “tools™, industry workshops, advertising campaigns. cte.
Competitive positioning, branding and imagery

Given the analysis ol strengths and opportunities and considering the advantages of the Western
Cape relative to its competitors, the competitive positioning should be based on the following

coneepts:

(o The foundation/root of the African continent “Gateway (o Africa”
o An arca that has ulways played a central role in South African history:

o Nutural and scenic beanty par excellence (mouniains, oceans, botanical gardens, wine
Jarms. caves, forests) and a cultural diversily that reflects the unique Soutly Afric.a history
and provides a multitude of culinary. music and religious experiences:

e Ultimate relaxation and enteriainment  vibrancy, warmih;
o Owtdoor activity paradise;

o (lean, healthy and hospitable;

o High quality services and infrastructure that work smoothly;
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Given these [actors the following positioning statement is proposed. based on the plirase coined

by Sir Francis Drake:

Explore Africa’s fairest Cape
It 1s vitally important that the Western Cape be branded by means ol a strong, single imige

In view of internationally known products and images such as “Cape Fruit” and “Cuape
Wine” it is proposed that the “Cape”, rather than the “Western Cape™ be used as a marketing
brand name for provincial toarism. In accordance with this approach the marketing identity

of the Western Cape Tourism Board should be changed to Cape Tourismn,

The following logo has been adopted by Western Cape Tourism as the tourism brand image ol
the province. Should the marketing identity “Cape Tourism™ be accepied. the logo will be

changed accordingly:

WESTERIN CAPE TOURISAM

By using a varicty of colours in combination with the national icon. Table Mountair. the logo
depicts the diverse charm and beauty ol the provinee. The area oflers physical. geographic and
cultural diversity.  The warmth and light of the sun are symbols of hospitality, feisure
opportunities and an open and welcoming society.  The waving colours at the bottom of the

logo depict the diversity oflered by the vanous regions ol the provinee.

Table Mountain also embodics a “sense of pluace™ for the various cultural groups represented in

the Western Cape and serves a symbol of the cultural diversity of the people ol Africa.
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Strategy 7:  Promwole a single provincial brand — Western Cape “incorporated™ witlin the

national branding.

#  With regard to intermational positioning the Western Cape should link to the Sowdl African
branding., i.c. the provinee should not be isolated from the national brand but should he clearly

pusitioned as the preferred destination within the South African “stable™.

r  The various regional aid local tourism agencies in the province should promote the poovinciol
brand.  Where agencies have developed their own corporate brands, these should be used i

conjunction with the provineial branding,

Y

Stakeholders not directly involved in tourismr who promote the province or generic products of the
province, such as inward investment programmmes, wine, fruit, fshing, banking and others shold be
eicouraged to promoie the provincial brand image, which should appear in conjunction witli then

own corporate images on merchandise, promotional material, cte,

# The provincial brand and imagery should reflect the unique contribution of the Western Cape to
the herifage and cultural diversity of Sowth Africa. The historical development and influences of

all cultures should be reflected in the way the provinee is projected.

Y

Cape Town is a well-hnown brand name and should be strongly positioned as a magned and
gateway within the provincial branding. Tourism agencies in the greater Cape Town arca should use

a single destination name. namely “Cape Town™.

Target markets — the 5 “E’s”

The generic branding of the provinee should be underpinned by targeted marketing: ciionis.
These should be based on eftective segmentation of the marketplace (o ensure the optimisation
of our comparative advantages and the most effective application of resources. The
segmentation approach adopted should be market driven and should focus on consumer

preferences that could be Jinked o the products and attractions on offer in the provine.

Since consumers are primarily in search of experiences, whether these are leisure, husitess

or family related, preferred experiences are applied as a point of departure for segmentation.
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The following segments are proposed (see detailed segmentation in Annexure A):

r  Experiencers
Want an introductory overview and fairly superficial expericnce ol the destimatton acd ils o
attractions within a limited time period,  These include the Ieoseers, Sichiscers, Sacialivers,

FEcotourists, and VFER s,

Y

Explorers

Want to have an intensive expertence., travel 1o lesser-known arcas. risk more, “rough it gp™. cotting

“behind the scenes™. Sub-scgments include Backpackers, Truilers, Adventurers, Heritaoe Huniers

and Special interest niches.

»  Entertainers
Want 1o relax in o a limited action, entertaiing environment.  Sub-segments are S & serfers,
Shoppers, Food & winers, Music & theatre fans, Romantics. Night lifers/ravers.

r  Engagers
Primary reason for visit is to meet a particular party(s) 1o build relationships, exchange common
ideas and conduct business - could also engage in various other activitics. They include Busdness
travellers, Officials, Politicians and Academics.

= Eventers

Visit arca to partake in an organised eventl. These mclude Sporislovers, Culturctovere Festival

gaocrs, Conventioneers, Incentives.

While all of these sepgments are of value to the provinee it 1s evident (rom the preceding anmalysis
) o s
that, based on our strengths and opportunitics the following Aey farget markets <hould be

pursucd:

Strategy 8:  Aggressively target the established “experiencer” and “entertainer” market

segmenly and develop the new “explorer™ and “eventer” segments

> The “experiencer” and “entertainer” scements deliver the bulk of tourist numbers 1o the provinee.

They should be nurtured and aggressively targeted as the cestablished —cash cov ™ o the
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international and domestic markets respectively. Every eftort should be madce o further develop the
existing attractiveness ol the Western Cape m respect of these scgments. Sinee the products thad
appeal to them are well-cstablished in the marketplace, constant efforts should be made 10 devetop
new atiractions and (o improve existing attractions.

# The “explorers™ and “eventers” should be targeted as the most important mew growtl scoments. A
concerted effort should be made to aggressively promote the existing attractions and 1o des clop th
many latent opportunitics.  Such promotion will require improved identification, development.

packaging and exposure of products, which appeat to these scgments.,

»  Concerning internationdal, domestic and intra-regional markcts, the following segments ~hould be

largeted:

MF 23/8



~ MARKET

International

Priority focus areays:
= UK

= Germany

= [Benclux

= USA

=  France

= SE Asia

Emerging focus areas

= South America

= Asia (China, Japan)

= Rest Furope {Spain,
ltaly)

=  Scandinavia

*__Australasia

Domestic
Priority focus areas:
= (auieng
= Jree State
= Kwazulu Natal
=  Eastern Cape

Emerging focus areus
= North West,

= Mpumalanga,

=  Northern Province
| Northern Cape
Intra-region

The market above-mentioned scgmentation  acknowledges  that tourists

Experiencer

»  Fconcers
F  Slahseers

r  bcotourists

~  Sightscers

*  Ecolounsts

»  Sightscers

r VIR

e

”~

PRIORITIES
FSTABLISHED MARKETS

Intertainer

Food & Winers
Shoppers

Sunt & Surlers

Sun & Surfers
l'ood & Winers
Music & theatre
Night lifers

Romantics

Music & theatre

Shoppers

Night lifers
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PRIORITIES

Explorer

Backpackers
Heritage hunters

Specialists

Trailers
Adventurers

Specialists

Trailers

Adventurers

NEW GROWTH MARKLETS

Eventer

= Sportsiovers
= Conventioneeis

 Incentives

= Sporisiovers
»  Culture lovers
»  Festival goers

Comventioneers

A

Sportslovers

Cultore sceclers

Y

»  FPestival poers

plan their visits

according 1o expericnees sought, rather than bureaucratic arcas as defined by local and vegional

M

authority boundaries.

regional boundarics.

F 23/8

The products that comprise such experiences are ofen locaicd across




48

Strategy 9: Package tourism themes and magnets in the form of suggested routes and

itineraries in pursuit of target market segments

# In generically positioning the provinee, the magnets and themes offered in the various geographic
regions (c.g. the “Cape Metropole™, “Overberg™, “Breede River Valley™, ete.) should be colfectively

promoted and packaged in an integrated manner.,

- Destinatton magneis are location specific and could include tourist attractions that are uaigue
to a particular destination such as evends (sporl, cultural, cte). conlerences. major cultueat and
environmental attraciions, beach & resort arcas and icons (‘Table Mountain, Cango Caves, V&AL

Kirstenbosch, Robben Island. cte.).

- Tourism themes are cross-cuffing and could include genceral scenic beauty, food and wine
lasting, arts & culture, adveture, cco-experiences (flowerwaiching. whalewatching, sti-oazing.
birding. cte.), truiling (hiking. horseriding. 4x4, mountainbiking), backpacking. heritage
experiences (mission stations and slave trade, ete) and a large variety ol special inferest

aclivities.

» The tourism magnets and themes should be packaged in the form of suggested travel routes and
itineraries ol various lengths and duration. The routes could cross over bowdaries nind should
highlight the key attractions associated with particular themes. "This concept will Bacilitate the
marketing ol particular generic travel packages and will allow opportunitics for regional micpiation

and incorporation ol private products.

= Special generic marketing campaigns should be launched (o establish awareness of new travel
opportunities andi/or rectify wrong perceptions/imbalances c.g. Winler scason events and iheme
strategy 1o counteract down scason: explorer campaign o highlight hinterland and conveanity

atlractions, ¢lc.

Marketing mix

The matrix contained in Anpevure B provides a guideline with regard to the proposced
£ 2 !
marketing mix per market segment. It is acknowledged that circumstances differ among

locations, target audicnces. ete. and that these guidelines should not be rigidly applied.
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Developing our resources

The concept of tourism development is olten misconstrued and misdirected and very olien
addresses a limited component(s) ol the overall spectrum of tourtsm resources. The 1ollowing

guidelines are central to the tourism development strategy:

o  Tourism development (s an inlegral part of the overall tourism value chain and 13 simied at
producing a total experience that is most appealing (of most valuc) to our target audicices,

more so than those of our competitors.

o Fhis implics that o market driven approach 1o tourism development should be followed.
basing development programmes and iitiatives on carrent and potential market trends

and requirements.
e The (olal experience includes:

< appropriate (ourisim products _and  services that are ol dircet value to the touris

(attractions and commercial “plant™).

s relevant support svsiems that are in support ol the tourist products and services and are

indirectly experienced by the tourist. These include:
»  service quality levely (human interfaces and operating standards)
» jmtangibles such as safety, enviconmental integrity, general destination upheop. ele.

= tourism related infrastructure (public transportation, roads. utilitics. rowd  signs.

4ceess to information, ale.) and

= (ourism information nebworks and systems (information oflices, ¢lectronic aceess.

market intelligence. planning information, cte.)
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Stm!eav 10:  Formulate an .'nleamterl spat.-al tounsm deve!apnwuf fmmewm‘ﬂ

» Basced on the markei scgments identified in the previous scction, a provincial spatial fourivi
development framework should be formulated. The framework should serve as a gedde (not a
blucprint or masterplan) for establishing tourism development priorifies and should map potential

tourism development arcas and routes,

r The framework should idenrify fourism products (attractions, investment opportunitics. cfe. ) and
support systeary {scrvice quality challenges. mfrastructire priovities, intangible facets, inforation

systems) to be addressed incthe priority arcas.

Product development

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

Institutional
and financial
structures

Marketing - positioning,
Developing products | . | pm’:{"’“?”& o Od{gf
- cuftural, built, natural, g ‘?jg eagmg’ prace
efc. ———
. 2

Prowd.-ng support systems - Competilive

human resources, intangibles environmeiit

(safety, environmental quality,

etc.), public infrastructure,

nformahon systems related

Market growth is dependent upon the maintenance and enhancement of tourism products,
These could be divided into two categories, namely a/tractions (the primary molivators of a

tourist visit) and plant (commercial facilitics that support and enhance the expericnee)
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Attractions

The market priorities identificd in the previous section should be complimented by v range of
fourism attractions that promote the strengths and opportunitics of the Western Cape. These
attractions should constantly be timproved and expanded (o cnsure that the provineial product

basc remains attractive and sought afier as the priority market segments grow.
The Unigue Selling Points o the Western Cape are:

e The sical  environne mygue  combination  an anee  scenic beauly, coastiine.
I'he physical  environment (uniqu mbination and rang ¢ beauty t

topography and vegetation)

o The cultural diversine (unique cthnic. religious. language and lifestyle diversity and

heritage)

o The “Spirit of the Cape™ (as embodied in the free lifestyle. culture of outdoor lTiving. and

relaxed atmosphere)

Srrategy 11:  Promote Unique Selling Propositions (USP’s) and initiate special attraction

development programumes to compliment these

7 Special attraction development programmes should be established to pursue the developiient of

tourism attractions relating to the USP's,

> The programmes should be aimed at both coastantly improving and maintaining the key ricgnets
ficans}) of the provinee and developing new attractions in accordance with the requirciments of the

new growth markets,

v

Such programmes should imvalve the widest possible range of related government departinents,
agencics, NGO™s. CBO™s and private sector organisations that have a stake in the proposed

developments,
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> The follawing programmes should be initiated:

- A heritage toarism programme, including the identification and development ol hastorical,

cultural, and socio-political assets. arts, crafts: music and social inicraction.

- A eco-tourism programme, aimed at developing the many underexplored conservation arcis and

parks in the provinee.

- CAn gdventure fourism programine, including the development ol a trails network (hikig. biking,

4x4, horseback) and other adventure tourism opportunitics,

- A events towrism programme, aimed at increasing the number and extent of spori and caltura!

events, conventions and mecting and the tacilities required for this purpose.

= Workgroups consisting of relevant rele players should be established to spearhead and implemeit
the various programmes.  Such workgroups should identify specilic pilot projects within cach

[

programme and allocate a “champion™ (o spearhcad these projects. The various regional and local
tourism co-ordinators and relevant government departments should be involved where appropriate.
The successes emanating from the pilots should be applied to simifar circumstances elsewhere mihe

provinee.

Strategy 12:  Improve  the participation  of local communities  (particularly  those

marginalised) in tourism development programmes

> A key objective/element of such projects should be to improve participation, ownership and
entrepresenrship in wurism among local (particularly rural and disadvantaged) commisitios,

therehy stimulating employment.

F A structured and planned procesy should be followed Lo pro-actively identify Tocal assets ihai couid
compliment the programmes identitied above and (o facilitate the participation of marginalised

communities in developing these.

»  Appropriate financing and funding mechanisms, including the establishment of a provincial
Tourism Development Fund (refer 1o scction on lunding and financing) should be pursicd to

facilitate the development of new attractions in accordance with the above mentioned thrusts

Commercial plant and services
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Whilce high quality tourism attractions are essential to ensure tourism growth to the provinee,
visitors need to be offered a variety of commercial support services to facilitate their expericncee.
“Plant™ includes all comumercial “hardware” in support of the various attractions. | hese
include accommodation. rental vehicles, coaches, conlerence and events facilities, campsites,
day-visitor facilitics. restaurants, entertainment facilities, ete.  In addition 1o plant. visitors
require commercial services such as tour guiding, tour operating scrvices. foreign exchange,
reservation facilities and a multitude of other services {(medical, personal care. cte.) o make

their stay enjoyable.

The provision ol such commercial opportunities oflers a substantial source of Forcipn Direct
Investment Lo the provinee and facilitates job creation and economic growth.  Investinent in

such facilitics needs 1o be encouraged.

In accordance with (he requivements ol priority market segments  (Cexpericnoers”,
“entertainers”, “explorers™. “evenlers™) priorities for plant expansion include: world-class
conlerence and exhibition facilities; cco-lounsm facilitics in and around conscrvation arcas:
high quality coastal lourist resorts; adventure tourism facilities (trails, backpacking lodges. ete.)

and facilities/services to expose visttors to the cultural diversity and lifestyles of local people

Strategy 13 Promote appropriate investmient opportunities and esteblish incentives to

stimulate investment in underdeveloped ureas

> A toarism investment promotion package should be compiled 1o provide potential inve<tors witl
the required information, comprising a dafehase ol tourism investment opportanitics relevant
tourism statistics and appropriale invesiment promotion materiaf.  The investiment promotion

initiative should be led by Wesgro in association with tourism authorities.

#  While commercial tourism expansion should be based on market feasibility. it should be
acknowledged that certain areas with tourism market potential have not yet developed s tourivim
zones. Local and regional authoritics should consider special development incentives of linited

duration to stimulate commercial development in such areas.
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> The development of local tourism attractions should lead to the cstablishment of new torism
businesses and attractions development programmes showld include a business developiient

component.
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Tourism support systems

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

Institutional
and financial

structures colla{)’orraﬁon 'T ]
Developing products Marketing - positiching,
- cultural, man-made, promaotions, product
environment, efc I packaging, place &
price

Providing support systems —
human resources, intangibles
(safety, environmental quality,
etc.), public infrastructure, e
information systems, related
industries {retail, agriculture,
ete )

Competitive
environment

While tourism products arce dircetly experienced and consumed by visitors these need o be
complimented by a range of indireet systems and facets that are vital to Tacilitating an enjovable
and hassle-rec experience. These support systems iclude service quality fevels thuman
interfaces and operating  standards), imtangibles  (salety. environmental integrity. wencral
destination upkeep). tourism related infrastructure (public transportation, roads. utilities, road
signs, ete.) and tourism information networks and systems (information oflices, clecionic

access, market intelligence, planning information, cle.)

Service quality levels

Duc to tourism consumers purchasing and utilising the tourism product at the source. they do
not only expericnce a completed end product as in the case of manulactured, export goads The
quality of the tourist expericnce also includes elements related (o service quality, such as the

quality of customer care (human interfaces), operating standards and a varieiy of
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“intangible” facets. c.g. visitor safcty. environmental integrity and general cleanliness and

upkcep of the destination.

Customer care and hospitalify

As in the rest of South Alrica the skills base and productivity levels in the Western Cape need 1o
be improved in order (o be globally competitive. Since travel and tourism is all about relas ation
and access (0 special experiences, personal service levels and customer care comprise impoitant
parts of the tourist value equation.  This requires a culture and tradition ol good serviee,
appropriate language and communication skills and a good understanding of customer relutions

among those who come into contact with (ourists.

In addition, core hospitality skills such as cleaning. waitering, cooking, reception services, cte.
are prerequisiles tor most tourisim jobs and the expansion of appropriate skills in these arcis s

fundamental to job ¢rcation in tourism.

Strategy 14:  Launch provincial tourism awareness, education and customer service

programmes

= A large-scale provincial castomer care programme should be launched. Such programme shouald
include a basic exposition ol the nature and importance of tourism as well as the basic rules of
customer treatment. 1t should be oifered to all Tront-line staff who interface with touri~ts.  1he
course should be promoted 1o staff of fourism enterprises and afl businesses that render o service
fo tourists along (he tourism value chain such as emigration ollicers, information  staff
drivers/operators of” public transportation, banks. petrol attendants, police. retail salespeople in

tourist areas, and various others,

v

The citizens of’ the Western Cape, in particular the youth as the future custodians of the industny
nced to be made aware of the value (cconomic and employment generation) of towrism. -l foarisem
awareness progranme should be established to communicate the tourism messave in schools and
relevant institutions. 1he responsibilities of the general public to ensure the safety of visitors.

proteet the environment, not litter, act hospitably, cte. should be emphasised.
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> The current national pilot programme of including rourise in the senior schools corricolun: ~hould
be expanded in the provinee and efforts should be made (0 create an awareness of fourism among

primary school pupils.

#  Fair fluency in English is a minimum requirement for those who deal with tourists and special
efforts should be made to ensure that front-line stall of tourism and related service companios are
able to speak and understand English. A basic understanding and ability 1o speak other Linonaoes

such as German. French and Spanish should also be encouraged.

» The tourism industry should co-operate closely with health authorities to ensure that tourism s
included in HIV/Aidy awareness programmes and that adequate tourist information is pradiced 1o

inform tourists about the status and threat of Auds.

Strategy 15:  Establish tourism skills development programmes

r A consolidated tourism skifls development programme should be cestablished that includes the
various training institutions in the provinee such as Technicons, Universities and Private Colleges. Tt
should be aimed at creating a highty skilled tourism workforce and monitoring service lovels and
should link up with the plannced national training institute (SATH and the Scetoral Lducation and

Training Authority lor tourism (SE'TA).

Y

Since tourist guides are olten the most direet source of inlormation to tourists, it is vital that they are
professicnally trained and that they perform according 1o a clear and measurable code of conduct. A
provincial fourist guide development programime should be established fo train and register tour
guides in accordance with the national tour guide regulations and to fucilitate access ro the

industry (or previously disadvaniaged tour guides.
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Operaling standardys

Since tourists travel infrequently to tourist arcas, they are not 1n a position Lo apply consuniet
pressure to cstablishments and enterprises that do not perform according 1o expectaiions.
Appropriate regulatory measures need 1o be istiuted to guard consumers against unaceeptable

service standards and misleading advertising,.

Strategy 16:  Legislate a compulsory registration system and acknowledge credible voluntary

grading systems

» A compulsory regisiration system should be legislated according to which all tourism businesses
nced 1o adhere to basic entry standards pertaining to health, hygiene, safety and truthful adveriising
betore qualilying [or registration with the provincial tourism authority.  Only registered business

should be allowed to opuerate and (o display the provincial tourism insignia.

»  Provincial promotion campaigns and materials should ackrowledge the service standards ol

businesses that belong to credible voluntary grading systems.

Intaneible resources

Whilc tourism attractions, commercial products and service levels are direetly mweasurable
components of the tourist expericnce. certain facets of the overall expericnee are less tangible
and directly measurable. Towever, these olien have a very profound clfect on the quality ol the
cxpericnee. Such intungible facets include visitor safety, environmental impact/inicgrity and

general destination upheep.
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Strategy 17:  Acknowledge and treat tourism safety as a key priority

> The perceived and real threat of criminality against tourists should be acknowledged as the most

important short term threat facing (he South African and Western Cape tourism industrics.,

A tourism safety progranme should be initiated by provineial and local governments {6 safcauard
tourist arcas.  Such programme could include the expansion of the surveiflance camera neiwork,
appropriate signage fo indicate suggested tourist routes and a special force of tourist potice (o

patrol tourist arcas.

» It would be most appropriate (o identify priority zones Tor the application of the safety programme
and 10 commence the programue at a local (“precinct™) level. Vhe programme should combine
and co-ordinate the c¢fforty ol the SAPS, private sceurity companics and citizens in order (o develop

successtul working models that can be replicated in other arcas.

» The current visible policing capacity could be supplemented by the Community Patrol Officers
spstem and consideration should be given (o private property owneers fimancing such supplemcntary

COsls,

» A public awareness programme should be initiated o counteract negative pereeptiots about {enrism

safcty and communicate a balanced state of alTairs.

# Tourism authoritics should co-operate closely with existing safety and security forums and
organisations invelved in safety and sceurity initiatives, (o ensure that tourist safety forms part of the

core sceurity strategy of the province.
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Strategy 18:  Actively encourage sustainable tourism practices and promote general

destination upkeep and cleanliness

» In all tourism developments, the requirements of the National Environmental Managemnent

legistation should be adhered to.

> The tourism industry showld be continuwously informed of global hest practice concoimnme
environmental management and responsible tourism development and should be enconraged 1o

pursue such praclices.

Local tourism bureaux should (il a watchdog role in monitoring the general cleanliness and

Y

aupkeep of their destinations and to infornt local authorities of required improvements,

» Initiatives should be launched to enlist the support and assistance of the general popudation in

monitoring their environment and keeping it free of pollution and grime.

Infrastructure

No tourism market can be developed in the absence of appropriate infrastructure to cnsure
access 1o tourist attractions and accommodate the basic needs of visitors.  Tourism iclated
infrastructure includes a wide range of facilities ranging from access roads and  public

transportation to ablution lacilities and waste bins.

Strategy 19:  Assess tourism related infrastructure requirements and facilitate/lobby for the

provision of such

» Based on the requircments of the target markets and as part of the spatial development framework. a

thorough evaluation should be conducted of tourism related infrastructare in {he proviney,

r Such assessment should include (he wentification of under-utilised public asscts, access roads that
need to be improved to facilitate tourist movement. gaps in public facilities such as ablution

facilities, parking. cte.. road signs and public transportation facilities.
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R - - . - ~ . .
# The identified infrastructure gapy and requirements should be communicated and promoted 1o all

relevant authoritics.

Information and communication

-

The “explorers™ and “eventers”™ as new growth markel segments are in scarch ol tourism
products that arc generally not available in the traditional travel packages and itinerarics.  As
has been indicated in previous sections these new themes and magnets need to be provided o
tourists in the form of suggested routes and itinerarics. Tourists should have casy aceess to such
information in order to plan their journeys in advance and to find suitable information while
travelling. "This implies that information technology and networking will play an increasingh
important role in travel planning. In addition, the tourism industry needs to remain in tune with

global and local market trends and requircments.

Strategy 20:  Develop ua state-of-the-art, integrated provincial tourist information, road

signage and tourism statistics system

»  Anintegrated provincial tourism information system should be established. Such system should be

managed by the provincial tourism authority and should, inter alia:

- Belinked to ithe nationad information sysienr that is operated by Satour;

- nctude all relevant information relating 1o tourism products and services, support sy sicms.
market trends and requirements, ete.;

- Provide an electronic informcation exchange network between the local tourtsm burcaus and the
provincial information database and system;

- Be comprised of an appropriate. mudti-dimensional user access sysfem, including seoeredited
tourist information offices, road signs, guides and maps, World Wide Web, GIS and other

media.

# An emphasis should be placed on ensuring appropriate and user-friendly road signs, as an integral

part of the tourist information networh. The tollowing aspects should be attended 1o

- Simplifving the curvent road sigas manuals and specifications 1 order (o cnsure applicability

and easc of communication
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Formalising application and approval procedures and communicating these to all partics

involved in road sign approvals,

Listablishing regional road signs commiitices 1o lacilitate and approve road signs, involving the

regional road authoritics, regional tourism offices and private seclor,

Conducting a thorough «idii of the provincial road signs network in order o identify flash

points (problems and opportunities) and systematically addressing these,

> A verificd and appropriate database of tourism statistics should be established in order to monttor

market trends and performance

Mechanisms should Lo devised o measare the econoniic impact and performance of tourism.

These could include a provincial tourism satellite account. tourisn performance barometer, ele
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Institutional and financing structures

Institutional
and financial
structures

Encouraging competition -
market driven business
environment, entrepreneurnal
culture, partnerships and
collaboration

Marketing - positioning,

Developing products - promotipns, produci
cuitural, buift, natural, efc. ——— - »| packaging, place &

price
v

Providing support systems —
human resources, intangibles,
public infrastructure, information
systems, related industries (retail,
agriculture, etc.)

Competilive
environmetit

The implementation ol the proposed strategy requires substantial institutional support and

financing.
Institutional arrangements

The current situation

The Constitution determines tourism as a Schedule 4, concurrent legislative competence. which

means that national and provincial governments jointly have tourism power;

It implics that the provincial sovernment has the power to structure and arrange tourisim i the
=
province, but that in domyg so it should adhere to the principles of co-operative governance.
Provincial legislation should therelore not be counterproductive, or jeopardise the national
J

economic inferest.

Local authorities do not have legislative and/or regulatory powcers pertaining to touristr, but

tourism is a local authority function. Local authoritics are important contributors (o fonrism
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success, in accordance with the community-driven tourism philosophy. Their efforts should be

co-ordinated within the provincial fourism strategy.

At provineial level the Western Cape ‘Tourism Act (1997) provides the guideline according to
which the local. regional and provincial tourism scetors in the provinee are structured. The Act
stipulates the establishiment of” The Western Cape ‘Tourism Board, cight Regional Tourism

Organisations (R'10’s) and Local Tourism Burcaux (LT3 s) in cach town.
The current institutiona! situation could be summarised as follows:

* Inaccordance with the Constitution, the current Western Cape Tourism Act (1997) provides
[or the establishment ol a statutory provineial tourism ageney and regional and local tourism
organisations o conduct tourism marketing and development. While the notion ol local
involvement in tourism management is sound, the present legislation has a number of major

shortcomings, including the following:

> Too many ticrs ol government addressing the same key performance arcas. resulting in

duplication and lragmentation ol resourees;

» Conlusion among clients and target audiences concerning the essenee of tousism

marketing and development messages.

# The full responsibility for tourism development being landed on Regional Vourism
Organisations (R107s) and Local Tourism Burcaux (1.1Bs), with these bodics not

having the capacity and [unding to [ulfil such responsibility;

# The responsibility for development and maintenance of infrastructure and public tourism
altractions being removed rom the local government tine function to the RTO and 113,

rather than being integrated into the integrated local development plan.

The approach followed here is that ~structure should follow stratepy™ and therefore the

oo

following suggested institutional structure is aimed at giving cilect to the strategy.

Proposed public sector institutional structure for Western Cape tourism
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N National Dept of MIPTEC: Minmec Inter Satour
A Pl Environmental Affairs [—  Provincial Technical (South African S
T and Tourism Committeg, of officials Tourism) |
i ) el ] -
’z MINMEC: TOURISM
A (forum of national
b Minister and MEC’s)
I Tourism Forum of
P MEC b
; MEC and District/
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5 . pality paty -

Arrangements at National level:

»  The Minmec: Tourism is a meeting of the national Minister of Environmental Affairs and Tourism
and the provincial Ministers for Tourism that discusses and agrees on national tourismr policy
matlers.

»  The Miptec: Tourism (Minmec Inter-provincial Technical Committee) is a meeting of national and

provincial tourism officials (heads of government tourism departments and CEO™s o tourism
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authorities) that co-ordinates provineial and national tourism affairs, in preparation and support off

the Minmece: Tourism.

» The national Department of Environmental Affairs and Tourism is responsible for national tourism

policy, regulation and development,

Y

South African Tourism (Satour) is responsible for international marketing of South Afvica and for

information management. in consultation with provincial tourtsm organisations.

Proposed arrangements af provincial level

»  Elfective co-ordination mechanismy should be established hetween the provincial, reeional and
local tourism functions in order 1o ensure syvnergy of effort and resources. The varions (ourism tiers
should compliment one another, cubminating i a strong and elfective provincial {ourism

development cltort.

v

[t is vital that tourism be acknowledged and managed as a priority at political level. Fothis end it is
propesed that the provineial Mmister responsible for Tourism i the provinee shonld establish a
Ministerial Tourism Foram where he/she can meet with the Chairpersons of the Districr and
Mectropolitan Councils and voluntary Regional Tourism Associations on & bi-annual basis (o discuss

the tourism strategy for the provinee.

» The Ministerial Tourism Forum should be informed by a provincial Co-ordinators Comumnitiee
comprising ofticials of the provincial tourism authorities and the District/Metropolttan foarism co-
ordinators. 1t should mect regularly to discuss and agree on co-operative Lourism prograntines and

stratcgics.

» The Tourism Directorate in the Department of Leonomic Aflairs, Agriculture and Tourism ad the
statutory tourism authority (Western Cape Tourism Board}, should be responsible lov formalating

and executing the tourism policy and strategy. Their proposed roles and functions are a- follows:

TOURISM BODY GOVERNMENT
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Westerin Cape Touvism Board Lrovincial Government
» Guide and lead the implementation of the provincial #  Formulate, publish, legistate and monitor the
tourism policy and stralegy. provincial tourism policy and sirategy. i
!
» Co-operate with Satour in generically marketing (he »  Provide funding Tor tourism promotion and :
province internationally as a key part of the South development and monitor the application of sn¢h,

African tourism product. . . . .
) P »  Work with national safety and sceurity depavtiments

» Gencric marketing of the provinee domestically. and bodics Lo address tourism safety and securiiy

r Work with regionat co-ordinators and 1LTB™s in = Upkeep and development of provineial pubfic tonis
packaging new themes, routes and experiences, altractions (c.g. historical, cultural. envirornientah.

¥ Devcelop a provincial marketing “toolkit™ that is = Provide public infrastructure

representative of all products, areas and towns. ) o . - . .
»  Provide public amenities such as parking, ablulion,

» Lstablish an integrated provincial tourism information public transporiation. etc. in support of the tonrism
system (including a network ol accredited mdormation industry.

offices) in conjunction with Regional co-ordinators, . . . L. . )

; »  Conduct spatial planning in support ol {ourism and

L'TB’s and private sector . - . .

allocating land and infrastructure for tourism
# Initiate provincial initiatives to raise the awareness and development.

understanding of tourism amony, the population at . . . . .

#  Lstablish a road sign plan and provide road sips-

large.

»  Maintain the general salety, upkeep. cleanliness and

> Manage and implement provingial tourism registration e . .
' beautification of the province.

and accreditation sysiems in conjunction with 1113 s,

Juint responsibifitios

# Formulate a provincial tourism development framework and work with Regional Co-ordinators, 1 TBs, private

seetor and all other relevant badies in developing new tourism products and attractions,

> Initiate basic training and cducation programntes to improve tourism knowledee and skills, within the Gramea ork

set by the Sectoral Education and Training Authority (SI'TA) at national level.
> Establish a tourism business advisory network to encourage and stimulate entreprencurship.

+ Establish provincial programmes 1o facilitate the increased participation of previously disadvantaged communities

and entreprencurs in tourisn.
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Proposed arrangementy af regional fevel

» The regional tourism function should be mainly a developmentaf one and there should be no

obligation to establish Regional Tourism Organisations.

» The tourism industry and Local Tourism Burcaux in an arca may decide to form a voluntary
regional tourism association. but such body should operate independently of government statuics w

finance.

+ Ihe regional authority (District Council) shoald establish a tourism co-ordinating function (o
atiend to tourism matters i the regional arca, as part of the mandate and core business of the
regional authority. This co-ordinating function could be performed by District/Metropolitan Council
employees only, or by such employees working in conjunction with a co-ordinating commitice or

board established and financed by the District/Metropolitan Council.

As the gateway to the province, the tourisn body for the greater Cape Town area requiics

special attention and the following proposals pertain:

» A single Tourism and Convention Burean should be established for the greater Cape Town

metropolitan arca.

» In addition to the functions of a tourism co-ordinator (similar functions 1o L'TRY, the Tourism and
Convention Burcau should have a sfrong Events and Convention Management focus and ~honld
arrangc and bid for major tourism meetings. events and conventions in the Cape Fown metropolitan

arca and ¢nvirons.

= Existing LTB’s in the Cape Town Metropolitan Area should be amalgamated into the Bwean and
could fulfil the role of information offices of the Cape Tourism and Convention Burcau, depending,

on their location,

# Until such time as the single metropolitan structure has been established, the Cape Metropolitian
Council and municipalities within its jurisdiction should co-operate closely to ensure imegrived

tourism development.
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Regional Tourism Axsociation

»  RTA should be a voluntary bady that could he
established by the private industry and/or local

Tourism Burcaux in an arca.

»  Aimed at collectively packaging and marketing the
products ol a regional arca in conjunctions with 1.ocal
Tourism Burcaux and District Council co-ordinators,
in support of the provincial marketing strutcgy and

information system.

Arrangements at local level
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GOVERNMENT

District/Meropolitan Council co-ordinating funciion !
> Primary role developmental and co-ordination

»  Conduct similar functions to the Local Municipality
tor areas within the jurisdiction of the District
Council that do not have municipal status (see Tocl

authority functions above),

» Assist with the establishment and maintenanee of
Local Tourism Burcaux (at least information ollices)
in towns and settlemends that are unable 1o establish

such.

» Act as a co-ordinator of common actions wmone e
various Local Tourism Burcaux within (he
Jurisdiction of the region.

> Assist the provincial tourism authority and R1O
(should it exist} 1o collectively package the products
ol the region. in support of the provincial marketing
sirategy.

»  Produce regional marketing material o compliment

provincial marketing etforts.

Tourism-specific functions should be conducted by a Local Tourism Bureau that should-

> Beestablished by the local authority (Town or District Council} and private businesses i a local

area, as a legal entity that is representative of these parties,

»  Be jointly funded by the local authority and private industry members in the arca, as well as from

own revenue. including marketing commissions.

»Include a meaningful mumber of persons who represent previously disadvantaged constinencies.,

Y

MF 23/8

Be accredited by the Western Cape Tourism Board il it meets the requirements stipulated below .



70

The local authority line function departments should be responsible for all infegrated

development matters, including:

# The development ol tourist attvactions, the provision of public amenities and inlrastrocioune i

support of tourism and the general maimntenance of the environment should be pat ol the

development plan ol the local authority, who should consult the [L'TB when planning and

implementing these.

The [ollowing functions should be performed by local tourism authorities:

TOURISM BODY

Local Tourism Burcau

> Manage the information oflice(s) ol the focal arca and

feed into the provincial information system

# Market specific events. conferences and neetings that

occur in the local area

> Act as a first point of registration for tourism
businesses i.r.o. the provincial registration system and
moenitor ninimum standards maintained by registered

businesses in local authority arva

> Receive and channel applications for local road signs

from members (o municipality

> Promole lourism awareness, a culture of hospitality
and tnrvolvement in tourtsm among, the tocal

population.
> Keep a general waleh over tourism niatters and advise
the municipal authority regarding tourisin development

requirements
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Local Authority

»

Establish an L'TB and provide financial suppnt 1o

the LTB

Upkeep and development of public tourist aitractions

(e.g. historical. cultural, environmental)
Provide public infrastructure

Provide public amenities such as parking, ablution
facilitics, public transporfation, ctc. in support of the

tourism industry

Conduct spatial planning in support of {ourisa and
allocating land and infrastructure for tourism

development

Plan and provide local road signs

Maintain the general safety. upkeep. cleanliness and
beautification of the tocal arca.

Assist the LTB m implementing the proviuesal

registration and minimum standards systent by

providing health and safety inspection services.
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Funding

The successful implementation of the proposed tourism  strategy will require  substantial
financial resources.  The current provincial tourism budget 1s extremely limited and will not
allow for the successlul implementation of the tourism strategy. It also docs not compare
favourably with the budgets ol competitive provinces such as Gauteng and Kwazulu Nalal,
There is no doubt that innovative models will have to be found to supplement the current

budget. The lollowing options should be considered:

= Streamlining the budgets of regional and local tourism agencics 1o ensure maximun support of the
provincial lourism strateey;

# lacreasing the current provincial fiscal tourism allocation by means of conditional grants,
earmarked by the provincial government for specific projects or campaigns:

r  Commercialising various facets ol the provincidd tourism operations. such as information

management and distribution;

¥ Increasing sponsorshipy ol provincial 1ourism programmes:;

v

Establishing a mandatory tourism registration system according (o which cvery {ourtsim-related
il . o) I~
business will be obliced to pay an annual provincial registration fee, of which a portion should be
o ¥ ol

retained by the Local Tourism Burcau.

While the above-mentioned initiatives will improve the Tunding base they will not he able o
raisc adequate finances to implement the strategy. 1t is proposed that a legislated levy be
investigated and implemented, based on the following modcls:

b

»  The preferred option is a mandatory national tourism levy, with tourists being levied o the
international airporty upon departure and a portion of national levy income being retusied to the
provinces. Much work has been done at national level to investigate and formulate such o system.

»  Should the national levy be mnacceptable to the national {iscus, urgent attention should be piscn 1o

cstablishing a provincial fourism levy. cither at the Cape Town International Airport ol as o bed levy

at tourism cstablishments.

As proposed in Strategy 12, a statutory Tourtsm Development Fund should be estabhshed (o

facihitate the development ol tourism attractions, lacilities and human resources. Such a fund could

be resourced [rom, among others, provincial tourism levics, national government translers,

provincial government appropriations and/or local government contributions,

Legistative Implications
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As has been stated the current institutional arrangements are governed by the Western Cape
Tourism Act of 1997, The proposed strategy and institutional structure have substantial
lcgislative imphications, While a thorough legislative review will be required. the following are

the most important aspects that require attention:

Changes and amendmenty

Chapter 4: Local Towrism Bureaux — objects and composition to be amended in aecordance
with the institutional roles specitied above.  Various objects in the current Act need o be
reviewed. including  that ol developing  infrastructure.  developing  skills and  clecting

representatives on the Regional Tourism organisation.

Chapter 3. Regional Tourism Organisations — in view of the proposal that RTO"s should not be

statutory bodics. the full section needs to be scrutinised and reviewed.

Chapter 2: Western Cape Tourism Board — objects to be reviewed in accordance with the roles
and responsibilities defined above, The composition and functioning of the Board necd (o be
amended to reflect the non-statutory nature of Regional Tourism Organisations. This hits an
effect on the composition of the Permanent Committees for Marketing and Development. swhich
in terms of the current act are comprised of representatives nominated by the R1TO s, Given the
elimination of statutory R’1TOs the concept of Permanent Commitices will require review. as

will the appointment of the Chairpersons of the Permanent Committees to the Board.

Additions

While the Act provides lor the provincial Minister responsible for Tourism to regulate
registratton and [inancing systems it lacks specifieity and details in this regord. The

establishment of a statutory Tourismy Development Fund should also be considered.

Annexure A: Market Segmentation

MF 23/8




73

Scgment Demographic Main experiences sought Products & regions Market potential
| & travel profile 7 of segment
Experien- 40 years! age “eoneers” - want 10 visil the Various atiractions “Cash Cow™
cers 2roup main atlractions (icons) of the throughout the province, | scomenio will reimain
— destination in particular the “icons™ the maistay ol long-
Wwant an (_“,Ou.p_]es and ‘ 3 '()!‘lhc greater Cape haul lmn"is.‘l marked (o
introductory families “Sighitseers Town arca‘, CGiarden Sf»ixl‘ll Africa. o
overview and o W:llnl o lravcl 'dr.()und and see a Rquc/.KIcm Karoo and Limited potentiad o
fairly superficial !~1rsl llmcrs'; or va'nqy (.)I aliracllons and arcas West Coast MTowers. growth, l)l.ll high
cxperiencc of :rregu!ﬂr VISIOrS; “Soecialisers ) i _ return onomveshment
the destination Waunt Lo experience the people Preler touristy™ arcas
and its main Group (coach) an.d IiI'csly]_cs ol the destination, v‘vhich are well- Critical success
attractions tours; without being too deeply involved | frequented and factors are qualin
within a limited o & developed accessibility ili!(|
time period FI'T s, selt drive “heotouristy™ _ _ cnr!'_wng capacity of
Gieneral nature and outdoor lovers | Patronise commercially matin lorism
Stay in tourist and ] who want to generally enjoy packaged travel attractions.
lrst class nature, ¢.g. opportunitics  tested
accommoda-{ion, Whalc watchers itineraries, routes and Conlinuons
domestic self’ I'lower lovers tourist-lriendly inprasement ol these
catering. Dyay hikes altractions atiraciions is a
PO nent.,
SRR ST Often mingle more with
Visiling friends and relatives other tourists than the
o o genceral public
Eventers 23 - 60 years SSporistovers” Particular consumer “Star’” seement.
Participants in or spectators of segments in search of largely untapped with
Visit area to Conventioneers sport events specilic tifestyles, major scope for
partake in an and incentives hobbies and networking | expansion.
organised cvent | mostly single or “Culturelovers” opportunitics.
couples; festival Participants in or spectators of Critical success
goers and sporters | cultural events While key cvents factors are the
families and currently occur in the existence of a world-
groups Slestival goers” greater Cape Town arca, | class convention and
Attend organised much potential exists for | exhibition centre and
Range of cultural’‘community festivals turther expanding on the establishment ol
accommoda-tion. these and lor staging protessional
from luxury class “Conventioneers” cvents and festivals in Convention and
to budget Attend conventions and hintertand. Paents agencey
exhibitions
Highly prolessional
ucentives” organisational skills and
Treated 1o @ holiday as an top class facilitics
R S pertormance/client incentive required.

MF 23/8




[Ségmcnl

Demogra phie
& travel profile

Eleo}'ers

Want to have an
intensive
experience,
travel 1o lesser
known areas,
risk more,
“rough il up”,
getting “behind
the scenes”

MF 23/8

20 - 40 years age
group

Singfe travellers,
Couples or small
groups

Study & prepare
well for trip: olien
return dravellers

Public
transportation or
self-drive

Budget
accommoda-tion
B&IYs, sell-
catering. vouth
hostels & todgees

Main experiences sought

CBackpackers”

Move around without prior
arrangenent, on a {imited budget,
want an in-depth experience of
the destination and its people

STraifers”
Travel in unspoilt arcas on laid-
oul trails, ¢.o.
Hiking,
Horschack Mountainbiking,
4xd vehicles

“Adventurers”
High-risk experiences for the

adrenaline rush and outdoor spiri,

c.o.
Maountaineering
Abseiling

Yarachuting/ gliding
Hang-gliding

Bungy jumping
Ralting

MHeritage Hunters™

Those in scarch ol the history and
cultural dynamics of the socicely

SSpecialists ™

Market niches in scarch of
particular expericnecs, related to
their special interests ¢.g.

Special Titerests (birders, star
users. holanists, agriculturists,
cle)

Special activities (surling, dune
hoarding. biking. read running,
cic.)

Humtery

Scientisty

Products & regions

Want io have a lirst-hand
expericnee ol the
destination and its
people.

Otien explore the less
frequented arcas and
products including
outlying adventure
experiences, unspoilt
environmental
alfractions and
wilderness arcas, small
towns and communitics
where there is a direct
socio  cultural interface.

Often the experiences
sought are in the
hinterland regions,

All tourism regions can
benefit from this
segment, in particular the
less populated and
environmentally diverse
arcas.

Environmentally
sensitive, well educated
and well-informed
market.
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Markel potential
of segment
ATSET seement
with magor potential
for future growth.
Provides the vebhicle
for differentiating thi
Western Cape from
other destinadions. I
accordimee with
global tends toward
expericnee related
trivvel.

Critical snecess
[actors are aceess 1o
hich queality
infornstion on the
arca and development
ol new products,
which appeal 1o the
seement




[ Segment

Entertai-ners

Want to relax in
a limited action,
enlertaining
environment

Wﬁe}nugm phie¢
& travel profile
20 years upwards

Self drives

Singles. couples
and families

Mostly domestic
market

Also short breaks
& day trips within
Weslern Cape

Frequeni visitors
Stay i lourist

class accommoda-
tion

Engagers

Primary reason
for visit is 1o
meel &
particular
party(s} {o build
relationships,
exchange
common ideas
and conduct
business  could
also engage in
various other
actlivitics

MF 23/8

40 years | age
group,
professionals

Single. sometimues
accompanicd by
spouse

Car rentals and
Laxi services

First and luxury
class accomo-
dation  [ully
scrviced hotels &
ouest houses

Main experiences sought

Z8nn & surfers!”
Lic on the beach or relax at a
holiday resort

“Shoppers”

Visit shopping malls and districts
i scarch of bargaing and unigue
buys

Zloud & winers”
Wine lasting, dining out, trying
out local cuisine

“Music & theatre funs”
Alttend shows, theatre, music
performances, art exhibitions, cte.

“Romantios™
Honcymooners, romantic break-
aways, eic.

UNight fifersiravers”
Patronise pubs, bars, discotheques

“Business_iraveliers”

Travel to the arca to conduct

business

“Politicians”
l'or political meetings and
parliamentary purposes

“Avademics”
Exchange visits or rescarch work

Products & regions

Constantly in scarch of
an enterlaining
experience and to meet
and socialise with others

Want to relax in a low-
aclivily, average-cosl
environment

Primarily Cape
Metropolitan and
Winclands arcas, coastat
resorts and villages.

Main reason for travel is
to conduct business. but
also leisure travel spin-
offs.

Limited time period,

Maostly in greater Cape
Town arca where aceess
1o other enterprises is
good.

Good communications
intrastructure. airport
facilities and
transportation services
are important,
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Market potential
of scgment

A cash cow™
scament and major
income sencratar i
the domeshic nisrk et
Gauteny and the
Western Cape
hinterhand.

A secondary
altraction lor
international Louriss
yetestrenely
Inpartat in support
of the expericnect
explorer and evenion
seements,

Critical sucgess
tactors are constant
innovation and
product inprovement

Major tourism
generator that i
dependent upon the
macre cconomy ol
the provinee and less
dependent upors
promuotional

Limited
arenvth patential,

CXpOSUIY.

Critical success
[actors are case ol
deeess oo
infornztion and
expasure 1o
cenlertainment
opportanities and
expericnees in the
immediate area.




Annexnre B: Marketing Mix by market segment

SEGMENT

PRODUCTS
PACKAGE.

TO

International

Experiencer

Entertainer

Explorer

Eventer

MF 23/8

o Main icons: Table
Mountain, V&A, Cango
Caves, Kirstenbosch,
Cape Poinl, Wine,
Qstriches, cie.

e (eneral secnic & cultaral
beauty and attractions

® [Colonrisi experienees
particu-larly Towers,
whales

Food varieir & Wine
tasting

Quality of shopping
opporiunitics and goods
Beaches & resorts Cape
Peninsula & Garden Route

Backpucking
opportunitios, Jacifitiey &
dllractions

Hinterland travel routes &
themes

& Heritage & hisiorical
tourism atirictions
mission, slave, struggle,
townships

Adventure opportunitics
diving, deep-sea fishing,
whitewader rafling. bungy,
cle.

Outdoor activities and
frails  cveling, mountain
biking. hiking. horsc
riding,

Special interests
attractions  palac-
ontology. birding, ctc .

e Major international sports
& culivral evenis

e International comvertions

® [acentive opportuinitics

PROMOTION MIX

o Maximise Western Cape
coverage in Satonr adveriising
CAmPUIEAS

e intensive Media/journalise
Programme

s lravel trade workshops with
Satour

o Ixhibitions & travel shows
travel trade, in support of
Satour

o Uerv limited and scelective
cansumer contact with a
particular Western Cape focus,
¢.g. Chelsea Flower show

Same as above + emphasis on

word-of-mouth

e Muajor media and PR
programme focusing on
specialists media

o Selective and focused
exhibitions and traved trade
workshops

o (Co-operdtive programmes and
cducationaly with particular
interest groups (socicties, frade
organisations ¢lc.)

e Participation in MICL. trude
Juirs

o I'xposure Lo fnceative and
conveation houses

e Co-operation with sport and
cultural societies! organisations

o Moedia programme lor
organisational publications
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DISRIBUFION
CHANNELS

o Jravel trade
transacirons
Wholcsalers, inconiing
tout operators & brokers,
relevant relailers

o [-mail and Enterned
bookings

s Information and
reservations oflices

Same as above

o [rternet und f-imail
information and
reservalions

o Selective travel irade

o Special affers packages
through representative
organisations and special
interest media

e [nlormation and
arrangements Hiroueh

Southr Afiicar fricads and !

reletives

Cape Convention anid
Evenls Burean
Specialist bids for
international and national
conlerences and events

Conference and incentive
trade




Domestic

Experiencer

Enifertainer

Explorer

Eventer

MF 23/8

o eneral scenic & culfural
heauty and attractions

® [catomrism expericteey
particularty flowers,
whales

e Qpportunitics for social
interacition with family &
fricnds

Food varicty & Wine

{uasiing

o Arts, music and theatre
schedule

* Beaches & resorts Cape
Peninsuta & Garden Route

® foun activities anel

nighilife

Romuniic bredh-avays

o [linterfand travel roates &

themes

o Advenfure opportunitics

diving, deep-sca fishing,
whitcwaler rafting, bungy,
cle

o Special inferests

altractions
palacontology, botanical,
birding, marine life

o Significant sports &

cultural cvents

e Comentions and

confercace opporlunities

e L:xposure of future events
through existing cvents &
programmes

o Intensive Media editorial
[rOgZFAmImes

¢ Special domestic travel
ddVertising campaigns

o Competitions and olther
promotions

o Consumer fairs wid exhibitiony

Same as above

o Major moedia and PR
programme locusing on
specialists media

e Selective and focused
consumer exhibitions

s Co-operative programmes dnd
educationals with particular
interest groups (societies, trade
organisations clc.)

& Joint promotions with sport and
ciltural societics! organisations

o Media programme for
organisaltonal publications

e Iixposure of {uture events
through existing ovenis &
PrOCFAMINGS

e [nforaction with corporaic
affuirs offices ol major
companics
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Phone in and co-Fine
reservations fucilitios
Internet

Information office
neiwork

Miuddti-media informalion
distribution
Waord-of:Mouih

Samie as above

fafernet and 1 -mail
inforisation and
reservations

Special offers’ packages
through representalive
organisations and special
interest media
Information and
arrangements through

Jriends uad relatives

Media coverase of
events

Cape Convention aind
Fverts Burear
PrORNOHoNS

Bidding or domestie
conferences and cvents
Selt via conference and
incentive frade

Waork wiih PO}y




