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A.
Status of the tourism industry

1.
Global Trends
The World Tourism Organisation recorded 924 million international arrivals in 2008, with a growth rate of 2% from 908 million in 2007. Tourism demand slowed significantly through the year under the influence of an extremely volatile world economy (financial crisis, commodity and oil price rises, sharp exchange rate fluctuations), undermining both consumer and business confidence and resulting in the current global economic recession. 
The overall 2% growth in international tourism for 2008 builds on the strong results of the first part of the year before the collapse of the financial markets. For the year as a whole, all regions were positive except Europe, which suffered a stagnation in arrivals. The best performances were registered in the Middle East (+11%), Africa (+5%) and the Americas (+4%) – in the case of the Americas, due to the strength of traffic to the USA up to August and the favourable performance of most Central and Southern American destinations.

2.
CONTINENTAL trends

Africa receives just under 5% of global tourist arrivals, and in the past four years continental tourism growth is double that of the world average. Of the 44,3 million continental tourist arrivals recorded in 2007, 28 million tourist arrivals came to sub-Saharan Africa, of which South Africa received 9,09 million visitors.

South Africa on average, receives 33% of tourist arrivals to sub-Saharan Africa.

3.
National Trends

Table 1: Arrivals to South Africa

	
	1995
	2000
	2004
	2005
	2006
	2007
	2008



	Total International Arrivals
	4.49
	5.87
	6,677,839
	7,368,742
	8,395,833
	9,090,881
	9,591,828

	Spend
	-


	-
	43.2bn
	53.4bn
	66.6bn
	60.1bn
	53.2bn (Q1-Q3)

	Length of Stay
	-
	-
	9
	8
	8.2
	7.9
	-

	No. of bednights
	-
	-
	57,577,400
	60,268,548
	66,5m
	68,2m
	55.2m (Q1-Q3)


South Africa received a total of 9,591,828 international arrivals in 2008, which was a 5.5% growth from 9,090,881 international arrivals received in 2007. This increase is mostly from the African/Continental arrivals. Africa with 7,348,627 arrivals to South Africa was the top source market in 2008. Following Africa was Europe (1, 406,350), the Americas (407,408), and Asia & Australasia (322,586). The Middle East experienced the highest percentage change (11.2%) in 2008 from 2007. 

4.
PROVINCIAL TRENDS

Table 2: Arrivals to the Western Cape

	
	1995


	2000
	2004
	2005
	2006
	2007
	2008



	International Arrivals
	-
	770,000
	1,535,903
	1,591,648
	1,737,937
	1,763,631
	1,630,611

	Domestic Arrivals
	-
	4.2m
	-
	3,0m
	3,2m
	-
	-

	Spend
	-


	-
	R8.9b
	R14,9bn
	R19,8bn
	R17,7bn
	R20,8bn

	No. of bednights
	-
	-
	16,121,672
	16,875,193
	19,788,713
	20,081,219
	22-m


ASGISA (Accelerated Shared Growth Initiative of South Africa) and the MEDS (provincial Micro-economic Development Strategy) have identified tourism as a key priority sector for accelerated growth and BBBEE. Tourism has the potential to grow the economy in a sustainable manner, to normalise the ownership and control of the economy, to normalise the distribution of citizens from all former racial classifications at all levels of employment, including management, to create decent jobs and to overcome poverty. However, the Annual Development Indicators report of 2008 states that strong growth over the last decade ‘‘has had a significant impact on employment creation, but the sector still needs further transformation so that the benefits of growth are more equitably shared’’.

The Western Cape remains South Africa’s most developed tourism region. Our industry has grown faster and created more jobs than any other in the Western Cape. One in 10 employees in the Western Cape earns a living in the Tourism Industry and the industry contributes more than R25-billion to the Western Cape economy. 

The bad news is that the Western Cape received 1.63-million international arrivals in 2008, down 7.5 percent year-on-year. This decline is mostly in our traditional core markets: the UK, Germany and the Netherlands. We believe that this is a temporary phenomenon related to the recession in Europe.

The good news is that the decline in numbers has not affected the overall yield in the industry and the amount spent by foreign tourists has, in fact, shown a year-on-year increase of 16.2 percent, from R17.9-billion in 2007 to R20.8-billion in 2008.  Our visitors from abroad are staying longer and spending more.  This is particularly true of the wealthier, high-yield luxury travellers who are not affected significantly by the recession. 

The Western Cape is the Business Tourism Hub of Africa, and the 15 major conferences held in the destination last year, significantly contributed to the value added in the local economy.  Added to this there are the many iconic global and local events, and so the industry is somewhat cushioned against this global economic crisis. However, the true impact of the global economic downturn would in all likelihood affect the arrival and Foreign Direct Spend figures in the first six months of 2009.  

B.
Growth of the tourism industry

1.
Investment recruitment and facilitation

The development of the Western Cape Tourism Investment Recruitment Framework is a partnership between the Department of Economic Development and Tourism and WESGRO. Tourism Investment Recruitment forms an essential component of product and infrastructural development in terms of providing capital to facilitate tourism growth in the Province.  The Framework is being developed in the context of the ITDF [Integrated Tourism Development Framework] and will include considerations made in terms of the Tourism Development Areas as well as sub-sectors, niches, products and routes.

The Western Cape Tourism Investment Framework which will be developed into a Portfolio will be marketed to both national and international investors, with only the MOST viable projects featured in the portfolio. We will:

· Develop a framework containing tourism investment activities which are informed by supply and demand trends in tourism and which could be packaged into investment opportunities for the Western Cape Province.

· Standardise the scoping, assessing and packaging of tourism investment opportunities in order to ensure that they are appropriate and well researched.

· Identify priority products at regional level in order to drive investment opportunities into these areas. 

· Review and recommend the appropriate institutional considerations conducive to a friendly tourism investment environment.

2.
Trade recruitment and facilitation

In respect of the tourism industry, trade recruitment and facilitation is interpreted in terms of engaging the Tourism Travel Trade at international and domestic travel and trade shows [refer to CTRU’s marketing strategy]. CTRU markets and promotes Cape Town and the Western Cape as a premier leisure, events and business tourism destination to grow visitor numbers to the destination by participating in international and domestic travel and trade shows. Using Cape Town – a well established global and local brand - as the hook, we encourage visitors to expand their trip into all the regions of the Western Cape.

CTRU participates at strategically selected trade and consumer marketing platforms and their activities includes:

· Identifying and activating strategic joint marketing partnerships, involving both local and international partners to drive seasonality and spread imperatives.

· Meet, network, negotiate and conduct business with global travel trade agents in the leisure and business tourism markets.
· Dissemination of destination marketing collateral.

· Engage in strategic and tactical media campaigns.

· Lead sourcing.

3.
Destination Marketing 

The Provincial Government of the Western Cape (PGWC) has outsourced the destination marketing function to Cape Town Routes Unlimited (CTRU), a provincial public entity established for that purpose.

The Department of Economic Development and Tourism as the provincial lead department, will:

· Consider and comment upon CTRU’s annual strategic business plan and funding requests.

· Consider and comment upon CTRU’s annual report.

· Monitor CTRU’s progress regularly against its mandate contained in the DMO Act.

· Ensure that as many players as possible in the WC tourism industry market under the banner of CTRU and that there is as little brand confusion in the market place as possible.

· Ensure that all social partners, especially Business, contribute towards the costs of marketing the destination.

Cape Town Routes Unlimited as the provincial public entity, will:

· Establish a strong destination brand with regional sub-brands executed at regional level.

· Measure the impact of marketing interventions and campaigns.

· Engage with South African Tourism regarding provincial marketing.

· Establish joint marketing forums and campaigns.

· Maximise co-operative marketing opportunities with other sectors like: craft, film, cultural, food, wine, jewellery, fashion, design, etc.

· Develop strong research capacity, in partnership with the Department of Economic Development and Tourism and Higher Education Institutions.

· Encourage a co-ordinated approach to market research across the province.

· Disseminate research information through appropriate publications.

CTRU’s Marketing Strategy is based on the following principles [refer to CTRU’s marketing strategy]:

· Principle 1: Our Destination Management Policy must be built on Competitiveness [our ability to compete for visitors effectively & profitably in all global market places] and Sustainability [our ability to protect and expand the quality of our physical, social, environmental & cultural resources while being globally competitive].

· Principle 2: Leverage fully off what other key national players do abroad.

· National players such as South African Tourism; The International Marketing Council; The Department of Foreign Affairs’ Missions Abroad; Companies like SAA, de Beers, Capespan; and Industry bodies like Wines of South Africa.

· Principle 3: Select target segments in target countries based on national strategies and sound intelligence.

· Principle 4: Deepen international strategies by establishing co-operative local marketing partnerships on the ground in target countries built around South Africa’s Foreign Missions, South African Tourism’s offices and SA Business Organisations’ and companies’ offices in those countries; and by developing and executing world-class segment-and-country-specific marketing plans which are fully informed by the input of expert local partners.

· Principle 5: Develop domestic strategies informed by the views of consumer focus groups [like changing the views of black South Africans and African continental visitors about the perceived unfriendliness of the environment]; and expert focus groups [like the International Peer Review Group].

· Principle 6:  Establish and develop region-specific international marketing teams with ever-deepening region-specific marketing knowledge under the direct leadership of the CEO. 

· Principle 7: Constantly ensure that the marketing philosophy, techniques and technology are global best practice by putting in place an annual international peer review, monitoring and evaluation exercise.

4.
Opportunity and access for new enterprises

Opportunity and access for new enterprises fundamentally forms part of the Tourism Growth Strategy especially in terms of enterprise development. 

A detailed response to opportunity and access for new enterprises is provided under Tourism Participation.

5.
Other initiatives to increase employment like inter alia: Old technology, Low technology and labour intensive productive methods

The tourism industry lends itself to labour intensive job creating opportunities.

Interventions in the Tourism Strategy are expected to generate a significant number of jobs and employment opportunities. Also, interventions with the primary purpose of creating jobs will be undertaken.

6.
Identification and assisting the development of new possible sectors, sub-sectors, products, services and niches

The Department of Economic Development and Tourism launched the Integrated Tourism Development Framework (ITDF) in February 2002. The ITDF is provincial policy with regard to the development of tourism sites, attractions, routes and tourism-related infrastructure and emphasises a wider distribution of tourists throughout the Province. [Refer to the updated detailed ITDF]
The ITDF, February 2002, identified the following 11 as Tourism Development Areas:

· Cape Town Foreshore (V&A Waterfront, ICC, etc.).

· Cape Flats.

· Eastern Gateway (Storms River Bridge to Wilderness 120 km, including Plettenberg Bay and Knysna).

· Western Gateway (Van Rhynsdorp, Citrusdal, Clanwilliam, Lamberts Bay and Cederberg Wilderness Area).

· Northern Gateway (Beaufort West and Karoo National Park).

· Langebaan – Velddrif (including West Coast Park).

· Winelands Triangle (Stellenbosch-Paarl-Franschhoek).

· Overstrand (Rooi Els to Pearly Beach).

· L’Agulhas (including Struisbaai, Arniston and De Hoop).

· Mossel Bay – George – Oudtshoorn.

· Route 62 (Tulbagh to Uniondale) and on to the Eastern Cape.

The Department further added the following Tourism Development Area:

False Bay coastline (communities of Macasser, Lwandle, Khayelitsha, Mitchell's Plan, Steenberg, Retreat, Vrygrond, Kalk Bay, Fish Hoek, Ocean View, Masiphumelele, Simons Town, Strand and Gordons Bay).

As part of the Tourism Development Areas, the following note is included to stimulate thinking about the implementation of the 2008 ITDF: Among many possible additions and changes, Government will propose the development of a False Bay Route between Gordon’s Bay and Cape Point which draws in all the coastal and near-coastal black communities (like Lwandle, Macassar, Khayelitsha, Mitchell’s Plain, Strandfontein, Vrygrond, Steenberg, Retreat, Grassy Park, Ocean View, Masiphumelele) to participate in an exciting array of new tourism, retail, service and entertainment businesses. Inter alia, this will feature:

· Cape cuisine and wine-tasting;

· Unique Cape product exhibition;

· Cultural and creative performances;

· Live music;

· Participation in trek fishing;

· Organised beach fund and sports equipment hire;

· Participation in ready-made angling opportunities;

· Pleasure cruises including a regular tourism-orientated Gordon’s Bay to Simonstown Ferry;

· Shark-watching and whale-watching;

· Scuba-diving;

· Fresh fish and fish meal sales points;

· Art and high-craft studios-sales points with artists and skilled crafters in attendance and whom visitors can engage in conversation;

· Shops, services, restaurants, nightclubs, taverns;

· Transport of all shapes and undertaking guided tours along the routes;

· A revitalised Muizenberg shopping and restaurant precinct;

· A revitalised Kalk Bay main road with new participants, especially from among the descendents of those who were expelled from the area under the Group Areas Act;

· A more tourist-friendly Fish Hoek with inputs from Ocean View and Masiphumelele residents;

· New participants in Simonstown, especially from the descendents of those African and Coloured residents who were expelled from the area under the Group Areas Act; and

· The South Peninsula Wine Route and so on.

The 2008 ITDF review process, in conjunction with all stakeholders, has: 

· Assessed progress made in the 12 Tourism Development Areas in relation to sites, attractions, routes and tourism-related infrastructure in the City of Cape Town and the 5 District Municipalities in terms of progress made to date and the potential for future tourism development.

· Finalised a PGWC Tourism Gateway Policy for implementation of the Tourism Gateways.

· Scrutinised niche markets, route development, key target markets, Tourism Development Areas and Gateways as well as the development of future iconic tourism attractions.

· Evaluated existing and future tourism potential by focusing on the following criteria: regional spread; seasonal spread; transformation; USP (Unique Selling Point) demand (by the foreign, domestic and local market and high repeat visit possibilities); job creation (sustainable employment); good location and access (road, air, proximity to major town, tourism routes); supporting infrastructure; supporting skills and HR pool; and potential to positively impact on other sectors.

The ITDF Implementation Plan will prioritise and sequence the rolling out of the proposed developments, specify approximate costs, recommend potential financing partners and recommend a time-table for putting these in place. We are currently developing the ITDF Implementation Plan. It includes a project list from the following sources: the ITDF, Stakeholder Engagements in the regions, the WC Tourism Investment Recruitment Framework and tourism projects identified in the Local Economic Development unit of the Department. 

New Possible Sub-sectors, Niches and Products

From 2008 onwards the ITDF will:

· Research international product offerings to ensure that Provincial product offerings remain at the cutting edge and match constantly expanding demand.

· Audit and further research existing sub-sectors and niches, such as: creative tourism, events tourism, agri-tourism, wine tourism, sport tourism, beach tourism, the youth travel market, the gambling industry and the hospitality industry. Especially, explore the recommendation around beach tourism recommended by the MEDS researcher.

· Ensure that products and experiences based on culture, heritage and the natural environment are designed and established to match the demand for new and refined products in these areas.

· Integrate Cape-made agricultural and manufactured products into all relevant aspects of the tourism product. 

· Manage and co-ordinate product development workshops/seminars with relevant role-players and stakeholders.

· Ensure that ideas for new businesses based on the research findings are made known to citizens.

· Investigate mechanisms for tourism product cluster support and development.

· Identify funding sources for product and market development initiatives.

· Maximise co-operative marketing opportunities with other sectors like: craft, film, cultural, creative, food, wine, jewellery, cabinet-making, fashion, design.

Tourism Route Development

The ITDF outlines the TDAs [Tourism Development Areas] for the Western Cape, the Gateways to the Province and key routes linking the key TDAs which will ensure increased tourist traffic throughout the Province. Key routes must be developed and marketed jointly at provincial level and local level within the context of the ITDF in order to ensure a co-ordinated approach. Co-ordinated provincial tourism routes as opposed to ad-hoc tourism routes will optimise the marketing of these routes and the utilisation of these routes by visitors. Ad-hoc tourism routes that are not part of a co-ordinated approach will lead to confusion in the market place. 

There must be a review of tourism routes in the Western Cape, especially in examining which routes are still valid, at what stages the routes have been developed as well as the process going forward. This must be part of the Tourism Road Signage Framework review process and be aligned to the ITDF. 

Tourism Road Signage Framework

With regard to the Tourism Road Signage Framework, we will:

· Review the 2002 Tourism Road Signage Framework as aligned to the ITDF. 

· Assist with the processing of tourism road sign applications and ensure efficiency in the system of acquiring tourism road signage.

· Maintain the RTLC (Regional Tourism Liaison Committee) meetings held in all regions.

· Lobby our sister departments to address blockages in relation to tourism road signage.

· Provide Tourism Gateway Signage for the Eastern, Northern and Western Gateways.

· Provide Route Signage for the tourism routes finalised as part of the Tourism Road Signage Framework’s review process and the ITDF.

Tourism Gateways

The PGWC’s Tourism Gateway Policy was finalised in 2008 as part of the ITDF. Tourism Gateways emphasise the importance of creating work opportunities within the Province and distributing information on tourism activities throughout Province.

The V&A Waterfront Tourism Gateway was established as the first provincial-funded gateway that serves as a visitors’ redistributive mechanism to spread the benefits of tourism throughout the Province. 
The Northern (Beaufort West), Western (Vanrhynsdorp) and Storms River Tourism Gateways are being implemented. Local tourism organisations in some instances share the same location within the Gateways. Partnerships with neighbouring provinces and countries are being finalised to enhance the distribution of tourism information and the spread of tourism.
The Tourism Gateways will be enhanced with synergies in the Commercial Arts and Entertainment sectors, for example, each Tourism Gateway will display craft exhibits from the Cape Craft Design Institute.
7.
Wealth unlocking and participation unlocking infrastructure

Overarching infrastructure recommendations form part of the ITDF

We will provide key recommendations and provide and/or leverage a budget for implementing tourism-related infrastructure within the Province, especially as it relates to the Tourism Gateways and the Tourism Development Areas.

To facilitate the development of tourism products it is essential that basic infrastructure be in place. The maintenance and upgrade of roads and the provision of water, electricity and sanitation services should be planned with the input of tourism stakeholders in every district and local municipality.

The following are also key recommendations:

· Play an advocacy role in relation to the provision of efficient and safe public transport and other bulk tourism-enhancing infrastructure. In particular:

· place the need for a rapid link between Cape Town International Airport (CTIA) and the CBD high on the Metropolitan transport agenda; 

· motivate for increased infrastructure capacity at CTIA to handle the required increase in traffic in order to deliver on our growth needs;

· motivate for accelerated improvements in infrastructure for the hosting of major events;

· support improvements in infrastructure at major tourism attractions and icons e.g. ablution facilities, public parking and bulk infrastructure;

· ensure issues of congestion during peak tourism flows are addressed; and

· ensure proper infrastructure development and support along major tourism routes and experiences. 

· Play an advocacy role in relation to the utilisation of public assets (for example, camping sites, municipal nature reserves, caravan parks) and infrastructure for tourism benefit.

· Play an advocacy role in relation to the provision of broadband infrastructure and services, a high priority for tourism businesses competitiveness and as a service for tourists.

8.
Wealth unlocking and participation unlocking mega projects

This area must still be fully explored by Tourism. It must also be informed by the Western Cape Tourism Investment Recruitment Framework and the Integrated Tourism Development Framework. We believe that this area of work, together with investment recruitment must be raised and given substantial attention.

The future revitalisation of the Outeniqua Choo Tjoe presents itself as a potential mega project. This would include upgrade of the Outeniqua Choo Tjoe as a steam heritage rail service to visitors as well as opportunities for potential development along the line where visitors can “hop on, hop off” and participate in activities such as a craft market, a walking tour, etc. Further extension and exclusion of the Southern Cape as a whole product to offer tourism packages for the region will be included.

Development of future tourism iconic attractions as a response to mega projects

The Western Cape boasts no less than six of the country's top ten international tourist attractions or icons. These are:

· Robben Island Museum.

· V & A Waterfront.

· Cape Point.

· Kirstenbosch Botanical Gardens

· The Winelands (mainly Stellenbosch, Franschhoek and Paarl). 

· The Garden Route. 

The list presents a finite set of tourism iconic attractions. There is a great opportunity to identify and develop attractions in the short- to medium-term that would achieve iconic status in the long-term. The development of tourism iconic attractions would support tourism growth and if done in a particular way, should fundamentally support inclusivity, job creation and development of tourism products in the destination.

The Tourism Development Areas must be examined in order to develop tourism iconic attractions. In one of the Tourism Development Areas, Cape Agulhas is a good example of development in the short-term and medium-term at the Southern Most Tip of Africa and the lighthouse precinct which would lead to further developing this tourism iconic attraction in the long-term. 

9.
Spatial spread of economic activity

One of the key requirements of the ITDF is to lay the foundation for the widest possible distribution of tourists. Regional spread aims to have a wider distribution of visitors throughout the Province. Regional spread emphasises the low season by identifying activities, experiences and events outside the Cape Town area. It is a key area of focus in the ITDF.

Our LED initiatives through Die Plek Plan will support all feasible tourism developments in B and C municipalities.

The City of Cape Town hosts more than half of the top ten national tourism icons. We will support the City’s programmes that ensure that all residents of the Metropole benefit maximally from the flow of tourists through it. 

10.
Local economic development

The ITDF examines the existing and future potential for the development of sites, attractions, routes and tourism-related infrastructure in each of the regions in the Province. This will strengthen tourism local economic development as a fundamental part of the work which will be undertaken by the Tourism Development Agents in Tourism Participation.

11.
Skills development

Skills Development is fundamentally part of the Tourism Growth Strategy especially in terms of job creating opportunities and creating a culture of service excellence [refer to detailed WC Tourism HRD Implementation Plan]. 

C. 
Tourism Global Competitiveness

1.
Factors for Destination Competitiveness – 2009 Travel and Tourism Global Competitiveness Report

Table 5: 2009 Travel & Tourism Competitiveness Index: Middle East and Africa
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Mauritius is the fourth highest ranked country in the region, at 40th overall. Mauritius is one of South Africa’s main competitors in the Africa and Middle East region. It is ranked 1st out of all countries for the overall prioritisation of the sector, with high government spending on the tourism industry (ranked 3rd), ensuring excellent destination-marketing campaigns to attract tourists (ranked 2nd), and ensuring the country’s presence at many international tourism affairs. Along similar lines, Mauritius is ranked 3rd for its overall affinity for Travel & Tourism, with the sector representing an important part of the economy and the general attitude of the population to foreign travellers being extremely welcoming. 
South Africa is ranked 8th in the region [Middle East and Africa] and 61st overall, with a stable performance since last year. South Africa, together with Mauritius, make up the two sub-Saharan African countries in the top half of the overall ranking. South Africa is ranked a high 22nd for its natural resources and 45th for its cultural resources, based on its many World Heritage sites, its rich fauna, its creative industries, and the many international fairs and exhibitions held in the country. South Africa also benefits from price competitiveness, with reasonably priced hotel rooms and a favourable tax regime. Infrastructure in South Africa is also well developed for the region, with air transport infrastructure ranked 43rd and a particularly good assessment of railroad quality (37th) and road quality (40th). Overall, policy rules and regulations are conducive to the sector’s development (ranked 36th), with well-protected property rights and few visa requirements for visitors. However, there are also some areas of weakness that have brought down the country’s overall ranking. Safety and security is of serious concern (ranked 128th), as is the level of health and hygiene, where South Africa is ranked 94th as a result of its low physician density and concerns about access to improved sanitation in particular. Related to this, health indicators are extremely worrisome. South Africa’s life expectancy is low, at 51 years, placing the country 120th overall, a ranking related in large part to the very high rates of communicable diseases such as HIV/Aids. Improving the health of the workforce is of urgent concern for the future of the Travel and Tourism sector, as well as for all sectors in the economy.

2.
Globalisation and Tourism 

Extracted from the MEDS [Micro-economic Development Strategy, Department of Economic Development and Tourism, Western Cape] Synthesis Report: Version 1: July 2005

“Globalisation has focussed attention on competitiveness, as a destination countries fight for market share, while tourists have become more sophisticated in their destination choice and expectations of a more complex tourist product. The structure and operation of the global industry consists of tour operators, travel agents and transport services selling integrated packages to tourists, containing complex linkages to various tourist activities. The more diversified a destination’s portfolio of tourism products, services and experiences, the greater the ability to attract different tourist segments.

The availability of the internet and IT tools play an increasingly important role, both for the visitor and the tourist business. Availability of internet access in the Africa plays an increasingly important role for international tourists’ destination choice. Furthermore, in respect of tourist enterprises, the new IT tools enable smaller players, to compete on an equal footing with larger players thereby increasing their competitiveness.

It is for this reason our strategy proposals for the Western Cape emphasise the importance of leveraging this sector’s ability to create a holistic tourist ‘experience’.  The region has a unique ability in this respect, if it facilitates the synergies between the tourist market and the complementary craft, film, heritage, cultural and creative sectors in the province. The department of economic development and tourism can play a significant role in encouraging and facilitating this linkage.”
Innovation

Innovation refers to the creation of something new. In light of the global economic recession, the tourism industry needs to be innovative in methods of attracting visitors, new product development and product service in order to counteract negative growth of the industry.

Innovation and product development should constitute unique selling propositions and a strategy towards gaining new markets. The tourism sector has become a very mature market requiring innovation and/or new tourism attractions to remain globally competitive. In the future the tourism’s industry’s challenge is to provide increased value for money either through innovation-driven cost reducing changes in production and marketing processes or through product changes providing more varied tourism experiences for quality conscious and saturated multi-option customers. Through the ITDF, we will identify new products, niches and experiences that are unique.
Benchmarking

We will undertake benchmarking exercises to understand where the bar is set globally and how to get there by:

· undertaking a competitive analysis of best practice countries;
· understanding the strategic implications for the Western Cape.

· understanding the lessons to be learned; and
· interrogating key findings for the Western Cape tourism industry.

Uniqueness/Packaging/Brand Development

Innovative and flexible packaging is a pre-requisite. Developing and packaging cultural products at a unique high level [every country has uniqueness, however not every country packages and markets its destination well/high standards].

We will ensure unique product development and branding for tourism products.
Technology / Connectivity

The way in which tourists do research on information has changed from normal destination websites to searching YouTube clips, blogs, Facebook, etc. and hence destination marketing organisations need to start exploiting these new media opportunities. Where long haul tourism will come under even more pressure as the global recession is expected to continue for 2009, every opportunity for compelling communication matters.  Normal ad campaigns are no longer effective in terms of the needs of the traveller and tourism websites are found to be professional but un-engaging. With the profound growth of social utility websites such as Facebook, MySpace and Twitter, etc. it has helped establish the mainstream credibility and effectiveness of social networks. More and more companies and destinations are advertising on Facebook or creating groups with marketing information for the potential traveller. This is also a platform for the potential traveller to get real feedback from previous travellers and also a platform where they can raise their concern or good or bad experiences travelling in the destination.

CTRU will upscale its current website to include Twitter, Blogs, YouTube clips and Facebook. These added features and the benefits thereof need to be fully explored and incorporated into marketing of this destination.

3.
Destination Competitiveness in the Western Cape

Destination Competitiveness in the Western Cape

We will develop a Tourism Global Competitiveness Framework which will establish an array of interventions to ensure that the competitiveness of the destination as a whole is maintained at a very high level. 
The Tourism Global Competitiveness Framework will focus on promoting service excellence in the tourism industry. In order to respond to global competitiveness every part of the tourism industry must have a built in component to deal with world class service excellence. Therefore, a response is required beyond just basic customer care training. We will evaluate and examine every step of service encounters in the tourism industry in order to address a thorough response to training and promoting for service excellence.
The Tourism Global Competitiveness Framework will also:

· Research and monitoring of our competitors.

· Expand the product offerings of the destination.

· Promote a safe and secure environment for citizens in general and tourists and tourism businesses in particular, as well as managing the perceptions of crime. We will continue to implement the Tourism Safety and Support Programme, with an increase in the pro-active component of the programme.

· Develop a Quality Assurance System for quality assurance of tourism products and iconic attractions as well as a quality assurance inspectorate. 

· Deal with perceptions of lack of destination welcome towards regional (African) and domestic tourists with high travel propensity and potential yield for the province. 

· Manage general image and perception enhancement of the destination.

· Beautification and cleanliness of frequently used routes, transport hubs and shopping and entertainment complexes and facilities.

· Examine the issue of administered prices in general, as recommended by the MEDS researcher, but with particular emphasis on social tourism.

· Immediate and easy access to a wide array of tourism related information in the Western Cape to consumers, potential consumers and all role-players in the tourism experience on a 24/7/365 basis. Provide a 24/7 tourist helpline in partnership with CTRU and South African Tourism. Establish what Cape Town Tourism and the other Municipalities have in place and to what extent we complement/supplement what is in place. Resource the specialised referrals and establish prompts for Frequently Asked Questions.

· Be able to demonstrate that tourist guides are fundamentally part of information provisioning to visitors, by providing the relevant training to new and existing tourist guides. 

· Review and implement the Tourism Road Signage Framework which outlines the systems and procedures for the development and erection of tourism signage in the region. It will also be incorporated as a key element within the ITDF and the broader WCTD Framework. In particular emphasis will be placed on implementation of Tourism Gateway and Route Signage.
· Ensure universal access through increasing disabled-friendly requirements and improvements to facilities.

Competitiveness of Enterprises 

We will develop a Tourism Business Competitiveness Programme which will:

· allow tourism enterprises to be exposed to cutting-edge production, service and work organisation systems, ICT and other appropriate technology; and

· allow tourism enterprises to be exposed to cutting edge thinking in global tourism in an easily digestible form.
Quality Assurance

The Department, in partnership with CTRU and the Tourism Grading Council of South Africa, developed a Quality Assurance Programme for tourism products throughout the Western Cape. This Programme specifies minimum requirements for 4 categories of tourism products, namely: accommodation; conference venues; tour operators; and restaurants. 
Tourism, Safety and Support

The Department implements the Tourism Safety and Support Programme in partnership with CTRU and SATSA Western Cape and includes proactive and reactive measures. The reactive component responds to tourists in distress on a 24/7 basis. 
D.
Tourism Participation

In this section we outline how we will ensure that:

· New businesses are able to enter and thrive in the tourism industry.

· There are as many meaningful opportunities for new businesses to develop and thrive in as many municipalities as possible.

· Skills development for entry into the industry and increase mobility is provided.

· Those who were previously excluded and currently remain marginalised and disadvantaged are given an opportunity to participate in the tourism industry.
1.
BBBEE FOR Tourism
The tourism sector code was gazetted on 22 May 2009 and will help clarify BEE targets in tourism and pave the way for real, measurable transformation in the sector. The gazetting follows a year-long process of alignment between the Tourism BEE Charter and Government’s Codes of Good Practice, which had left the industry with a number of questions related to transformation targets and reporting mechanisms.

The fundamental difference between the sector code and Government’s proposed minimum codes is that the sector code makes provision, in the first five years of reporting, for a greater focus on human factor elements, namely skills development, strategic representation, employment equity and enterprise development. A second important point is that the Exempt Micro Enterprise threshold for the tourism sector. Thirdly, two industry specific indicators have been added which relate to the ability of the industry to create jobs and to market South Africa as a preferred tourism destination. The two indicators are:

1. The recruitment of employees with no prior experience, and 

2. The status of the tourism enterprise as a TOMSA (Tourism Marketing Levy for SA) levy collector. 

The tourism sector code essentially provides for transformation in seven areas of business, namely ownership, strategic representation, employment equity, skills development, preferential procurement, enterprise development and social development. Each of these indicators will be measured proportionally to a company’s compliance in that area.

Our strategy as a provincial department is to ensure that the national tourism sector codes will be the major mechanism used to effect transformation of established tourism businesses. It will be important to communicate progress against the sector code at provincial level and to exploit all the opportunities arising from the national tourism sector code. We will develop a provincial baseline study to assist with this process. We undertake to understand and drive public sector procurement in tourism and corporate social investment and link these interventions to the ITDF and local economic development.
We undertake to ensure that in all our interventions undertaken in terms of the WC Tourism Development Framework, that, as far as possible, the beneficiaries and participants represent the Province’s demography. The Participation in Tourism sub-committee of the WC Tourism Development Partnership will drive this process.

2.
Tourism Skills Development

The WC Tourism HRD Implementation Plan will be aligned to the national Tourism HRD Strategy and will focus on scale and actual points of entry.

Strategic thrusts and practical interventions for a WC Tourism HRD Implementation Plan are [refer to detailed WC Tourism HRD Implementation Plan]:

· Promotion of Tourism HRD intelligence in the Western Cape

· Cohesiveness of Education and Training
· Supply of skills

· Quality of Training & Career mobility

· Practical experience & employment opportunities

The focus areas for immediate increased participation in tourism skills development are:

Collective Bursary Programme

This is a new programme which aims to assist full-time students on a year-on-year basis with financial assistance towards obtaining academic qualifications in tourism through an accredited/registered Higher Education Institute in the Western Cape. 
Local Internship Programme 

Assist with the placement of students studying Tourism qualifications at HEI (Higher Educational qualifications)) in the workplace at host employers to complete a compulsory internship placement. This placement will assist students to gain on-the-job exposure to the appropriate skills and advance their academic level of education. The programme will be aligned with the structured internship programmes of institutions that offer HEI Tourism qualifications. Employers are not required to provide income to the students and minimum stipends are provided by host employers where possible. 

FET Internship/Graduate Development Programme

The aim of this programme is to assist students currently completing Further Educational Training (FET) qualifications and graduates to gain the work placement experience required at host employers to capacitate them with the appropriate practical knowledge and skills and advance their academic level of education to enter the labour market for employment or self employment. This is implemented in partnership with FET Colleges.

International Internship Programme

In partnership with the national Tourism Department, the Office of the President (JIPSA & ASGISA initiative) who have started the roll-out of the Ritz-Carlton International Internship programme. The Ritz-Carlton Programme entails the placement of unemployed graduates with Tourism qualifications to be recruited and selected for experiential training at top hotels in the United States of America (US). The envisaged roll out is over a 5-year period from 2009 to 2013. The first round is taking place whereby 113 learners from certain Provinces were selected for placement within 2009/2010. The second round will be taking place in 2010/2011 whereby a total of 450 learners will be selected nationally from various Provinces including the Western Cape. 
Note: the emphasis on internships derives from the increasing need to provide youth with access and awareness to employment opportunities in the labour market or self employment. Students exiting academic institutions require practical work experience to gain qualifications and to gain employment opportunities post their academic studies. This is the major gap currently.

3. 
Tourism Enterprise Development
There is a total of 9 392 Products in the Western Cape registered on the database of Cape Town Routes Unlimited. These are Products which form part of the standardised membership system across the Province. This is a voluntary programme and some of the categories [accommodation, restaurants, conference venues and tour operators] are also linked to the Tourism Quality Assurance Programme of the Department. These products become members of their regional / local tourism organisations and they are then quality assured to meet the minimum quality assurance requirements. The products are then placed on Cape Town Routes Unlimited’s E-business portal for marketing purposes and they also receive marketing exposure through their regional / local tourism organisations. 

Table 1: Tourism Products in the Western Cape on CTRU’s database

	Region
	Accommodation
	Health and Wellness
	Adventure and Sport
	Attractions
	Conference Venues
	Restaurants
	Tour Guides
	Tour Operators
	Visitor Services
	Booking Agent
	Nightlife
	Travel Agents
	Total

	CENTRAL KAROO
	

117
	7
	18
	52
	5
	20
	0
	1
	35
	0
	0
	0
	255

	GARDEN ROUTE
	1238
	46
	172
	157
	76
	156
	14
	44
	182
	3
	6
	5
	2099

	OVERBERG
	555
	39
	121
	109
	36
	78
	8
	19
	162
	3
	2
	3
	1135

	WEST COAST
	656
	20
	72
	144
	77
	136
	7
	20
	160 
	2
	3
	4
	1301

	CAPE WINELANDS
	792
	37
	112
	400
	143
	193
	22
	36
	251
	4
	6
	3
	1999

	CAPE METROPOLE
	924
	44
	108
	277
	193
	160
	66
	304
	615
	34
	22
	16
	2763

	TOTAL
	4282
	193
	603
	1139
	530
	743
	117
	424
	1405
	46
	39
	31
	9552


Note: There are 2 962 registered tourist guides on the database of the Department of Economic Development and Tourism as end 31 March 2009.

Enterprise proliferation and development

The tourism enterprise development programme is a tiered support strategy, which addresses the needs of the full spectrum of entrepreneurs in the industry from entry level and necessity entrepreneurs to established and employment creating enterprises. It comprises:
· Tourism Awareness

· Enterprise Development 101 [generic implementation through the RED Door]

· Tourism Enterprise Development 201 [tourism specific, including work-place based training]

· Tourism Enterprise Development 202 [tourism specific, including work-place based training]

· The Tourism Mentorship Programme 

· The Tourism Helpdesk Agents [x 1 Agent each in the Cape Metropole and the 5 District Municipalities]

We will:

· Increase the scale of the Tourism Enterprise Development to a point where supply matches demand over the next three years; and to cater for greater throughput.

· Undertake tourism enterprise development outreach programmes through the RED Door to ensure that as many potential entrepreneurs and interested communities are aware of our tourism enterprise programmes as possible.

· Engage with established enterprises to encourage business-to-business linkages and mentorships.

· Engage with national organisations such as TEP [the Tourism Enterprises Partnership] to strengthen the support provided to enterprise development.

· Ensure the sustainability of enterprises by creating an enabling environment for emerging tourism businesses to thrive.

· Put a mechanism in place to track the beneficiaries who have participated in the tourism enterprise development programmes in order to measure their success rate in the tourism industry.

CTRU implements the Emerging Entrepreneur Marketing Support Programme which provides non-financial and skills development support for emerging tourism entrepreneurs to access the following marketing platforms and opportunities: 

· SMMEs are evaluated against set criteria to participate in the annual Tourism Indaba and selected local shows such as Outdoor Adventure Expo (Cape Town, Johannesburg), Getaway Show (Johannesburg), Taste of Cape Town. 

· SMMEs who have participated in the Tourism Mentorship Programme and have successfully participated in the national Tourism Indaba could also attend, on a subsidised basis, International Tourism Trade Shows [WTM, ITB, SAT Trade Roadshows]. 

· SMMEs participate in various Marketing and Capacity Building initiatives. 
Co-operative proliferation and development 

The Co-operative Act of 2005 provides strategic guidelines in ensuring the development of sustainable 

Co-operatives. We will: 

· Seek to understand development of co-operatives in general and how it applies specifically to tourism in the Province.

· Ensure participation of disadvantaged and vulnerable groups in co-operative activities and management. 

· Facilitate easy access to government agencies set up to provide financial and non-financial support programmes for the development of co-operatives.

· Provide much needed support to the local municipalities to ensure further support for tourism co-operatives in their respective municipalities.

· Engage with private sector, civil society and labour to provide support for the establishment and sustainability of tourism co-operatives.

· Ensure sustainable tourism co-operatives by creating an enabling environment for co-operatives to thrive.

Diffusion of computers and the Internet in business and society

We will: 

· Provide E-business support to tourism entrepreneurs.

· Strengthen relations with other government support institutions and local Municipalities to enhance ICT support to enterprises.

· Increase the involvement of tourism entrepreneurs in ICT related tourism opportunities.

· Provide capacity building programmes relating to enterprise development and ICT.

Good business activity space

We will: 

· Provide platforms for entrepreneurs to develop and grow their businesses.

· Provide a suitable environment for the entrepreneurs to thrive in the industry.

· Ensure linkage between the entrepreneurs and private sector, local municipality, labour and civil society.

· Provide a monitoring and evaluation mechanism to determine the impact of enterprise activities in the tourism industry.

Additional Informal Sector Issues

The Global Competitiveness Study (GCP) from the national Tourism Department identifies micro-enterprises, survivalist enterprises and informal tourism enterprises as one of the key priority areas for tourism development. In line with this, we will: 

· Align our interventions to that of the national Tourism Department.
· Facilitate access to tourism channels for the informal sector.

· Ensure access to information. 

· Facilitate access to funding, markets, training and business linkages. 

· Facilitate capacity building for the informal sector so as to fully benefit from the economic empowerment initiatives. 

4.
Spatial spread of economic activity and Local Economic Development

Spatial spread of economic activity

One of the key requirements of a revised ITDF will be to lay the foundation for the widest possible distribution of tourists.  

The ITDF will be strengthened by the efforts of Participation in Tourism to identify economic opportunities and ensuring the spread thereof, especially in relation to enterprise development and local economic development.

Local economic development (LED)

We will achieve LED in tourism in the B and C municipalities through the Tourism Development Agents, Die Plek Plan, the Department’s local economic development initiative, and our Enterprise Development Programme. 

Specifically, we will:

· Provide Tourism Development Agents which is a specialised Die Plek Plan person operating in the District Municipalities to translate local tourism opportunities into real business opportunities for real take up. 
· Provide tourism business development expertise to Die Plek Plan operatives to facilitate and accelerate the development of tourism businesses, especially for the previously disadvantaged and currently marginalised.

· Undertake tourism LED outreach programmes through the RED Door to ensure that as many potential entrepreneurs and interested communities are aware of our programmes as possible.

· Fast-track elements of the revised ITDF that will enhance LED. This means emphasis on the Tourism Development Areas, Tourism Gateways and Tourism Routes to ensure a crowning in effect of consumers.

· Strengthen the capacities of B and C Municipalities, Regional Tourism Organisations (RTOs) and Local Tourism Organisations (LTOs) to play their roles in tourism optimally.

· Provide support to Municipalities to ensure strong municipal tourism development units.

· Encourage linkages between tourism and other sectors, for example, crafts, fishing to support the growth of other sectors, and strengthening of regional identity. The V&A Waterfront Tourism Gateway was established as the first provincial-funded gateway that serves as a visitors’ redistributive mechanism to spread the benefits of tourism throughout the Province. Tourism Gateways are being established in Beaufort West, Vanrhynsdorp and Storms River. Craft will be exhibited at these gateways by the CCDI and there are huge opportunities for further synergies within the Commercial Arts and Entertainment sectors.
· Support Responsible Tourism as a mechanism for local sourcing of labour and materials, thereby supporting employment and growth of other sectors.

Our LED initiatives through Die Plek Plan will support all feasible tourism developments in B and C municipalities.

The City of Cape Town hosts more than half of the top ten national tourism icons. It also has an extensive programme for LED in tourism in the Metropole. We will support the City’s programmes that ensure that all residents of the Metropole benefit maximally from the flow of tourists through it. 

5.
REGULATION 

The Tourism Second Amendment Act 70 of 2000 provides for the training and registration of tourist guides as well as the appointment of the Provincial Registrar of Tourist Guides. 

We will:

· Provide tourist guiding registration and keep a register of all tourist guides in the Province.

· Promote and develop the tourist guiding sector.

· Publish and disseminate information about registered tourist guides.

· Regulate the procedures for lodging complaints against tourist guides and provide for disciplinary measures, appeals and reviews.

· Criminalise certain conduct.

We will further explore the demand for tourist guides and how we can identify and take advantage of opportunities in the rural areas for take up, for example, fynbos walks, rock art walks, etc. 
6.
Conducive Business Environment for Tourism 

We will:

· Provide protection to tourists as consumers through the services of the Office of the Consumer Protector in the Department.

· We will promote a fair, conducive and supportive business environment for tourism businesses and potential businesses to function in. 

· Promote fair labour practices in the tourism sector and deal with discriminatory practices, casualisation of labour by keeping the tourism industry informed of developments especially wit the assistance of organised business.

7.
Social and Environment issues in tourism 

In this area we will develop a comprehensive Social and Environmental Framework that will:

· Promote awareness by citizens of their role in tourism.

· Provide access to the residents of the Western Cape and host communities to experience tourism.

· Promote participation of the host communities in all aspects of tourism.

· Deal with industry specific socio-economic issues, and link these to the CSI component of the Tourism BEE Scorecard.

· Protect the residents of the Western Cape and host communities in relation to culture, nature and heritage resources exploited for commercial tourism purposes.

· Promote the concept of “pro-poor tourism”.

· Promote the concepts of “responsible tourism”, including the National Responsible Tourism Guidelines and “sustainable tourism”. 

· Protect resources which are critical to a thriving tourism industry.

· Protect the environment (including water resources) in the light of increasing tourism densities (for example, golf courses).

· Increase the understanding of the residents of the Western Cape to use their natural and cultural resources responsibly in order to commercially benefit from these resources. And in this way ensure participation where there are unique cultural aspects that build the cultural and natural environment.
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