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1.1 Action Plans 
 

An action plan, with a problem statement and high-level actions, has been developed for each of the strategic thrusts. These are outlined below, in order 
of priority. The actions for each strategic thrust are proposed actions, and these will be refined during the implementation of the relevant programmes. 
Actions highlighted in bold are those actions that are the bold steps or creative actions that address the vision statement to “boldly growing responsible 
tourism”. 
 
CLUSTER 1 : Policy, strategy, regulations, governance and monitoring & evaluation 
 

1.1.1 Prioritising tourism at national government level 
 

1.1.1.1 Problem Statement 
 
While tourism has been recognised by government as an important sector, this does not filter down into planning, budgets and actions across all the 
departments and levels within government. As the tourism industry is complex and impacted by multiple sectors, many of the areas to be addressed to 
improve the performance of the tourism industry are not directly within the control of the Ministry and National Department of Tourism. It is therefore 
crucial that the profile of the tourism industry is raised at national government level and within parliament to ensure that the relevant national 
government departments understand its importance and impact and therefore cooperate and assist where necessary, with relevant budget allocations 
which take the development requirements of the tourism industry into account. General coordination needs to be improved between the tourism 
department and other departments impacting on tourism (e.g. transport, home affairs, arts & culture, etc.) to ensure that such departments consider 
tourism when developing and implementing their own strategies and actions.  
 
Government has the opportunity to influence the development of the tourism industry from a demand perspective by insisting on those tourism 
businesses it makes use of adhering to certain principles and standards. For example, government only makes use of graded accommodation and 
conference establishments. Further, by forcing government employees to fly instead of drive, government can improve the profitability of certain 
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domestic air travel routes, which may result in the airlines being open to servicing these routes and thereby also resulting in better air access to certain 
destinations (e.g. Nelspruit / Johannesburg route). 
 

1.1.1.2 Actions to address the issue 
 
Action Sub-actions 

Use the parliamentary processes to stimulate debate in respect of the development of the tourism industry and its complexities, using general 
debates, budget votes, parliamentary questions, oversight visits to tourism-related infrastructure, etc. 

Raise awareness and understanding of the tourism industry with National Assembly Portfolio Committee members (those dedicated to tourism as 
well as other related committees such as transport, security, arts & culture, sport, etc.) within Parliament through presentations, reports and forums. 

Raise awareness and understanding of the tourism industry with National Council of Provinces Select Committee members (those dedicated to 
tourism, as well as other related committees, such as transport, security, environment, arts & culture, etc.) through presentations, reports and forums 

Raise the profile of the 
tourism industry within 
parliament 

The above awareness raising and education should have a higher priority at the start of the government term in office, with "refresher courses" 
intermittently throughout the 5-year term of office. 
Develop a position paper to present to relevant Cabinet committees (tourism, transport, sport, arts & culture, etc.) to stress the importance of tourism 
development in the context of government's priorities and the need for collaboration among various ministries to achieve the tourism strategy 
objectives. Stimulate debate on how this can be achieved , eg through dedicated tourism people in key other ministries etc. 

Use the above position paper to raise the priority of tourism issues within Government's Programme of Action. 

Ensure that the Tourism Ministry participates in all cabinet committees relevant to the tourism industry. 

Engage with the newly established National Planning Commission within the Presidency to ensure that there is an understanding of the complexities 
of the tourism industry and how it relates to other planning issues. Ensure that tourism is represented within the Commission. 

Ensure that the profile 
of the tourism industry 
is raised within 
Cabinet 

Raise awareness and understanding of tourism with the relevant representatives within MINMEC, MIPTECH and SALGA. 

Engage with all other 
ministries that have an 
impact on tourism 

Develop one and one relationships with other ministries that have an impact on tourism, eg Home Affairs, Labour, Basic and Higher Education, 
Transport etc.  Regular communication channels should be developed and maintained between the Minister of Tourism and these Ministries to 
ensure ongoing communication on activities and actions that are relevant to tourism. 
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1.1.2 Research and knowledge management 
 

1.1.2.1 Problem Statement 
 
Though significant progress has been made in tourism research and information since 1994, there are still some issues and shortcomings. In particular, 
there is a lack of a national strategy in respect of tourism research to guide any research that is conducted within the country by the national 
government, academic institutions, provinces, destinations and the private sector. Therefore the existing research is not always useful in addressing the 
needs of the industry stakeholders. There is further a lack of co-operation and collaboration in respect of research, resulting in a duplication of efforts 
and resources being wasted, which is a major challenge.  
 
One of the key issues relating to tourism research is the lack of a proper database of tourism businesses operating in South Africa, which allows 
understanding of industry capacity and basic performance or demand levels. Decision-making within government in particular is often based on 
inaccurate base information. Relevant capacity market intelligence is also not readily available to businesses to base their investment decisions on. 
 
In addition to the above, research and knowledge management  has to be used to monitor the implementation of strategies and interventions by 
government, but it is not designed for, or currently used in,  this way, and therefore government officials often have difficulty in reporting on their 
progress. 
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1.1.2.2 Actions to address the issue 

 
Action Sub-actions 

Ensure the correct legislative framework is in place. 

Create a working group with NDT, SAT, and provinces to expand on, develop and agree the scope, mandate, governance and regular 
processes for the unit and derive a detailed plan. Include budget, institutional structures eg research committee etc that are required. 

Set up and staff the Unit, including staff transfers if required. Consider secondments from academic institutions where applicable. 

Through consultation, develop a strategic framework for tourism research in South Africa, to be co-ordinated by the research unit, which 
meets the needs of all major stakeholders in tourism, and where academic institutions and others can obtain topics, to do relevant 
research. Include review of existing research for effectiveness, research gaps and plan for new relevant research, access and use of 
information by all parties etc.   

Consider the establishment of a fund for post-graduate research in the tourism industry where academic institutions may access funding 
for research that is aligned with the strategic framework. 

Engage with relevant institutions conducting tourism research to develop relationships and linkages and possibilities for co-funding 
research.  

Investigate ways of collaborating in respect of tourism research to address the research needs and requirements of a broader audience. 

Expand the current set of definitions for tourism and tourism-related concepts that will underpin any research conducted. 

Develop a report template based on the national tourism strategy objectives and indicators that can be published on an annual basis to 
show progress against the objectives. Develop  similar report frameworks for provinces and municipalities to assess tourism progress   

Develop a guide on how to use and interpret the regular research reports (e.g. foreign departure surveys, domestic surveys, etc.). 

Set up a dedicated research & 
knowledge management unit 
within the National Tourism 
Department to co-ordinate and 
guide research related to the 
tourism industry 

Establish a platform for the broad environmental analysis of tourism in South Africa and ensure that effective mechanisms are in place to 
allow relevant stakeholders to access this research, including on user-pay bases, to use as a base from which to derive other research.    

Ensure the correct legislative framework is in place. Develop and implement 
compulsory registration for all 
tourism businesses in South Engage in a consultative process with industry and provinces to define the system including principles of use and availability, key data to 

collect, collection methods, frequency etc.  
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Action Sub-actions 

Specify and commission the design of the database and related web collection and dissemination sites. Ensure allows information to be 
used to track progress against objectives and indicators. Physical location, BBBEE status, no. employees to be included. 

Launch the registration process - positive marketing campaign emphasising aims to collect supply side information.   

Engage with various industry organisations, local municipalities, etc. to drive registrations. 

Develop internet access to database information in a structured manner that enables various organisations to access the aggregated 
information indifferent formats. Possible user-pays levies to contribute to costs. 

Africa for the purposes of 
gathering information on supply 
in the industry 

Launch the database access facility to the industry. 

Train librarians to help industry to access the available research Finalise the e-library as a platform 
for storing national tourism and 
tourism related research and 
manage on an ongoing basis 

Collaborate with the academic institutions to investigate the consolidation of existing e-databases to eliminate duplicate costs 

Develop a motivation/proposal to present to Home Affairs ( and other relevant Ministries if identified) to explain the need and concept of a 
departure form) 

Set up a meeting/working group with Home Affairs, NDT and industry representatives to develop a final proposal  for a departure form, 
including data to capture, method of capturing, ownership of data, and usage and access to data 

Implement departure cards to 
survey all departing foreign 
passengers 

Institute the departure form 

Investigate and specify an industry wide mobile (web/cell) customer feedback system, including considering ownership and operation, 
possible sponsorship, incentives etc  
Commission and implement a system 

Develop a web-based and/or 
mobile/cell based system for 
visitors to complete a visitor 
satisfaction questionnaires at 
various locations ( see also 
Quality Assurance) Market the system and encourage the industry to refer their guests / passengers to use it 

Conduct research into the current pricing within various sub-sectors of the industry 

Develop benchmarks / average pricing by destination and type of offering 

Track industry competitiveness 

Compare benchmarks / average pricing to other competitor destinations 
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Action Sub-actions 

Track the World Economic Forum's Travel and Tourism industry competitiveness index and develop action plans to improve relevant 
sections of the index 

Develop a tourism index to monitor 
the overall  performance of the 
industry on an ongoing basis 

Define and structure  an index, with relevant composite indices and panel inputs   

 
 

1.1.3 Strengthen collaboration and partnerships within the tourism industry 
 

1.1.3.1 Problem Statement 
 
The tourism industry cannot exist without partnerships and collaboration. Visitors are looking for a great experience, which can only be achieved if the 
various tourism partners work together. Good partnerships form the basis for a successful tourism industry. This partnership includes the public sector, 
the private sector and communities. 
  
At present, there are some examples of strong partnerships, but in many instances there is a lack of communication and collaboration. Such problems 
exist in some instances among different sub-sectors of the private sector, among the different spheres of government responsible for tourism, and 
between the various government entities impacting on the tourism industry and dedicated tourism government entities. In many cases, organisations are 
involved in similar activities within the tourism industry, but do not engage with one another to strengthen the impact of their collective activities (e.g. 
tourism development agencies and NGOs). 
 
At national level, the interaction between the public and the private sector is reasonably good, with open communication lines, but this is often not the 
case at provincial and local level where the relationship between the public and private sector is often strained or disfunctional. Furthermore the 
relationships between both the public and private sectors and communities are variable and fragmented, and the industry needs to communicate and 
involve communities in a more pro-active manner.   
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1.1.3.2 Actions to address the issue 
 
Action Sub-actions 
Commitment to a  Statement of Support for the National Tourism vision, mission and 
strategy from government at all levels and the private sector associations at all levels, 
include trust, developing understanding and patience in working together 

Develop the statement through a collaborative process. Include motivation based on 
strong partnerships which have worked in other countries. 

Set up annual Minister's workshops with the industry and the public sector in each 
province   

Better formalise structures for collaboration and interaction between public and private 
sector at national and provincial government level 

Investigate the possibility of repeating the existing TBCSA national structure also at 
provincial levels and in major cities, and single tourism forums at town, district/local 
levels. 

Implement small high level cross cutting structures at provincial and local 
government levels (see Tourism as a national priority) to encourage alignment 
and co-operation 

  

Devise a clear framework within which the appropriate roles of all tiers of government 
are clearly spelled out for all possible roles and areas of responsibility.     

Encourage the development of private sector communication forums or mechanisms 
that facilitate communication between the different sub-sectors of the tourism industry   
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CLUSTER 2 : Tourism growth & development – Supply 
 

1.1.4 Domestic tourism development 
 

1.1.4.1 Problem Statement 
 
In most successful tourism destinations around the world, the domestic market forms the backbone of the tourism industry. In South Africa – because of 
the apartheid history – many South Africans did not have the opportunity to travel within their own country, and are therefore not culturally used to 
tourism and do not participate readily  in travelling and tourism to the extent that is possible. A portion of the domestic market also travels overseas or to 
elsewhere on the continent, and could be attracted to support the South African tourism industry and to travel here.  
 
General tourism awareness will assist in developing the domestic tourism market, but in general domestic tourism development requires attention to 
broader marketing, product development, distribution, information provision, and possible social tourism programmes. Marketing should be improved to 
address issues of awareness and a lack of information. In some cases the existing product does not specifically address the needs and requirements of 
particular market segments (e.g. the emerging black market) and new product development is required. 
 
The Department of Tourism has recently requested a review of the domestic tourism strategy to address the following: 
·  Limited volume growth 
·  Broadening the strategies to also target the lower and higher end of the market, as the Sho’t- Left campaign is only targeted at the middle market 
·  Limited geographic spread 
·  No reduction in seasonality 
·  Affordability of travel 
·  Creation of a holidaying culture, especially among previously disadvantaged groups 
·  Limited diversity of products and services 
·  Access to travel information 
·  Linking the domestic tourism strategy with a social tourism programme to make travel affordable to the majority of South Africans 
·  Contingency plans for unexpected crises  
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1.1.4.2 Actions to address the issue 

 
Action Sub-actions 

Investigate the Butlins and Centre Parks models in the UK and Europe, and  the historical establishment of 
government-owned resorts in South Africa (originally Overvaal, then Aventura and now Forever Resorts), 
and municipal resorts in SA, which encouraged holidaying among mainly Afrikaner white South Africans to 
assess whether any lessons may be applied to the current situation 
Identify all existing municipal and other government owned resorts that are not being optimally used, and 
other under-utilised government properties to determine whether they may be developed into resorts 
targeted at 'new' travellers in the middle LSM levels. 

Develop a strategy to create a chain of inclusive, budget-market resorts. Include some market research into 
market needs, specify resort components and size, cover funding models, PPP options, management 
options, marketing strategy and key operational needs eg activities. Where relevant incorporate 
communities into the resort developments. 

Implement the resort development strategy. 

Develop a government subsidised resort chain aimed 
at the middle LSM groups and new holiday travellers, 
offering a holistic holiday experience  

Ensure the operators engage the relevant transport operators to provide transport, (inclusive and 
independent)  from key source markets to the relevant resorts. 

Analyse existing domestic research, and conduct additional research if gaps are identified, to inform the 
domestic marketing strategy, include all income/LSM groups above 3. Include competitor activity of SA 
residents travelling to other countries. Refine or update the domestic market segmentation as required. 

Develop a comprehensive, branded domestic tourism marketing strategy covering all major markets and 
matching markets to products/experiences. Link to the tourism awareness strategy and information 
provision strategy.  

Incentivise the trade to target the domestic tourism market. 

Market domestic leisure tourism to all major local  markets 

Include access and distribution as core elements of the strategy and include a comprehensive website 
aimed at the domestic holiday taker. Engage with the existing distribution channels to handle and promote 
domestic tourism.  
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Action Sub-actions 

Continue the S'hot Left campaign. 
Develop other marketing campaigns targeted at market segments other than those Sho’t Left is targeted at. 
Investigate ways of subsiding low to medium-income earners to take holidays. Consider a fund, a club 
saving system where government meets or equals what they have saved, vouchers distributed via 
employers, etc.  Consider transport subsidisation/provision. Look at use of off-season capacity. 

Investigate the opportunity for the fund to be contributed to as a CSI contribution that is recognised by the 
tourism and other BBBEE codes. 
Investigate/research employers purchasing the vouchers to use as incentives. 

Encourage and support low-income South Africans 
who take limited or no holidays to travel for leisure 
purposes in South Africa 

Develop and implement the domestic tourism support strategy. Include comprehensive criteria on how and 
whom the fund can benefit. 

Motivate South Africans to save for their holidays Develop strategies to work with banks, loyalty cards, stokvels, churches, unions and other groups to 
encourage saving towards holidays and use/application of savings to buy holidays. 

 
 

1.1.5 Capacity building and budget allocation at local government level in tourism planning and management 
 

1.1.5.1 Problem Statement 
 
Local government level is where tourism delivery takes place, and there are many issues related to tourism planning and management within this 
sphere of government. There are few dedicated, or part-time, tourism personnel, experience and knowledge of tourism is extremely limited and with rare 
exceptions no budget is allocated to tourism and planning and development activities often ignore tourism. The Inherited situation from the national 
department responsible, now COGTA, is that there is no requirement to plan or budget for tourism support.  
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Capacity building for tourism at local government level is critical to improving the overall planning for and management of South Africa’s tourism 
industry. The current lack of specific budget allocation towards the development of tourism at local government level is particularly problematic, and 
should be addressed as a matter of urgency.  
 
 

1.1.5.2 Actions to address the issue 
 
Action Sub-actions 

Develop a set of minimum responsibilities for local government - both at district and local level - from 
the White Paper. Consider identifying municipalities on 3 levels - high, medium or low tourism potential 
(as an economic driver), and develop different standards for each level, and different planning and 
budgetary requirements. Also ensure cross-municipality co-operation and roles of district and local do 
not duplicate. 

Conduct an audit of the current skills levels of tourism officials within relevant local government and 
develop and rollout training programmes targeted at local government officials to address the skills 
gaps and shortages identified during the audit. Include the local government tourism planning toolkit.  

 Roll-out tourism awareness and understanding training among all local government councillors and 
management in the relevant municipalities. 
Create monitoring and measurement mechanisms to track the tourism performance of local 
municipalities.  

Engage with SALGA, National Treasury and the COGTA to 
ensure that a comprehensive framework for the tourism 
activity at local level is developed, including ensuring that  
budget is made available for tourism within relevant local 
municipalities 

Investigate ways of unlocking the tourism potential of municipal tourism assets, such as resorts, 
caravan parks, museums, etc. through partnerships with the private sector. 
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Action Sub-actions 

Engage with SALGA  and Dept of Cooperative Governance and Traditional Affairs to introduce 
tourism development as one of the factors to consider when an infrastructure project is 
included in a municipality's IDP 

Identify key infrastructural projects in relevant municipalities that could assist the development of 
tourism and liaise with relevant responsible agencies to prioritise these projects (e.g. study on 
harbours being done). 

Within the Municipal tourism framework, ensure that tourism is 
an important criteria in infrastructure development planning- 
particularly in rural areas 
 

Lobby for the IDP process to require inclusion of inputs from business sectors 

 
 

1.1.6 Tourism information provision 
 

1.1.6.1 Problem Statement 
 
The provision of tourist information in South Africa is uncoordinated and inconsistent, with some areas doing a reasonable  job, while others – often 
where the local information office is manned by  government officials – are totally dysfunctional. Web based, call centre, walk-in and push information 
distribution (to cell phones etc) are all fragmented and of different quality. Even where there is good, up-to-date, coordinated information provision  for a 
certain destination, there is no national framework which enables, say, a Gauteng based person (local or foreign tourist) to easily find out everything 
they want to know about travel options in multiple possible destinations in the country.     
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1.1.6.2 Actions to address the issue 

 
Action Sub-actions 

Research international best practice and best local practice (including 2010 initiatives), and 
design the architecture to include different levels of accredited, uniformly branded, information 
centres (can be virtual, exclusively for info provision, add-ons to another function - travel agent, 
petrol station-, private, public or a combination). Centres may pay an accreditation or franchise 
fee to access the national database and obtain national or provincial information. Consider 
electronic access to information, and such as cell phone downloads, or paper based and 
telephonic/email. Centres can offer booking services. 
The system must include a quality assurance element, including brand compliance, service 
levels, physical premises if relevant. 

Develop and implement a national tourism information 
provision architecture which covers information provision on all 
SA tourism products/experiences in all provinces and major 
cities, and relevant information provision in municipalities 
(where appropriate). Ensure the architecture has a central 
electronic database as its basis. 

Implement the system. 

Develop training materials for tourism information officials, and provide standardised training 
across South Africa - ensuring that officials obtain knowledge about the entire country, and not 
just their own area or province and acquire a recognised qualification.  

Run a competition on an annual basis to identify the top tourism information official and office in 
the country. 

Develop accredited qualifications and training for tourism information 
officials 

Universities and schools to engage with Information centres to provide internships for students 
within tourism information offices. 
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1.1.7 Co-ordinated product development 

 
1.1.7.1 Problem Statement 

 
Tourism product development is currently driven mainly by the private sector, with some activity by national, provincial and local governments which has 
in the large not been successful. There is no co-ordination from a national level to ensure that there is alignment between the marketing promises made 
at national level and product development. Often neighbouring municipalities or provinces plan to develop very similar experiences within their areas, 
but lose sight of the fact that their product offering can be improved through co-ordination with others. Tourism does not follow political boundaries. 
 
There are further a number of areas within South Africa that have the potential to be turned into tourism destinations, but many of these are not being 
developed. Such areas present opportunities to develop new and different tourism products to address the changing requirements of the market. 
 
Often the experience visitors are exposed to is brought down by the poor quality, poor management and lack of maintenance of cultural and heritage 
attractions, which also damage the image of our destination. 
 
 

1.1.7.2 Actions to address the issue 
 
Action Sub-actions 

Identify - at national level - the existing and potential tourism 
experiences available in South Africa, including geographical 
location within South Africa 

Use the product database and spatial viewer. For potential products link to new (or undeveloped) 
markets strategy, and review international tourism experience and product trends.   
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Action Sub-actions 

Review the SDIs, PATIIs and Provincial Plans and develop a revised national tourism masterplan to 
guide provinces, municipalities, and the private sector in terms of product and experience 
development which will improve and expand the range of experiences available, tap into new areas 
with tourism potential and meet domestic and foreign market needs. Include accommodation, 
activities and attractions which combine to create the experiences required to satisfy tourists. 
Consider niche markets, products for the domestic middle market etc. 

Communicate the strategy to provinces and municipalities, to the property development sector and 
feed into the entrepreneur support and development finance programmes.  

Encourage product development that reflects the diversity of the people of South Africa and 
increases the range of Afro-centric products and experiences available. 

Identify opportunities for the arts, crafts and other creative industries to be incorporated into tourism 
product development with assistance from the Dept Arts & Culture, where applicable. 

Develop a prioritised spatial tourism product and experience 
development strategy 

Based on the overall product strategy, identify state-owned resources (e.g. dams, provincial 
reserves, etc.) across the country which should and can be upgraded into important components of 
tourism experiences that can meet market needs, and develop a prioritised strategy to upgrade and 
improve the resources into world class experiences for visitors.    

Based on the overall product strategy, identify heritage resources across the country which should 
and can be upgraded into important components of tourism experiences that can meet market 
needs, and develop a prioritised strategy to upgrade and improve the resources into world class 
experiences for visitors.     

Develop and implement a strategy to upgrade tourism attractions 
and heritage resources - including museums, monuments, etc. - 
across the country with the assistance from the Dept of Arts & 
Culture and working through local government or other 
government entities (e.g. Dept of Public Works, provinces), 
where applicable 

Provide an opportunity for the private sector - who deals with the market directly - to provide input 
into this process. 
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1.1.8 Quality assurance and Universal Accessibility 
 

1.1.8.1 Problem Statement 
 
The current quality assurance programme aimed at tourism accommodation and conference facilities needs to be broadened to also include other 
aspects of the industry. Additional standards need to be developed to cover tourism activities, attractions and services – where appropriate – and there 
should be a drive to implement the recently developed responsible tourism standards within the industry. However, the costs associated with the 
implementation of standards should not be such that it acts as a barrier to entry for previously disadvantaged groups.   
 
In addition, there are significant operational issues related to the implementation of the Tourism Grading Scheme, and in particular about the 
inconsistencies in the application of grading criteria, as well as the issue of assessors being chosen by the establishment wishing to be graded. 
 
Another aspect to quality assurance is the issue of universal accessibility (i.e making tourism accessible to those travellers with special needs, e.g. the 
elderly, people with disabilities, etc.). Though the grading criteria are in place, the issue is often misunderstood, and very few establishments have been 
accredited / graded as universally accessible.  
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1.1.8.2 Actions to address the issue 

 
Action Sub-actions 

Appoint full-time in-house grading and master assessors. 
Implement mystery guest visits to supplement the grading assessments. 
Ensure the Grading system has an effective customer feedback element which is linked to the 
greater consumer feedback system for the industry - see Service Excellence strategy.   
Engage with the tourism industry to obtain their recommendations in respect of the benefits 
('carrots') that should be offered by the grading scheme to encourage more operators to 
participate in the scheme.  
Increase the number of Black businesses that are quality assured. 
Institute regular training & refresher courses for assessors. 
Include universal accessibility grading criteria as a separately specified rating  with the normal 
grading criteria. 

Implement the recommendations from the KPMG review on current 
grading scheme as soon as possible 

Implement all other recommendations from the review. 

Implement a regular review of the grading / quality assurance system - 
every 3-5 years 

 

Develop a strategy to develop grading or accreditation systems for other sub-sectors of the 
industry. Take into account industry association certification, municipal and national licences 
and permissions required, private sector initiatives etc and service excellence customer 
feedback and prioritise areas that need grading/accreditation.  

Ensure that universal accessibility criteria are included but separately specified in all sub-sector 
grading schemes. 

Develop a business plan for the roll out of grading/accreditation to prioritised sub-sectors, 
including budget, institutional structures, governance, staff (master & grading assessors).   

Expand the grading or another form of quality assurance to other 
sub-sectors of the tourism industry, including restaurants, tour 
operators, transport operators, attractions, etc. 

Investigate alignment between the accreditation process for Professional Conference 
Organisers and the grading processes. 
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Action Sub-actions 

Improve the awareness of the grading scheme among South Africans 
and visitors - aim to eliminate confusion about the differences between 
different types of accommodation, what to expect at different grades 
and promote the customer feedback system - in a co-ordinated 
manner (using the same marketing collateral, etc.) 

Link to tourism information provision strategy and tourism awareness strategy.  

Investigate changes to development regulations to aim to legally 
require a greater degree of universal accessibility in new projects   

Finalise the development of incentives for businesses to convert 
their business to become universally accessible, and implement 
such incentives 

  

 
 

1.1.9 Investment facilitation, including enterprise development and development finance 
 

1.1.9.1 Problem Statement 
 
Many South Africans want to start, or try to start small tourism businesses – providing accommodation (bed and breakfasts, etc.) or tourism services 
(e.g. tour operators, tour guides, etc.). However, there are various issues in relation to starting and growing a tourism business, and in many instances 
access to finance is blamed as the sole reason for businesses not succeeding in this industry. This is not always the case, as there are also issues 
around: 
·  The quality of business concepts, which often lack proper planning and market analysis; 
·  Insufficient business experience of the entrepreneur, as well as a lack of support structures that will assist him/her to succeed; and 
·  Insufficient personal equity to fund the business, which becomes problematic as the revenues of many tourism businesses do not support large 

proportions of debt funding. 
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In addition to the above, the commercial banks view the tourism sector as risky and unattractive as a result of the relative small scale of business loans 
in this sector. There is no venture capital available for the tourism industry with more of an appetite for risk and that would be prepared to fund projects 
that are unattractive to banks. 
 
Incentives that have been put in place to encourage tourism investment are difficult to access and have very complex application procedures. Further, 
the various application procedures, such as environmental impact assessments, rezoning, etc., are often complex and lengthy processes, which further 
limit tourism investment. 
 
Though tourism investment opportunities are being promoted by various provinces, there is limited tourism investment promotion at a national level to 
drive the national tourism development agenda. 
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1.1.9.2 Actions to address the issue 

 
Action Sub-actions 

Review the various investment support and funding agencies providing finance or 
entrepreneurial support to the tourism industry and investigate how these can be rationalised. 
Include the provincial and local level where applicable.   
Following from the review of entrepreneurial support in step one above, develop a plan to 
rationalise and improve support to new tourism entrepreneurs. Consider a single national 
framework or entity (or tap into existing entities such as SEDA) to limit duplication and to 
enable equitable access across the country. Possibly tap into aid funding. Include a database 
of BEE entrepreneurs and investors to enable match-making.  Include support for business 
plan development and feasibilities, and ensure that any assistance to SMMEs is based on a 
demand-driven approach, i.e. do not provide assistance to enterprises for which there is no 
demand. 
Develop relevant and appropriate material to educate prospective entrepreneurs about the 
tourism industry and the various implications of starting a business in the tourism industry'. 

Develop a strong tourism business consulting industry that can assist start-up entrepreneurs 
with practical, market-based advice to ensure that their business cases are sound - linked to 
the One-stop-shop. 
Expand the work currently conducted by SA Tourism & SATSA on the speed marketing 
initiative to link existing, established wholesalers in South Africa with small product operators in 
rural areas - also to reduce the cost of participating in Indaba for SMMEs. 

 
 
 
 
 
 
 
 
Rationalise, simplify and improve the systems of entrepreneurial 
support to new tourism SMME investors. Consider a One-Stop-
Shop system, coordinated nationally with accredited "shops" in 
each province, that will provide support to businesses 
throughout their life-cycle, i.e. from start-ups to expanding 
businesses, to established businesses  

Use the One-stop-shop as an entity that can facilitate mentoring of new entrepreneurs by 
existing businesses through various associations. 
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Action Sub-actions 

Develop a plan for the establishment of a national tourism fund that may be used to encourage 
development within the tourism industry. Consider centering all funds available (dti, DBSA etc) 
currently into one entity. Consider donor funding. Develop lending and support criteria - nature 
and type of projects to support, structure of financial support - subsidy, soft loans, guarantees 
etc, criteria for selection etc. Ensure the requirements of applicants are realistic and the 
process relatively simple. Where other programmes might continue eg IDC for big projects, 
ensure coordinated approach between institutions.     

Include an equity matching fund/ venture capital for tourism entrepreneurs, i.e. new entrants 
who cannot raise capital, or provide collateral. Develop criteria for accessing the fund with links 
to mentoring/ support services (provided by the one-stop-shop), exit strategies and the like. 
Also consider how this aligns to the dti grant. 

Establish a tourism development fund to assist in the 
development of the tourism industry in line with the objectives of 
the national tourism strategy 

Include a fund that may be accessed by government departments and municipalities for 
tourism development in their destinations. This may be considered on a grant basis, depending 
on the nature of the project in question. Clear qualification criteria must be developed, linked to 
the national tourism objectives. 
Determine - through consultation - why the current investment opportunities on offer are not 
attractive to investors, and what needs to be done to change this. Investigate the reasons for the low success rate of PPPs in the 

tourism industry and develop an alternative approach Develop a new approach to attracting investment in state-owned tourism assets, based on the 
above. 

Improve the awareness and understanding of tourism among officials within the Dept of Rural 
Development & Land Reform. 

Lobby with the Dept of Rural Development and Land Reform to settle 
outstanding land claims that limit investment in the tourism sector, and 
to educate them on the potential of tourism and how to harness this Engage on the issue at Ministerial level to elevate the importance of the issue. 

Establish a communication forum for all investment support and 
promotion agencies, include PIC, PPP unit, IDC, DBSA, dti. Lobby, 
educate and inform on the tourism fund and other initiatives, and on 
the needs of the tourism industry  

  

Establish a communication forum for all enterprise development 
initiatives to ensure co-ordinated efforts and collaboration where 
required 
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Action Sub-actions 

Based on the Red Tape in Tourism study, investigate how and where the regulatory 
environment can be simplified and develop a programme to work with the relevant authorities 
at all levels to find ways to reduce or eliminate processes. Focus particularly on the burden of 
regulation on SMMEs.   

Implement a plan to simplify the regulatory requirements for tourism 
businesses holistically - i.e. within all spheres of government 

Consider the potential of developing a standard set of by-laws for local government in respect 
of the tourism sector. 

Engage with financing institutions to improve access to finance for 
tourism businesses 

Launch an awareness campaign within financing institutions about tourism and what the 
business models in the industry entail. 

Engage with the communications authorities to facilitate accessibility 
to broadband internet connections and good quality cellphone and 
other communications technology for the tourism industry - particularly 
in rural areas 

  

 
 

1.1.10 Environmental management and triple bottom line issues 
 

1.1.10.1 Problem Statement 
 
Its natural environment is one of South Africa’s greatest tourism resources, and therefore there is a need for the tourism industry to be actively involved 
in conserving and protecting our natural environment. Visitors – both domestic and international – can be encouraged to participate in the protection and 
conservation of South Africa’s natural environment and to enjoy a responsible travel experience while in South Africa that contributes to the 
achievement of the triple bottom line measures of the various tourism businesses.  
 
Climate change and global warming are very much on the global agenda, and the tourism industry is threatened due to travel’s high carbon emissions 
and the propensity of people to avoid travel to reduce their emission. Therefore South Africa’s tourism industry must be seen to be minimising 
environmental damage to counteract the possible negative industry impact perceptions.  
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1.1.10.2 Actions to address the issue 
 
Action Sub-actions 

Finalise and implement the National Minimum Standards for Responsible Tourism, with a focus on 
environmental issues.  
Conduct research on the current implementation of environmentally responsible measures and awareness 
among tourism businesses to establish a base line. 
Conduct an awareness campaign among tourism businesses, and particularly among tour guides, about 
responsible tourism, with practical advice on how they can implement environmentally responsible 
measures. 
Encourage tourism marketing organisations to include messages about environmental issues, climate 
change and renewable energy, where applicable in their marketing messages. 

Develop training programmes specifically aimed at green issues within the tourism industry, including all 
sub-sectors. 

Encourage tourism businesses to participate in a certification scheme such as FTTSA or Heritage or others. 

Encourage the industry to involve tourists in environmental conservation in line with the Global Code of 
Ethics in Tourism 
Develop and promote 'zero-carbon' events, e.g. cycling, walking, running, etc. 

Develop and implement a voluntary accord within the tourism industry to reduce their carbon footprint in 
relative terms, and monitor this on an ongoing basis. 

Improve the implementation of environmentally responsible practices within the tourism transport sector. 

Engage with airlines to assist them in offering their passengers carbon-offsets. 

Work with investment facilitation entities/organisations to encourage the development of 'green buildings' for 
new developments. 

Develop funding mechanisms for green tourism products such as eco-tourism, hiking trails, etc. 

Develop and implement a programme to set standards, 
encourage adherence to standards, and measure attainment of 
standards in Environmentally responsible tourism 

Engage with relevant stakeholders to facilitate funding for energy-efficiency conversions or renewable 
energy projects in the hospitality sector. 
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Action Sub-actions 

Participate in and influence global forums and initiatives on environmentally responsible tourism. 
Promote SA's environmentally responsible tourism practices 
internationally  
  Develop indicators for progress within the field of environmentally responsible tourism, and report 

on these indicators within the relevant forums. 

 
 
CLUSTER 2 : Tourism growth & development – Demand 
 

1.1.11 Marketing and branding 
 

1.1.11.1 Problem Statement 
 
SA Tourism has made progress in their targeted international marketing efforts, and some of their campaigns have won awards internationally. 
International marketing is very expensive, and therefore SA Tourism’s budget does not allow for unlimited marketing efforts. An effort should be made to 
allocate more marketing budget at national level to compete with competing destinations. 
 
The international brand alignment proposed in 2008 needs to be more widely implemented throughout South Africa – through all spheres of government 
as well as within the private sector. Such collaboration will assist in generating wider reach and more effective use of resources.  
 
SA Tourism has a very specific interpretation of their mandate which excludes the marketing of niche tourism. In addition, to some extent due to product 
constraints and budget, expanding the targeted markets geographically or by economic level does not happen.   An effort should be made to develop 
some new markets, instead of purely focusing on existing markets, and the 2010 FIFA World Cup is the perfect springboard to start some of this 
process. 
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Further, increasing technological developments in the field of tourism marketing necessitates that SA Tourism stay on top of the latest technological 
trends in messaging to markets in order to ensure that their marketing efforts generate the highest effect. 
 
 

1.1.11.2 Actions to address the issue 
 

 
Action Sub-actions 

Review marketing campaigns to ensure that the messages are aligned to create expectations that the 
experiences on offer can deliver.  

Make use of the latest technology, where applicable, and ensure that all websites are tailored to the 
needs of users. 

Develop Top 10 lists for visiting South Africa, relevant to different markets, and ensure that all provinces are 
represented. 

Incorporate all provinces into discussions about joint marketing initiatives with international tour operators and 
airlines. 

Ensure that people with the relevant skills and experience are appointed to represent South Africa in the 
international arena. 

Build onto and fine tune SAT marketing campaigns in core, 
investment, tactical and watch list markets 

Implement improved communication of international marketing activities to  ensure that all relevant stakeholders 
are made aware of the international marketing campaigns and activities through regular communication to 
industry, provinces etc (e.g. if the Free State is included in an advertisement, ensure that Free State 
stakeholders know this and understand that they may get enquiries related to the advert).. 

Consider making Indaba more focused rather than just chasing numbers. 

Consider opening Indaba to the domestic trade as well (or investigate a dedicated platform for the 
domestic trade). 

Assess the effectiveness of Indaba as a marketing platform 
for South Africa 

Review the pricing of exhibition space as an inhibitor to participation. 

Develop a marketing strategy targeted at the African market (see Africa development strategy). 
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Action Sub-actions 

Develop a marketing roles guideline for all levels of destination marketing in SA (national, provincial, city, district, 
local). Review the activities of a sample, of destination marketing bodies, in particular those considered to be 
most effective, and investigate best practice internationally. Consult with all levels on the issues, then develop a 
marketing roles template for each level, also indicating how the levels integrate. Include budget guidelines. 

Investigate the possibility of SA Tourism allocating more 'airtime' to provinces that do not have adequate budgets 
to market themselves. 

Review the current destination marketing situation in 
SA at provincial, city, district and local levels and align 
the destination marketing efforts of the various spheres  
to ensure that destinations within South Africa do not 
compete and complement one another in the 
international arena 

Encourage/require adoption of the roles as per the template. 

Advocate the importance of brand consistency throughout South Africa as a means of portraying a professional 
image of the country. Consider a specific, exciting, tourism tag line for the tourism destination marketing brand  

Work with provinces and local municipalities to implement brand alignment with the national brand. 

Develop the current brand book further into stories about our country and engage with the industry, companies, 
employees, tour guides, etc to both supply and to use the stories. 

Drive the implementation of the South African tourism 
destination  brand throughout the tourism industry 

Engage with all stakeholders to use the brand book to inform their communication strategies. 

Communicate the tourism destination brand, within the 
umbrella country brand, both in South Africa (to South 
African residents and companies and government 
organisations) as well as to the outside world 

Work with the IMC to spread use of the brands to the general population (see domestic tourism development) 
other related sectors and government. 

Ensure that the national online database of products is comprehensive, kept up-to-date and includes 
categorisation by experiences. 

Encourage, educate and assist all tourism product operators to establish an online presence for themselves 
(shared or unique), including online booking facilities as far as is possible. 

Continually keep at the forefront of, and utilise, the latest 
electronic information distribution and online/cell reservation 
systems     

Research information sourcing and booking patterns and keep up-to-date with international trends and ensure 
effective engagement with the relevant distribution channels. 

Develop distribution systems for the domestic market see Domestic Tourism Strategy. 
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Action Sub-actions 

Identify all potential new markets (or undeveloped markets) including niche leisure markets, new geographical 
markets and new income/lifestyle markets that may be attracted to South Africa based on the existing or potential 
product offering. Include medical tourism, backpackers, beach charters, etc.  

Conduct research into possible markets to target and select new/naiscent  markets with the greatest potential to 
address objectives (volume, value, spread), where  existing products are able to, or are close to, being able to 
meet the market needs. 

Inform the coordinated product development strategy of product development requirements to meet market 
needs if there are gaps. 

Review SAT mandate to include developing new 
markets and developing marketing strategies to attract 
them. 

Develop marketing campaigns to attract the identified markets. Use all media, including e-Media, and for niche 
markets use events, interest groups and associations. Work with existing tourism operators that service the 
markets. 

 
 

1.1.12 New market development 
 
This issue is addressed under ‘marketing’ – refer to Section 2.4.11. 
 
 

1.1.13 Business Tourism / Events 
 

1.1.13.1 Problem Statement 
 
South Africa has experienced the benefits of a number of large events – sporting and other – over the last few years, and the infrastructure created in 
anticipation of the 2010 FIFA World Cup and the profiling of South Africa during this event, will position the country very well for  attracting other events 
in the future. However, there is currently no co-ordinated effort at national level to attract international events. Different provinces and cities within South 
Africa are competing against one another to secure event business, and thereby limiting the ability of South Africa as a country to attract more events. 
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Events can be used effectively to draw visitors to a destination that may not have considered, and events may also be used to improve the seasonal and 
geographic spread of tourism within South Africa. 
 

1.1.13.2 Actions to address the issue 
 
Action Sub-actions 

Create a working group with SAT, provinces, major cities, ICCs and industry, to expand on, develop and 
agree the scope, mandate, governance and regular processes for the bureau and derive a more detailed 
budget. Include institutional structures eg industry committees, communication forums etc that are 
required. Use international benchmarks as well as local  experience to inform the process 

Finalise a business plan for the bureau based on the strategy (being developed by SAT) refined if 
required. Strategy and plan to include addressing seasonality and geographical differentiation/spread, 
leveraging the 2010 infrastructure and profile, co-ordination of existing event marketing at different levels, 
developing and promoting existing events as well as development of new events, and ensuring a fit 
between events targeted and the destination at country and city level  

Devise a proper registration and research system to ensure we can measure the extent of the business 
tourism industry and the impact of meetings and measure the impact of strategies 

Employ full-time staff for the NCB. 

Identify at least one event in each province as a flagship event that represents the provincial 
experience and grow the importance of this event. 

Establish a recommended structure for provinces and local governments to follow, to market and support 
business tourism and events, and where applicable, support local convention bureaux. 

Establish a national convention and events bureau 
responsible for business tourism and events 
marketing and development, co-ordination and 
support for bids and develop and role out a significant 
business tourism and events strategy 
  

Consider a loyalty programme for various similar events around the country that enables visitors to get 
preferential treatment iro tickets, discounts, etc. Possibly do by type of event eg Jazz, and link to niche/ 
interest group marketing for foreign and domestic tourism. 
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Action Sub-actions 

Benchmark international monetary bid support, and develop a proposal to create a fund, including 
governance, controls, criteria etc.   
Develop specific criteria to provide support to bids, based on the size of events, return on investment/value 
to South Africa, etc. to ensure that there is no exploitation of the fund. 
Develop a toolkit on the process of applying for bid support. 
Implement the fund. 

Investigate and implement the establishment of a 
bidding fund that may be used to support bids for 
events of national importance 

The bidding fund should only provide support once the client (i.e. the association hosting the conference) 
has decided on which city / destination it wants to host its conference in. 

Promote accreditation of PCOs to professionalise the 
industry and to ensure quality Refer to quality assurance action plan. 

 
 

1.1.14 African tourism development strategy 
 

1.1.14.1 Problem Statement 
 
Though Africa is the main source of foreign arrivals for South Africa, the opportunities provided by the various source markets within Africa are not 
clearly understood by the tourism industry. Many African visitors stay for a short period of time, and the challenge is to entice them to stay longer and 
spend more. Challenges in attracting the African markets include visas and air access (not frequent enough and very expensive). For many African 
visitors the primary reason for their visit is for personal or trade shopping. There are limited or no linkages with the retail and wholesale trade and the 
tourism industry to jointly maximise the shopping visitation and spend levels of the African tourists.  
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1.1.14.2 Actions to address the issue 

 
Action Sub-actions 

Continue to conduct market research to understand the needs and requirements of travellers from 
neighbouring countries. 

Distribute the findings of the above research to the tourism industry (and the trade in particular) for 
them to use to adapt existing / develop new tourism products and experiences that satisfy the needs 
of these markets. 

Expand the tourism industry impact of travellers from our 
neighbouring countries 
  
  Develop a marketing campaign targeted at increasing the length of stay of travellers from our 

neighbouring countries - individualised by country (e.g. encourage Mozambicans from Maputo to visit 
Kruger National Park). 

Use information from existing travellers from such countries to narrow down the selection. 

Identify the various issues inhibiting growth from these markets (e.g. air access, visas, etc.). 

Engage with the relevant partners to address bottlenecks. 
Conduct market research to better understand the needs and requirements of these markets. 

Identify and develop key other African markets  

Distribute the findings of the above research to the tourism industry for them to use to adapt / 
develop new tourism products and experiences that satisfy the needs of these markets. 

Create a working group with the dti, the tourism industry and the retail industry to develop a strategy 
to maximise trading and shopping tourism. Involve key cities which are destinations for this spend, 
eg Nelspruit, Rustenburg, Johannesburg, Ficksburg and Bloemfontein, etc  Consider shopping 
festivals, retail promomtions in neighbouring countries, transport and access facilitation etc Investigate ways to stimulate and facilitate the visits  of 

African tourists who come to the country for shopping 
purposes  

Implement the priortised strategy. 
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Action Sub-actions 

Develop partnerships with South African companies doing 
business in other African countries to piggyback on their 
marketing, where applicable, or to conduct joint marketing 
campaigns 

 Develop a framework for joint marketing agreements with such companies in Africa. 

 
 
CLUSTER 3 : Enablers of growth 
 

1.1.15 Improving general awareness of tourism among South Africans 
 

1.1.15.1 Problem Statement 
 
Many South Africans have limited exposure to and understanding of tourism, and in many instances have developed  a negative perception of an 
exclusive activity for rich foreigners. Tourism meanwhile is an activity in which everyone (above the lowest economic levels), can participate and enjoy 
for improved quality of life. In addition many people benefit directly or indirectly from all types of tourism activity, but area unaware of how the tourism 
benefits might be impacting on them.   
 
Visitors may come into contact with a variety of South Africans during their visit, and it is therefore also important for all South Africans – whether they 
are directly involved in the tourism industry or not – to be aware of and understand tourism and the benefits it can generate if the industry grows. They 
need to be made aware of how they can either enhance a tourist’s experience or be involved in building a negative perception in the tourist’s mind about 
the country. If residents of a particular area understand that tourism can bring jobs and economic prosperity to their area, they will be compelled to treat 
visitors well and contribute to the world-class experience of such visitors. 
 
Limited understanding and awareness of tourism in other economic sectors – like the financial services sector – further limits the ability of tourism 
businesses to obtain funding, and limited understanding of the industry within government results in the tourism industry often being neglected in terms 
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of decision-making about interventions that may impact on the industry (e.g. not prioritising the provision of electricity in an area where there may not be 
many residents, but where tourism businesses could operate). 
 
Even for tourism stakeholders, awareness is often limited to their own contact with the tourist, and they do not always understand the total picture of the 
tourist’s experience in South Africa and how they can assist in improving that experience.  
 
 

1.1.15.2 Actions to address the issue 
 
Action Sub-actions 

Work with academic and training institutions/experts to develop the courses. Identify target 
groupings (e.g. unions/employees, stokvels, religious groups, sports and cultural associations, 
schools, community groups etc) and tailor to meet their level. Where relevant use story format 
and role play, and always related to the local context and linked to taking holidays. Also use a 
mix of media, electronic, video, print, audio, etc. - and develop in all languages. Link to holiday 
prizes, and ensure some tourism information provision is included so they can organise their 
own travel afterwards. The training should be coordinated with service excellence training to 
ensure understanding of the differences and clear inter-linkages and brand sharing where 
appropriate.  
Investigate sponsorship and other sources of funding, eg AID, for the role out, and develop a 
national role-out programme. Use trainers from different cultural backgrounds.  

Implement the training through-out the country.  

Develop and role out widely through-out the country, a branded 
range of "training courses" or "programmes" and related  collateral 
for tourism awareness development in different groupings within 
society and ensure the programmes are delivered widely within the 
country.  

Tailor and implement the training through-out government at all levels - to all employees.  

Brief and select advertising agency to develop the campaign. 
Develop under the same brand, an advertising campaign rolled out 
across all media to both encourage leisure travel in this country and 
demonstrate the benefits that flow through the economy because of 
tourism activity.    Role out the campaign. 
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Action Sub-actions 

Engage with the public broadcaster and programme producers,  radio stations, to develop 
specific programmes aimed at improving the awareness of tourism among all South Africans. 
Target  both children and adult viewers/listeners. Include talk show formats. 

Engage with the screen writers of the various soap operas on SABC to include some 
components of tourism activity in their programmes such as working in hotels or resorts, 
holiday taking, booking a holiday, (e.g. 7de Laan is currently talking about 2010). 

Produce regular stories and distribute to relevant leisure media on holiday taking experiences 
and activities, and benefits flowing from tourism. 

Develop, under the same brand, a PR campaign to widely 
disseminate the message that travel and tourism is a lifestyle activity 
for all and provides benefits for all South Africans, include an e-
Media strategy. 

Develop and implement an e-Media communication strategy - consider social media, cell 
phones. 

Continue to develop tourism as a subject in schools See people development. 
Continue the S'hot Left campaign See domestic tourism growth. 

Develop school trip/tour programme 

Engage with the Ministry of Basic Education to develop a school tour programme, if possible 
integrated into the curriculum for say Life Orientation in the early High School grades. Take into 
account any existing programmes, investigate funding from sponsorships/AID, and develop the 
programme. 

Develop industry employee holiday exchange programme Develop an exchange programme where employees in enterprises within the industry go to 
another industry operator for the experience of being on holiday or visiting an attraction. Use off-
season and low periods when both labour and capacity are available. Look for transport/funding 
sponsors. 

1.1.16 Perceptions of safety and security 
 

1.1.16.1 Problem Statement 
 
Strong perceptions exist internationally that South Africa is an unsafe destination. Though the reality is that there is a problem with crime and safety in 
South Africa, the extent of crime incidents affecting tourists is not significantly high, and all efforts must be made to address incorrect perceptions in a 
pro-active manner. Incorrect perceptions result in potential visitors deciding against a visit to South Africa, and thereby results in a significantly lower 
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number of foreign visitors to our country. The media is often at fault for focusing only on negative stories and not reporting the positive stories that may 
boost our country’s image. 
 
There is often a lack of awareness of the important role that the South African Police Service and the judicial system can play in promoting or breaking 
down the image of South Africa as a great destination through the facilitation of prosecutions in the case of actual crimes against tourists. 
 

1.1.16.2 Actions to address the issue 
 
Action Sub-actions 

Identify potential high-profile safety ambassadors for South Africa from key source markets & solicit PR 
input from them eg Jeremy Clarkson. 

Engage with South Africans living abroad to improve the messages they spread about South Africa's 
safety & security image. Use stories of their holidays in SA, how they miss SA, and other upbeat 
perspectives, to encourage positive messages. Link to Homecoming Revolution, use the Good News, 
and leverage 2010, during and after the event. Use electronic media extensively as well as other media.  

Develop and implement a major campaign to improve 
perceptions of safety & security in foreign source 
market countries, through  concerted PR and 
information provision Develop collateral and messages on safety with comparisons of South Africa's safety & security 

indicators compared to other destinations (e.g. water quality, etc.) that will improve South Africa's image 
as a safe destination. Include explanation of the benefits to economic development and job creation in 
South Africa from foreign tourism. Use stories, especially of new immigrants to SA from source markets, 
SA homecomers, leverage 2010 during and after the event. 

Identify and appoint national and provincial spokespersons on issues of tourism safety & security. 

Interact with SAPS re message management on tourism-related incidences of crime. 

Build relationships with a variety of journalists and educate them on the importance of proper messaging 
in relation to safety & security issues. 

Identify and communicate positive messages in relation to safety & security.  

Implement a communication strategy within SA for tourism 
safety & security 

Educate South Africans about the importance of tourism - see tourism awareness strategy. 
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Action Sub-actions 
Have quarterly meetings of the National Tourism Safety Forum. 

Establish provincial tourism safety forums in each province. 

Establish a national tourism safety centre. 

Implement coordinated Tourism Victim Support Programme in all provinces.  

Collect and analyse information about safety & security and feed into communications campaigns where 
relevant. 

Conduct risk assessment to identify unsafe areas and areas where additional safety measures need to 
be implemented to mitigate risks to tourists. 

Finalise and distribute the enterprise safety awareness checklist to all tourism businesses. 

Finalise and distribute the destination safety awareness checklist to all destination management 
organisations, including local government. 

Develop safety tips for visitors in a variety of languages. 

Fine-tune, manage and monitor the implementation of the 
Tourism safety and security strategy  

Implement tourism awareness training for SAPS officers. 

 
 
 

1.1.17 Airlift – international 
 

1.1.17.1 Problem Statement 
 
If the flights into South Africa from various markets are lacking, or are expensive or inconvenient for potential visitors, it prohibits or deters them from 
visiting South Africa. Therefore addressing the issue of international airlift between South Africa and key source markets – including African countries – 
is critical to achieving the tourism objectives. The cost of airport taxes and other charges should also be addressed as part of this issue, as the actual 
fare may often be lower than the taxes that have to be paid. 
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SAA has been commercialised and as such acts to maintain and maximise profitability, which is not always in the national or tourism industry interests. 
However, within this framework SAA is still involved in bilateral negotiations on route capacities which it would naturally seek to influence, and we do not 
have an open skies policy.  National carriers in many developed tourism destinations (eg Spain) and some new destinations, eg Dubai, are (or were) not 
run for financial return but operated at a modest profit or cost to taxpayers, in order to support the national interest.  We need to make SAA either a 
national carrier supporting the national interest or we need more open skies to allow for full competition on thr routes serving South Africa.  
 

1.1.17.2 Actions to address the issue 
 
Action Sub-actions 

Research study into SA's international air transport connectivity needs and opportunities. Include 
a review of SAA and other carriers serving SA, benchmarking against other national airlift 
strategies and National Carrier/Flag carrier models, projections of air route capacities under 
different scenarios, budgets (cost to fiscus) for various options, economic benefits of options, 
and a recommendation as to the best national strategy for SAA.    
Request a debate about SAA in parliament to provide clarity to the South African tourism 
industry as to its role and mandate. 

Address defining the role of SAA as either a National Carrier, 
Commercial Flag Carrier, or independent airline. Consider SA's 
tourism access imperatives from a location perspective, and 
consider the core, investment, tactical, watch, and new markets, 
as well as SA's current and potential trade links  

Ensure that tourism imperatives and the national tourism marketing strategy are considered by 
the "Strategy Planning Committee" of the Vula Skies strategy in their review process, and 
recommendations are implemented. 

Maximise airline industry support for SA tourism development  
Establish regular forum for discussion and direct communication between airlines operating 
internationally and destination marketing organisations to ensure collaboration in efforts. Specific 
emphasis on SAA. 
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1.1.18 Ground transportation 

 
1.1.18.1 Problem Statement 

 
Independent visitors to South Africa are largely dependent on renting cars to facilitate their travel throughout South Africa, as there is limited public or 
tourism transport available. Bus and rail networks are not always connected to airports and therefore make it difficult for travellers to get around unless 
they rent a car. This also makes it difficult for South Africans who do not own cars to travel. Safe, reliable links should at least be available connecting 
major centres, transport termini and tourism attractions and destinations. 
 
The tourism transport industry face a number of issues related to their operations being partly regulated by the Dept of Transport (vehicles and 
operating permits) and partly by the Dept of Tourism (tour guides). This is further complicated by provincial ground transport regulation which requires 
duplication of applications and in many instances lacks efficiencies.  
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1.1.18.2 Actions to address the issue 

 
Action Sub-actions 

Continue the process to improve the ground transport and tourism 
transport licencing system to create an efficient and consistent 
(nationally and provincially integrated ) licencing system    

 

Conduct a high level assessment of current transport provision and tourism transport needs and 
demand, include all modes, pricing, inter-city and within city services. 
Engage with the tourism ground transport providers to identify issues in respect of ground 
transport. 
Identify and prioritise transport needs to meet the demands of tourists. Identify key tourism 
routes and destinations and ensure that there is ground transportation available where relevant, 
as well as relevant tourism signage to cater for self-drive tourists Take into account the tourism 
marketing strategy and new tourism segments, as well as the coordinated product development 
strategy.  

Draft strategies to develop the priority transport required; may include advice to cities and towns 
on tourism transport, development of intercity coach and train services, marketing and 
information provision on transport availability, schedules etc.   

Include linkages between the various modes of transport and accessibility and affordability of the 
available transportation. 

Develop a vision and strategy for an efficient, intermodal transport 
system in South Africa which will allow domestic and international 
tourists to move about easily, to and from, and within destinations.  

Implement strategies in priority order.  
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1.1.19 Airlift – domestic 
 

1.1.19.1 Problem Statement 
 
South Africa’s vastness necessitates air travel between destinations within South Africa for visitors with limited time. However, apart from the 
Johannesburg-Cape Town, Johannesburg-Durban and the Cape Town-Durban routes (The golden triangle), air travel within South Africa is expensive 
and flights are not always scheduled at convenient times. Also the cost of flights outside of the three main routes is often very high. This limits the 
improvement of geographical spread of visitors to lesser visited provinces and limits leisure and business tourism to many destinations. 
 

1.1.19.2 Actions to address the issue 
 
Action Sub-actions 

Identify all existing routes, frequencies and prices, with a particular focus on destinations that 
can attract additional tourist visits. 

Identify destinations that may benefit from increased, affordable air access. 

Identify existing airports that may be converted for domestic scheduled flights only - in 
particular smaller airports in key tourism areas. 

Determine the volume levels at which it would make business sense for an airline to fly the 
various routes & what the potential volume on each route is. 
Determine what government support (including incentives, where applicable) would be 
required to enable affordable flights on routes that do not make commercial sense at present - 
including using government procurement processes to require air travel by government 
employees. 
Investigate opportunities for joint marketing between provinces and airlines to promote the 
destinations. 

Establish a task team to investigate domestic airlift within South Africa 

Develop a strategy and action plan for the development and expansion of domestic 
airlift in South Africa. 
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Action Sub-actions 

Implement the recommendations in the strategy   

Once the strategy is completed, set up a communication forum among 
airlines, destinations and airports to monitor the implementation of the 
strategy 

  

 
 
CLUSTER 4 : People in tourism 
 

1.1.20 Transformation 
 

1.1.20.1 Problem Statement 
 
Transformation is an imperative for South Africa as a whole, and particularly in the tourism industry. It is a critical success factor without which the 
growth and development of the industry is not guaranteed. However, the rate of transformation in the tourism industry has been very slow, with few 
black entrants in the market, and big and small business still largely dominated by white people. Significant effort is required to not only transform 
existing businesses in the tourism industry, but also to grow the industry as a whole to allow for more main stream black-owned businesses of all sizes 
to be established. 
 
The Tourism Broad-Based Black Economic Empowerment (BBBEE) Code was gazetted in May 2009, and now places a legal responsibility on 
businesses in the tourism sector to comply. This creates a sense of urgency in respect of transformation in the tourism industry.  
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1.1.20.2 Actions to address the issue 

 
Action Sub-actions 

Conduct ongoing communication and awareness programme including the business case for BBBEE 
to achieve industry implementation of sector codes - leverage the 'success' of high profile BEE deals 
that have been concluded and the MoU entered into between TECSA and 10 industry associations. 

Engage with the associations to promote transformation by implementing a BBBEE scorecard 
as a requirement for membership. 
Create a database of qualified black people, and in particular black women, in management positions 
– leverage ‘Black Talent’ database by TECSA.  
Initiate a reward program / recognition for best performing companies in terms of sector code 
compliance. 

Develop and make publicly accessible a database of BEE compliant suppliers to the industry. 

Develop and implement strategies and programmes to 
promote businesses having a BBBEE scorecard, and to 
encourage businesses to improve their scores and 
reach the Tourism Charter Targets  

Develop an enforceable memorandum of agreement with all government departments at all 
levels to ensure that government only procures from BEE compliant tourism service 
providers. Government should require all their existing tourism suppliers to obtain a BBBEE 
certificate or lose their supplier status. 

Develop a people development plan, including training, 
to effectively produce the required sector skills at all 
levels, but particularly management and 
entrepreneurship. 

See people development strategy. 

Implement tourism as a subject in schools, and include 
tourism businesses as case studies and examples in 
business studies and accounting curricula 

See people development strategy. 
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Action Sub-actions 
Develop and implement a tourism awareness campaign 
through-out South Africa 

see Tourism Awareness strategy. 

Increase domestic tourism levels amongst the black 
population 

see Domestic Tourism strategy. 

Ensure rationalised and effective development finance and entrepreneurial support is provided 
through-out South Africa - see investment, enterprise development and development finance 
strategy. 

Develop and implement a formalised, national mentorship programme for entrepreneurs in the 
tourism industry. Create a database and match mentors to black SMMEs owners or would-be 
entrepreneurs.  Include corporate mentors and individuals who can assist entrepreneurs. 
Provide basic guidelines for mentors to follow.  Showcase successful mentorship projects. 
Promote the concept of leisure or lifestyle entrepreneurs amongst the black community 
through profiling successful black or white owned leisure entrepreneur  (small and medium) 
businesses in tourism. Incorporate into the tourism awareness campaign, school education 
and entrepreneur training.  Investigate and promote options that could be developed related to 
interests and hobbies - ballroom dancing, sports such as soccer and basketball, 
entertainment/shopping trips,  etc.  
Initiate discussions and conclude agreements with travel trade both locally and abroad to incorporate 
black emerging entrepreneurs into their itineraries and networks of service providers - promote the 
marketing benefits.  

Identifying and incorporating black owned SMMEs into marketing campaigns to ensure benefits from 
marketing campaigns e.g. Sho't Left. 

Continue the TEP programme to help develop black SMMEs in, and supplying to, the industry. 

Develop programmes to attract more black 
entrepreneurs to enter the industry and own and 
operate SMMEs through-out the sector, and provide 
support for such entrepreneurs 

Develop and expand the Speed Marketing project to assist in linking black entrepreneurs to 
mainstream industry. 
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1.1.21 People development 
 

1.1.21.1 Problem Statement 
 
The tourism industry relies on people to deliver the core of the experience.  At present, the industry is not attractive to quality people of all skills levels, 
and retention of quality people is hampered by  generally poor  training and development, career progression, salary levels etc    THETA – the sector 
education and training authority dedicated to the tourism industry is largely ineffective, and they do not assist the industry as best they could in the 
development of people. 
 
The urgent need for skills development in the tourism industry in South Africa was illustrated through the Skills Audit of the tourism and sports industries 
carried out in 2007. Subsequently, a Human Resources development strategy was developed, and the imperative is now to implement the strategy in 
order to build and improve the skills base in the tourism industry. One of the critical issues relating to building skills in the tourism industry is the fact that 
school leavers do not perceive the tourism industry as an attractive profession, and therefore the industry does not attract top quality students. Another 
critical area is skill levels of supervisors and managers in the industry. 
 
 

1.1.21.2 Actions to address the issue 
 
Action Sub-actions 

Develop a THETA turnaround strategy that is industry driven and addresses people development, include a 
problem statement, possible performance audit, governance review, and work with the Dept of Higher 
Eductation, and involve industry significantly. The move of SETAs to the Dept of Higher Education  offers a 
specific opportunity to change what needs to be changed at THETA  
Encourage companies to claim grants from THETA – a  how to claim guide, reminders of due dates for 
submissions etc. 

Create ongoing forums for constructive engagement between the industry and THETA. 

Improve Theta's effectiveness 

Encourage companies in the industry to engage with THETA - possibly through industry associations. 
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Action Sub-actions 
Develop a national forum for the relevant stakeholders within people development to meet on a regular basis 
to ensure that training programmes and courses are targeted and deliver on the expectations of the industry. 
Build on the existing working group and initial research and formalise a structure. 
Engage with training and academic institutions with particular focus on the development of black supervisory 
and management staff. 

Improve the quality of formal training provision. 

Engage with industry associations to promote formal training within the industry to improve the quality of the 
people working within the industry. 

Encourage private sector participation in and contribution to training colleges as part of their CSI contributions 
- see Transformation. 

Implement an industry assessed academic excellence award for various categories of tourism training 
institutions (similar to ranking the MBAs). 

Implement an annual educator and trainer update training programme - compulsory continuous professional 
development programme for educators and trainers in the industry. 

Ensure that an experiential component is included in all training programmes. 

Conduct a skills audit every 3 - 5 years to track progress. 

Fine tune, manage and implement the human resource 
development strategy 

Initiate and roll-out a country-wide customer relations training programme for all travel & tourism employees. 
Build on SA Host and Welcome Host campaigns, but ensure consistency and a unified brand or approach to 
avoid confusion.  See service excellence strategy. 
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Action Sub-actions 

Broaden the extent of tourism as a subject in schools, - expand to more schools, bring into junior schools, use 
experiential elements (tours & trips) and role play, bring into LO curricula, use as case studies in Business 
Studies, accounting   etc. 

Investigate a leanership/apprentice process - link to the current learnership process - to develop recognised 
careers in the industry with formal development over a number of years.    

Develop a schools and campus awareness campaign of the opportunities in tourism; use stories to illustrate 
different entry levels and career growth options, use electronic media extensively. Incorporate the careers 
exhibition into the process. 

Develop a communication campaign to reach parents of grade 11 and 12 learners with information on the 
tourism career opportunities and options. 

Enhance the perceptions of school-leavers towards a 
career in the tourism industry 

Increase tourism awareness and understanding - see Tourism awareness strategy 

 
 

 
1.1.22 Provide decent work in the tourism industry 

 
1.1.22.1 Problem Statement 

 
The tourism industry is not considered a good employer, as the wages are often quite low, the hours of work are long and unusual, and people often 
cannot see career progression for themselves in the industry. The profile of the industry as a career is not very good, and students who are unable to 
qualify for professions such as law, engineering and medicine are often encouraged to enter the tourism industry. This needs to improve if better skills 
are to be developed in the industry. 
 
Decent work is also one of the priorities of government and the industry must demonstrate to government that it is a provider of decent work. 
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1.1.22.2 Actions to address the issue 

 
Action Sub-actions 

Review the existing research, legislative framework (existing SDs, BCEA and other labour legislation), etc. to 
determine what is generally meant by 'decent work' and how this applies in the tourism industry. Specifically 
include definitions on occasional work and seasonal work in the tourism sector. 
Determine the current status of decent work provision in the various tourism sub-sectors, as measured against 
the 'decent work' construct 

Examine the gaps between the actual work scenario in place and the ideal scenario as outlined by the 'decent 
work' construct, and communicate the outcome of this analysis to the stakeholders in various sub-sectors. 

Engage stakeholders in a process of developing a clear plan of action to move from the current situation to the 
ideal situation. Engagement should be focussed on a clear and co-ordinated/defensible position from the sector. 

Communicate the plan of action to stakeholders, outlining their respective roles and responsibilities. 

Strategy to include developing a toolkit/guide to help companies implement decent work and check as to whether 
they comply, reinstate a travel and tourism industry wage benchmark survey and benchmark wages annually with 
other sectors and internationally, and implement annual revision of prescribed/recommended wage bands. 

Investigate incentives for excellent people development and decent work in the tourism sector 

Work with the Dept of labour to increase policing of SDs and BCEA.  

Work with the labour brokers and the Dept of Labour, to develop an accreditation/registration system for labour 
brokers who comply with SDs, BCEA and/or decent work codes. 

Engage with stakeholders to determine what would incentivise them to comply with 'decent work' (SD, BCEA and 
other codes) and engage with the relevant authorities to implement such incentives for the tourism industry. Also 
consider an incentive (similar to learnership incentive) per permanent employee converted from casual 
employment to encourage skills development. 
Encourage participation in FTTSA scheme which measures fair employment practices, or develop an 
independent Decent Work accreditation.  

Develop and implement a strategy to encourage 
businesses in the tourism industry to comply with the 
principle of providing decent work 

Monitor the progress of the tourism industry's move towards providing 'decent work' 
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Action Sub-actions 

Using the above as a base, work with the Labour brokers association/ key labour brokers, and involve industry 
associations, and develop the MOU proposal, including a background explaining the importance of tourism and 
the strategy target of 800 000 jobs, and outline the strategy to improve industry compliance. Possibly include in 
the codes prescribed/ suggested wage bands for the industry by job category, and agreed practices for labour 
brokers in the industry. 

Start discussions with relevant ministries and labour, and agree the MOU. 

MOU between the tourism industry, the Dept of 
Labour, Cosatu/unions, NDT and other relevant 
ministries (eg Economic Development, Planning) 
on what constitutes decent work in the tourism 
industry with a code of conduct for tourism 
industry businesses to comply with 

Sign, launch and publicise the MOU. 

See people development strategy and tourism awareness strategy. Include attracting school leavers into the 
industry, tourism as a subject in schools, awareness of tourism and the importance of good customer service, 
tourism as a career and increasing the number of age 35+ people in the industry, guidelines for employers on 
performance appraisal and career progression.  

Ongoing measures to attract and retain quality people 
in the industry and create careers in the industry 

Conduct research to determine whether increasingly 'decent' work in the tourism industry assists in attracting 
people to the industry. 

 
 

1.1.23 Service excellence 
 

1.1.23.1 Problem Statement 
 
Service levels in South Africa are extremely inconsistent, as per the findings of the Disney Institute during their visit to South Africa during September 
and October of 2009. There are a variety of reasons for this, but often it is a case of poor leadership. Front-line staff is not inspired to deliver great 
service because they are not given the reasons why they should be delivering great service and are not treated with respect or given accountability to 
deliver an experience. South Africans are generally not keen to complain about poor service, but only voice their opinions to family and friends, and 
therefore the people delivering the service often do not know that their service was not up to the expected standards. Poor service levels are not only 
limited to the tourism industry but are also prevalent in other sectors of the economy. Service is important throughout the tourism value chain, including 
all service contact points (e.g. immigration, transport, accommodation, etc.).  
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1.1.23.2 Actions to address the issue 

 
Action Sub-actions 

Develop a comprehensive baseline for customer service satisfaction in SA, covering key markets 
(domestic, African, intercontinental; leisure, business travel, business tourism) and covering the entire 
value chain including from booking and information provision, travel, accommodation and experiences.   

Based on the customer satisfaction research publish an annual national tourism service index, similar 
to the Accenture or WEF indices. 

Conduct research and gather information to develop objective 
benchmarks for understanding of service levels and service 
gaps to be addressed, and for monitoring service improvement 

Produce information from the surveys for education and training establishments and tourism operators 
on where the service level gaps are, and jointly develop or refine strategies to address the gaps.  

Review and revise SA/Welcome Host programmes to ensure they incorporate appropriate behavioural 
alignment, and ensure they cover customer care for all major front-line job categories in the industry. 
Re-launch and rebrand a single campaign with multiple elements within it if required but within a single 
cohesive framework and clearly linked to, but differentiated from the tourism awareness campaign to 
avoid confusions.  Ensure modules are included for supervisory and middle management.  
Engage with THETA to ensure sufficient accredited trainers are available through-out the country to 
deliver service training programmes - see people development strategy. 

Develop service skills and attitudes in order to achieve 
sustainable changes in behaviour and develop a service 
culture in the industry 
  Communicate widely to the industry and other relevant tourism front-line operations eg Home Affairs, 

customs,  about the available service training programmes to encourage businesses and public sector 
to implement them in their own training programmes or to send their middle management, supervisory 
and front-line staff on the programmes - subscribe to "The tourism industry relys on and invests in 
people".  
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Action Sub-actions 

Introduce service excellence reality TV Series & Talk shows on both radio and TV. 

National Service Excellence awards for operations based on customer feedback systems and national 
vote/nomination process - to replace Welcome awards, and happen annually. Consider a review of all 
current awards which include service levels and determine if rationalisation is appropriate.   

Introduce national Service Excellence awards for individuals employed in the tourism industry. Use 
customer feedback systems and a vote. Look at a monthly and annual award, and voting could be on 
reality TV programme to choose a winner from finalists every month and an annual winner. Look for a 
corporate sponsor.  
Introduce service excellence month - include awards, flighting of TV programmes and airing of radio 
programmes, and an annual conference. 

Introduce service excellence news (quarterly). 

Create public awareness amongst consumers of world 
class service standards and encourage a culture of not 
accepting poor standards.                                                 
Create awareness amongst industry employees of the 
importance of customer care.  

Introduce industry employee awareness campaigns - "Go the extra mile with me" or "Great service 
begins with me" as part of the training and a service commitment from employees.  
Develop and introduce a South African Mark of Quality service that may be used by all South African 
companies providing great service to tourists. 

Expand to other sub-sectors and improve on the Tourism Grading Council grading system, especially 
with respect to service and link to customer feedback system (see below) and Quality Mark. 
Repeat the customer satisfaction survey every year to monitor changes in service standards. 

Measure and monitor service standards 

Develop and introduce a web-based self-assessment tool for service excellence. 

Develop an accessible, easy to use tourism consumer 
feedback system 

Introduce a comprehensive industry wide customer feedback system that includes an SMS option, 
phone/fax numbers, an email address and a website and which cleverly initiates focussed feedback 
both positive and negative. Ensure that feedback is channelled to the establishment for action, and 
that some form of response is assured to the customer. A sort of "Trip Advisor" for South Africa.     
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1.1.24 Improve community benefits from and participation in tourism 
 

1.1.24.1 Problem Statement 
 
Various communities – especially in rural areas – could potentially benefit from and participate in the tourism industry, but their level of awareness of the 
industry is limited and there are limited or no tourism skills available within these communities. Historically, some tourism investors and operators have 
taken advantage of the natural and cultural resources belonging to communities without any benefits accruing to the communities. 
 
In some cases, unrealistic expectations have been created about the potential benefits of tourism and the timeframe within which such benefits may 
realise, and when these promised benefits are not realised within the expected timeframes, the communities have sabotaged well-meaning operations 
(for example in the northern parts of KwaZulu-Natal where some communities attack tourists).  Finally public sector led programmes to support 
community tourism initiatives have been supply led and market demand is low to non-existent also resulting in project failures and un-met expectations. 
 
Community structures are often not the most appropriate structures to use for business transactions and complications often arise in tourism deals with 
communities. The private sector also feels pressurised by unrealistic expectations of communities.  
 
Previous exploitation and dashed expectations create a reluctance amongst communities to consider tourism, whilst many private sector operators have 
reservations about community involvement in projects, resulting in a lack of progress in delivering tourism benefits to communities.   
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1.1.24.2 Actions to address the issue 
 
Action Sub-actions 
Improve local government capacity and understanding of tourism, 
and specifically community based tourism issues and opportunities, 
so that they are able to realistically assist communities to maximise 
potential tourism opportunities  

See capacity building and budget for local government strategy.  Identify successful community-
based, and community benefitting, tourism projects and document them as case studies from 
which others can learn. 

See tourism awareness strategy  

Develop specific community campaigns to disseminate information on, and improve 
understanding of tourism. Use stories about tourism and tourism businesses, and about 
successful and unsuccessful community projects. Make the material available to local 
municipalities, NGOs, tribal authorities and community organisations.  

Build awareness and understanding about tourism among 
communities - in particular rural communities - to eliminate 
unrealistic expectations 

Generate debate about the participation of communities in tourism projects by providing 
examples and case studies of successful and unsuccessful projects for lessons learnt. 

Identify destinations and areas where communities can become 
beneficiaries of tourism projects and identify and support appropriate 
product development 

See coordinated product development strategy.  
Include community participation in domestic market resort group - see domestic tourism 
development.                                                                    
Consider communities swopping facilities - city communities host rural visitors for shopping and 
entertainment, while rural or coastal communities host city visitors for leisure holidays.                                                                     

Develop minimum criteria for community partnership projects in the tourism industry. 

Identify the most appropriate institutional structures for tourism projects with community 
partnerships. 

Develop sustainable funding models for community-based tourism 
projects 

Develop funding criteria for entrepreneurial projects that benefit more people within the 
community than just the entrepreneur and his/her immediate family. 

 
 
 


