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A NOTE ON THE USE OF THE NEW ZEALAND TOURISM TOOLKIT MODEL
As per the requirements of the National Department of Tourism (NDT), this draft toolkit makes extensive
reference to and use of the New Zealand Tourism Toolkit including utilisation of the model therein as well
as contents, case studies, references, checklists and the like. These have been used with due
consideration to adapting the New Zealand content and approach to local South African circumstances.
We note that in addition to the use of the New Zealand model we have referred extensively to other
models, practices and experiences generated locally and globally and have included a substantial
amount
of
independent
content
to
ensure
suitability
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our
local
conditions.
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1.TOURISM – AN IMPORTANT SOUTH AFRICAN
INDUSTRY
1.1 Introduction
The Tourism Planning Toolkit for Local Government was commissioned by the National
Department of Tourism (NDT) to promote and support tourism planning at a local level. The
Tourism Planning Toolkit for local government outlines a framework for doing basic tourism
planning at local governmental level.
Tourism Planning at Local Government Level – Institutional Arrangements
The local sphere of government has complex and varied institutional arrangements that
respond to prevailing local conditions. Firstly, the constitutional responsibility over tourism
activities is shared over all three spheres of government which requires a clear delineation of
roles and responsibilities. Secondly, tourism clients, service providers and target audiences
tend to be confused about the essence of tourism marketing messages. Lastly, local
government may not always be clear about their role in developing local tourism especially in
terms of maintaining infrastructure and public tourism attractions through the integrated
development plans (IDPs).
To this end, the tourism growth strategy begins to outline possible institutional arrangements
that can help to resolve communication and alignment concerns in terms of the strategic
planning of tourism activities at a local level and the tourism planning toolkit for local
government draws from the same vein.
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Figure 1: Proposed Institutional Arrangements for Tourism

The implementation of tourism activities in local areas requires a highly nuanced interaction
with other spheres of government and private sector players. The tourism toolkit cannot and
does not spell out the numerous intergovernmental relations (IGR) and interactions that may be
required to achieve the ends of developing and sustaining local tourism activities and
destinations. It is recommended that local government apply the principles of cooperative
governance and abide to the prescripts of IGR regulations in undertaking local tourism planning
and implementation interventions.
That being the case, the tourism planning toolkit is aware of complex relationships that exist
between district and local municipalities; local and local municipalities; municipalities and
tourism agencies and/or authorities; and between municipalities and provinces. In this context,
the tourism toolkit is intended as a common platform for discussion where comparable tools
and approaches can be utilised to enhance discussion around tourism planning.
Tourism Planning at Local Government Level – Capacity to Implement
The capacity to implement further complicates the tourism planning task as often smaller
municipalities do not have the human and technical resources to undertake effective tourism
planning and development.
In many South African municipalities the LED manager is sometimes also the tourism manager
attesting to one of the common ways that the limited or lacking capacity to implement can be
dealt with. This toolkit is aware that in some cases the tourism function does not exist in some
local government institutions. In these cases, this toolkit is written for the person responsible for
the function of tourism in a local, district or metropolitan municipality that oversee tourism
planning over a particular area.
Tourism Toolkit is a Living Resource
The tourism toolkit is a resource intended for local government support only. Using the toolkit is
voluntary and serves to build a basic level of competence at local government level. It is not a
legal requirement, but rather a framework through which a municipality can undertake tourism
planning.
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The tourism toolkit for local government is written as a living and evolving document that will
increasingly respond to the particular needs of local government. NDT is putting in place a
process of refining the toolkit via consultation and interaction with the users of the toolkit, i.e.
local government.
The toolkit is structured as follows:

Figure 2: Structure Planning Toolkit

The Local Government Role in Tourism

Figure 3: Policy Shaping Local Government Role in Tourism
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The role of local government in tourism in South Africa, is conditioned by the abovementioned
obligations of local government and provides a context for intervening in tourism.
According to Richins and Pearce (2002), for effective methods of sustainable tourism
development to be developed, the decision making process and influences need to be
understood at a local government level. Local government initiatives that can influence tourism
development include land use planning, monitoring of related developments and local
economic development planning that ensure that outputs are consistent with local needs.
The White Paper on Local Government (1998) explores the role of local governments in South
Africa, whose central responsibility, it is stated, is to work together with communities to find
sustainable ways to meet their social, economic and material needs and improve their quality of
life.
Importance of local government in tourism
Local governments exert great influence over the social and economic wellbeing of local
communities through traditional responsibilities such as service delivery and regulations. Local
governments are not responsible for job creation, but rather are responsible for taking active
steps to ensure that overall economic and social conditions of the locality are conducive to the
creation of employment opportunities.
As providers of social services, builders of economic infrastructure, regulators of economic
activities and managers of the natural environment; local government has many direct
instruments to influence the direction of local tourism development.

Tourism – A Business and a Joint Responsibility
Tourism development is a joint responsibility of local government with the private sector. It is
predominantly a private sector business whilst public sector facilities, services and amenities
are complementary to successful tourism. The role of local government is therefore to attract
investors with their capital, undertake planning and provide leadership while the private sector’s
is to attract customers with its capital and the quality of its tourism offering.
It is also important to note that tourism is not a community service, but rather a commercial
industry with a clear intent to attract visitors so that they spend their money at destination
businesses and services. It is also a highly competitive industry, and customers have to be
attracted and encouraged to stay and spend their money locally.
Tourism – An Important Global and South African Industry
Tourism is one of the largest industries globally. In South Africa, tourism is one of the fastest
growing industries, and its impact across the wider community and its ability to diversify the
economy, as well as its potential to contribute to poverty alleviation, create employment and
contribute to the GDP is recognised by the South African government.
Government has consequently identified tourism as one of the priority sectors that can
significantly contribute to the Accelerated Shared Growth Initiative for South Africa (ASGISA)
targets. Tourism continues to be a growing part of the economy and is currently the largest
exporter and has surpassed gold as a foreign exchange earner (Tourism Growth Strategy,
2008).
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A New Way of Planning for Tourism
In recent years the international development community has made a paradigm shift from
methodologies that are expert or consultant driven to methodologies with facilitation at the core.
This paradigm shift still uses consultants, however, but ensures that they are concentrating on
building the capacity of local stakeholders to do their own diagnosis and analysis of their local
economy, opportunities, constraints and systems. Whereas this trend is cited mainly in Local
Economic Development literature, in many ways NDT can be said to be leading the Tourism
sector. The Department is at the forefront by boldly seeking to reinterpret the way tourism
planning is undertaken in South African localities.

1.2 SA Local Government’s Role In Tourism
Tourism is a local economic development directive that is mandated by the South African
Constitution, 1996; and the Tourism Act, 1993.
a) Local government has a significant impact on natural and cultural resources in and
around tourism destinations. Local government impacts on tourism products in how they
manage their environment and provide services to their communities. Local government
has a mandate to plan for, impact upon, improve and monitor tourism
development.(NEMA,1999)
Tourism, among other industries, relies on having these resources in a healthy state.
b) Local government provides the core utilities and infrastructure on which the tourism
industry is based. This includes district and municipal roads, lighting, water and
sewerage, public transport systems, signs and, at times, airports and ports. Local
government has a role to play in the operation of attractions such as museums, art
galleries, sports stadia, convention centres, parks, gardens, events, tours, and other
amenities.
c) Collectively, this represents a multi billion rand investment of public money. It also
means that local government is perhaps the largest ‘tourism operator’ in the country.
d) Local government alongside other governmental actors enable regional marketing and
provides visitor information by cooperating with Provincial Tourism Authorities (PTA)
and providing visitor information desks.
Guidelines for ‘Sustainable Tourism Development’ as proposed by tourism planning literature
(Hall, 1997; Hall, 2000) indicate that:
1) Local government’ tourism planning should be strategic
2) Local government’s tourism planning should ensure a quality visitor experience
3) Local government’s tourism planning should be co-ordinated with management efforts
of other sectors and with community stakeholders
4) Local government’s tourism planning should ensure tourism development respects the
scale and character of the host location
5) Local government’s tourism planning should facilitate stakeholder participation and be
accountable to stakeholders
6) Local government’s tourism planning should be efficient and effective
7) Local government’s tourism planning should include monitoring and be adaptive and
educational

10

1.3 Why Local Government Should Invest In Tourism
Local government has several reasons for investing in Tourism. Firstly, tourism provides local
communities with important opportunities to nurture, celebrate and present their culture to the
world. This, in turn, adds differentiation to South Africa as a destination.
Tourism improves the value of, and benefits from, national parks and other protected natural
areas. It helps drive local government investment in infrastructure and leisure facilities. This
investment helps meet the needs of residents and visitors alike, creates jobs and improves
business viability.

Figure 4: Why Government Invests in Tourism (what is the source?)

International and domestic tourism statistics indicate the scale and growth of the industry from
year to year. It is clear that that local government should invest in Tourism in order to benefit
from this industry.
Specific areas of tourism expenditure where local government economic development activities
can include:
 Events
 Cultural tourism
 Local tourism agencies
 Tourism promotion and attraction
 Tourist information centres

1.4 Potential Benefits of Tourism
Tourism can benefit many sectors of the community.

Economic







A significant catalyst for economic growth and employment
Increases demand for other non tourism businesses
Provides supplementary incomes to those seeking second jobs, part time hours,
unsocial hours
Encourages upgrading and re-use of derelict land and buildings
Brings expenditure from external sources into the local market
Can be a source of foreign exchange earnings
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Social/Cultural Environment













Protects and provides a source of income for natural and built heritage
Enhances the image of an area, attracting commercial investment outside the tourism
industry as well, by demonstrating to potential investors that the place is a good and
viable location
Leads to the creation and maintenance of local amenities
Draws attention to the need to protect the natural environment and encourages a more
rigorous analysis of the importance of the local eco-system
Supports and helps to maintain local services, such as shops and restaurants
Provides re-skilling, training and employment opportunities
Encourages residents to stay and spend leisure time
Supports a programme of events, arts, sports and other culture
Helps to build distinctive communities, thus increasing local pride and self confidence
Provides opportunities for social inclusion
Encourages cultural diversity

1.5 Tourism Challenges
Tourism offers enormous potential as a catalyst for economic and social development and a
drive towards sustainable tourism. Despite continued growth of tourism in South Africa, the
industry has struggled to generate employment and development opportunities to local
communities (WTTC, 2002)
Tourism in local municipalities continues to be faced with a number of challenges globally,
nationally and at local level, such as:


Demand can be seasonal and variable over a weekly cycle, which impacts significantly
on employment. Tourism destinations can rise and fall in popularity driven by external
and internal factors such as political unrest, natural catastrophes, demand and supply
side problems. Thus, communities or businesses that are dependent on tourism
industries are often vulnerable.



An economic downturn, as is currently prevailing, in source countries can lead to a
reduction in visitors, which impacts on South Africa businesses in the short or long term
depending upon the severity of downturn. For example, while the industry grew by up to
13.5% in 2006 from 2005, by comparison, the industry grew by 4.3% in 2007 from 2006
(SA Tourism, 2008). Decline in growth rate can be attributed to current global economic
uncertainty.



At a local level, poor service levels, and negative perceptions towards tourism is a
deterrent to greater local participation in the tourism industry, if not managed correctly



Tourist activities also tend to attract large numbers of tourists to a site and this can be
detrimental to environmentally sensitive areas



Tourism is a diverse sector so co-ordination is complex, fluid and ongoing. There also
continues to be a lack of integration and co-operation between tourism stakeholders.
Tourism industries at a local level also tend to be fragmented or lacking in tourism
expertise



Poor coordination by local governments in terms of support and promotion of tourism
activities. Additionally, many local governments lack the structures to help plan and
manage tourism



A lack of skills, or quality training in tourism planning and management – particularly at
a local level can limit growth
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Primary tourism nodes exist (e.g., Gauteng, Western Cape, KZN) and therefore not all
regions benefit from the industry



Employment tends to be seasonal




Requires facilities and activities for all types of weather
Popular tourism destinations can lead to increased cost of living for local residents (e.g.
land, housing, food, services)



Increased traffic during peak tourist seasons can lead to congestion, delays and other
externalities



Pollution



Negative impacts on cultural and natural heritage recourses



Increased crime



Increased taxes



Leakage of revenue and dependence on imported goods and services



Over-dependence on tourism as a prime economic activity.

Additionally, there are challenges within the South African local government structures that
continue to pose challenges to the tourism development process. These are:


Tourism requires ongoing investment from local government in the face of massive
infrastructure backlogs – particularly in rural areas (former black areas/homelands)



Limited capacity to collect revenue as a result of non-payment of rates and taxes



High levels of unemployment within local communities



Low level of capacity in local government



Response time to local economic development is still slow



Places strain on transport infrastructure, particularly roads and parking



Limited fiscal resources



National tourism strategies are hard to co-ordinate with local governments, thus there is
a need for a co-coordinated tourism toolkit for local government



Functions of national governments often delegated to local governments



Can be an unattractive sector for people entering the labour market because of unsocial
hours, seasonal/part time work



Can place additional pressure on sensitive local environments and therefore needs
effective visitor management

Despite the challenges, tourism is an industry that is often the most capable of meeting local
development needs in a sustainable manner. There are options for local economic
development in the tourism value chain as supported by instruments such as the Tourism BEE
Charter and Scorecard.
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1.6 Purpose of the Tourism Planning Toolkit
The intention of the toolkit is to clarify how to complete a basic tourism plan within a South
African local municipality. The Tourism Planning Toolkit for Local Government is an important
contribution towards advancing competence in tourism planning at a local level and sets a
minimum standard for such plans.
Furthermore, the South African Tourism Planning Toolkit for Local Government aims to
increase local government's involvement in tourism:
 To provide and manage visitor related infrastructure
 To engage communities in planning for tourism which is socially, culturally, economically
and environmentally sustainable
 To take a lead role in destination management by forming partnerships with key
stakeholders
 To facilitate regional tourism marketing and continue with enabling and operational roles
in product development
Specifically the purpose of the Tourism Planning Toolkit is to:
 Describe the ‘enablement’ and ‘management’ roles that local government plays in
tourism
 Provide research and management systems to obtain information, prepare strategic
tourism plans and monitor their effectiveness
 Assist local authorities in their strategic and financial planning
 Ensure appropriate investment in infrastructure and services for tourism
 Enable the development of Tourism Plans involving local communities
 Enable local input to provincial and national tourism strategies
 Describe how the current legislation can be used for sustainable tourism development
 Provide examples of good practice
 Provide links to existing reports and resources covering the main topics
 Provide a resource to enable issues to be discussed and resolved at the local level
The Tourism Planning Toolkit provides access to a linked suite of tools that focuses on
strategic tourism planning, especially tourism destination management. These additional
resources have appropriate links throughout the Tourism Planning Toolkit.
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2.TOURISM AND LOCAL GOVERNMENT – A
BRIEF BACKGROUND
2.1 Developmental Local Government
Development facilitation relates to the creation of conditions for development to flourish and
includes planning, land administration, local economy and environmental management.
The objectives set out in Section 152 of the Constitution for local governments are as follows:
 provide democratic and accountable government
 ensure the provision of sustainable services to local communities
 promote social and economic development
 provide a safe and healthy environment
 encourage involvement of community organizations in local governance
The characteristics of developmental local government identified in the White Paper on Local
Government (Section B of the White Paper on Local Government, 1998) are:
 maximising social development and economic growth
 integrating and coordinating
 democratizing development
 leading and learning
The White Paper lists three key outcomes:
 provision of basic household infrastructure and services
 creation of liveable, integrated cities, towns and rural areas
 promoting local economic development

2.2 Integrated Development Planning
The Municipal Systems Act (Section 25 of the Municipal Systems Act) deals with Integrated
Development Planning which describes a single, inclusive and strategic plan that guides and
informs all decisions with regard to management and development of the municipality. The
Integrated Development Plans (IDPs) are central to the planning process, around which the full
range of municipal functions are coordinated and integrated with provincial and private sector
initiatives. Although much effort has been directed at entrenching IDPs in local government, in
that each municipality is now maintaining such a plan, the quality of these plans is variable and
they are often not financially or operationally viable. In addition, new legislation requires sector
15

development plans for water services, transport and waste management which must also link
into the IDP.

2.3 Economic Development
The mandate to promote Local Economic Development (LED) is covered in Section 153 of the
Constitution where it states that:
A municipality must structure and manage its administration, and budgeting and
planning processes to give priority to the basic needs of the community, and to promote
the social and economic development of the community.
The White Paper obligates local government to pursue this development through its core
functions and the IDP. Its role is to provide an enabling environment, rather than being
responsible for economic growth and job creation. While it is theoretically possible for
municipalities to play a major role in economic development, there are serious capacity and
funding constraints.
In the case for the South African Tourism Planning Toolkit, it is felt that an appropriate tourism
planning framework necessarily draws on the approaches being used in LED. LED tends to
have a more distinctive pro-poor orientation and the degree of national state endorsement of
local-level action is particularly noteworthy (Rogerson, 2003; Nel, 2001).
In the South African context, LED usually refers to actions initiated at the local level, typically by
a combination of partners, to address particular socio-economic problems or to respond to
economic opportunities. In the South African case it is now a local government mandate, but
can also occur as result of private or community-level initiative.
Partnerships are critical in the application of local economic development.

2.4 Environmental Development
Although Schedule 4A of the Constitution lists the environment as a national and provincial
function, a number of functions in Part 4B and 5B may be considered environmental in nature.
These include municipal planning, regulation of air and noise pollution, and various services
such as storm water management, water and sanitation, refuse and solid waste disposal,
beaches, parks and other recreational facilities. Despite most municipalities having limited
environmental management capacity (e.g. only a few have dedicated staff or budgets), the
National Environmental Management Act, 1999 requires that they incorporate measures
prescribed in the provincial integrated environmental plans and produce an integrated waste
management plan.

2.5 Making a Tourism Destination Viable
Local government have a role alongside the private sector owners/operators to ensure that
tourism destinations remain viable business venture. A tourism destination’s ability to attract
tourism revenue is influenced by a number of factors such as:


Political constraints and incentives (such as policies regarding local and foreign
investments)



Resources, facilities and conveniences such as attractions, transportation, access,
hospitality, pricing, medical and other services)



Market characteristics (such as visitor preference, disposable income, proximity to
destination)
16



Political stability’, expertise of human resources and the ability of decision makers (both
in the public and private sectors) to market and promote the destination effectively.

2.6 Role of Local Governments in Tourism
The role of local government in tourism in South Africa, thus, is conditioned by the
abovementioned obligations of local government and provides a context for intervening in
tourism.
According to Richins and Pearce (2002), for effective methods of sustainable tourism
development to be developed, the decision making process and influences need to be
understood at a local government level. Local government initiatives that can influence tourism
development can include land use planning, monitoring of developments and local economic
development planning that ensure that development is consistent with local needs.
The White paper on local Government (1998) explores the role of local governments in South
Africa, whose central responsibility is to work together with communities to find sustainable
ways to meet their social, economic and material needs and improve their quality of life.
Through traditional responsibilities of the Local government, namely service delivery and
regulations; local governments exert great influence over the social and economic wellbeing of
local communities. Local governments are not responsible for job creation, but rather are
responsible for taking active steps to ensure overall economic and social conditions of the
locality are conducive to the creation of employment opportunities.
As providers of social services, builders of economic infrastructure, regulators of economic
activities and managers of the natural environment; local government has many direct
instruments to influence the direction of local development.
Tourism development is therefore a joint responsibility of local government with the
private sector. It is predominantly a private sector business whilst public sector facilities,
services and amenities are complementary to successful tourism. The role of local government
is therefore to attract investors with their capital, undertake planning and provide leadership
while the private sector is to attract customers with their capital
It is also important to note that tourism is not a community service, but rather a commercial
industry with a clear intent being to attract visitors so that they spend their money at destination
businesses and services. It is also a highly competitive industry, and customers have to be
attracted and encouraged to stay and spend their money locally.

2.7 Local Government Ways of Intervening in Tourism
Local governments can therefore foster and build its commitment to tourism development in a
number of ways:
 Raising awareness about tourism benefits at a local level, (e.g. SA Tourism Welcome
Campaign)
 Work with stakeholders to align the locality’s destination marketing and management
(e.g. functions of Joburg Tourism)
 Promote partnerships between public and private sectors



Development and implementation of policies that promote sustainable tourism
development (LED/IDP)
Promotion of more mixed tourism developments with targets at the lower-end of the
range of hotels (and services) that would allow for the growth of a more local ownership.
17





Assist in training – in building local capacity to manage tourism at the local level
Support public education programmes which encourage responsible consumption in
tourism
Build political will to meet development targets



Increase funding, or support to local NGO’s (civil society) to enable them to engage with
communities in dialogue on tourism.



Facilitate (by promoting and assisting) existing business and new enterprises with
required resources (such as information, land use matters, training)
Act as a catalyst for new business development
Ensure appropriate infrastructure is available to facilitate the development of businesses
and industry
Local governments are custodians of many natural resources frequented by tourists and
locals
Consolidate visitor information centres that focus on destination marketing and visitor
information






2.8 Tourism Stakeholders
The following is a list of stakeholders in tourism:


National Department of Tourism www.tourism.gov.za



Provincial and Local government/tourism departments



SA Tourism – Marketing SA internationally www.southafrica.net



Tourism Grading council – To provide a framework and processing for grading across
all
relevant
sectors
of
the
tourism
industry
(not
just
hospitality)
www.tourismgrading.co.za



SANPARKS - The focus for SANParks in the first decade of democracy has been to
make national parks more accessible to tourists in order to ensure conservation remains
a viable contributor to social and economic development in rural areas.
www.sanparks.org



TEP - The Tourism Enterprise Partnership (TEP) is a public-private partnership between
the Department of Environmental Affairs and Tourism and the Business Trust. TEP
facilitates the growth and development of small, micro, and medium-sized enterprises
(SMMEs) in the tourism economy, resulting in income generating opportunities and
sustainable job creation. This is achieved by assisting SMMEs to identify business
opportunities and to equip themselves to take advantage of these business
opportunities. www.tep.co.za



FEDHASA - The Federated Hospitality Association of South Africa, (FEDHASA) a
member driven organisation, is registered as a section 21 Company, (Registration No.
05/34000/08) and functions both as a Trade Association and an Employers' Association
Fedhasa has been representing the South African Hospitality Industry on a local,
provincial, national and global level to protect the interests of all stakeholders of the
industry, thereby enabling members to achieve their objectives. www.fedhasa.co.za



SATSA - The Southern Africa Tourism Services Association (SATSA) is the member
driven association representing the private sector of the incoming tourism industry in
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Southern Africa. SATSA represents the key players and principles within the industry
including:


Transport providers



Tour operators or Destination Management Companies



Accommodation suppliers



Brokers



Adventure Tourism providers



Business Tourism providers



Tourism services providers



ASATA - ASATA is a non-profit association that has represented the interests of the
South African travel agents www.asata.co.za



TBCSA- The Tourism Business Council of South Africa (TBCSA) is the voice of the
tourism business sector involved in tourism. The TBCSA was established in February
1996 by leading tourism businesses. Its primary purpose is to engage with all
stakeholders in developing macro strategies that create an enabling environment for
tourism development. The TBCSA does not replace the trade associations. Trade
associations, representing their members interests are members of the TBCSA
www.tbcsa.org.za



FTTSA - Fair Trade in Tourism South Africa (FTTSA) is a non-profit organisation that
promotes sustainable tourism development. FTTSA awards the use of special label to
qualifying businesses as a way of signifying their commitment to Fair Trade criteria
including fair wages and working conditions, fair purchasing, fair operations, equitable
distribution of benefits and respect for human rights, culture and environment.
www.fairtourismsa.org.za



THETA – The Tourism Hospitality
www.theta.org.za



Provincial Tourism Authorities, namely










and Sport Education

KwaZulu-Natal Tourism Authority
Mpumalanga Tourism and Parks Agency
North West Parks and Tourism Board
Eastern Cape Park and Tourism Agency
Cape Town Routes Unlimited
Limpopo Parks and Tourism Board
Gauteng Tourism Authority
Northern Cape Tourism Authority
Free State Tourism Authority

Training Authority

www.zulu.org.za
www.mpumalanga.com
www.tourismnorthwest.co.za
www.ectourism.co.za
www.tourismcapetown.co.za
www.golimpopo.com
www.gauteng.net
www.northerncape.org.za
www.freestatetourism.org
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3.THE LINK BETWEEN THE TOURISM
PLANNING
3.1 Toolkit and Local Government Planning
The diagram below indicates the location of the municipal tourism plan under the existing policy
environment as informed by the Municipal Systems Act (2000) and indicates where a tourism
strategy could fit in that process.
A tourism strategy is one of a number of specific strategic plans developed by the municipality
to provide direction when the Integrated Development Plan (IDP) is being prepared annually.
The Tourism Toolkit identifies the essential information requirements for a tourism strategy. The
Tourism Toolkit also provides tools to enable local authorities to address specific issues that
are relevant to their region, i.e. involving the district and provincial spheres.

Figure 5: South African Local Government Planning Framework
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3.2 How to Use the Tourism Planning Toolkit
Tourism Planning Toolkit is designed for use by local and district municipalities; and provincial
tourism organs tasked with the responsibility either wholly or partly for destination management
in their area.
The Toolkit can be used by local government in three distinct ways:
1. To tackle specific issues that may arise associated with the development and
management of tourism;
2. In a broader sense, to develop a tourism strategy that is one of a series of plans that
local government must produce to assist in their strategic planning and ultimately the
funding of key projects; and
3. By driving coordination and cooperation by those involved in the tourism planning
process by identifying the processes and the products required to do tourism planning.
An international model (VICE) that acts as a template for identifying key groups of stakeholders
is equally appropriate for South Africa. This model has been advanced in the case of the South
African Tourism Planning Toolkit to include transformation and safety. The VICETS model is
included here to identify the key dimensions of a tourism strategy.

Figure 6: VICETS Model for Tourism Strategy Planning

A successful tourism strategy needs to identify how to:
 Welcome, involve and satisfy Visitors
 Achieve a profitable and prosperous Industry
 Engage and benefit host Communities
 Protect and enhance the local Environment
 Promote the industry Transformation
 Entrench principles of visitor Safety
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The model can be used to check the future viability of tourism decisions:
 How will this issue/decision affect the visitor?
 What are the implications for the industry?
 What is the impact on the community?
 What is the environmental effect?
 Is the tourism value chain being transformed?
 Do proposed interventions consider visitor safety?
Unless there is a positive answer to all six questions the decision and its outcomes are likely to
be unsustainable. The VICETS model is used as a check throughout the Toolkit to ensure that
the needs of the key stakeholders are met.
The South African Tourism Planning Toolkit is structured as follows:

Figure 7: Structure of South African Tourism Toolkit for Local Government

Each Toolbox has three sub-sections, namely:

How to Use the Tourism Planning Toolkit
a)
b)
c)
d)

Identify which part of the tourism planning process you are in.
Complete each product using the tools contained in the toolboxes.
Use references and resources provided to increase your understanding.
Consolidate all products into a Tourism Strategy.
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4 SITUATION ANALYSIS TOOLKIT
4.1 Contents of This Toolbox
This section will be the starting point for many. It introduces the need for data collection and
analysis to understand what is currently happening in respect of tourism in a municipality and
how the industry and community are responding to changes in the tourism sector. It will identify
the current status of, and issues surrounding tourism in the area. The diagram below identifies
the major dimensions for the Situation Analysis using the key areas of Visitors, Industry,
Community, Environment, Transformation and Safety. Examples are provided of data
requirements in each area.

Figure 8: Dimensions of the Tourism Planning Situational Analysis

The checklists below provide an overview of the key tourism information required by local
authorities involved with tourism planning and which will be developed further in the sections to
follow. They are to be completed by ticking the appropriate boxes to confirm available
information you may have, which is missing and which is incomplete or is unclear.
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This toolbox answers the following question:


What information do I need to know and why?

The checklist provides an overview of the key tourism information required by local authorities
involved with tourism planning and which will be developed further in the sections to follow.
Complete the checklist by ticking the appropriate boxes to confirm which information you have
already available, which you do not have and which you have partially or are unsure about.
Checklist – Key Tourism Information for Local Authorities

Yes

No

Unsure/
Partially

1.
2.
3.
4.
5.

The number and type of visitor to the area
The economic benefits provided for your area by visitors
The number and range of accommodation facilities in the area
The number of attractions and activities in the area
The forecast number of visitors to the area for the next five
years
6. The impact on accommodation and attraction requirements
from the forecast visitor increases/decreases
7. The views of visitor on the quality of their experience to the
area
8. The views and opinions of residents in respect to the current
levels of tourism in the area
9. The views and opinions of residents in respect to the forecast
levels of tourism in the area
10. The ccapacity of current infrastructure and service to cope
with existing and future demand from tourism
11. The impact of visitors on the environment
12. The level of satisfaction of the tourism industry with
maintanance and development of tourism infrastructure and
services in the area
If you have answered ‘No’ or ‘Unsure/Partially’ to any of the above you will need to access
available resources and potentially undertake surveys identified in this section of the Toolkit to
obtain the base information required to prepare a strategic plan or address specific issues.

4.2 VISITOR DEMAND TOOLBOX
4.2.1 Introduction and Scope
Understanding the number of visitors and their use of infrastructure/amenities while visiting
South Africa and its regions (visitor demand), is essential to enable effective planning for
tourism by local authorities, Provincial Tourism bodies and businesses which focus on the
tourism industry. This section provides Tools that enable you to check what you know about
visitors to your area and ways to obtain data on the current and future numbers of visitors to
your area.

4.2.2 Benefits of Using This Toolbox
An essential starting point in understanding the needs of visitors is to have a clear definition of
what is meant by the visitor industry. In general terms the visitor industry is understood to
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include international and domestic overnight and day excursionists. These three categories can
be further refined in specific groups as the shown below:
International – overnight, day trips
Domestic – overnight, day trips
Local – day trips
Without visitors there wouldn’t be a tourism industry, so it is critical that in the first instance you
understand the characteristics and behaviour of visitors to your area, so that you are informed
and able to address specific issues that exist or may arise in the future. As well as the
traditional visitors who visit tourist attractions and undertake activities (e.g. wine tasting, shark
cage diving, rafting), the visitor market also includes families going to another city for a day to
attend a sporting event, attending conferences and visiting relations. The definition of ‘visitor’ is
very broad. The diagram on the following page indicates the demand components and helps
you to answer the questions of who comes, why they come, what services they utilise, how
long they stay, their level of satisfaction with their visit and the economic benefit generated.

Figure 9: Visitor Demand Model for a Destination

Understanding visitor demand will provide you with essential data that will enable you to plan
for future tourism infrastructure needs and develop destination management strategies with
confidence.
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Toolbox Resources
The table below helps you to identify the specific information required for visitors to your area.
Complete the checklist by ticking the appropriate boxes to confirm which information you have
already available, which you do not have and which you have partially or are unsure about
Checklist - Visitor Characteristics and Behaviour Information
Information
1. Trends in visitor arrivals (international) and domestic tourism
2. The number of international and domestic visitors to your area
3. The country that international visitors come from
4. The regions in South Africa that domestic visitors come from
5. The reason they are visiting the area
6. The transport used to reach the area
7. The type of accommodation they are staying in
8. The attractions visited and activities undertaken by visitors in
the area
9. How long they stay in the area
10. The number of day trips to the area (as distinct from those
who stay overnight)
11. Seasonality visitor profile for the area
12. International and domestic visitor forecasts for the area

Yes

No

Unsure/
Partially

If you have answered ‘No’ or ‘Unsure/Partially’ to any of the above you will need to access
available resources and potentially undertake surveys identified in this section of the Toolbox to
obtain the base information required to prepare a strategic plan or address specific issues.
South Africa Tourism and Statistics SA provide statistics on all provinces.
Table 1: Method of Developing Visitor Profile for Smaller Local Authorities and Destinations

Information
Required
Accommodation
Data

Method
Develop a monthly survey
for
accommodation
operators in your area to
include:
 Number of rooms
 Number of rooms sold
per month
 Origin of visitors
 Length of stay

Benefits





Provides base data on who visits and over
time will indicate trends, peaks and
troughs
Can provide feedback to operators which
they can use to benchmark their position
Assists in marketing the area to specific
visitor/ market types

For further information you can refer to the following documents either on the web or in the
attached References Folder:
1) Draft 2010 Soccer World Cup Tourism Organising Plan – Nov 2005 ( Source DEAT)
2) Tourism Growth Strategy to 2013 Draft Edition
3) http://www.southafrica.net/satourism/research/research.cfm
4) The Global Competitiveness Report 2008-2009
http://www.weforum.org/documents/GCR0809/index.html
5) Bee Charter and Base study
6) 'Development and Promotion of Tourism in South Africa' White Paper:
http://www.info.gov.za/whitepapers/1996/tourism.htm
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4.3 PUBLIC SECTOR INFRASTRUCTURE TOOLBOX
4.3.1 Introduction and Scope
In some towns, tourism places a significant demand on public sector infrastructure. Growing
numbers
of visitors, particularly overnight visitors, are steadily increasing the demands for a range of
public services. Each town has its own unique visitor sector profile in terms of seasonal
variability, proportion of holiday homes and day visitors relative to its permanent resident
population, variable itinerant population, and industrial and commercial demands.
Local government’s role in tourism is critical in providing the utilities and infrastructure on which
the tourism industry is based. This includes services such as public roads, water, wastewater
and waste services, parking and signage, museums, art galleries, sporting facilities, visitor
centres, reserves, gardens and
other amenities, and identifying sites for development.
Infrastructure for tourism is provided by both local government and the private sector. This
Toolbox focuses on public sector rather than private sector infrastructure. It is recognised that
there is increasing interest in South Africa in infrastructure services provided by public-private
partnerships (PPPs). There is also increasing emphasis on providing infrastructural services
that meet sustainability criteria. The focus of this Toolbox is public sector infrastructure. It aims
to provide information, data and resources for those actively involved in planning, design and
management of the public sector infrastructure and services used by the tourism sector. The
target audience is infrastructure planners, designers, managers and users of the infrastructure
services.
The word “infrastructure” can mean many different things to people. This Toolbox focuses on
the specific public sector infrastructure needed to sustain South Africa’s tourism industry.
These services include:
 Water supply
 Wastewater management
 Solid waste management
 Electricity supply (where local government is service provider)

4.3.2 Benefits of Using This Toolbox
Visitors use many of the public services that are provided in towns and cities, including
reticulated water, wastewater, electricity, solid waste collection, roads, parking, areas, art
galleries, museums and parks.
Few local authorities are able to accurately estimate how much of each service is used in their
area by visitors, or just how large the visitor usage of any infrastructure systems is.
There are three reasons for this:
 Data is rarely available on numbers of visitors visiting a community
 Accurate data is not available on water use, or wastewater and solid waste production
per visitor
 Collection of this type of data is too complex
Visitor demand on services can vary significantly throughout the year, creating heavy demand
at the peak of the visitor season.
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Furthermore, a number of South African towns are experiencing significant growth in the
numbers of visitors. Usage of infrastructure may vary between classes of visitors (luxury hotel
users, motels, backpackers), and between geographic locations. If this data were available,
local authorities and other infrastructure providers would be better equipped to determine what
proportion of infrastructure use are attributable to visitors, plan for tourism growth and hold
informed debate on charging policies for these services.
Most municipalities also face challenges in funding additional infrastructure for tourism. An
important use for this Toolbox is to assist with the study and modelling of selected infrastructure
to enable the municipality to undertake better planning, design, funding and management to
meet the needs of Visitors, Industry, the Community, and the Environment.
Therefore, local government is encouraged to obtain this data from the relevant source in order
to do more effective tourism planning at the local level. This Toolbox recommends that local
authorities adopt an integrated and systems approach to addressing infrastructural issues.
Good infrastructure planning, design and management enables sustainable economic
development; ensures integrated and efficient services and optimises benefits from the use of
resources and public funds.

4.3.3 Tourism Support Infrastructure
Infrastructure is of vital importance not only to tourism but also to every government
department, community, business and individual. Infrastructure with regard to tourism affects
visitor satisfaction and likelihood of repeat business, as well as opportunities for local and
foreign players to invest in tourism. The growth of tourism is directly linked to the ability of
infrastructure to accommodate that growth.
While local and provincial government do not always have the full budget to build a complete
solution to infrastructure needs, the private sector will generally foot the bill as long as basic
infrastructure is provided. Tourism departments then have three roles within infrastructure
development:
 Ensure the provision of basic infrastructure (roads, water, electricity, waste removal,
sewerage & telephony) by providing baseline information on Tourism needs
 Promote private sector infrastructure investment in line with tourism goals
 Monitor infrastructure for maintenance and updating
Infrastructure can have vast positive implications on the tourism industry both inside the region
and the country:
 Increase in number of visitors
 Diversifying tourist activity
 Prolonging visitor stay
 Increasing visitor spend in tourism and other industries
 Creating greater efficiency for tourism related businesses
 Increasing likelihood of local and foreign investment into the tourism industry
 There are economic gains directly from tourism infrastructure
 Tourism infrastructure supplies other industries, and drives demand and return on
investment in those industries. This spill-over effect adds to national productivity
 A quality infrastructure will create wealth and employment within the tourism industry
Strategically, departments should have overall strategic goals for tourism infrastructure. These
goals must aid the development of tourism, transport and infrastructure needs to benefit both
local bodies and visitors.
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Examples of Tourism Infrastructure Strategic Goals:
 Must provide safe secure and cost effective modes of transport from arrival nodes to
attractions, business centres and tourism infrastructure such as accommodation. The
use of several connected modes of transport must be used to achieve this.
 Must be able to accommodate the increase in visitors resulting from natural tourism and
economic growth as well as from the 2010 event. Excess infrastructure requirements
for the 2010 event needs to be planned for.
 Must be within environmental constraints.
 Must aid local community transport needs.
 Create increased consultation within the tourism industry between service providers,
travel agents, government bodies and private sector entities to upgrade and maintain
infrastructure needs.
 Must aid economic growth within the region
 Must increase competitiveness of the region on local and international tourism fronts
 Investment must be prioritised for those areas where existing and future tourism
projects are taking place. These areas may also be located close to where infrastructure
requirements are not being met.

4.3.4 Local Government Infrastructure Tasks
Local government must quantify the impact tourism has on the infrastructure in its area. Local
government can use an information gathering/sharing approach to collect data and provide a
better understanding of Public Sector Infrastructure. All components of public sector
infrastructure are the domain of various departments at local, district or provincial level.
Nonetheless, local governments have a few major tasks in infrastructure provision, namely:
 Electricity supply management and monitoring
 Water supply
 Wastewater management
 Solid waste removal
 Local spatial planning
Gathering the necessary data is complicated by variations in seasonal visitor patterns and
usage of services, and varying levels of usage by different categories of visitor (such as luxury
hotel users compared with backpackers). This poses challenges for managing infrastructure
supply and services because:



The number of visitors to the community is not always clear;
No accurate data on usage of water or electricity per visitor, or wastewater and solid
waste production per visitor.

Electricity
Local governments are not responsible for the direct supply of electricity to residents,
businesses and industry. Eskom supplies most areas in South Africa, while concessionaires
under the Integrated National Electrification Programme of the DME implement supply to nongrid areas.
Local governments act as a management agent by buying power from suppliers and reselling it
to the municipality.
In terms of the pricing of electricity services, tariffs are approved by the National Electricity
Regulator (NER) in terms of the Electricity Act, 1987 (Act 41 of 1987).
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Local government also controls the roll out of electricity services in areas with no electricity (in
accordance with the Municipal Integrated Development Plan (DME) rollout). This will be
important in terms of redirecting tourists towards the hinterland. According the Department of
Minerals and Energy (2009), key success factors for rolling out electricity services to
unserviced areas include:
 Compliance of Service Providers with provisions of Section 8 of Municipal Systems Act
(meeting basic requirements as a Service Provider)
 Concluding Comprehensive Service Level Agreements (SLAs) between Municipalities
and Service Providers, providing for;
o Coverage or recovery of capital, operational and energy costs;
o Need for Service Providers to be guaranteed of sustainable Free Basic
Electricity (FBE) funding from Local Government (cash flow):
 To ensure sustained roll-out of the FBE programme;
 To ensure sustained roll-out supports take up of new electricity connections, especially
for non-grid sites.
 Accuracy of targeting and revenue flows:
o Matching available resources to the service (costs recovery by providers to be
sustainable).
 Municipal oversight of the FBE value chain to ensure that the FBE programmes
effectively deliver within cost, time and other available resources in terms of existing
legislation.
 Continuation of proper metering, billing and revenue collection and management by the
providers to consumers for services rendered.
So for tourism, local governments need to fulfil the following tasks in terms of electricity
provision:
 Monitor electricity usage and report findings and trends to appropriate authorities
(Department of Energy, Eskom)
o Current electricity usage of the area
o Expected growth and electricity increase within the area
o Current visitor electricity usage
o Expected growth in visitor electricity usage, especially for 2010 and beyond
 Ensure that tariffs are in line with the Electricity Act, 1987
 Ensure that the rollout of electricity to unserviced areas falls within the requirements of
the Municipal Integrated Development Plan
 Ensure that key tourism infrastructure (accommodation, retail, etc) and destinations
have adequate electricity supply
The following are some data required to understand Tourism infrastructure in an area:
Table 2: Typical Infrastructure Use Data Required

Service provided
Data Required
by Infrastructure
Water Demand Litres/Guest Night (Usually
Potable
water presented by accommodation category
supply
alongside a Winter and Summer mean and
range)
Wastewater
Wastewater litres/Guest Night (Usually
services
presented per accommodation category)

Unit
Measurement

of

L/GN

L/GN

30

Solid
services

waste

Energy supply

Typical Solid Waste/Guest Night

Energy Demand Kilowatts/Guest Night

Varies. Dependent
on how solid waste
data is collected.
Ideally, solid waste
Kg/visitor/GN
KW/GN

4.3.5 Data Collection
The quality of data required depends on the nature of the study being carried out. This toolkit
suggests two types of studies as follows:



A low cost desktop scoping study to evaluate the overall demand the tourism industry
exerts on the town’s water, wastewater, solid waste and electricity service; and
A comprehensive study involving more detailed data collection and evaluation of the
impact of tourism on the infrastructural services of water, wastewater, solid waste and
electricity.

Desktop Scoping Study
This is a low cost desktop study that will enable the Council or the local tourism industry to
create an approximate quantitative picture of the relative demand tourism places on the town’s
services.
Data required
 Monthly guest-night data for the town from the agency collecting accommodation
information in your area; from your provincial tourism organisation; from SA
Tourism; or from Statistics South Africa
 Permanent resident population.
 Twelve months of monthly water consumption and wastewater production data
for the town.
 Twelve months of monthly energy consumption for the town
Comprehensive Study
As a consequence of the scoping study, the decision may be that a more detailed study is
appropriate to assist the Council in designing an improved cost allocation and charging
structure. One of the techniques recommended for collecting micro data is by snapshot studies.
Snapshot Studies
Obtaining real micro data for visitor demand on a town’s infrastructure such as water
consumption, wastewater and solid waste production; and energy consumption can be difficult
and costly. The demand is seasonal and depends on the nature of the activities of the visitor
(for example type of accommodation used).
There are certain services that are shared between visitors and permanent residents; for
example restaurants, cafés and visitor attractions. In such circumstances identifying and
quantifying the sector demands can be complicated. It is recommended that snapshot studies
be used to provide representative micro level data.
Snapshot studies need to be carried out in local areas. The snapshot study method entails four
7-day snapshot studies being carried out in the town. The purpose is to obtain the necessary
daily data to be able to create a reliable picture of the demand visitors place on the town’s
water, wastewater, solid waste and electricity services.
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Two 7-day studies should be done during the low visitor season and another two 7-day studies
during the peak visitor season for the town. It is important to designate the study area
appropriately in order to allow for conclusions to be drawn about the impact of tourism in a
given area.
In these studies the specific daily data collected during each snapshot study includes:
 Guest-nights for all commercial accommodation. This information can be obtained by
delivering a survey form to each commercial accommodation provider.
 Water and wastewater flows for the whole town
 Weather conditions, including rainfall.
 Individual water meter readings for representative properties such as:
o Different categories of accommodation providers,
o Different categories of visitor related non-accommodation businesses, commercial
and community activities.
o Waste production from the different sector sources.
 Information Centre door counts and any other additional obvious indicator of visitor
numbers within the town.
 Quantities of solid waste collected – street bins, recycling bins, rubbish and/or recycling
collection, and central transfer/landfill site quantities.
 Where possible, waste quantities from representative individual properties. This may be
too difficult to do in some situations.
The people implementing the snapshot studies and collecting the data will gain a very good
understanding of how the town’s infrastructure operates. This knowledge and information
should be documented and used to inform future planning and management of the town’s
services and visitor industry aspirations.

4.3.6 Private Sector Infrastructure
Infrastructure is provided by both local government and the private sector. This toolkit focuses
on public sector rather than private sector infrastructure. It is recognised that there is increasing
interest in infrastructure services provided by public-private partnerships (PPPs). Some
infrastructure service providers in South Africa are contemplating PPP arrangements for
infrastructure service provision. It is important to explore these potential partnerships where
they exist.
Visitor related private sector infrastructure normally includes:
 Accommodation
 Public transport – bus, rentals, rail, air, sea
 Communication, including telecommunication, internet services
 Entertainment, food and beverage, shopping and other visitor business activities

4.3.7 Local Spatial Planning
Local government is responsible for the overall spatial planning for its area. To fully understand
the role of local governments, the following documents can be consulted:
 The Constitution
 Rural Transport Strategy for South Africa
 Public Transport Strategy
 Transport Action Plan for 2010
 Provincial Land Transport Framework
 White Paper on National Policy on Airports and Airspace Management
 White Paper on National Transport Policy
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Moving SA
Airlift Strategy

There must be an integration of local planning with provincial and national plans (DEAT, Annual
National Tourism Conference Report, 2007). While local governments cannot control policy and
legislative changes, they must do their best to add input into that process as well as implement
the results.
Furthermore, the responsibility and construction some transport nodes will be out of local
governments hands. An example of this would be national airport construction. However, local
government will still have a responsibility to ensure that local spatial and transport planning
supports and accommodates these initiatives.
Local governments must also keep in mind that transport is a derived demand (DEAT, Annual
National Tourism Conference Report, 2007), being dependant on destinations. Local
governments should look whether changes in the infrastructure are necessary given future
tourism growth projections.
 For further information you can refer to the following documents either on the web or in
the attached References Folder: DEPARTMENT OF MINERALS AND ENERGY, Free
Basic Electricity Rollout, PROVINCIAL/DISTRICT/MUNICIPAL WORKSHOP, 5 January
2009;
fbs.dplg.gov.za/fbs/index.php?option=com_docman&Itemid=45&task=docclick&bid=44&
limitstart=0&limit=5
 New Zealand Planning Toolkit for Local Government, May 2006
 Tourism WA, Submission to State Infrastructure Strategy, 2005
 Tourism Infrastructure Policy and Priorities, TTF Australia
 The Constitution (http://www.info.gov.za/documents/constitution/index.htm)
 Rural Transport Strategy for South Africa
(http://www.transport.gov.za/library/docs/policy/ruraltrsanspolicy-summ.pdf)
 Public Transport Strategy
(http://www.transport.gov.za/library/legislation/nlttaguide/tpr07-ptp.pdf)
 Transport Action Plan for 2010
(http://www.transport.gov.za/library/docs/strategy/2010%20TRANSPORT%20ACTION
%20PLAN%2010%20OCTOBER%202006.pdf)
 Provincial Land Transport Framework
(http://www.transport.gov.za/library/legislation/nlttaguide/tpr08-pltf.pdf)
 White Paper on National Policy on Airports and Airspace Management
(http://www.transport.gov.za/library/docs/white-paper/airport-wp.html)
 White Paper on National Transport Policy
(http://www.transport.gov.za/library/docs/White%20Paper.doc)
 Moving SA (http://www.transport.gov.za/projects/msa/index.html)
 Airlift Strategy (http://www.transport.gov.za/library/docs/airstr/index.html)
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4.4 NATURAL ASSETS MANAGEMENT TOOLBOX
4.4.1 Introduction and Scope
According to SA Tourism (2008), 33.7% of foreign tourist rated South Africa’s scenic beauty as
their best experience in the country, and 15.2% of visitors enjoyed the wildlife, game parks and
safaris. South Africa has one of the most diverse natural environments in the world and this
draws in visitors both internationally and locally. International trends suggest that more
environment-attuned visitors can be expected in the future.
The natural environment in South Africa is effectively composed of an array of “natural assets”
and visitor demand is becoming increasingly focused on specific sites and attractions rather
than passive sightseeing. Local governments are custodians of many natural resources
frequented by tourists and locals, e.g. parks, beaches and forests.
However, increasingly, many natural resources also fall under private ownership such as
private game farms, or riparian land ownership. Local authorities need to prepare for the
environmental pressures and externalities of such trends and not focus solely on anticipated
economic benefits.
This section provides tools that enable you to:
 Identify local natural assets
 Appreciate the significance of the natural assets that might or might not be used for
tourism in your district or region; and
 Plan for the sustainable management of these natural assets in a tourism context.
This component also relates to:
 The public infrastructure Toolbox
 Project design, appraisal & development Toolbox
 Visitor demand Toolbox
 Visitor satisfaction Toolbox

4.4.2 Understanding Natural Assets
South Africa (and Africa as a whole) has always attracted tourists looking for unspoilt natural
settings. With many national game parks and natural attractions, South Africa needs to pay
special attention to these natural assets in order to both preserve such sites, as well as to use
these attractions for the economic benefit of the country.
By “natural assets” we mean elements of the natural environment i.e. wildlife and their habitats,
areas of native vegetation, remnant landscapes, caves, fossil deposits, wetlands and other
water-bodies, rivers and beaches. Some of these natural assets are located on, or accessed by
passage through or across, privately owned land.
In order to adequately protect the natural environment and natural assets from the impacts of
tourism, there is a need for government agencies (SANPARKS), the National government
(DEAT) and local government to have adequate and useful baseline information from which to
make informed decisions.
National policies (NEMA, 1999; the Constitution, 1996) highlight the importance of conservation
and sustainable responsible management of natural environment and resources. However,
despite their importance, few of South Africa’s natural assets have stand-alone management
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guidelines to ensure that visitor impacts are monitored and the quality of the asset is
adequately maintained and protected, often leading to environmental degradation.
Research confirms that at the local government level there is a lack of a coherent framework to
guide tourism planning for the use and protection of natural assets.
A structured approach to managing tourism impacts on natural assets under the jurisdiction of
local, district and metropolitan municipalities is needed and this need will only increase over
time.

4.4.3 Benefits of Using this Toolbox
The benefits of managing natural assets sustainably include:
 At the national interest level, natural asset-targeted tourism impact management
approaches will help South Africa maintain its competitive edge in “green tourism”;
 At a central governance level such approaches will help South Africa fulfil both
international and national obligations and strategies; and
 At the industry operational level such approaches will help ensure that the South Africa
tourism industry remains profitable and can expand in a sustainable manner.
At the local government level such approaches will:
1. Assist councils in meeting quadruple-bottom-line (environment, social, economic,
cultural) reporting objectives
2. Assist councils in meeting the sustainable development requirements as stipulated in
the White Paper on Local Government (1998)
3. Reduce the likelihood of litigation, costly remediation and other reactive measures that
tie up valuable council resources
4. Send pro-active leadership and guidance signals from local government to the various
tourism sector groups in South Africa
5. Provide a sharper focus for councils in the management of both tourism and
recreational activities in their districts and regions

4.4.4 Resources
Research into natural assets and their management by local government internationally, there
has been much research into social aspects of natural asset management, e.g. matters
associated with visitor carrying capacity and crowding, at particular sites or natural attractions.
There has also been considerable research, including work done in South Africa, into specific
visitor/natural asset interactions, e.g. tourism impacts on whales and dolphins. However, there
is relatively little research, both qualitative and quantitative, on how natural assets are managed
or ought to be managed in local government contexts.
A survey of local authorities throughout South Africa is required in order to ascertain how
councils manage the natural assets over which they have jurisdiction. In addition, more
research on the management of natural assets in South Africa is required, along with the
development of guidelines for such things as “outstanding landscapes” which visitors clearly
associate with the quality of their tourism experience.
There are several options to develop relatively practical Decision Making Guidelines for local
authorities.
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A. Portfolio Model
Work from ground up within district or region to create portfolios of natural assets by type
and manage them under these groupings e.g. caves, hot springs and outstanding
landscapes.
B. Case-by-case Best Practice Cross-Referencing Approach
Given the diversity of settings and circumstances of local government in South Africa, it is
important to recognise that in the short term tourism impacts will have to be managed in an
adaptive, if not ad hoc manner. To this extent ‘best practice’ here means borrowing from
what works. In this section we present decision-support tools that allow local governments
to ‘plug in’ a given natural asset to several decision support tools.
Municipality database
With rapid improvements in information technology over the past decade, and given the
excellent network in South Africa, the opportunities to tap into best practice know-how are
considerable. The Quality Planning website is a useful resource that provides relevant best
practice, case studies and a publication list of landscape planning.
C. Stand-Alone Mixed-Strategy Checklist
In this section a more hybrid approach is promoted. Recognising that municipalities may
prefer a limited portfolio or reference file for particular natural assets, but with the safeguard
of action-guiding checks and balances, a mixed strategy checklist has been created. In
principle, any municipality can ‘plug in’ any natural asset within its region or district. This
checklist provides a guide to deciding upon the best course or courses of action for
managing the tourism impacts.
In many municipalities there may be no obvious person to undertake natural asset inventory
surveys and it is proposed that a manager in an appropriate department be designated to
take responsibility for the management of natural assets.
Table 3: Stand-Alone Mixed Strategy Checklist

Attribute
History of management
for visitor impact already
exists
National significance
Involves passive
consumption
Involves active
consumption (High active
recreation component)
Organised group visiting
Informal groups visiting
Similar type asset already
managed by other
government agencies

Yes

No

Unclear Option for action
Review existing arrangements
Resource consent conditions
Stand alone management plan
written
Central
government
agencies
notified
Minimal
impact
guidelines
produced and distributed
Significant
impact
guidelines
produced and distributed

Producer/operator
guidelines
produced and distributed
Consumer/user
guidelines
produced and distributed
Adapt methodology to suite local
government
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Attribute

Yes

No

Unclear Option for action

Occupational safety and
health requirements apply

Mitigate impacts

Built structures,
engineering, track,
roadwork’s requiring
resource consent
NEMA 1998 provisions
apply
Other Legislation
Other plans apply (e.g. –
National guidelines for
Responsible Tourism
2002
Local Government
monitoring and capacity
exists
Owner monitoring
capacity exists
Third party (e.g. NGO,
community members)
monitoring capacity
Municipality education
capacity

Volumes of visits, types of
structures, materials specified to
meet impact minimisation targets

Owner Education capacity

Restrictions/penalties/guidelines
Restrictions/penalties/guidelines
Restrictions/penalties/guidelines

Relevant section within municipality
identified and programme
prepared.
Programme prepared with council
assistance where appropriate
Programme prepared with council
assistance where appropriate.
Advance visitor guidelines
produced with council assistance
where a appropriate
Advance visitor guidelines
produced with council assistance
where appropriate.

Other

For further information you can refer to the following documents either on the web or in the
attached References Folder:
 New Zealand Planning Toolkit for Local Government, May 2006

4.5 VISITOR SATISFACTION TOOLBOX
4.5.1 Introduction and Scope
A successful tourism industry is based on visitor satisfaction. Failure to meet and exceed visitor
expectations will lead to a reduction in visitor numbers and the associated economic benefits
that the industry can bring to an area. Measuring visitor satisfaction should be a key function of
local authorities as tourism becomes an ever increasing component of economic wellbeing of
an area.
For the visitor to South Africa visitor satisfaction is about more than the people with whom they
came into contact, the places they stayed or the attractions they visited. Local and district
municipalities are important role players in providing essential services and infrastructure that
enables the tourism industry to operate.
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People do not want to visit unattractive places. Therefore there is considerable pressure on
municipalities to ensure that the first impressions visitors have of places are positive and this is
carried through as visitors utilize the services available to them. This is very much the
responsibility of the public sector, in particular local municipalities.

4.5.2 Benefits of Using This Toolbox
It is important to conduct visitor satisfaction surveys because destination benchmarking
provides a customer focused and competitor-related basis on which to set priorities for action to
improve the destination product.
Visitor satisfaction can be used for:
 Identifying strengths and weaknesses, under-performance against competing
destinations can be a powerful influence on decision makers;
 Securing additional resources for visitor management projects;
 Raising the profile of the visitor management function and helping to secure political
support for tourism;
 Influencing product suppliers to improve; it can be a driver for initiatives aimed at
improving the standards of external suppliers;
 Generating positive public relations from benchmarking findings, playing a key role in
building civic pride;
 Helping to identify best practice amongst a range of destinations which can be shared;
and
 Demonstrating achievement through year on year improvement against benchmarks
and helping to measure the impact of capital expenditure on projects, such as
environmental improvements.

4.5.3 Resources
Despite the importance of visitor satisfaction to the tourism industry and to the success of
destinations, very little research has been completed on how particular destinations in South
Africa meet visitor expectations.
Use the checklist below to find out how satisfied visitors are with the services available in your
town.

Key Criteria

Yes

No

Unsure
/Partial
ly

1. Quality, range, value for money of accommodation
2. Ease and cost of parking in the area
3. Range/choice, quality of visitor attractions and activities to
do
4. Range/choice, quality of service, value for money of places
to eat and drink
5. Range/choice, quality of the shopping environment, value
for money of shops
6. Ease of finding way around – road signs, pedestrian signs,
display maps and information boards
7. Availability and cleanliness of public toilets
8. Cleanliness of the streets
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9. Upkeep of parks and open spaces
10. Range and quality of evening entertainment
11. Overall impression of city/town
12. Popularity of attractions
13. Feeling of safety in terms of crime and traffic
14. Ease of finding information , quality of service, usefulness
of information received from the I Site/information centre
15. Things liked most about the city/town
16. Things that spoilt the visit
17. Likelihood of recommending city/town to others
18. Improvements like to see
If you have answered ‘No’ or ‘Unsure/Partially’ to any of the above you will need to access
available resources and potentially undertake surveys identified in this section of the Toolbox to
obtain the base information required to prepare a strategic plan or address specific issues.

4.5.4 Safety and Security Self Audit for Local Destination Officials
Use the checklist below to find out how safe and secure a destination in your area is for the
visitor.

1.
2.
3.

4.

5.
6.
7.
8.

9.

Key Criteria
Yes
Do you have a Safety and Security Policy which clearly sets out your
goals and objectives?
Do you have a Safety and Security Plan based on an analysis of the
risks to tourists at your destination?
Do you have good coordination to carry out your tourism safety and
security policy and plan with:
SA Police Services....................................................................................
Home Affairs: Immigration Dept................................................................
SARS: Customs........................................................................................
Health Institutions......................................................................................
Fire department........................................................................................
Emergency Services.................................................................................
Other Officials............................................................................................
Do you include local businessmen in discussions of your safety and
security policy and plan?...........................................................................
Are meetings open to interested citizens’ groups?....................................
Do you provide safety and security information to the principle tour
operators of/for your destination?
Do you have a multilingual brochure for visitors with the most pertinent
safety and security tips?
Do you have clear signage, good lighting and emergency telephones for
tourists?
Is there a licensing system for:
taxis?.........................................................................................................
accommodation? ......................................................................................
tour guides? .............................................................................................
restaurants? .............................................................................................
Are measures taken to prevent unlicensed operators?.............................
To what extent is your destination universally accessible?
0% to 40%.................................................................................................
40% to 60%...............................................................................................

No
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60% to 80%...............................................................................................
80% to 100%.............................................................................................
10. Is water supply adequate and of good quality?
11. Are restaurants and catering facilities regularly checked for sanitation
and good hygiene?
12. Do all hotels meet local fire standards? Are hotels regularly checked for
fire safety plans?
13. Are there up-to-date contingency plans for natural disasters?
14. Do you hold regular safety and security meeting with representatives
from government and the community?
(Source: Tourist Safety and Security World – Practical measures for Destinations, Tourism
Organisation)

4.6 TOURISM INDUSTRY INVENTORY TOOLBOX
4.6.1 Introduction and Scope
Whether tourism is an industry or a number of related sectors is a moot point. The fact that
many tourism businesses additionally operate in other sectors/industries, can make it difficult to
categorise them. Local municipalities relate to tourism businesses through the services they
provide as a regulator, planner, infrastructure/service provider, funder, facility owner, manager.
Local authorities are therefore inextricably linked to the tourism industry. On this basis alone, it
is essential that local authorities are aware of both the demand and supply side of tourism
including the physical resources provided by businesses.

4.6.2 Benefits of Using this Toolbox
Whose responsibility is it to ensure that a particular destination is maximising its potential to
attract visitors, assuming the tourism industry is considered an important economic
development tool? Provincial Tourism Authorities have responsibility for marketing specific
destinations, but have limited ability to influence the supply, range and quality of tourism
products.
In terms of destination management it is the local municipality through its statutory and non
statutory roles that is in the best position to act as the ‘enabler’ for the development of
appropriate tourism products. Specifically a municipality can be proactive in ensuring that it has
the tourism products to attract and retain the visitor by:


Undertaking a review of the number, range and quality of visitor attractions to
determine a ‘gap’ analysis and then work with the tourism industry, developers and
investors to identify market needs, development opportunities and potential sites.



Similar studies could be undertaken in terms of the accommodation sector. This is
particularly important to ensure that as demand increases, the ‘lag' between identifying
the need and the opening of new facilities is minimal, as a lack of accommodation can
be a significant ‘brake’ on sector development working in advance of tourism demand,
local municipalities have the opportunity to ‘shape’ tourism development in their area
through (vision, brand, location, timing, infrastructure), this enhances the potential to
meet community outcomes, rather than simply reacting to development pressures.



In essence the municipality should be aware of the need for all the tourism products
identified in the Toolbox Resources in this section and take a proactive approach to
ensuring that the ‘visitor demand’ is matched by the ‘supply’
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NOTE: Tourism products do not have to be tangible or developed in any way. Especially in the
cases of cultural or heritage tourism destinations, the following should also be taken into
consideration and reflected in any research methodology (Jamieson, Nd):
 Historic Resources: sites, buildings, neighbourhoods, districts, landscapes, parks,
farms, ranches, barns;
 Ethnic Tangible and Intangible Features: features associated with ethnic, minority or
religious groups including settlement patterns, languages, lifestyles, values, housing
types, work patterns, education;
 Natural Features: dominant landforms, topography, vegetation, water;
 Sequences: sense of entry (gateways), visible approaches to dominant features or into
districts, clarity of routes;
 Visibility: general and targeted views, visual corridor from a pathway or road;
 Details and Surfaces: street furniture, floorscape (pavement material and pattern);
 Ambient Qualities: climate, noise levels, smells, quality of light;
 Visible Activities: people observing people, everyday activities, festivals and events;
 Physical Factors: boundaries, colours, housing types and densities, settlement
patterns, nature of materials, sizes, textures;
 Intangibles: history, lifestyles, political decision-making structure, sense of community,
structure of society, tradition, values.
This includes:
 Cultural villages
 Church sites
 Heritage sites
 Historical and Cultural – battlefields, missionary outposts
 Township tourism sites

4.6.3 Resources
The diagram below identifies the key elements of the tourism product (supply side).

An inventory of tourism products identifies the opportunities and constraints that a local
municipality has in attracting visitors to their town/ city/region. The number and range of
attractions and activities, things visitors can see and do, are particularly important. Gaps and/or
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oversupply in the product range and/or poor quality facilities will make places less attractive to
visitors. In the same way lack of transport and accommodation will deter visitors from travelling
to and stopping at the destination.
Until an inventory of attractions, activities, accommodation and transport has been completed
and this is matched with an understanding of visitor demand and visitor satisfaction,
destinations will be unsure whether they are meeting Visitor expectations. In terms of
prioritising tourism requirements, the attraction and activity sectors are the key areas. Visitors
come to South Africa ‘to see game and places as well as to experience the local way of life.
The attractions sector provides this opportunity. Local government is often also, a key provider
of visitor (and residents) attractions and amenities.
Checklist: Accommodation Inventory
No
Accommodation Type
Properties
Hotel
Motel
Backpacker/hostel
Farm
stay/home
stay/B&B
Caravan/camping sites
Student accommodation

of No
of
Rooms/sites

No of Beds

Avg No of
Rooms

Luxury lodge
Rented accommodation
shared flat
National
Park/chalets/tents
Time share/apartment
Free
camping/
campervan
Other
Total
Checklist: Transport Inventory
Type of Transport
Campervan and motor home rentals
Bus charter companies
Limousine and chauffeur services/tours
Rental cars and vans
Trains
Launch and sailing charter and cruises
Ferry and water taxi services
Coach tour operators
Air transport
Other
Total

No of Businesses
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Checklist: Attractions Inventory
Type of Attractions
Amusement/theme parks/entertainment complex
Art galleries
Historic buildings/sites
Industry (brewery, winery)
Cultural experience
Museums
Natural ( caves, rivers, lakes mountains)
Nature (zoos/wildlife/aquaria)
Transport (train, boat trips, plane trips)
Other
Total

No of Businesses

Checklist: Activities Inventory
Type of Activity
No of Businesses
4WD adventures
Abseiling and climbing
Adventures and outdoor pursuits
Jet boating
Boating – other
Bungy jumping
Canoeing, kayaking
Caving
Cycling/mountain biking
Diving
Eco tours
Fishing
Gliding
Golf courses
Horse trekking
Hot air ballooning
Hunting and shooting
Parachuting and skydiving
Paragliding, hang gliding, parasailing
Rafting and river surfing
Tramping, trekking, hiking, walking
Cultural villages – dancing
Church sites
Heritage sites
Historical and Cultural – battle fields, missionary
outposts
Township tourism sites
Other
Total
From the inventory it will be possible to identify any obvious ‘gaps’ in the provision of tourism
product. These may need to be addressed in the Strategic Planning Section.
From the attractions inventory it should be possible to identify the attributes (physical and manmade) that emphasize the ‘Local Distinctiveness’ of the area. This will be particularly important
when determining the competitive advantage and marketing strategies for an area.
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For further information you can refer to the following documents either on the
web or in the attached References Folder:





New Zealand Planning Toolkit for Local Government, May 2006
TTF Australia Tourism Infrastructure Policy and Priorities
Bay County Tourism Profile, June 2001
Jamieson,W; The Challenge of Cultural Tourism;
http://www.icomos.org/icomosca/bulletin/vol3_no3_jamieson_e.html

4.7 ECONOMIC IMPACT TOOLBOX
4.7.1 Introduction and Scope
Tourism is both an important income generator and employer. Over 900,000 people in South
Africa are directly or indirectly employed in the tourism industry. (SA Tourism Annual Report,
2007) The economic effects of tourism can be derived directly through direct tourist expenditure
for goods and services or indirectly through inter-business transactions in the domestic
economy. Tourism expansion also involves considerable investment and expenditure on the
provision and maintenance of infrastructure in the form of roads, airports, energy, water and
sanitation.
The economic impact of tourism at the municipality level is difficult to quantify from existing
national statistics yet it is this local impact however, which for many (local authorities and
businesses) is the most important, as it provides a picture of what is happening locally and
enables provincial/district comparison.
This section provides checklists and survey methodologies that will enable the economic
impact of tourism to be determined at the local level.

4.7.2 Benefits of Using This Toolbox
Many municipalities own and manage tourism facilities such as museums, art galleries, visitor
information centres, convention centres and events. They have targeted tourism as a potential
economic opportunity. In addition, local government invests in tourism organisations and
agencies – many SA metropolitan municipality tourism agencies are a case in point - to market
the region on their behalf.
To know the volume and economic value associated with tourism within a municipality is an
important component in understanding the benefits that tourism can bring to a community.
Having obtained information regarding the economic contribution of tourism it can be used in
the following ways:



Determine the priority for tourism within the municipality as one of the contributors to the
economic development of the region/town/district
Assist with the evaluation of whether current and potentially increased expenditure in
tourism facilities and marketing is a sound investment and provides economic and
social benefits for residents and businesses as well as for the municipality.

4.7.3 Resources
The checklist indicates the areas of information required to ensure an understanding of the
likely benefits of tourism to the local economy. Complete the checklist by ticking the appropriate
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boxes to confirm which information you already have available, which you do not have and
which you have partially or are unsure about.
Key information

Yes

No

Unsure/
Partially

How many visitors come to the area?
How much do visitors spend in the area and on what?
How many tourism businesses are there in the area?
How many people are employed directly in different types of
tourism businesses?
How do other businesses and residents benefit from tourism
expenditure?
Regional and national tourism trends/performance
If you have answered ‘No’ or ‘Unsure/Partially’ to any of the above you will need to access
available resources and potentially undertake surveys identified in this section of the Toolbox to
obtain the base information required to prepare a strategic plan or address specific issues.
Municipalities require a cost-effective way of measuring both the direct and flow-on impacts of
tourism in their area. In this section two methods of establishing direct impacts are illustrated, a
source of approximate multipliers is given, and copies of the most recent questionnaires used
to derive the results are provided.
The two approaches to estimating visitor impacts are:
 Direct surveys of visitor numbers and spend, and
 Direct surveys of business employment and financial ratios.
Both need to be combined with estimates of employment to output ratios, and value added to
output ratios, to give the whole range of direct impacts which include output, employment and
value added.

4.8 COMMUNITY TOURISM TOOLBOX
4.8.1 Introduction and Scope
Communities whether they are large or small are very likely to come face to face with the pros
and cons of tourism. Tourism is an ‘in your face industry’ which shows itself in the same places
and uses the same services as the local community. Tourism in South Africa will continue to
grow and therefore the advantages and disadvantages of tourism will become more apparent
and potentially more widespread.
The key to ensuring that tourism meets both community and visitor expectations is through
destination management. This section provides checklists and survey methodologies that will
enable the community response to tourism to be determined at the local level.
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4.8.2 Benefits of This Toolbox
Communities have great interest in tourism because it is one of South Africa’s visible industries.
The increased interest, and the fact that tourism can have a daily impact on our lives,
encourages people to respond to its positive and perceived (if not in reality) negative impacts.
Consultation and public participation provides an opportunity to involve the community in the
planning, management and marketing of tourism so that Visitors, Industry, Community and the
Environment (VICE) can maximise the benefits and minimise potential negative aspects.
Effective community consultation can:
 Assist tourism to support a community’s economic and social goals (community
outcomes)
 Provide confirmation for the municipality that an initiative is appropriate
 Provide support for new initiatives
 Increase the awareness of tourism within the community
 Increase the pride in the destination and what it has to offer the visitor
 Create a welcoming attitude to visitors from the host community
The Municipal Structures Act (2000) through the Integrated Development Plan (IDP) recognises
the need to involve the community in local government planning not only for tourism, but for a
wide range of services that local government is directly or indirectly responsible for.

4.8.3 Resources
The Figures below identify the potential pros and cons of tourism for a community.
Potential Benefits of Tourism for Communities
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Potential Negative Impacts of Tourism for communities

The checklist in the table below indicates the areas of information required to ensure an
understanding of community attitudes to tourism. Complete the checklist by ticking the
appropriate boxes to confirm which information you have already available, which you do not
have and which you have partially or are unsure about.
Some local authorities may already obtain this information through annual ratepayer surveys or
annual tourism reports.
Checklist: Community Attitudes to Tourism
Key Criteria

Yes

No

Unsure/
Partially

1. Community awareness of the economic benefits of tourism
2. The impact of tourism on the social structure of communities
3. Community views regarding the potential negative impacts of
tourism on the environment
4. Community consulted regarding tourism developments and
investments.
If you have answered ‘No’ or ‘Unsure/Partially’ to any of the above you will need to access
available resources and potentially undertake surveys identified in this section of the Toolbox to
obtain the base information required to prepare a strategic plan or address specific issues.

4.8.4 Community Views and Opinions
Seeking out and understanding community views and opinions on tourism (or any other
area/issue) can be time consuming and potentially expensive. Community views can be
obtained through a number of channels.
 Elected representatives – Ward councillors, Ward Committee Members, Local
maKgotla/izinkundla/community structures
 Community Groups – residents’ associations, youth and women’s groups
 Interest Groups – recreation, environmental, cultural, heritage groups
 Industry – not just tourism, but other sectors that may be affected
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Individuals – people interested in specific issues, but do not belong to an organisation
Tribal Authorities – views specific to the local community

The range of issues that these groups and individuals could cover is detailed in the table below:
Potential Community Tourism Issues
Community of Interest Key Issues
Elected representatives
 Views and opinions of constituents
 Issues related to public spending
Community groups
Mainly local issues – parking, congestion, developments,
provision of services.
Interest groups
Specific issues related to areas of interest – access to
recreational areas, retention of heritage buildings,
environment
Industry
 Profitability of business
 Issues related to planning and development
 Accessible and trained labour force
Individuals
Issues related to individual circumstances – parking,
congestion
Tribal Authorities
Issues related to land access and ownership,
sacred/heritage sites, environment

4.8.5 Surveying Community Views and Opinions
The methods used to gather community views and opinions will depend on:
 The specific nature of the issue
 The complexity of the issue
 The size of the community to be consulted
 How the information will be used
The table below lists the range of consultation techniques that may be appropriate for the
different types of issues to be addressed.
Consultation Techniques
Techniques
Telephone survey

Postal survey

Focus groups

Workshops

Appropriate Issues
Focus on obtaining quantitative information from a
large cross section of the community
Broad based issues (e.g. support for new convention
centre)
Similar to telephone survey, but with ability to
include more detailed qualitative and quantitative
responses
6-12 people to discuss specific issues to seek a
solution (e.g. options for improving traffic
congestion)
Similar to focus groups, but generally include more
people, working in small groups (e.g. strategic plan
development)
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Techniques
Public participation meetings

Exhibition

Community Indaba
Tourism Authorities/Interest groups

Appropriate Issues
Often used to introduce and/or report back on issues
to a larger group of people, limited participation by
attendees (e.g. report back on information obtained
from telephone or postal survey)
Used to provide information to interested people
before the decision making process is completed.
Generally includes extensive visual material (e.g.
concept plans for a new museum)
Forum for communities to share information and
discuss views and opinions on specific issues
Stakeholder group to manage the consultation and
strategic plan development process

4.9 TOURISM SAFETY TOOLBOX
4.9.1 Introduction and Scope
The purpose of a tourism safety strategy is to coordinate and integrate efforts aimed at
addressing tourism safety and awareness challenges. This is aimed at ensuring that all areas in
South Africa may, over time, be able to engender the image of safe tourist destinations.
Key to achieving the above would be to identify joint (public-private partnerships) preventative
and combating approaches aimed at reducing opportunities for violent crime on tourist facilities
and operations, and to ensure mutual support and co-operation between government and the
industry.
Principles / Pillars








Acknowledging the uniqueness of the industry, the risk management strategy should
take into account the nature of the business, and its associated operational needs
and requirements
o Attend to the capacity to implement the strategy
The experience and lessons learned by the industry and by other sectors of the
South African business community would, inter alia, inform the adoption of key
success factors of the model.
Co-operation with the Criminal Justice System (CJS) is vitally important. This would
be advanced through participation in various private- and public-private partnerships
at all levels, including at national, provincial and local levels.
Co-operation at Local Government level in parallel with Provincial and National
structures

(After DRAFT NATIONAL TOURISM SAFETY AND AWARENESS STRATEGY)
The local level responsibilities for tourism safety are:
 Problem solving, coordinated implementation, tapping into community networks should
be the responsibility of this level.
 Involvement of the local SAPS and the community should be encouraged in the
establishment of safety and security forums, especially utilisation of Community Policing
Fora.
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There should be an establishment of national and provincial guidelines so that planning
departments consider tourism safety when developing Municipal Integrated
Development Plans (IDPs).

The Tourism Safety and Awareness Enterprise and Destination Checklists refer.

4.10 TOURISM INDUSTRY TRANSFORMATION TOOLBOX
4.10.1 Introduction and Scope
Tourism industry transformation is a critical consideration in tourism planning in South Africa.
The transformation of the industry is outlined in the Tourism BEE Charter and is a direct
response to the need to become more globally competitive and include black people
meaningfully in the growth, development and operations of the Tourism Sector.
Section 12 of the Broad-Based BEE Act of 2003 makes provision for the development of
transformation charters for the various sectors of the South African economy. The Tourism BEE
Charter was developed in response to this legislation. The Tourism BEE Charter development
process followed the consultative process as outlined in Section 12 of the Broad-based Black
Economic Empowerment Act of 2003, which states that:
“The Minister must publish in the Gazette for general information and promote a transformation
charter for a particular sector of the economy, if the Minister is satisfied that the Charter –
has been developed by major stakeholders in that sector; and
advances the objectives of this Act“
A consultative process has been followed in arriving at the charter with an opportunity provided
for all stakeholders to provide input to the Charter in terms of comments, suggestions and
proposed targets and weightings.
The main objectives of the charter are to:
 Empower black South Africans within the tourism industry
 Make the Tourism Sector more accessible, relevant and beneficial to black South
Africans
 Contribute to the sector’s growth and sustainability
 Introduce innovation into the Sector through new players entering the Sector, which will,
in turn, attract new markets and stimulate new product development
 Provide international tourists with an integrated, authentic South African experience
(which includes the management and ownership of products by the broader South
African community)
 Realise the potential of the Tourism Sector to grow significantly beyond its current size
which would facilitate the transition and entry of new black operators
 Ensure that tourism income penetrates both urban and rural areas so that the
distribution of wealth occurs across the nation
 Use transformation as an instrument of nation building and breaking down barriers
between communities
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4.10.2 Applying The Tourism BEE Charter
The Tourism Charter applies to the following enterprises and organisations:
Privately Owned Enterprises
The Tourism Charter applies to all privately owned enterprises operating within the Tourism
Sector, and to all parts of the value chain in that sector, regardless of the size of the enterprise.
Public Sector and Labour Organisations
The Tourism Charter also applies to organs of state and public entities and organised labour
involved with and interested in the Tourism Sector.
Examples of Types of Entities Which Should Apply The Tourism Charter
The Tourism Charter divides the Tourism Sector into three sub-sectors and gives examples of
types of entities within each sub-sector which should comply with the Tourism Charter:
Accommodation
• Hotels
• Resort properties and timeshare
• Bed and breakfasts
• Guesthouses
• Game Lodges
• Backpackers and hostels
Hospitality and Related Services
• Restaurants (not attached to hotels)
• Conference venues (not attached to hotels)
• Professional catering
• Attractions
• Consulting and professional services companies
Travel
•
•
•
•
•
•

Distribution Systems
Tour wholesalers
Tour operators
Travel agents
Tourist guides
Car rental companies
Coach operators

In 2009 the Tourism Sector Codes were promulgated into law, giving equal status to the dti’s
Codes of Good Practice and legally binding on all state organs to apply when transacting in
tourism products and services. For example
• Sale of tourism assets
• Issuing of licences and concessions
• Procurement of tourism products and services
• Public Private Partnership agreements
Detailed information is available from the Tourism BEE Charter & Scorecard Document.
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The South African
Tourism Planning
Toolkit
for Local Government

5. STRATEGIC PLANNING TOOLKIT
5.1 Introduction
This Toolkit identifies the planning process for local authorities and the associated inputs from
other stakeholder groups on completion of the Situation Analysis. It indicates the requirement
for local authorities to achieve a balanced approach between the needs of the industry and the
needs of other stakeholder groups.

5.2 MUNICIPALITY TOURISM PLANNING TOOLBOX
5.2.1 Introduction and Scope
Having determined the current situation regarding tourism in their area, local governments will
need to utilise this information in their planning processes. A key issue for local authorities will
be to determine how planning for tourism is, or should be, any different from planning for other
areas for which they are responsible.
The Toolbox identifies how strategic planning can be applied to tourism planning and provides
a process and draft structure for developing a tourism strategy.
The diagram below tells you what is available in this section and with which other sections the
information links. You can either work through each Toolbox or jump into those areas that are
of the most interest to you. Within each Toolbox is a series of Tools that includes checklists,
surveys, and models for your use.

5.2.2 Contents of This Toolbox
This toolbox on Strategic Planning will help you to use this information to implement concrete
actions that allow your local area to maximise the gains from tourism. It may be that there is
already a large number of tourists visiting your area or it may be that the flow of tourists is slow
to your part of the world. Whatever the situation this strategic planning process will assist you to
get the most of the tourism potential in your area.
This toolbox answers the following questions:
Toolbox 1: What is strategic planning all about?
Toolbox 2: What perspective should you keep in mind when doing a strategic plan?
Toolbox 3: Why is there a need for tourism planning?
Toolbox 4: What should you do to prepare for a strategic planning process?
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Toolbox 5: Apart from the information in the Situation Analysis Toolbox, is there a need to do
more research and analysis?
Toolbox 6: What model should be used to do the planning?
In additional to looking at the above questions we have noted Special Sections Toolbox on:
Toolbox 7: Community outcomes
Toolbox 8: Communication and consultation
Toolbox 9: Marketing and branding
Toolbox 10: Specific Infrastructure Planning
This Toolkit also provides you with resources (best practice examples and templates) that you
can use as references when designing your strategic plan.

5.3 Toolbox 1: What is strategic planning all about?
Strategic planning determines where an organisation is going over the next three to five years.
It takes the leadership and staff of an organisation beyond the day-to-day activities and gives a
big picture of what the organisation is doing and where it is going. It aims to address the key
challenges and problems facing the organisation and maps out how the organisation will go
about tackling such challenges and problems.
Importantly, strategic planning helps with making sure that everyone in the organisation,
including the leadership and all the staff, are working from the same script. It provides a
common understanding to every one of what should be done and how the organisation will go
about doing it. In doing so, a strategic plan gives unity of purpose and action across the
organisation.
The strategic plan will enable the stakeholders of an organisation or department to know what
to expect.
Usually a strategic plan is done:
 Once every three to five years, or
 When an organisation is being started, or
 When an organisation is facing a major crisis, or
 When there is fundamental internal change, or
 When there are serious changes to the external environment.
A well-prepared strategic plan will increase the performance of an organisation as there is
clarity about the targets that an organisation should be striving to achieve and the detailed
plans to achieve these targets. Thus, strategic plans are not only about macro, high level
issues, but also about the details of who will do what by when. It gives everyone clarity about
what is expected from them and provides a concrete base to measure progress.

5.4 Toolbox 2: What perspective should you keep in mind when doing a strategic
plan?
There are a number of important issues that need to be kept in mind when doing a strategic
plan. Here we point to three such issues that should be taken into account:
 Delivery orientation
 Integrated development planning
 National policies and directives
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5.4.1 Delivery orientation
A major challenge in our country facing all departments is to change policies into actions.
Therefore, all planning must be done with a view to enhancing delivery that bring about
economic and social benefits. We propose the following orientation that we hope will keep the
delivery of public promises, benefits and projects uppermost in the minds of everyone involved
in the preparation and execution of the plan.

i)

Priorities At any one time in any local department, there are a number of actions to be
undertaken. All the actions cannot be undertaken at the same time. Thus, based on our
resources and capability we must choose which is the most urgent that must be
immediately tackled. A department should ensure that they consult with and have the
support of key stakeholders when they choose the priorities. There should not be more
than two or three priorities at the same time. Too many priorities often lead to poor
delivery and frustration within the department and frustration amongst the department’s
stakeholders. It is very important to note that strategic planning will force your
department to make hard choices about what you will and won’t do. Through the
process of planning, you will be forced to make strategic choices about priorities.

ii)

Organisation We must build the right organisation. By this we mean:
 Having the right people with the right skills or an effective capacity building
programme to develop the required skills quickly.
 Making sure everyone has a clear understanding of what is expected of them.
 Making sure everyone is clear about the policies that they must adhere to and the
reporting lines they must work within.
 That everyone should have the required resources and support to enable them to
deliver.
Only if there is a strong organisation in place, will delivery take place.

iii)

Delivery This refers to the achievement of the objectives that have been set for your
department. There should be a system in place to monitor delivery and its effectiveness
i.e. what effect it has had on the department and its stakeholders.

iv)

Principles and Values Everything that is done, from planning to execution to
monitoring and evaluation, should be guided by a clear set of principles and values. In
many ways these principles and values are already contained in the mandate,
legislation and policies directing your department and guiding tourism across the
country. But it is important to be conscious of these principles and values and openly
integrate them into all the activities of the department, including strategic planning. The
guiding policies are very much contained in the principles of Batho Pele. You may want
to remind everyone involved in the planning process of these principles. You may also
want to add something that may be specific to your department, e.g. the preservation
and promotion of local culture via the local tourist products.
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Note: The issue of priorities are dealt with in this Strategic Planning Toolbox, whilst the issue of
delivery is dealt with in the next toolbox on Capacity Building and delivery is taken into account
in the Implementation Toolbox.
5.4.2 Integrated Development Planning
The Municipal Systems Act, 2000 requires all municipalities and local governments to
undertake their planning with the framework of Integrated Development Planning (IDP).
Integrated Development Planning is an approach to planning that involves the entire
municipality and its citizens in finding the best solutions to achieve good long-term development.
An Integrated Development Plan is a super plan for an area that gives an overall framework
for development. It aims to co-ordinate the work of local and other spheres of government in a
coherent plan to improve the quality of life for all the people living in an area. It should take into
account the existing conditions and problems and resources available for development. The
plan should look at economic and social development for the area as a whole. It must set a
framework for how land should be used, what infrastructure and services are needed and how
the environment should be protected
All municipalities have to produce an Integrated Development Plan (IDP). The municipality is
responsible for the co-ordination of the IDP and must draw in other stakeholders in the area
who can impact on and/or benefit from development in the area.
Once the IDP is drawn up all municipal planning and projects should happen in terms of the
IDP. The annual council budget should be based on the IDP. Other government departments
working in the area should take the IDP into account when making their own plans.
Tourism plans and projects at a local level must fit into the IDP model. In effect the local
tourism plan will be a subset of the IDP. We have very much kept to the planning model as
noted in the Integrated Development Planning for Local Government Toolbox. The IDP Toolbox
is referenced as a resource.
5.4.3 National policies and directives
Local tourism activities fall part of the national drive to promote sustainable tourism in the
country. All tourism related activities are done under the auspices of the following policies,
legislation and national strategies:
 White Paper on Tourism
 Tourism Legislation

All local plans and activities should be done within the framework of the above documents.
For further information you can refer to the following documents either on the web or in the
attached References Folder:
 White Paper on Development and Promotion of Tourism;
http://www.info.gov.za/whitepapers/1996/tourism.htm
 IDP Toolbox;
http://www.etu.org.za/toolbox/docs/localgov/webidp.html
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5.5 Toolbox 3: Why Is There A Need For Tourism Planning?
There are a number of potential benefits of tourism planning. These benefits include:
 Economic benefits
 Social benefits
 Preservation of local culture
 Promotion of the sustainable use of the local natural resources
 Revenue stream to defray costs of infrastructure delivery
 Enabling local business development, especially SMMEs
 Expanding tourism destinations to beyond the major centres in the country.
In addition, we list some of the benefits of undertaking local tourism planning.
Understanding the local tourism industry
The tourism industry is diverse, and it is important that local authorities understand the needs of
the wide range of sectors that make up the tourism industry. In the sections above we looked at
the many sectors and stakeholders that make up the tourism industry and the importance of
consultation and joint action of these stakeholders to find solutions to the challenges that face
tourism.
Tourism policy objectives
Once local tourism policies objectives are in place, they will become an important driver to:
 Promote tourism as a social and economic force;
 Build community awareness of the benefits of tourism;
 Enhance sustainable tourism as per the (DEAT strategy doc up to 2013) as attached
above;
 Facilitate the provision of basic facilities and infrastructure to encourage tourism
development;
 Ensure facilities are adequate to cater for visitors;
 Ensure tourism development is consistent with the character of the region.
Tourism policies are important because:
 Councillors may be replaced after local elections, but a policy document ensures
continuity of commitment to tourism;
 A tourism strategy enables a long-term focus, forward planning and budget allocations
for an integrated and coordinated approach within the framework of the local IDP;
 Industry sector representation in an area may change, altering emphasis;
 Local authorities are often providers of substantial visitor infrastructure, but may not be
identified as such;
 A policy document ensures agencies work together to benefit the community.
In addition local authorities may develop specific policies covering:
 Budget allocation;
 Representatives on an regional tourism organisation board (RTO);
 Balanced development of tourism;
 Protection of sensitive areas, heritage and cultural assets;
 Municipality’s role in the provision of visitor information services;
 Use of historic buildings for tourism purposes;
 Proposals for specific areas of land;
 Traffic flows resulting from tourism development;
 Acceptable levels of environmental impact;
 Regional and local tourism organisation input into policies.
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Planning and development facilitation
A local tourism plan will improve visitor numbers locally. As visitor numbers increase, demand
for facilities (e.g. accommodation) will grow. This could stimulate the private sector to invest at
the appropriate time and in areas where the development can complement other related
services.
Planning of infrastructure and amenity provision
Additional visitors and demand for new facilities also increases the need for improved
infrastructure (e.g. water/wastewater, solid waste, roads, parking, signage, and public toilets).
The costs of providing these could become economically feasible if strong revenues are
generated locally through tourism.
Improved marketing of the area
A successful tourism plan can improve the marketing of the local area and its destinations. It
can also promote its local brand through Sister City organisations, the promotion of events and
becoming known as a safe and visitor friendly environment.
Identification of financial requirements
Many local authorities directly fund local tourism activities and regional and district tourism
organisations. These financial needs must be incorporated into the municipality’s financial plan.
In addition the tourism industry can also make recommendations regarding the provision of
amenities and infrastructure improvements which can be essential elements in making a
destination attractive to visitors (e.g. parks and gardens, streetscape). The need for local
authorities to work with the tourism industry at the national and local level is paramount to
making informed strategic decisions concerning the municipality’s role in the development of a
local tourism industry.
The importance of tourism planning is well documented in the New Zealand Tourism Toolkit
which is quoted above and referenced.
For further information you can refer to the following documents either on the web or in the
attached References Folder:
 New Zealand Planning Toolkit for Local Government, May 2006

5.6 Toolbox 4: What should be done to prepare for a strategic planning process?
The planning process is a very important part of ensuring that tourism can be successful in your
area. It is often the case that the planning process itself is far more important that the document
that is produced. We provide you with some ideas here on what can be done to prepare for this
planning process.
Information gathering
Collect as much information about the potential of tourism in your area, situation analysis
relevant to your area, visitor experiences and what suggestions have already been made about
improving tourism locally.
Get familiar with legislations and plans
Make sure that you are familiar with all relevant national policies, laws and plans and the local
IDP. Please find all relevant national policies, laws and plans on www.tourism.gov.za
Develop a rationale for the planning process
To ensure that the planning process is successful you will need to consult with the leaders in
your local government who will approve of the planning process and the participants that will be
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involved in the planning process. You can circulate this via email or fax these to relevant
individuals to create interest in the planning process and will allow for informed discussions with
those you wish to consult.
The rationale should:
 If there is no tourism function in your municipality, you should motivate why you think
that tourism could be important and what benefits it could bring to your area.
 If there is already a tourism function instituted in your local government, then you should
motivate why strategic planning could help to improve the performance of the tourism
sector locally.
 Outline how you will prepare for the planning process.
 Outline the planning process and provide a schedule of events and timeframes.
 Outline what resources you will need to undertake the process.
Make the rationale widely available internally and to select stakeholders. By going through the
rationale they will not only be better prepared to participate but may give you important
feedback that you can incorporate into planning process and workshop agendas.
Consult and win support
Go on a concerted drive to win support from the following:
 Senior level individuals that you report to and who will be part of approving the planning
process or the strategy that is developed.
 Relevant decision makers in the local government.
 Stakeholders especially those who will be part of developing and implementing the
tourism plan.
 Representatives from the business (including SMMEs) and community.
Plan the planning process
There will be a number of meetings or workshops necessary to undertake the planning. You
should work through carefully how many meetings are necessary, what is the purpose of each
meeting and what the agenda for the meeting will be.
Do not let the planning process run for too long as it could lose momentum. Generally, the
planning process should not last more than about three months.
Make sure that the leadership of your organisation shows open support for the process,
approves the planning process and instructs targeted participants from within the local
government to attend. Where appropriate, get the leadership to directly speak to external and
community representatives to attend.
We have referenced an example of a planning process that could be adopted.
Use a planning facilitator, if necessary
Determine if you need a planning facilitator who could help you undertake the planning
process. This may be required if:
 No one is available internally who has experience with strategic planning.
 Previous strategic plans have failed.
 The leadership feels it necessary to have an independent facilitator.
 If there is any controversy or too many strong competing ideas about the likely strategy
amongst the potential participants whether from within the organisation or from business
or the local community.
The planning facilitator should be someone who is experienced with tourism strategic planning
and has worked previously with local governments. He/she should preferably be someone who
is innovative about planning processes and has meaningful ideas for successful tourism
planning.
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For further information you can refer to the following documents either on the web or in the
attached References Folder:
 London Development Agency; A Toolkit to help your visitor management planning

5.7 Toolbox 5: Apart From the Information in the Situation Analysis Toolbox, is
there a need to do more research and analysis?

5.7.1 SWOT and PEST analysis
Strategic planning need not be an expensive process. Here you will learn planning tools that
are easy-to-use and practical. In this section you will:
 Learn how to do a PEST analysis
 Learn how to do a SWOT analysis
 Basic analysis of PEST & SWOT
SWOT and PEST are tools that aid strategic planning. It makes us aware of all the forces
acting upon the organisation within the internal and external environments. This environment
consists of:
i)
The internal environment e.g. staff (or internal customers), office technology, wages
and finance, etc.
ii)
The micro-environment e.g. our external customers, agents and distributors,
suppliers, our competitors, etc.
iii)
The macro-environment e.g. Political (and legal) forces, Economic forces, Sociocultural forces, and Technological forces
PEST and SWOT are both easy-to-use tools that work best in group and brainstorming
discussions.
NOTE: These analyses are both subjective – the result will depend on the people who are
present and two groups can have two different outcomes. These analyses should therefore be
used as a guide and not out-and-out prescriptions.

5.7.2 PEST Analysis
PEST is an acronym with each letter representing a subject in a table. PEST analysis allows
the organisation to gauge the external environment. These are issues concerning the Political
(including legal factors), Economic, Social and Technology factors affecting your organisation.
First, a table is drawn up with each factor used as a heading per table box:
Political (Including Legal) Factors

Economic Factors

Socio-cultural Factors

Technological Factors

The organisation then fills in the table by listing all the factors that affects the organisation
within the relevant issue. For example, the organisation merely fills in all the Political factors
influencing the organisation and its target markets (businesses, visitors, local residents,
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environment, communities, etc) in the appropriate block. Basically these should be all political
factors affecting the strategic decisions made by the organisation. This continues for the other
blocks. Below is an example:

Political (Including Legal) Factors
Environmental regulations and protection
Tax policies
International trade regulations &
restrictions
Contract enforcement law
Employment laws
Political stability
Government policies and programmes
Socio-cultural Factors
Income distribution
Demographics, Population growth rates,
Age distribution
Labour/social mobility
Lifestyle changes
Work/career and leisure attitudes
Entrepreneurial spirit
Education
Fashion, hypes
Health consciousness
Feelings on safety

Economic Factors
Economic growth
Interest rates & monetary policies
Government spending
Taxation
Exchange rates
Inflation rates
Visitor confidence
Technological Factors
Government research spending
New inventions and development
Life cycle and speed of technological
obsolescence
Energy use and costs
Changes in Information Technology
Changes in Internet
Changes in Mobile Technology

To prompt discussion regarding the furnishing of the table the questions below may prove
useful:

i) Political (Including Legal) Factors
The political arena has a huge influence upon the regulation of businesses, and the spending
power of consumers and businesses. You must consider issues such as:
1. How stable is the political environment?
2. How will government policy influence laws that regulate or tax on business affect
spending within the industry?
3. Is the government involved in trading agreements?
4. How do government employment legislation and policies affect the industry?
5. How do tax policies affect industry spending and development?

ii) Economic Factors
Also to consider is the state of a trading economy in the short and long-term. This is especially
true when planning for visitor experience and visitor spend. You need to look at:
1. Interest rates forecasts
2. Current and projected economic growth
3. How expensive is your region vs. competitor regions
4. What is the rate of business investment into the industry? Can this be better
directed/increased/aided by your organisation?

iii) Socio-cultural Factors
The social and cultural influences on business vary from country to country. It is very important
that such factors are considered.
1. What are attitudes to foreigners?
2. What is the opinion of foreigners toward your region?
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3. How does language impact upon the visitor experience?
4. Do visitors have a strong/weak opinion on green issues?

iv) Technological Factors
Technology is vital for competitive advantage, and is a major driver of globalisation. Consider
the following points:
1. Do the technologies offer consumers and businesses more innovative products and
services?
2. How is distribution changed by new technologies?
3. Does technology offer new ways to communicate with visitors and businesses?
4. Can you better manage visitor/business relations with your organisation, e.g.
Stakeholder Relationship Management Software etc?
5. Are there any innovative ways that technology can improve your service offering?

5.7.3 SWOT Analysis
SWOT analysis works in exactly the same way, but with different factors. Here we consider the
organisations Strengths, Weaknesses, Opportunities and Threats. While PEST considered
external factors, SWOT relates to a more balanced internal and external focus.
Strengths and Weaknesses are internally focussed, while Opportunities and Threats come from
outside the organisation. Strengths and Weaknesses are generally within the organisations
ability to control, while the external environment thrusts Threats and Opportunities upon us. An
example appears below:
Strengths
Good management staff
Good relationship with business in
industry
Nationally strong brand

Opportunities
New technology for visitor
communications
New methods of stakeholder
management
Stable economic and political
environment
2010 World Cup event
Partnerships with other destinations
National push for tourism
International want for ‘green’ tourism
products and services
Recent refurbishment of existing
destinations
Large-scale events to be taking place
New investment into industry

Weaknesses
Missing skills within organisation
Reputation for poor delivery
Internationally poor brand
Budget
No new planned destination development
No regional statistics gathering
Threats
Global credit crunch
Competitor regions
Crime
Energy supply inefficiency
Not enough skill transfer within industry
Statistics gathering at national level
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Questions you may ask when furnishing the SWOT table are:
STRENGTHS: What are the organisations internal strengths?
 Examples are a highly capable work force, strong organisational culture, good
management team, highly recognisable brand, compliancy with national employment
legislation, etc.
WEAKNESSES: What are the organisations internal weaknesses?
 Examples are poor record of delivery, lack of strategic planning, poor internal role/job
definitions, low IT capabilities, low budget, etc
OPPORTUNITIES: What opportunities are there in the external environment?
 Examples are 2010 World Cup event, easily acquirable open-source software, New
proposed national laws, regulations, incentives or funds, local or foreign co-branding
opportunities, lower oil prices, etc.
THREATS: What threats does the external environment hold for us?
 Examples are new local or international destinations that appeal to our target market,
the global credit crunch, national crime reputation within the target audience, etc.

5.7.4 Analysis of PEST and SWOT
After PEST and SWOT, the organisation can step back to look at which factors are most
important or urgent. This can help the organisation prioritise actions by urgency and whether it
is a short- or long-term task. By performing PEST and SWOT the organisation can define and
develop co-ordinated, goal-directed actions, which would certainly go a long way toward
completing a full strategic plan.
In light of PEST analysis, the organisation should come up with responses to each factor, or at
least the most important factors if all can’t be dealt with. The organisation should try to see how
to better use helpful factors and how to counter or nullify disabling factors. One can see that
this will already start the organisation’s strategic planning process.
The importance of SWOT is the response the organisation has to the various identified factors.
This response should be based around these actions:
 Maintain, build and leverage strengths
 Prioritise and optimise opportunities
 Remedy or exit weaknesses situations
 Counter threats
It helps the organisation see the situation as it affects things now and into the future, and allows
the organisation to plan how to manage all the issues raised.
Case Study – You can find the following file in the attached References Folder:
 Case Study Wiltshire
Using the findings of a SWOT analysis to develop new markets and promotional
activities
For further information you can refer to the following documents either on the web or in the
attached References Folder:
 Value Based Management.net; PEST Analysis;
http://www.valuebasedmanagement.net/methods_PEST_analysis.html
 Marketing Teacher; Pest Analysis;
http://www.marketingteacher.com/Lessons/lesson_PEST.htm
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Marketing Teacher; SWOT Analysis;
http://www.marketingteacher.com/Lessons/lesson_swot.htm
Chapman, A; SWOT Analysis;
http://www.businessballs.com/swotanalysisfreetemplate.htm
Tutor2u; SWOT Analysis;
http://www.tutor2u.net/business/strategy/SWOT_analysis.htm
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5.8 Toolbox 6: What model should be used to do the planning?
By the time you reach this stage of the process, you would have:
 Understood why you need to do planning for the tourism function in your locality.
 Won the support of your leadership to undertake a strategic plan to enhance the tourism
prospects in your local government.
 Developed a planning schedule of meetings and dates to undertake the planning
process.
 Determined who will be participating in the planning process.
 Undertaken a situation analysis
 Undertaken resource mapping and the SWOT analysis.
The easiest way to do strategic planning is to work out where you are at. This is done through
the situation analysis and the SWOT analysis. Then work through where you want to be in, for
instance, three to five years time – the vision. Once you have worked out these two
components you will then be able to find the gap between your current situation and the one
you want to achieve. This gap then becomes the basis of putting a strategic plan together to
achieve to your desired vision.
In filling the gap, there are different models that can be used. Without attempting to be too
complicated about the planning process, we propose the use of what we have called the
Planning Pyramid. This notes the major components and steps you have to take to get to a
basic strategic plan.
The Planning Pyramid
What is the purpose of the plan for your department?

Where do we want to be in 3-5 years time?
What must you do to successfully achieve our vision?
Goals

Objectives

Action Plan

Resources Plan

What are the concrete outcomes you want to achieve?
Who will do what by when using what resources?
Where will the resources come from and how will you plan
for each resource?
How will you measure progress and keep getting
better?

To draw up and implement and effective strategic plan you must have:


The right ideas – this concerns itself with the green section of the Pyramid.
If you have not done a strategic plan before or if you are setting up a dedicated tourism
function in your local government for the first time, it will seem difficult to get to the right
ideas. However, once you get involved in the planning and implementation, once you
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‘get your hands dirty’ you will find that it will all come naturally. Two additional things will
help you get to the right ideas. Firstly, the better you understand your situation and
know where you want to go to, the better you will understand what has to be done.
Secondly, a very important part of getting to the right ideas is to consult with your
stakeholders. This will provide you with a ready made source of ideas and will also help
you understand what has to be done.
This section in green in the Planning Pyramid is detailed in this Toolkit on Strategic
Planning.


Spot on actions – this has to do with the blue section of the Pyramid. Everyone
involved, that is people from your department, key people from your municipality, your
leadership and the community and business sector, must all have a clear action plan.
This will ensure that everyone is driving towards the same goal and that one action
does not counter another. But it must be remembered: the best action plans and
strategies can sit lying on a shelf collecting dust if there isn’t the will to get it done. Only
if there is absolute willingness and commitment to get the actions done, will the plan be
successful. There is no substitute for commitment.
This section is detailed in Toolkit 4 on Implementation.



A learning attitude – this involves the red section. Monitoring and evaluation will help
you to understand if you are doing things according to your plan and if these actions are
really helping you to achieve the vision of your department. By continually monitoring
you will be able to know what is going well and take corrective action if something is not
going too well. It is a process of continuous learning. Throughout the planning and
implementation process you will be learning. The monitoring and evaluation process will
help to make sure that you are always getting better. Mistakes are not a problem – the
important thing is to learn from them and get better, get smarter.
This section is detailed in Toolkit 5 on Monitoring and Evaluation.

We will now go through each part of the Bonsai Pyramid and provide you with information on
how to get each part of the Pyramid completed.
Getting to the right ideas
i)
Mission statement
A mission statement explains the purpose of your tourism department or line function. If there is
no line function responsible for tourism, then the statement should outline the purpose of the
tourism function that you want to bring into being. The statement should capture the essence of
what the department does or will be doing.
The mission statement is very important to drafting the strategy because without a clear
purpose, you cannot draw up a strategy.
In drawing up your mission statement you should:
 Outline to all tourism stakeholders what the focus of your department is.
 What your department aims to do.
 Who you are targeting.
 How you are different from other departments.
Thus you could say:
“We are a department of the local government of XXXXX. Our aim is to be a catalyst to
promote tourism in our area by building strong partnerships amongst visitors to the area as
well as the local businesses and the community, whilst managing our natural assets on a
sustainable basis.”
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This is just an example. You should devise a statement that best suits your local area and your
needs. The purpose could be:
 To promote a certain quality of visitor experience or
 To support SMMEs in the local tourist sector or
 To educate the public about the importance of tourism in the area or
 It could all of these or something entirely different dependent on your own situation.
The statement should be easy to understand and convey the basic needs that you fulfil to all
internal and external stakeholders. Importantly, the mission should be a subset of the national
mission of government and the mission of your municipality. As a branch of Government, the
mission of a local tourism function cannot be independent nor in conflict with the purpose of
national, provincial and local government.
ii)
Vision
This concerns itself with what your local tourism function should look like in the future. It puts
out a compelling description that tells everyone in the industry what the tourism line function will
look like once the strategic plan has been implemented. Normally, the description looks ahead
three to five years and outlines what it will mean for the strategy to have been successful.
The vision will tell you where you as a department are going. This will act as a beacon for what
the strategy will have to achieve.
The description, noted in a vision statement, motivates everyone involved to target the same
vision and achieve the future that is captured in the statement. It guides visitors, the industry
and the community to all move towards the same picture of a successful tourism industry and a
sustainable resource base. It challenges everyone involved to reach for something significant.
The tourism function, being part of Government, has the responsibility to ensure that the
interests of all stakeholders are well balanced and that it leads to local unity and cooperation.
As noted in the South Africa Tourism Toolkit, the vision should have both internal and external
elements. Noted below are the examples given in the NZ Toolkit.
Examples of an internal vision include:
 XYZ city will provide the service and infrastructure requirements to meet the projected
increase in visitor numbers over the next 10 years;
 XYZ city will support the tourism industry by actively working with key industry sectors to
identify and resolve potential impediments to future growth.
An example of an external vision is:
 XYZ city commits to providing an easily accessible, safe and exciting visitor destination
that provides an economic benefit for the city, while respecting the needs of
communities and the environment.
In drawing up your own vision, remember:






It must be a subset of Government’s vision.
It should be about what success will look like in three to five year’s time.
It should be compelling and motivational.
It should balance the different local interest groups.
It should have internal and external elements.
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iii)
Goals
Goals describe the outcomes that you want to achieve in support of your vision and mission.
Goals include general aspirations and directions to enhance local tourism. Unlike objectives,
they are not expressed in measurable terms.
In devising goals, you need to look at a number of things:









Firstly, what you have to do to achieve your vision and mission.
Secondly, look at the situation analysis and the SWOT analysis that you have done.
Also look at past performance. Identify the gaps that exist. Write down the gaps as a
statement. For example, if the public and private sectors are not working together to
promote local tourism, then you could end up with a statement that says:
There is lack of cooperation between the public and private in the local tourism
industry.
Now take this same statement and work out what you have to do to turn around the
situation – so that the problem can be tackled. This will be your goal – to take away the
problem. Thus the above problem could lead to the following goal:
Encourage closer relationships between the public and private sectors of the
tourism industry.
List your goals according to the VICE model – visitors, industry, communities and the
environment. Here is a list of possible goals to go with each element of the VICE model:
Visitors:
 Increase the number of visitors to the region;
 Enhance the level of visitor satisfaction within the local area.
Industry:
 Encourage closer relationships between the public and private sectors of the
tourism industry.
Communities:
 Increase the support for tourism in the region from the local community.
Environment:
 Maintain the quality of the environment.
On each of the VICE elements you can ask the following questions to get the active
involvement of everyone at workshops and planning sessions:
 What are you trying to achieve
 What are you trying to avoid
 What are you trying to preserve
 What are you trying to eliminate
The answers to these questions will help you to confidently set up your goals.

You should not have more than five or six goals.
iv)
Objectives
Once you have your goals, you should work out what actions need to be done to achieve these
goals. These actions that you have to do become your objectives. Objectives directly support
your goals and they propel your department into constructive actions.
Each goal may have more than one objective. Each objective should be:
 Measurable – the objectives must be drafted in such a way that it can be measured
once the action is completed.
 Easily understandable.
 Realistic and achievable
As with the goals and the like, the objectives should focus on the VICE model. The following
are some examples of objectives for each VICE element:
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Visitors:
 At least 80% of all visitors to (name of local area) will recommend it to other visitors as a
‘must see’ destination.
Industry:
 75% of tourism operators recognise XYZ city as a user friendly place to initiate, develop
and operate tourism businesses.
Communities:
 At least 80% of residents are very supportive of XYZ’s initiatives for managing the
growth of the tourism industry in the city.
Environment:
 75% of stakeholders (visitors, industry and communities) are supportive of how XYZ city
manages and reports on the impact of tourism on the environment.
As noted, goals and objectives should be closely aligned. An example of this is noted below.
Assuming your local area is not safe for visitors, then your goal and objective could be as
follows:
Goal
Objective
To improve the safety of visitors to the By 2010, 95% of all visitors to the area will
area
regard it as a safe place to visit.

In this way there will be direct correlation between goals and objectives.
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5.9 Toolbox 7: Community Outcomes
In South Africa, an outcomes based approach has frequently been used when planning. The
NZ Toolkit provides useful insights into this aspect of tourism activities and is quoted below.
An outcome is a desired result or state of affairs, that is, the things the community considers
are important for its wellbeing (e.g. a vibrant tourism industry). In promoting that outcome the
municipality undertakes activities that contribute to the achievement of the outcome.
Community outcomes are those things that the local community believes are in its interest and
promote its wellbeing. Outcomes therefore belong to the community – not to the municipality.
The municipality does not have to adopt the outcomes and may not even agree with the
outcomes. It has to adopt these outcomes as part of the Batho Pele principles of putting people
first.
To promote these outcomes and local wellbeing, the local tourism function can:
 Facilitate the process;
 Monitor progress towards the achievement of community outcomes in conjunction with
other parties;
 Consider what it should do to promote the achievement of community outcomes.
The municipality will be one of a range of agencies that is capable of promoting outcomes, and
needs to consider its role alongside that of other agencies.
The community outcomes process can:
 Stimulate debate about local needs and priorities (e.g. do we have/want a vibrant
tourism industry);
 Inform and guide the planning of local authorities and other agencies (identify the
benefits);
 Get local authorities working with other agencies (e.g. RTOs and local tourism
businesses);
 Encourage people to take part in local affairs (promote the benefits of the process to the
tourism sector);
 Provide a basis for communities to measure their progress (to what degree has the
outcome been achieved).
The only requirements for the community outcomes process are that local authorities must:
 Involve other organisations or groups that can assist in identifying and promoting
community outcomes;
 Attempt to get the agreement of these groups to the process for identifying outcomes
and for the relationship between these and any existing plans;
 Develop a process that encourages the public to participate;
 Get agreement of the groups to the processes for monitoring progress against
community outcomes, if practicable.
The end game of tourism is to promote sound community outcomes – keeping close to and
listening to the community and driving towards the community’s desired results will enhance the
sustainability of local tourism.
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5.10 Toolbox 8: Communication and consultation
The primary purpose of consultation is to enable the municipality and its community to
exchange information on decisions and issues of concern. Consultation involves seeking
counsel or advice: it is a two-way process of exchanging information.
Consultation principles:
 Provision of information – a municipality should provide those who will be, or may be
affected by, or interested in a decision, with information to help them present their views
to the municipality (e.g. residents adjacent to a proposed new hotel, tourism businesses
subjected to a proposed new tourism rate);
 Encourage parties to present views – a municipality should seek out and welcome the
views of those who will or may be interested in a particular decision (e.g. hotel
association, regional tourism organisation, residents);
 Explain the scope of consultation – potential submitters should be told the purpose and
focus of the consultation (e.g. impact on the environment of a proposed new visitor
activity);
 Give reasonable opportunities to present – anyone who wishes to put views before the
municipality should be given a reasonable opportunity to present those views to the
municipality in a way that is appropriate to the needs of the submitter (e.g. written,
present in person, as part of a broader group);
 Keep an open mind – although local authorities may have working plans in mind, they
must be prepared to listen to, and consider, all submissions with an open mind;
 Give reasons for decisions – local authorities should provide information to submitters
on the decision taken, and the reasons for it (e.g. proposed tourism project declined).
In addition to these six principles, every municipality must have specific policies in place to
consult with a view to incorporating local culture into the tourism offering and promoting the
local culture as a local asset. We have included a Cultural Planning Toolkit too in the
references to assist you with incorporating and promoting local culture as a key objective of the
tourism function.
For further information you can refer to the following documents either on the web or in the
attached References Folder:








Creativecity.ca; Cultural Planning Toolkitwww.kzn.org.za - for an article on Responsible
Tourism Planning.
www.qualityplanning.org.nz - which provides resources for use by practitioners
especially in respect of the incorporation of Moari views and culture in the New Zealand
context.
www.sciencedirect.com - here you will find an article on Managing stakeholders a
Tourism Planning Model.
www.culture.developmentgateway.org – for various articles on cultural tourism.
A book on Cultural Tourism by Greg Richards (SBN 0789031175, 9780789031174)
which has information on township tourism.
A book on Rural Tourism Development in South Africa by Johan Viljoen, Kholadi
Tlabela (ISBN 10: 0-7969-2180-6; ISBN 13: 978-07969-2180-2)
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5.11 Toolbox 9: Marketing and branding
In this section we will cover:
 Consumer orientation
 The importance of marketing research
 Branding for non-commercial organisations
 Marketing channels

5.11.1 Consumer Orientation
In tourism, it is easy to see that there is competition for destinations. You are trying to change
the behaviour of the target market to better benefit regional and national tourism. At the end of
the day, the consumer holds the power that decides the ultimate long-term success of your
objectives.
Due to this power residing with consumers, their needs, wants and expectations must be
considered first. After this, the organisation can manage how to deliver to these requirements
within resource constraints. This affects everything the organisation does, from product/service
development all the way through to advertising and communication.
This is certainly no easy task. The entire organisation must be educated around this orientation.
Everybody must realise its importance and play their part accordingly. Of special importance is
buy-in and implementation from all levels of management.

5.11.2 Market Research
An important aspect of consumer-orientation is consumer research. Non-commercial
organisations tend to do very little research, usually due to budget constraints. Research helps
managers by describing, explaining and predicting market characteristics. In cases where a
budget is tight, market research should only be undertaken when it leads directly to a strategic
decision.
Either primary or secondary research can be undertaken depending on organisation budget
and strategic requirements.
Important macro-market research includes:
 Determination of market characteristics
 Short- and long-range forecasting
 Trend studies
 Competitive offering studies
 Measurements of market potentials
 Market share analysis
 Sales analysis
Important micro-market statistics includes:
 Tourist satisfaction surveys
 Tourism and Migration studies
 Arrivals statistics by visitor destination
 Arrival statistics by form of travel
 Arrivals growth projections
 Visitor spend data
 Seasonality index
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Visitor purpose (reason for travel)
Average length of visitor stay
Tourism industry growth and contribution to GDP
Market segmentation reports

Such general statistics for the country can be acquired quite easily and cheaply. However, your
organisation may have to undertake similar studies within your area/region if none exist or are
out-of-date. However, one should always do a cost-benefit analysis before undertaking
research to determine how useful it will be.
It is also recommended that research decisions have a backward focus. This means that the
organisation first looks at what kind of decision will be made based on the research, and then a
study is designed. Further, it should be taken into account what form of report the research will
take to best inform managerial decisions. The report form will suggest what analysis is
required, which will inform the design of the study.

5.11.3 Branding
Branding is the management of the associations that consumers have with your product,
service or organisation. It is all the information people have to draw on when deciding how
valuable your product, service or organisation is. Changing these associations will change the
behaviour of people to better suite your brand.
Branding, therefore, concerns every point where a potential or existing consumer comes into
contact with anything to do with the brand. This may take the form of advertising, word-ofmouth, competitor communications, calls into your organisation, public relations or independent
communications such as newspaper articles.
Branding, through the eyes of a government organisation is a two-way education in market and
internal communications. Here is a step-by-step explanation:
i)
The organisation uses feedback from the consumer (market research) to develop a
product/service offering/organisation brand
ii)
The organisation then sets out to inform the market about the brand. This takes the
form of internal communication (with staff) and external communication (to
consumers). We must also take note of what our competitors are communicating, as
consumers use this communication to compare similar brand offerings.
iii)
Consumers use these communications to make brand associations and develop
their Favourability towards the brand. This would set the strength and uniqueness of
the brand within their minds.
iv)
If the brand is something unique or one that they can strongly identify with, they will
form an emotional attachment to the message.
v)
If the emotional attachment is strong enough, the consumer will choose to
experience the brand (buying the product, using the service, or supporting an
organisation). This experience will change the attitude they have regarding the
brand, which will add or detract from brand value depending on whether the
experience was better or worse than previous communications. Of course, if the
experience was exactly the same compared to expectations brand value remains
the same.
vi)
The better the brand value, the more likely consumers will form brand loyalty. This is
inevitably what the organisation wants. Loyal consumers are more likely to repeat
purchasing from the brand and are easier to convince about new service offerings
from the same brand. They are also more likely to spread good reports of the brand
to potential consumers.
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vii)

This consumer reaction is, once again, recorded by the organisation and used as
feedback to modify the existing service or new service offerings to better suit or
surpass consumer expectations.

5.11.4 Product Development
Developing new tourism products or redesigning existing ones must be done with your
branding and consumer orientation in mind. Every tourism product is made up of three factors:

Figure 10: Three Factors of Tourism Products

Visitors will expect certain things regarding each classification of tourism products (wildlife
parks, water-based attractions, retail, sport events, etc – see Mapping Tourism Resources).
Government and the private sector must work together to ensure that these tourism produucts
fulfil or suppass consumer expectations. Keep in mind that these expectations are also formed
through camparisons between your products and competitor products.
This model of product development suggests the following actions:
 To define visitor needs and wants and to create new products, research must be
undertaken, specifically visitor satisfaction surveys and competitor analysis.
 Research must be undertaken to spot gaps and trends in the market, where new and
exciting products would find a profitable audience.
 Existing tourism products that promote unique experiences and create greater cultural
bonds (such as community-based or cultural tourism products) should be encouraged
and promoted
 Education must be provided to the local tourism industry regarding product development
and the specific strategic direction and branding values the local tourism department
would like to promote.
 SMMEs and communities can be encouraged to produce such products.
 The creation of new and unique tourism products must be encouraged and niche
markets catered for.
 Tourism infrastructure, such as accommodation and transport facilities must be
measured against this full tourism product definition.
 Undertake monitoring measures to ensure this quality and spirit is upheld into the future
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As a final note for product development, we must remember that many products exist where
local residents live. Product development must take their well-being into account and all
changes must either raise the quality of life for those areas, or at least not make it worse. A
happy local resident body reinforces the experiential and services aspects of the tourism
product.

5.11.5 Experience
Probably the most important factor in tourism branding is the experience. The visitor experience
is made up of impressions along every step of their journey - arrival all the way through to
departure. This means that every aspect of the visitor experienced must be monitored to
ensure an acceptable level of service delivery and quality.
Government tourism departments should create a set of guidelines and/or values that
stakeholders should adhere to thereby ensuring this quality. Service delivery and quality
delivery can then be measured in terms of these guidelines and values, as well as through
things such as visitor surveys.
Guidelines should be formed around what kind of feelings we want to leave visitors with. Some
suggestions for guidelines:
 Safe and secure visit
 Good treatment – introduce them to South African warmth ad hospitality
 Fair treatment – fair and standard rates in all purchases
 High level of service - make visitors feel special through exceptional service delivery
and professionalism

5.11.6 Why Government Departments need Branding
All over the world, governments are branding and rebranding themselves. Increased
competition in tourism has made it necessary to differentiate tourist destinations. Branding
happens no matter what you do. Managing the process allows the control of visitor and
business perceptions creating opportunities.
Here are a few reasons why branding is important:
 A strong government brand is something that people inside and outside the country can
look at as a symbol of dependability and delivery.
 South Africans will feel a sense of pride connected to the brand as it appeals both to
patriotism and delivery. Delivery has been erratic from some government departments,
and tourism is a very big positive in this respect.
 The tourism industry both locally and abroad can leverage your brand to market
destinations associated with your brand. This makes their work easier and makes your
objectives more achievable because visitors will have a unique image in their mind to
differentiate from destination competitors.
 Your branding, together with a positive experience of other brands (tourist destinations,
events, attractions), enhances the brand of the attraction, the department and South
Africa as a whole, making brand loyalty and repeat visits more likely.
 Branding can make it easier to attract foreign investment into the tourism industry
 Having a strong brand makes it easier to break into new visitor markets
NOTE: Branding at regional government level must not detract from values and associations
put forward by the national brand. This would cause confusion in the minds of potential visitors
and investors, and make it harder for local businesses to market the destination.
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5.11.7 Distribution and Marketing Channels
Channel marketing is the relationship between a supplier and intermediaries that sell its
products. A marketing channel is a place where a potential consumer can find information
relating to your product and purchase those products.
There are two ways to channel marketing promotion efforts: direct and indirect:
 Direct efforts should be used when the market is more mature and has some
experience of the destination.
 Indirect marketing should be used in markets where no or little knowledge exists
concerning the product.

5.11.8 Direct Contact
Database marketing
Databases hold records on various stakeholders in the tourism industry (visitors, tourism
businesses, tourism service providers, communities) making them easier to manage. This
allows easier relationship building between entities with the aim of creating favourable
conditions for all.
Internet
Managing tourism information portals as well as government sites will direct stakeholders
better. This will aid in branding, communications between stakeholders, and information
gathering for visitors. It also provides an important market research channel.
Consumer events
Consumer events are a great channel for meeting and interacting directly with existing and
potential visitors. It is also an opportunity to review competition promotions and offerings.
Should no consumer event exist, government could create such an event in the interests of
promoting and creating excitement within the industry.

5.11.9 Indirect Contact
i) Tour Operators
Tour operators are essential to the tourism industry as an interface between destinations,
tourism infrastructure and visitors.
Tour operators and travel agents want to have open communication channels with government.
This leaves the door open to form strong relationships between government and such
enterprises at local level.
This relationship will allow you to disseminate your brand message and strategic plan through
such agencies and it will allow you to gather information regarding the market and its needs,
wants and expectations. Working with and supporting such bodies are very important to tourism
departmental goals.
ii) Advertising
Government can decide to advertise itself. This can provide communication between
government and stakeholders.
Government should also ensure that all advertising within the tourism industry complies with
national, regional and local government branding goals and values.
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iii) Public Relations
Public relations is not completely under your control. Press and news agencies can publish any
news item and this can have positive or negative effects on people attitudes towards your
products.
Standard tools for tourism public relations include press releases, press conferences and
briefings, interviews, media and industry co-operations and press trips. More recent tools are
online PR, blogs and podcasts
iv) New Marketing Channels
New market channels should be explored to reach new markets and niche markets. Where
none exists, the department can move to create such channels. An example of this is
exhibitions. For example, the department can host an art exhibition showing the natural beauty
and community in the area specifically relating to tourism products.

5.11.10 Monitoring
Marketing efforts should be monitored to ensure that the organisation is getting full benefit form
them. Research and internal consultations should be used to find out if branding efforts are
working. Below are some questions that could be asked:
 Could you consider the organisation to be consumer-oriented towards its various
markets (visitors, local residents, business, communities, environment, etc)? Are there
open communication or information channels between these markets and your
organisation?
 Are you taking up sufficient levels of market research? Are significant management
decisions informed by such research? Is the budget set aside for research sufficient,
and if not, how can this be increased? Do you know enough about the visitor, their
expectations, their needs and wants, and their current impressions of the brand? Do you
know enough about competitor offerings and what visitors think about them?
 Does the current brand position reflect the correct values, goals and objectives of the
department? Are appropriate feedback mechanisms in place to evaluate this? Has it
been properly disseminated throughout the target markets (visitors, local residents,
business, communities, environment, etc)?
 Is new product development focused on the required consumer experience? Do new
products fall within the strategic objectives of the department?
 Are marketing channels getting through to appropriate existing and potential visitor
target markets? What messages are they receiving? How can this message be
enhanced? How can the channel be enhanced? Do we need to look at new channels?
Case Studies – You can find the following files in the attached References Folder:
 Case Study – London Tourist Board
Using market research to reposition London and develop a new marketing campaign
 Case Study – Islington
Marketing on a shoestring budget: the power of PR and the importance of niche markets
For further information you can refer to the following documents either on the web or in the
attached References Folder
 NDT Annual National Tourism Conference;
http://www.deat.gov.za/HotIssues/2008/ntc/new%20files/uploaded_13%20Nov/WEB/ind
ex.html
 City of Johannesburg Tourism Strategy;
http://www.joburg.org.za/content/view/1116/114/
 Hawaii’s Strategic Tourism Plan 2005 – 2015
 KZN Draft Action Plan 2004/2005
 Australian Experiences Industry Toolkit
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2008; Tourism NT; Marketing campaign and activity;
http://www.tourismnt.com.au/nt/nttc/marketing/campaigns.html
1998; Jones, c; The Applications of Database Marketing in Tourism;
http://www.hotel-online.com/Trends/ERA/ERADataBaseTourism.html
Marketing Victoria; Strategic Plan 2002 – 2006;
http://www.tourism.vic.gov.au/strategicplan/plan2002_2006/4_marketing_victoria/market
ing_overview.htm

5.12 Toolbox 10: Specific infrastructure planning
a) Current Status of Tourism Infrastructure
The status of infrastructure should be gauged first. Such analysis can be gathered from site
visits to tourism destinations and infrastructure, surveys (businesses, residents, visitors, etc),
and trend analysis from past tourist visitor figures. Please see Section 4.1 Public Sector
Infrastructure Toolbox for more on this.

b) Private Sector Investment into the Economy
Infrastructure development, along with fulfilling tourist needs, attracts foreign and local
investment. This investment would certainly add to the profile of the area, and encouraging
investment would have a positive spin-off in the form of increased or better tourist attractions
and infrastructure. A lack of investment into tourism is a major issue for the growth of the
tourism industry.
It is unlikely that private sector investment would occur without having at least basic
infrastructure in place. Tourism Western Australia undertook an investor survey to determine
which criteria were most important in the decision to invest or not. Established infrastructure
came second behind the expected return on the investment.
Local government should try to make investment into the area as easy as possible. To attract
such investment has great long-term benefits. When investment conditions are met, the private
sector responds with significant contributions to tourism. Tourism authorities and the private
sector should have open communication regarding this.

c) Overall Infrastructure Goals
Strategically, departments should have overall strategic goals for tourism infrastructure. These
goals must aid the development of tourism, transport and infrastructure needs to benefit both
local bodies and visitors. Examples of Tourism Infrastructure Strategic Goals:
 Must provide safe secure and cost effective modes of transport from arrival odes to
attractions, business centres and tourism infrastructure such as accommodation.
Intermodalism must be employed to this effect.
 Must be able to accommodate for the increase in visitors resulting from natural tourism
and economic growth as well as from the 2010 event. Excess infrastructure needs from
the 2010 event needs to be planned for.
 Must be within environmental constraints.
 Must aid local community transport needs
 Create an increased consultation within the tourism industry between service providers,
travel agents, government bodies and private sector entities to upgrade and maintain
infrastructure needs.
 Must aid economic growth within the region
 Must increase competitiveness of the region on local and international tourism fronts
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Investment must be prioritised for those areas where current and potential tourism
spend are high and infrastructure requirements are not being met.

d) Strategic Infrastructure Goals
Each infrastructure element must be accompanied by specific strategic goals. This will guide
current and future development. Below is an example of goals for individual infrastructure
elements. Note that this will not be the same for every region, and strategic emphasis will differ
between regions.
Figure 11: Strategic Infrastructure Goals
Infrastructure
Goals
Element
Air Infrastructure
Increase volumes - x% of all tourists to arrive by air by 2012
Air travel to be easy, safe and secure coming into the area
Air travel to be cost effective
Road Infrastructure
Have a comprehensive road network by 2013
Sufficient road maintenance measures
Increase road capacity to deal with 2010 traffic
Ensure road network between arrival nodes, business centres,
tourist attractions and accommodation suppliers
Telecommunications Ensure telephony at all arrival nodes, business centres, tourist
attractions and accommodation suppliers
Provide wireless hotspots at major tourist attractions
Rail Infrastructure
Cargo Based
Ensure adequate level of service along supply routes for supply of
tourism industry
Tourism Based
Ensure adequate transport and public transport services between
arrival nodes, business centres, accommodation suppliers and rail
nodes
Ensure adequate supply of rail services from rail nodes to tourist
attractions
Public
Transport Ensure public transport projections are met for 2010 for capacity
Facilities
between arrival nodes, business centres, tourist attractions and
accommodation suppliers
Ensure safe, secure and standardised public transport system by
2010
Marine Infrastructure Transform existing marina facilities into high quality tourist attractions
Upgrade water based tourist attractions
Ensure adequate service provision amongst marine-based arrival
nodes
Upgrade port facilities
Accommodation
Ensure adequate information sources to visitors regarding
accommodation services
Ensure sufficient signage
Ensure standardisation of services and pricing
Conferencing
Ensure adequate conferencing services
Attract at least 1 major conferencing event every 6 months
Attract at least one other conferencing event every month
Provide sufficient public transport services to and from conferencing
facilities
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Infrastructure
Element
Tourist Services

Goals

Create at least 1 point for tourist information per 300 expected
tourists
Ensure adequate signage to direct tourists
Ensure information regarding strategic tourist attractions and key
tourism infrastructure is available
Ensure adequate web-based tourist services
Electricity
Provide continuous, adequate and cost effective electricity supply to
all residents, communities and businesses within the area.
Water and Basic Provide continuous, adequate and cost effective water related basic
sanitary
and services supply to all residents, communities and businesses within
sewerage services
the area.
Waste Removal
Provide continuous, adequate and cost effective waste removal
basic services supply to all residents, communities and businesses
within the area.
Signage
Increase and improve signage from major tourism destinations to
and from business nodes and arrival nodes
Such goals are not always all immediately achievable by local tourism authorities due to
budget, capacity and time constraints. A number of options are open to these authorities
including various partnerships with private sectors, investment and tax incentives, etc.
These should be taken into account when translating goals into actions.

e) Tourism Infrastructure Actions
Once you have gauged all infrastructure elements goals you can begin putting actions into
place. Below is an example taking the first two infrastructure elements from the table above.
Infrastructure
Element
Air
Infrastructure

Goals

Actions

Increase volumes to x% of all
tourists arrivals by 2012
Air travel to be easy, safe and
secure coming into the area
Air travel to be cost effective

Road
Infrastructure

Have a comprehensive road
network by 2013
Sufficient road maintenance
measures
Increase road capacity to deal
with 2010 traffic
Ensure road network between
arrival nodes, business
centres, tourist attractions and
accommodation suppliers

Increase airport capacity
Market more locally and
internationally within our
target market
Attract low cost carriers to
enter region
Build new lost-cost airports
Assess status of current
road quality
Assess coverage area of
roads
Assess road access
between arrival nodes,
business centres, tourist
attractions and
accommodation suppliers
Report emergency road
maintenance to Dept of
Transport

Responsibility By When
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f) Prioritisation of Infrastructure Investment
These actions should then be prioritised according to strategic urgency.
Certain infrastructure would have to be upgraded as a matter of urgency as it is not able to
handle current visitor figures. Other infrastructure will only have to be upgraded once tourist
numbers increase.
Some attractions are more important to an area than others. This may because it attracts a
disproportionately large number of visitors, or perhaps it is of great strategic importance (e.g. a
soccer stadium for use in the 2010 Event). These would be given priority over other upgrades,
even if the other developments could be completed quicker.
The organisation would have to rank all these infrastructure requirements by strategic
importance, time and budget.
1. For further information you can refer to the following documents either on the web or in
the attached References Folder: Tourism Infrastructure Policy and Priorities, TTF
Australia
2. Tourism WA, Submission to State Infrastructure Strategy, 2005
3. Tourism Strategy of Turkey – 2023
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The South African
Tourism Planning
Toolkit
for Local Government

6. CAPACITY BUILDING TOOLKIT
6.1 Introduction
Municipalities across South Africa are facing serious capacity constraints. The capacity building
toolbox is structured as a discussion of common issues around which tourism practitioners in
local government need to build their capacity issues around. These issues may arise in using
the Tourism Toolkit as well.
The capacity building toolkit benefits tourism practitioners in a municipality to understanding
critical issues that can affect your preparations for tourism planning in local government and
implementing in a local area.
In terms of capacity building, tourism must also be understood as a significant sector in terms
of job creation and contribution to the GDP. The 1996 Tourism White Paper notes that tourism:
 Is the world’s largest generator of jobs;
 Is labour intensive, with more jobs being created per unit of capital;
 employs a multiplicity of skills;
 creates entrepreneurial opportunities;
 brings development to rural areas; and, among others,
 has a significant multiplier effect and spill over benefits to other sectors of the
economy.
Tourism has become the leading earner of foreign exchange in the country and is a great
marketing vehicle for a nation’s taste, its products and its people.
The National Department of Tourism (NDT) notes that South African Tourism is perceived as a
major economic sector of enterprise and of national wealth creation. This has not always been
the case. South African tourism has grown significantly since 1993. It has grown from 3 million
tourists in 1993 to more than 8.4 million tourists in 2006; and from 5% contribution to GDP, to a
contribution of more than 8% within the same period. South Africa has always been perceived
as having a huge potential for tourism. This potential lies in its accessible wild life, its varied
and impressive scenery, unspoiled wilderness areas, diverse cultures, and, among others, its
well developed infrastructure and virtually unlimited opportunities for special interest activities.
Among such activities are whale watching and wild water rafting; hiking, bird watching and bush
survival; and, hunting, deep sea fishing and deep sea diving. This is among extensive
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opportunities for business tourism. South Africa is therefore unrivalled in its diversity, and in its
potential for global competitiveness in the industry. But, while there has been growth over the
last decade, and while prospects for the future are still outstanding, South Africa is unable to
live up to its well lauded potential as a tourism destination. Unfortunately, successful tourism is
not about the tourism assets and products a country possesses, but about the manner in which
these assets are marketed, managed and made to add value. The revealing statement in the
1996 Tourism White Paper is still relevant today “ … competitive advantage (in tourism), is no
longer natural, but increasingly man-made, driven by science, technology information and
innovation”.
Many factors have been cited for constraining the development and “break through” of the
South African Tourism Enterprise. Among them are slow investment and inadequate
resourcing of the sector, limited capacity in local communities to mange tourism in local areas
and the negative image created by crime. However, the most commonly cited reason over the
last decade for the under performance of the sector has been the inadequacy of tourism
education and training, and the resulting lack of the appropriate range and level of skills to
effectively manage and run the sector. In spite of the level of investment in skills development,
the lack of appropriately qualified and capable human resources for the sector is the primary
factor which limits its rise to the level of attainment anticipated. The production of skilled
people cannot keep up with the growth of the sector.
This section of the Toolkit is based on the NDT document entitled A HUMAN RESOURCE
DEVELOPMENT STRATEGY FOR THE TOURISM SECTOR (draft copy March 31 2008) and
has been summarised here to provide the basis on which the rest of the Toolkit sections can be
effectively implemented in practice.
The UN Development Programme has defined "capacity" as "the ability of individuals,
institutions and societies to perform functions, solve problems, and set and achieve objectives
in a sustainable manner". We are concerned here with developing human and institutional
capacity to effectively utilise the information, techniques and know how communicated via this
Toolbox. How can we develop a master plan for human capital formation? What are the
strategic interventions that can be made to assist in rectifying the skills shortage dilemma
currently experienced? What is organizational infrastructure and what associated projects must
be put into place which will lead to the sustained supply of high quality human resources to the
sector.
We have kept to working within and liberally referring to the HRD Development Strategy for the
Tourism Sector of NDT to remain consistent with NDT’s overall approach and to ensure that
this Toolkit is aligned to such an approach.

6.2 Rationale for an HRD Strategy
People are fundamental to the success of public and private organizations and enterprises.
Strategic priorities cannot be attained without people. In this respect, an HRD strategy which
seeks to ensure that people are made capable to undertake their responsibilities is fundamental
to the success of any enterprise; and, an HRD strategy which seeks to ensure a sustainable
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supply of talent to the organization is, in a competitive environment, an absolute necessity.
Beyond this, however, an HRD strategy in tourism is even more critical in light of the inability of
the sector to generate and sustain the human capital it needs. It is a generally understood fact
that skills development constrains the growth of the tourism sector; or, alternatively, that the
skills development is unable to keep pace with the growth in tourism. But this claim is not new.
According to the recently completed Skills Audit for the sector, “skills issues identified in the
1990s have not been adequately addressed as they are the same ones that are typically raised
today”. In the Tourism White Paper of 1996, skills development was identified as one of the
factors which constrained growth. In the Tourism Growth and Development Strategy 20082010, skills development is still singled out as one of the key issues faced in seeking to make
the sector globally competitive. Even references to the lack of a service culture and ethos in
South African tourism is not new. These too stem back to the early 1990s, and this critical and
lingering gap can also be classified as a skills development shortfall.
An HRD strategy for the sector seeks to put in place the structures, systems and interventions
which will ensure that skills development ceases to be a hurdle in the path of tourism growth.
In this respect, an HRD strategy for tourism is essential.

6.3 Issues Affecting the Sector’s Performance
The educational level in the sector is generally low. About 34% of employees have a Grade 12
certificate, with 27% having less than Grade 12. About 78% of employees in the hospitality
sector have Grade 12 and below, with 42% having less than Grade 11. In addition, the sector
is perceived to be unattractive to new entrants who are well qualified. Wages in the sector,
especially the lower levels, are perceived to be well below average and working conditions and
promotional possibilities are perceived to be uncompetitive. New entrants to the labour market
who are qualified prefer to be engaged in other sectors of the economy where they believe that
they have better career prospects. This perception has hurt the industry in many ways.
The industry is unable to attract the talented individuals who could be the future leaders in the
industry, and many of the most capable in the sector are emigrating to foreign countries where
their prospects for high salaries and career advancement are higher. It has been estimated by
training providers that about 16% of students, on average, leave South Africa to take up
international opportunities. The sector is also seen as being slow to transform thus excluding
many from engaging in the sector as career employees or new entrepreneurs.

6.4 Issues and Education and Training
Among the major issues on education and training are the following:
1. Unavailability and inaccessibility of training opportunities to many because of the poor
geographic spread of training providers.
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2. Fragmentation and incoherence in the existing structures for the delivery of training in
the sector.
3. Preponderance of accredited training as many employers do not see the need for
accreditation and many training providers find accreditation too difficult to attain.
4. Poor articulation between the different levels of the education system.
5. Lack of an effective and efficient body for planning for managing skills development for
the sector as a whole. THETA is not seen as a torch bearer in this regard, and the
sector needs strong skills development coordination in order to bring more coherence
and more uniformity in standards. In this regard many critical items are not available.
There is no comprehensive catalogue of tourism training with notation of quality; no
national registry for certified trainers in tourism; no national registry of approved tourism
training facilities; and, among others, no mechanism in place for ensuring the
articulation of training between levels of the education system.
6. Tourism training in higher education institutions is assessed as having little industry
relevance, thus producing graduates who are unable to immediately take up
responsibilities in the workplace. Links between education and industry in this regard
are generally poor.
7. Learning materials are said to vary widely in content and quality, and, as a result,
people with the same qualifications may have vastly different levels of competence.
This reduces the confidence of employers in the overall output from the education and
training system.
8. Training in the sector is not demand-led but supply-driven. As a result, there is
significant oversupply of skills in some areas with notable scarcity of skills in other
areas.
9. There is a general lack of competency profiling for occupations, and curricula materials
are not generally based on occupational competency profiles.
10. There are many special projects in the sector in relation to training and skills
development, but in general, these projects are not sufficiently coordinated to result in a
concerted programme of action which will have the overall impact desired.

6.5 Strategic Imperatives for HRD in Tourism
The strategic orientation for HRD in the sector is to resolve the problems and issues in skills
development which have created an inherent inability in the sector to produce and sustain the
skills and talent it needs to sustain growth. It is hardly possible to solve all the problems which
exist in the short term. Some of the problems are complex and enduring; and, though they
affect the skills development enterprise, they are not issues related to education and training.
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Many are organizational issues, and some are distinctly concerned with management and
governance in the public sector.
A total of 19 strategic imperatives have been identified. These are itemized below.
1.
2.
3.
4.
5.
6.
7.
8.

A service ethos and tourism culture
Strengthening the educational foundation or building human capital in the sector
Promoting quality and consistency in training
Facilitating the availability of courseware for tourism
Commitment, collaboration and joint action to minimize fragmentation
Training interventions designed to foster transformation
Private sector partnerships and participation in policy
Consolidating and streamlining disparate initiatives into more coherent and
articulated structures
9. HRD targeting to strategic priorities
10. The public as a human resource asset in tourism
11. Streamlining organizational structures for delivery
12. Information-based management
13. Building competence in tourism management and leadership in all spheres of
government
14. Incentive-driven promotion of HRD for the sector
15. Integration of plans, strategies and programmes
16. Articulated policy frameworks for delivery
17. Building core and generic competencies as a stimulus for change
18. Demand-led planning in skills development
19. Building capacity in communities to assess, value and manage tourism assets
To effect these strategic imperatives and bring coherence to the sector, both
organizationally and in respect to policy and legislative mandates, the HDR Strategy for
Tourism notes three areas of integrated actions:
i.
ii.

iii.

The articulation of a vision for HRD which could unify perspectives and
aspirations for human capital formation in the sector.
The identification of a comprehensive programme of interventions which can
address the issues that affect all stakeholders in the sector, all which can build a
sound foundation for HRD in the sector.
The derivation of a set of core principles to which all in the sector can subscribe
in promoting unity and in fostering coherence in action.

6.5.1 A Vision for HRD in the Tourism Sector

The vision for South African tourism has been articulated as “that of a dynamic, innovative,
sustainable and highly regarded sector offering overseas and domestic tourists a positive and
memorable experience beyond their expectations”. A vision for HRD in the sector must be in
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support of this overall vision. There are three main features of a possible vision for HRD in the
sector: the sustainability of human capital formation; the dependence of the sector on people
for its success; and the importance of partnerships in building skills in the tourism sector. A
vision for HRD is proposed as “partnerships for sustained and efficient human capital formation
to grow a service-oriented and world class tourism enterprise”. This vision highlights the fact
that, in light of the history of skills development in the sector, successful human capital
formation in the industry will not occur without viable and multi-dimensional partnerships with
the private sector. This should not focus only on short term solutions, but on long term viability
in terms of sustained sources of a reliable supply of talent. The notion here is the sentiment
and expectations that such a vision creates and inculcates in stakeholders over time. This
vision must commit to the following:
i.
ii.
iii.
iv.
v.
vi.
vii.

Long term and sustainable solutions rather than “quick fixes”.
Building human capital for the viability of the sector as a whole rather than
for self or for particular sub-sectors.
Joining forces, complementing resources and combining inherent
advantages in producing skills rather than in pursuit of individual interests.
Investment in people as the single most viable source of the sector’s
success.
The commitment to build a world class sector together.
The production of talented people in the most efficient way possible.
The mainstream of the highest standards in human capital formation.

To the extent that all stakeholders can subscribe to the same vision, the fundamentals will be in
place to establish coherence in skills development in the sector.

6.5.2 A Comprehensive Programme of Interventions
The comprehensive programme of interventions refers to the particular actions which will be
taken to restore the infrastructure for building human capital. There are four categories of
interventions that are required. These are itemized and briefly discussed below:
i. Capacity Development Interventions: Capacity development interventions are those which
result in the development of skills in people to undertake varied responsibilities in the
sector. Capacity development refers to either these efforts which result directly in the
production of skilled people, or those interventions which build quality in the system and
processes through which these skills are produced. Management training for example, is
an example of the former, and materials development is an example of the latter. These,
together, can build a sound infrastructure for HRD. Under capacity development, there are
9 selected areas of focus; each area representing a core objective or a major area of focus.
Figure 2. presents the strategic intent for each strategic area of focus.
ii. Organizational Support Interventions: The first pillar, capacity development interventions,
cannot stand alone. In this respect, organizational support interventions refer to those
activities that are undertaken in order to ensure that organizations are ready to support,
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sustain and effectively utilize their human resources. Skills and capacity development is
therefore only one of the many considerations for enhancing human performance and
enterprise effectiveness in the sector.
It is likely that improved skills development in the sector will contribute little to the
performance of the sector unless these skills can be properly utilized in a manner that could
add value to the performance of enterprises and the relevant services delivered. What then
complements skills and capacity development in order to make the sector globally
competitive? In this regard, seven critical areas of focus are recommended. These focus
areas point to the major organizational weaknesses which have in the past plagued the
performance of the sector. Among these weaknesses are: the overall lack of good HR
information for planning; HRM practices which undermine the performance of staff; the lack
of communication in the leadership of HRD initiatives in DEAT; and the general inability in
assessing the HR implementation of major strategic priorities in the sector. The focus areas
selected seek to remedy these weaknesses. The strategic intent of each of these focus
areas is highlighted in Figure 3.
iii. Governance: Governance here refers to the manner in which leadership in the sector is
orchestrated and exercised in order to promote coherence, consistency and collaboration in
meeting the strategic priorities of the sector. Good governance is seen as an essential
response to the fragmentation, misalignment, inconsistency and diversity which are noted to
exist and it is seen as a measure to fill the gaps in leadership which affect coherence in the
sector. This concept of governance is not restricted to the public sector, it is not isolated to
particular geographic regions which will become the centre of administrative activity and, it
is not focused on administration and rigid compliance. This concept of governance must
involve the private sector and its respective bodies and associations; it must encompass all
levels and spheres of government; and it must seek the long term interest of the sector as a
whole. Governance here refers to the manner in which the sector collaboratively manages
itself to excellence and global competitiveness.
Governance is the third pillar of the strategic framework for rebuilding HRD in the sector. As
the third pillar, it recognizes the role and value of capacity development and it notes the
importance of selected organizational variables for making HRD work. But all the initiatives
of the strategic framework will not cohere into a productive course of action unless
governance structures and arrangements are in place.
iv. Strengthening Linkages to Economic Growth & Development Initiatives: The fourth pillar of
performance is that of strengthening linkages with the economic growth and development
initiatives of government, particularly as these relate to the promotion of skills development
for global competitiveness in the tourism sector. Its role or the fourth pillar of performance
is well established. Tourism is one of the priority areas for economic growth and
development in South Africa, and it is considered as a most fertile terrain for the
advancement of the government’s transformational initiatives.
As a result, many
government initiatives in this regard target the tourism sector as an environment where
programme interventions such as JIPSA, ASGISA and EPWP could accrue significant
benefits to the economy. But significant benefits will not accrue from these programmes for
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the sector as a whole if they are not properly coordinated, and if they are not orchestrated in
a manner where geographic representivity and potential for economic impact are assured.
Strengthening linkages to economic growth and development, therefore, refers to the efforts
which will be undertaken to ensure that there is an added boost to the performance of the
sector through special programme interventions. In this manner, such programmes cannot
be mere appendages to the routine and sometimes non-productive skills development
operations which currently exist. Such programmes must be made to add value. They must
fill gaps, but they must simultaneously transform; they must also serve as the catalyst for
generating new structures and promoting creative approaches; and, not least of all, they
must highlight, foster and promote economic relevance and impact.
The categories of interventions noted above are detailed in the HRD Strategy for Tourism.

6.5.3 Core Principles for Informing, Guiding and Strengthening Strategic Interventions
A sum total of 14 principles are recommended for establishing the coherence necessary.
The principles are as follows:
i.
ii.
iii.
iv.
v.
vi.
vii.
viii.
ix.
x.
xi.
xii.
xiii.
xiv.

Promoting public-private partnerships:
Establishing uniformity in standards for education and training
Promoting industry relevance in education and training programmes
Equalizing opportunities to grow and succeed in education and employment
Creating capacity to enhance delivery in communities
Articulation between levels of governance
Promoting strategy coordination and alignment
Promoting accessibility of opportunity to all
Promoting transformation in the sector
Articulation and continuity in educational programming
Promoting strength through stakeholder unity
Promoting shared information as a basis for collective intelligence
Subscribing to a common brand in HRD for tourism
Consolidating efforts of stakeholders to maximize impact

6.6 A Project Implementation Framework
The approach used in designing an action plan is a project approach. In this sense, the
strategy is formulated into a series of projects which can be implemented over time. The value
of the project approach is that it clusters strategic activities into groups of related tasks which
can be reasonably accomplished as a whole. In addition, this approach makes it easier to
mobilize and allocate funding; easier to target and align the correct stakeholder support; more
convenient to identify the most appropriate structures and frameworks for implementation, and
among others, easier to track and monitor progress and achievements
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This section is therefore divided into four sections.
The first section describes the
recommended structure for the implementation projects. The second section describes the
project framework and seeks to relate the series of projects identified to the focus areas of the
conceptual framework in the previous chapter. The third section seeks to outline basic
considerations for the development of each project, and the fourth section seeks to sketch the
manner in which each project may unfold according to a five-year time table.

6.6.1 The Structure for Project Implementation

The figure below presents the recommended structure for project implementation. It is
recommended that the HRD strategy be driven from NDT (former DEAT), through an integrated
HRD team which is comprised of all HRD officials in NDT. The team should be chaired by
DDG Tourism and should have a specially designated secretariat and mandate to oversee the
implementation of the HRD strategy. The team may also have an advisory group which it may
use for advice and technical support. The first mandate of the team is the implementation of
the strategy. A director for this team should be selected by NDT (former DEAT) from its
internal staff.
This internal group will oversee three cabinet appointed task forces that will take responsibility
for separate aspects of the strategy as follows: Management; Governance and Administration;
and Promotion and Advocacy. Each group will have its own mandate and an established set of
projects to design, implement and monitor. As noted, each group will be allocated 5 projects.
Each project will have project advisory teams constituted of government and industry
representatives.
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Figure 12: Recommended Project Implementation Structure

6.6.2 The Project Framework

The project framework is presented in the figure below. The HRD strategy is constituted of 15
projects with each task force being assigned 5 projects for management and execution. Each
task force has a distant set of project responsibilities as described briefly below:
i.
The Training Management Task Force
The training management task force will take responsibility for all projects related to capacity
development. The role of the task force is to ensure that the projects are designed and
executed in a manner that will contribute to skills development effectiveness and eventuality to
the performance of the sector.
It is recommended that the skills development task force be a newly constituted body with a
readily appointed profile of government and industry stakeholders so that a new and fresh look
could be taken on the structures and processes for skills development in the sector. As a task
force the mandate of the body will not be permanent but transitional. The body may evolve into
or be the basis for the creation of whatever supplemental structures are viewed desirable for
skills development in the sector.
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PROJECT FRAMEWORK FOR IMPLEMENTING THE HRD STRATEGY FOR THE TOURISM
SECTOR

Figure 13: Framework for Implementing HRD Strategy in Tourism Sector

ii.
The Governance and Administration Task Force
The Governance and Administration Task Force will take responsibility for all organizational
and structural initiatives which are essential for the implementation of the strategy. These
initiatives are essentially concerned with issues related to governance and organizational
support for HRD. Again, here, the task force will plan a special but transitional role in the
structure for implementation. It will also be constituted of government officials and industry
representatives, and will be given whatever authority is required to “make a difference” in the
manner in which the sector’s business is conducted. The work of the Governance and
Administration Task Force is critical to the success of the strategy. Unless the unsettling
matters related to structures and governance are confronted and overcome, the prospects of
the success of the strategy will be significantly compromised. Here, it is expected that there will
be extensive industry leadership in crafting structures and processes which strengthens the
performance of the sector.
iii.
The Promotion and Advocacy Task Force
The Promotion and Advocacy Task Force will undertake the responsibility of facilitating a
communication and awareness within the sector in order to create an environment for success.
The work of this task force is that of mobilizing support and building positive sentiments which
will ensure the success of the strategy. The assignment is subtle, but critical. The task force
will run five promotional and public relations programmes which will be in effect the five projects
that are assigned to the body. These projects are both public relations and education
programmes and will serve as mass communication instruments that could build unity of vision
and coherence in the sector. The role of this task force is to extend the reach of the other task
forces, and to thereby create an environment for their success. As a result, this task force must
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work in collaboration with both the training management and Governance and Administration
Task Forces
6.6.3 Basic Considerations for the Development of Projects
A specification sheet is prepared for each project in order to assist in its conception, design and
development. The purpose of the specification sheet is to make note of basic considerations
which may serve as a guide in project planning. A list of project specification sheets is
prepared for each of the 15 projects identified:
i.
ii.
iii.
iv.
v.
vi.
vii.
viii.
ix.
x.
xi.
xii.
xiii.
xiv.
xv.

Promoting accessibility in training
Strengthening workplace learning
Local government capacity development in tourism
Leadership development for the tourism sector
Back to basics
Knowledge and information management
Plan and strategy integration
Strengthening structures for HRD management
Coordination unit for sector transformation
Advancing a code of practice in the sector
Building a tourism culture
An HRD charter for the sector
Promoting tourism education
An employment charter for the sector
A stakeholder engagement programme

6.7 Capacity Building Toolbox
1. Achieving Effective Agreements
When structuring agreements, everyone wants a process that runs smoothly, entails little
expense, and results in an agreement with minimal risk.
Three of the major reasons why most agreements fail to meet the requirements are:
a. The roles in the process are unclear or unfilled.
Many companies lack the right staff to manage the agreement process.
The best solution is to make a qualified, objective person accountable for driving the
process to a successful conclusion. The best choice is a trained negotiator who has a good
basic understanding of the business under discussion, and who follows an efficient process
for structuring strong agreements. If you do not have a person on staff who meets these
qualifications and cannot justify the expense of hiring one, consider contracting with a
specialist.
b. The work team begins at the wrong starting point.
In most cases the teams charged with structuring a complex agreement usually use an old
contract as the starting point.
The best solution is to begin with an outline of all the relevant points, designed specifically
for the type of arrangement under discussion. The key is to be thorough and be sure
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nothing, however minor it may seem, is omitted. Previous contracts may be used as
guides, but the key issues need to be considered carefully with input from subject matter
experts.
c. The negotiating team is not properly prepared.
At times management just instructs an unprepared negotiating team to “just go in there and
do the best you can,” rather than making sure the team is properly prepared.
The best solution is to ensure that the team prepares by first reading the entire agreement
at least three times: once for general points, once to focus on completeness and
omissions, and once to study the details such as liabilities and indemnifications. From
these readings, the team, with management’s buy-in, should prepare a detailed negotiating
strategy. Every strategy should include a list of potential concessions, when the
concessions may be offered, what must be gained in return, and the threshold for walking
away from the deal.

2. Stakeholder Analysis
As you become more successful in your career, the actions you take and the projects you run
will affect more and more people. The more people you affect, the more likely it is that your
actions will impact people who have power and influence over your projects. These people
could be strong supporters of your work – or they could block it.
Stakeholder Management is an important discipline that successful people use to win support
from others. It helps them ensure that their projects succeed where others fail.
The benefits of using a stakeholder-based approach are that:
 By communicating with stakeholders early and often, you can ensure that they know
what you are doing and fully understand the benefits of your project – this means they
can support you actively when necessary.
 You can anticipate what people's reaction to your project may be, and build into your
plan the actions that will win people's support.
 Gaining support from powerful stakeholders can help you to win more resources – this
makes it more likely that your projects will be successful.
The three steps in stakeholder analysis are explained below:

a. Identifying Your Stakeholders:
The first step in your stakeholder analysis is to brainstorm who your stakeholders are. As part
of this, think of all the people who are affected by your work, who have influence or power over
it, or have an interest in its successful or unsuccessful conclusion.

b. Prioritize Your Stakeholders:
You may now have a long list of people and organizations that are affected by your work. Some
of these may have the power either to block or advance it. Some may be interested in what you
are doing, others may not care.
Using the Power/Interest Grid as shown below you can classify them by their power over your
work and by their interest in your work.
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Figure 14: Power/Interest Grid for Stakeholder Prioritisation

For example, your boss is likely to have high power and influence over your projects and high
interest. Your family may have high interest, but are unlikely to have power over it.
Someone's position on the grid shows you the actions you have to take with them:
 High power, interested people: these are the people you must fully engage with, and
make the greatest efforts to satisfy.
 High power, less interested people: put enough work in with these people to keep them
satisfied, but not so much that they become bored with your message.
 Low power, interested people: keep these people adequately informed, and talk to them
to ensure that no major issues are arising. These people can often be very helpful with
the detail of your project.
 Low power, less interested people: again, monitor these people, but do not bore them
with excessive communication.

c. Understanding your key stakeholders:
You need to know more about your key stakeholders. You need to know how they are likely to
feel about and react to your project. You also need to know how best to engage them in your
project and how best to communicate with them. A very good way of answering these
questions is to talk to your stakeholders directly – people are often quite open about their
views, and asking people's opinions is often the first step in building a successful relationship
with them.
Overall, managing stakeholder expectations may seem difficult to achieve; however, effective
project managers will organize and adequately prepare themselves during the project's
initiation in order to ensure that all stakeholders are satisfied not only with the project's end
result, but with the measures taken to achieve those results. Always remember that managing
stakeholders and their respective expectations increases the probability that your project will be
completed on time, within budget, and free from conflicts that cause disruption.

3. Brainstorming
Brainstorming is simply listing all ideas put forth by a group in response to a given problem or
question. Creativity is encouraged by not allowing ideas to be evaluated or discussed until
everyone has run dry. Any and all ideas are considered legitimate and often the most far94

fetched are the most fertile. Structured brainstorming produces numerous creative ideas about
any given "central question". Done right, it taps the human brain's capacity for lateral thinking
and free association.
Brainstorms help answer specific questions such as:
 What opportunities face us this year?
 What factors are constraining performance in Department X?
 What could be causing problem Y?
 What can we do to solve problem Z?
A brainstorm starts with a clear question, and ends with a raw list of ideas. That's what it does
well - give you a raw list of ideas. Some will be good, and some won't. But, if you try to analyze
ideas in the brainstorming session, you will ruin the session. Wait. Later, you can analyze the
results of a brainstorm with other quality improvement tools. To conduct a successful
brainstorm:
1. Make sure everyone understands and is satisfied with the central question before you
open up for ideas.
2. Begin by going around the table or room, giving everyone a chance to voice their ideas
or pass. After a few rounds, open the floor.
3. More ideas are better. Encourage radical ideas and piggybacking.
4. Suspend judgment of all ideas.
5. Record exactly what is said. Clarify only after everyone is out of ideas.
6. Don't stop until ideas become sparse. Allow for late-coming ideas.

4. Goal Setting
If you want to succeed, you need to set goals. Without goals you lack focus and direction. Goal
setting not only allows you to take control of your life's direction; it also provides you a
benchmark for determining whether you are actually succeeding. To accomplish your goals,
however, you need to know how to set them. You can't simply say, "I want." and expect it to
happen. Goal setting is a process that starts with careful consideration of what you want to
achieve, and ends with a lot of hard work to actually do it. In between there are some very well
defined steps that transcend the specifics of each goal. Knowing these steps will allow you to
formulate goals that you can accomplish.
Here are five steps of goal setting:
1: Set Goals that Motivate You
When you set goals for yourself, it is important that they motivate you. Set goals that relate to
the high priorities in your life. This means making sure it is something that's important to you
and there is value in achieving it. If you have little interest in the outcome, or it is irrelevant
given the larger picture, then the chances of you putting in the work to make it happen are slim.
Motivation is key to achieving goals. Goal achievement requires commitment, so to maximize
the likelihood of success, you need to feel a sense of urgency and have an "I must do this"
attitude.
2: Set SMART Goals
For any goal to be achieved in the public sector it must be designed to be SMARTA. There are
many variations on what SMARTA stands for, but the essence is this - Goals should be:
 Specific
 Measurable
 Attainable
 Relevant
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Time Bound
Aligned

3: Set Goals in Writing
The physical act of writing down a goal makes it real and tangible. You have no excuse for
forgetting about it. As you write, use the word "will" instead of "would like to" or "might". Frame
your goal statement positively. For example, "I will reduce my operating expenses by 10% this
year."
Post your goals in visible places to remind yourself everyday of what it is you intend to do.
4: Make an Action Plan
This step is often missed in the process of goal setting. You get so focused on the outcome that
you forget to plan all of the steps that are needed along the way. By writing out the individual
steps, and then crossing each one off as you complete it, you'll realize that you are making
progress towards your ultimate goal. This is especially important if your goal is big and
demanding, or long-term.
5: Stick With It!
Remember, goal setting is an ongoing activity not just a means to an end. Build in reminders to
keep you on track and remember to review your goals continuously. Your end destination may
remain quite similar over the long term but the action plan you set for yourself along the way
can change significantly. Make sure the relevance, value, and necessity remain high.
Goal setting is much more than simply saying you want something to happen. Unless you
clearly define exactly what you want and understand why you want it the first place, your odds
of success are considerably reduced.

5. Running meetings
Designing a good agenda
When designing the agenda some of the factors to consider are:
 In what order should the topics be presented?
 How will participants get to know each other?
 How will they gain a common understanding of the objectives?
 If an event is to be broken into separate sessions, how much time should be allocated
to each item?
 Will all participants be involved each session?
 Or will some be in smaller, break-out groups?
 How and when will break-out groups feed back to the wider group?
 When will you recap and summarize?
 How will the outcomes of one session flow into the next?
 How will you achieve closure of the overall event?
By the end of the design and planning stage, you should have a solid agenda, which focuses
on outcomes, and provides a good flow and structure for the event.
In addition to process and agenda, you should also consider the following:
 Information and materials - What do participants need to know before or at the event?
How will this be provided and when?
 Room arrangements - What room set-up will best encourage participation? Are
separate rooms needed for break out groups?
 Supplies - What supplies and props do you need? Pens, flip charts, post-it notes are
just the starters - make sure you have everything you need for the agenda and process
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you've planned. And make sure you have backups for things like data projectors, just in
case these fail.
Controlling the meeting
With the agenda and group process in place, it's time to think about how you'll guide and
control the proceedings.
To guide and control the meeting, you will need to:
 Set the ground rules - What rules should participants follow in the meeting? How will
people interact? How will you ensure that people respect each others ideas? How will
questions be handled? You'll prepare some ground rules in advance, and propose and
seek agreement to these at the start of the event.
 Set the scene - Here, you'll run through the objectives and agenda. Make sure everyone
understands their role, and what the group is seeking to achieve.
 Get things flowing - You'll make sure everyone introduces themselves, or perhaps use
appropriate icebreakers to get the meeting off to a positive start.
 Keep up the momentum and energy - You might need to intervene as the proceedings
and energy levels proceed. Make sure people remain focused and interested. (If energy
levels are beginning to flag, perhaps it's time to take a break?)
 Listen, engage and include - This sets a good example for other participants, and also
means you are always ready to intervene in facilitative ways. Is everyone engaged? If
not, how can you bring them in? How can you get better participation?
 Monitor checkpoints, and summarize - Keep in control of the agenda, tell people what
they've achieved and what's next; Summarize often.
To keep the event flowing and positive:
 Watch for and close any side conversations. These limit the ability of others to focus,
and often people are exchanging ideas that should be brought to the group.
 Keep a close eye on the timing. Be flexible, and balance the need for participation with
the need to keep things running efficiently.
 Learn what to do when a discussion isn't reaching a natural conclusion. Is more
information needed? When and how will the discussion proceed? Park topics that
cannot be concluded, and ensure that action time is scheduled to address these issues.
 Be on the lookout for people who aren't participating fully. Are they experiencing
discomfort? What is the source of the discomfort? What can you do to bring them into
the conversation?
 Pay attention to group behavior, both verbal and non-verbal. Some of the most
damaging behavior is silent, so know how to spot it and stop it effectively.
 Step in and mediate immediately if there are obvious personal attacks. Effective
facilitators look for the least intrusive intervention first, so reminding everyone of the
ground rules is often a good place to start. Whatever the issue, you can't allow bad
behavior to continue so be prepared to take the steps necessary to stop attacks.

6. Mentoring Staff Members
Mentoring is an essential leadership skill in that in addition to managing and motivating people,
it's also important that you can help others learn, grow and become more effective in their jobs.
You can do this through a mentoring partnership, which you can arrange within your
organization or through a personal or professional network.
Mentoring can be a rewarding experience for you, both personally and professionally. You can
improve your leadership and communication skills, learn new perspectives and ways of
thinking, advance your career, and gain a great sense of personal satisfaction.
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Is Mentoring Right for You?
 Even if you understand the benefits of mentoring and it sounds like a great idea, you
have to decide whether it's right for you. Clarify your reasons and motivations for
becoming a mentor. When you meet a prospective mentee, this will help you assess
your compatibility.
 To explore your reasons for mentoring and whether you want to take this type of
commitment further, ask yourself these questions:
 Do you want to share your knowledge and experience with others?
 Do you enjoy encouraging and motivating others?
 Are you comfortable asking challenging questions?
 Are you prepared to invest your time in mentoring on a regular basis?
 How will mentoring contribute toward your own career goals?
 In what areas are you willing to help? Are there any areas that you don't want to go
near?
What You Should Consider
 Although you may want to jump right in with both feet, think about these practical
considerations:
Frequency of contact - How much time can you commit to this relationship?
-Can you "meet" weekly? Biweekly? Once a month?
-How long can you spend in each meeting? Half an hour? An hour? More?
-Do you want to be available between "formal" sessions?
 Method of contact - Would you prefer face-to-face meetings, phone calls, or emails? If
you were to use phone calls, who places the call? Can you both use an Internet phone
service such as Skype (giving high quality, free local and international calls)?
 Duration of partnership - Do you want to limit the length of the mentoring partnership?
Do you want to set regular intervals to review whether you're both happy with the
relationship, or do you just want to informally review progress on an ongoing basis?
 Skills, knowledge, and experience - What specific expertise can you offer to a mentee?
 Confidentiality - How will you approach confidential business information? Think of ways
to speak about general concepts and situations while maintaining confidentiality.

Where to Draw the Line
 When developing a mentoring partnership, make sure you have clear boundaries of
what you can and cannot do for the mentee. As a general guide, focus on your
expertise and experience. If anything is beyond your skills and abilities, refer the
mentee to another expert.
 As a mentor, you can become the mentee's confidante and adviser. You may be called
upon to be a "sounding board" for all sorts of issues and concerns. So know in advance
how you're going to deal with difficult situations and getting "off subject."
A mentoring partnership can be an enriching experience. Before you begin a mentoring
partnership, it's important to think about your reasons for becoming a mentor and the practical
considerations and logistics of such a relationship. If you decide that mentoring is right for you,
the time and effort that you put into it can reap great rewards that far exceed your expectations.
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7. How to Motivate Your Team
What do people want from their jobs?
Do they want just a higher salary? Or do they want security, good relationships with coworkers, opportunities for growth and advancement - or something else altogether?
This is an important question, because it's at the root of motivation, the art of engaging with
members of your team in such a way that they give their very best performance. The
psychologist Fredrick Herzberg asked the same question in the 1950s and 60s as a means of
understanding employee satisfaction. He set out to determine the effect of attitude on
motivation, by asking people to describe situations where they felt really good, and really bad,
about their jobs. What he found was that people who felt good about their jobs gave very
different responses from the people who felt bad.
Step One: Eliminate Job Dissatisfaction
Herzberg called the causes of dissatisfaction "hygiene factors". To get rid of them, you need to:
 Fix poor and obstructive company policies.
 Provide effective, supportive and non-intrusive supervision.
 Create and support a culture of respect and dignity for all team members.
 Ensure that wages are competitive.
 Build job status by providing meaningful work for all positions.
 Provide job security.
All of these actions help you eliminate job dissatisfaction in your organization. And there's no
point trying to motivate people until these issues are out of the way!
Step Two: Create Conditions for Job Satisfaction
 To create satisfaction, Herzberg says you need to address the motivating factors
associated with work. He called this "job enrichment". His premise was that every job
should be examined to determine how it could be made better and more satisfying to the
person doing the work. Things to consider include:
 Providing opportunities for achievement.
 Recognizing workers' contributions.
 Creating work that is rewarding and that matches the skills and abilities of the worker.
 Giving as much responsibility to each team member as possible.
 Providing opportunities to advance in the company through internal promotions.
 Offering training and development opportunities, so that people can pursue the
positions they want within the company.

The relationship between motivation and job satisfaction is not overly complex. When you're
seeking to motivate people, firstly get rid of the things that are annoying them about the
company and the workplace. Make sure they're treated fairly, and with respect.
Once you've done this, look for ways in which you can help people grow within their jobs, give
them opportunities for achievement, and praise that achievement wherever you find it.

8. Conflict Resolution
In many cases, conflict in the workplace just seems to be a fact of life. The fact that conflict
exists, however, is not necessarily a bad thing: As long as it is resolved effectively, it can lead
to personal and professional growth. In many cases, effective conflict resolution skills can make
the difference between positive and negative outcomes.
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The benefits of effective conflict resolution are:
 Increased understanding: The discussion needed to resolve conflict expands people's
awareness of the situation, giving them an insight into how they can achieve their own
goals without undermining those of other people;
 Increased group cohesion: When conflict is resolved effectively, team members can
develop stronger mutual respect, and a renewed faith in their ability to work together;
and
 Improved self-knowledge: Conflict pushes individuals to examine their goals in close
detail, helping them understand the things that are most important to them, sharpening
their focus, and enhancing their effectiveness.
Understanding the Theory: Conflict Styles
In the 1970s Kenneth Thomas and Ralph Kilmann identified five main styles of dealing with
conflict that vary in their degrees of cooperativeness and assertiveness. They argued that
people typically have a preferred conflict resolution style. However they also noted that different
styles were most useful in different situations.
Competitive: People who tend towards a competitive style take a firm stand, and know what
they want. They usually operate from a position of power, drawn from things like position, rank,
expertise, or persuasive ability. This style can be useful when there is an emergency and a
decision needs to be make fast; when the decision is unpopular; or when defending against
someone who is trying to exploit the situation selfishly. However it can leave people feeling
bruised, unsatisfied and resentful when used in less urgent situations.
Collaborative: People tending towards a collaborative style try to meet the needs of all people
involved. These people can be highly assertive but unlike the competitor, they cooperate
effectively and acknowledge that everyone is important. This style is useful when a you need to
bring together a variety of viewpoints to get the best solution; when there have been previous
conflicts in the group; or when the situation is too important for a simple trade-off.
Compromising: People who prefer a compromising style try to find a solution that will at least
partially satisfy everyone. Everyone is expected to give up something, and the compromiser
him- or herself also expects to relinquish something. Compromise is useful when the cost of
conflict is higher than the cost of losing ground, when equal strength opponents are at a
standstill and when there is a deadline looming.
Accommodating: This style indicates a willingness to meet the needs of others at the expense
of the person’s own needs. The accommodator often knows when to give in to others, but can
be persuaded to surrender a position even when it is not warranted. This person is not
assertive but is highly cooperative. Accommodation is appropriate when the issues matter more
to the other party, when peace is more valuable than winning, or when you want to be in a
position to collect on this “favor” you gave. However people may not return favors, and overall
this approach is unlikely to give the best outcomes.
Avoiding: People tending towards this style seek to evade the conflict entirely. This style is
typified by delegating controversial decisions, accepting default decisions, and not wanting to
hurt anyone’s feelings. It can be appropriate when victory is impossible, when the controversy
is trivial, or when someone else is in a better position to solve the problem. However in many
situations this is a weak and ineffective approach to take.
Once you understand the different styles, you can use them to think about the most appropriate
approach (or mixture of approaches) for the situation you're in. You can also think about your
own instinctive approach, and learn how you need to change this if necessary.
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8.1 Using the Tool: A Conflict Resolution Process
Based on these approaches, a starting point for dealing with conflict is to identify the overriding
conflict style employed by yourself, your team or your organization.
Then use the process below to resolve the conflict:
Step One: Set the Scene
Make sure that people understand that the conflict may be a mutual problem, which may be
best resolved through discussion and negotiation rather than through raw aggression. If you are
involved in the conflict, emphasize the fact that you are presenting your perception of the
problem. Use active listening skills to ensure you hear and understand other’s positions and
perceptions.
 Restate
 Paraphrase
 Summarize
And make sure that when you talk, you're using an adult, assertive approach rather than a
submissive or aggressive style.
Step Two: Gather Information
Here you are trying to get to the underlying interests, needs, and concerns. Ask for the other
person’s viewpoint and confirm that you respect his or her opinion and need his or her
cooperation to solve the problem.
Also, try to understand the conflict in objective terms: Is it affecting work performance?
damaging the delivery to the client? disrupting team work? hampering decision-making? or so
on. Be sure to focus on work issues and leave personalities out of the discussion.
Listen with empathy and see the conflict from the other person’s point of view
Identify issues clearly and concisely
 Use “I” statements
 Remain flexible
 Clarify feelings
Step Three: Agree on the Problem
This sounds like an obvious step, but often different underlying needs, interests and goals can
cause people to perceive problems very differently. You'll need to agree the problems that you
are trying to solve before you'll find a mutually acceptable solution.
Sometimes different people will see different but interlocking problems - if you can't reach a
common perception of the problem, then at the very least, you need to understand what the
other person sees as the problem.
Step Four: Brainstorm Possible Solutions
If everyone is going to feel satisfied with the resolution, it will help if everyone has had fair input
in generating solutions. Brainstorm possible solutions, and be open to all ideas, including ones
you never considered before.
Step Five: Negotiate a Solution
By this stage, the conflict may be resolved: Both sides may better understand the position of
the other, and a mutually satisfactory solution may be clear to all. However you may also have
uncovered real differences between your positions. This is where a technique like win-win
negotiation can be useful to find a solution that, at least to some extent, satisfies everyone.
The three guiding principles here: Be Calm, Be Patient, Have Respect…
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Conflict in the workplace can be incredibly destructive to good teamwork. Managed in the
wrong way, real and legitimate differences between people can quickly spiral out of control,
resulting in situations where co-operation breaks down and the team's mission is threatened.
This is particularly the case where the wrong approaches to conflict resolution are used.
To calm these situations down, it helps to take a positive approach to conflict resolution, where
discussion is courteous and non-confrontational, and the focus is on issues rather than on
individuals. If this is done, then, as long as people listen carefully and explore facts, issues and
possible solutions properly, conflict can often be resolved effectively.
9. Active Listening
Listening is one of the most important skills you can have. How well you listen has a major
impact on your job effectiveness, and on the quality of your relationships with others.
We listen to obtain information.
We listen to understand.
We listen for enjoyment.
We listen to learn.
Clearly, listening is a skill that we can all benefit from improving. By becoming a better listener,
you will improve your productivity, as well as your ability to influence, persuade negotiate.
What’s more, you’ll avoid conflict and misunderstandings – all necessary for workplace
success. )
The way to become a better listener is to practice “active listening”. This is where you make a
conscious effort to hear not only the words that another person is saying but, more importantly,
to try and understand the total message being sent.
In order to do this you must pay attention to the other person very carefully.
You cannot allow yourself to become distracted by what else may be going on around you, or
by forming counter arguments that you’ll make when the other person stops speaking. Nor can
you allow yourself to lose focus on what the other person is saying. All of these barriers
contribute to a lack of listening and understanding.
To enhance your listening skills, you need to let the other person know that you are listening to
what he or she is saying.
Becoming an Active Listener
There are five key elements of active listening. They all help you ensure that you hear the other
person, and that the other person knows you are hearing what they are saying.
a. Pay attention
 Give the speaker your undivided attention and acknowledge the message.
 Recognize that what is not said also speaks loudly.
b. Look





at the speaker directly
Put aside distracting thoughts. Don’t mentally prepare a rebuttal!
Avoid being distracted by environmental factors.
“Listen” to the speaker’s body language.
Refrain from side conversations when listening in a group setting.
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c. Show






that you are listening
Use your own body language and gestures to convey your attention.
Nod occasionally.
Smile and use other facial expressions.
Note your posture and make sure it is open and inviting.
Encourage the speaker to continue with small verbal comments like yes, and uh
huh.

d. Provide feedback
 Our personal filters, assumptions, judgments, and beliefs can distort what we hear.
As a listener, your role is to understand what is being said. This may require you to
reflect what is being said and ask questions.
 Reflect what has been said by paraphrasing. “What I’m hearing is…” and “Sounds
like you are saying…” are great ways to reflect back.
 Ask questions to clarify certain points. “What do you mean when you say…” “Is this
what you mean?”
 Summarize the speaker’s comments periodically.
e. Defer judgment
 Interrupting is a waste of time. It frustrates the speaker and limits full understanding
of the message.
 Allow the speaker to finish.
 Don’t interrupt with counterarguments.
f.

Respond Appropriately
 Active listening is a model for respect and understanding. You are gaining
information and perspective. You add nothing by attacking the speaker or otherwise
putting him or her down.
 Be candid, open, and honest in your response.
 Assert your opinions respectfully.
 Treat the other person as he or she would want to be treated.
It takes a lot of concentration and determination to be an active listener. Old habits are hard
to break, and if your listening habits are as bad as many people’s are, then there’s a lot of
habit-breaking to do!
Be deliberate with your listening and remind yourself constantly that your goal is to truly
hear what the other person is saying. Set aside all other thoughts and behaviors and
concentrate on the message.
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7. IMPLEMENTATION TOOLKIT
7.1 Introduction
In implementing our vision, mission goals, and objectives we must to meet the demands of
Visitors, Industry, Community and Environment. After planning, we can divide and build a
resulting set of actions to achieve each objective.
This Toolbox takes the vision and objectives, developed in the Strategic Planning Toolbox and
considers the actions required to achieve these successfully.

7.2 Implementing the Tourism Strategy Successfully
These are the keys to effective strategic planning for your business.
 Full and active executive support
o Management must be fully behind the strategic planning and implementation. If
not, the plan will fail. Without such backing, it is not worth even starting the
planning process. Executives must lead, support, follow-up, and live the results
of the strategic planning process to gain success
 Effective communication
o Develop ways to communicate, reinforce, and provide a structure that supports
the articulation and accomplishment of the strategic planning goals.
 Employee involvement
 Thorough organizational planning and competitive analysis, and
 Widespread perceived need for the strategic planning.
With this in mind, we can present some tools for successful strategic implementation:
1. Employee involvement: Recognise the human element involved in organisational
strategy implementation. Involve staff in planning as much as possible, and take
feedback from staff very seriously. Provide enough training to ensure staff have the right
tools to perform.
2. Compensation and Incentives Linkage to Performance: Here staff and management can
see a direct link between achieving action plans and their personal or departmental
reward.
3. Communication: To ensure success in strategy implementation, the process must
engage all employees at all levels of the organization.
4. Organizational Structure: A key enabler for effective strategy implementation is the
ability to align strategic goals and objectives with organizational structure. The structure
of the organization must complement strategy. Organisations should continually look at
this aspect and, if necessary, balance and reconfigure their structures to ensure that
strategy and company orientation are parallel.
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5. Technology: Advancements in technology have brought forth a myriad of choices in
applications and tools that support strategic planning as well as other organizational
processes.
7.2.1

Outputs

Each action can be made up of one or more outputs. Outputs are the things that must come out
of activities if a result area is to be achieved and the strategic plan is to be successful. All the
outputs together should lead to the achievement of the key result area at which they are aimed.
So, for example, if an activity were to organise for tertiary institutions to hold an open day in
your area, then the output would be “a well-attended open day”.
Listing all the outputs gives you a checklist of things that must happen in order to achieve your
goals. Usually, these lists are within a certain time period (e.g. Annual Plans). In addition to
being great checklists, these lists are also very useful when reporting on project and plan
progress.
7.2.2

Partnerships

Given the limited resources and capabilities of any organisation, local authorities will find it
difficult to complete all necessary tasks within the given time period and budget. It becomes
necessary for government to partner with certain organisations to achieve these goals.
The benefits associated with tourism-related partnerships include (New Zealand Planning
Toolkit for Local Government, May 2006):




a) The







Encourages cooperation and coordination between agencies;
Partners working towards shared strategic objectives;
Reduced costs for the same level of services;
Shared and more effective research.
Key Stages in Developing a Successful Partnership
Identify participants, invite participation and agree shared overall objectives;
Devise a strategy and action plan;
Obtain resources;
Manage delivery of the action plan;
Monitor developments and provide results to stakeholders;
Keep the partnership alive.

b) The Stakeholders
The stakeholders in most cases need to represent visitors, industry, community and the
environment, although they will not all need to be involved in every partnership. Representation
will be determined by need.
 Visitors are unlikely to be personally represented, but their views can be obtained
through surveys and user group representatives (e.g. tour companies).
 Industry can be represented by major operators, industry organisation representatives
and existing business forums.
 Community can be represented by elected members, community groups and interest
groups.
 Environment can be represented by conservation organisations, DEAT and other
environment agencies.
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c) Factors that Determine Success or Failure of Partnerships
International research has identified the following factors as key to the success of tourism
partnerships:
 Involve all stakeholders (VICE) early in the process – it is time-consuming to introduce a
group later. With large partnerships it may be necessary to gather smaller, like-minded
groupings, prior to bringing everyone together, so that each grouping feels it is relevant
(e.g. attraction operators may initially meet separately from transport operators);
 Be open and honest. Use the partnership to identify and develop the ideas of others, not
just rubber stamp your own;
 Commit to the partnership for the long-term. Be realistic about time resource
requirements and do not be too ambitious in the number of groups established;
 Accept that it takes longer to reach decisions when working in a partnership – allow
longer timescales;
 Communicate regularly and effectively both with partnership members and externally on
the work and success of the partnership;
 Keep the partnership alive by investing time and effort into its management, maintaining
activity, and demonstrating and reporting progress.
For more on PPPs, please refer to the National Treasury Departments Tourism PPP toolkit.
7.2.3

Project Design, Appraisal & Development

Given that local municipalities are the implementation agents of government, it is easy to see
that these organizations play a crucial role in ensuring the quality and attractiveness of each
destination in its area. Local municipalities will not only review every major project proposed,
but also engage with project designers to ensure that the project falls within current and future
strategic goals of the area, the province and the country.
A successful project design appraisal will have benefits for the developer and operator, host
community, visitors, and the municipality (New Zealand Planning Toolkit for Local Government,
May 2006):






Undertaking a robust appraisal at an early stage reduces the possibility of problems
(like litigation or redesign) emerging later in the development process;
Creates a positive environment for collaboration;
Helps identify opportunities for synergy between previously unrelated projects (e.g. road
improvement and site development);
Promotes greater integration between different attractions within a destination (e.g.
improved access);
Can strengthen the distinctive identity and character of a destination (e.g. through
selecting appropriate design styles, materials etc)

In appraising any projects, the following procedures should be implemented:
a) Environmental Impact Assessment (EIA)
International Association for Impact Assessment (IAIA) defines an environmental impact
assessment as "the process of identifying, predicting, evaluating and mitigating the biophysical,
social, and other relevant effects of development proposals prior to major decisions being taken
and commitments made." ("Principle of Environmental Impact Assessment Best Practice"
International Association for Impact Assessment. 1999.)
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An EIA report for a tourism project should take into account (New Zealand Planning Toolkit for
Local Government, May 2006):
 The visual and sensory effects of the project (what it looks like, etc)
 The effect these changes will have upon the character and identity of the overall
landscape setting
 The identification of ways in which the harmful effects of a project can be avoided,
remedied or mitigated
 The effects of change and any proposed environmental compensation upon both the
host community and the visitors
In many cases, the appropriate expertise and capabilities will have to be outsourced in the form
of an EIA consultant.
One of the shortcomings of an EIA based approach is that, with its specific project focus, the
effect of a multitude of projects upon a landscape or environment is not accounted for.
Furthermore, environmental threats do not respect national borders.
Ideally, a robust strategic plan will help to address this risk, but even then, a total focus on
reducing effects can become unhelpful. Municipalities and provinces should communicate with
each other regarding these threats and the effects of major and multiple projects within certain
geographical areas.
b) Project Scoping
Project scoping involves:
 An assessment of the basic project requirements;
 Analysis of potential and limitations (e.g. site analysis); and
 Identification of design opportunities.
This is usually done by developers as a risk assessment and opportunities identification
method, but it is usually done only with the developers own commercial needs in mind. Local
governments must also do this, but with a view to understanding the connections between the
project and its surrounding.
It is the identification of design opportunities that offers greatest potential for creative
collaboration. Local authorities will have their own capital investment and asset management
plans, which may include projects that could complement the developer’s proposals. Some
examples of this type of synergy are the improvement district-led upgrading that have been
implemented in parts of Johannesburg, in which the municipality has invested in public
infrastructure in partnership with businesses and landowners upgrading their land and
buildings. In other cases, the opportunity may lie in getting two developers to collaborate.
A checklist for helping you identify opportunities for collaboration between your council and
developers on tourism project proposals is attached.
In most cases, a creative engagement between a municipality and developer can identify winwin outcomes. If the project is large enough, it may provide a stimulus for regeneration of a
neighbourhood, acting as an anchor for other public and private investment. Involvement of a
municipality can also improve the chances of attracting other forms of support (such as from
central government agencies).
In order to realise these types of outcomes, it is essential for a municipality to nominate a wellqualified and experienced coordinator, who can work with the developer and their consultants
on an equal footing. This may be an existing planner or designer within the council, or for a
major project it could be efficient to engage an external consultant. This has been successful
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on a number of inner city projects in recent years. The overall aim is to identify ways in which a
developer’s initiative can add value to, and receive benefit from, the landscape setting for which
it is proposed.
For more on EIAs, please refer to the EWTs EIA toolkit.
7.2.4

How Do We Ensure Implementation of Our New Plan?

The following guidelines will help ensure that the plan is implemented.
1. When conducting the planning process, involve the people who will be responsible for
implementing the plan. Use a cross-functional team (representatives from each of the
major organization’s products or service) to ensure the plan is realistic and
collaborative.
2. Ensure the plan is realistic. Continue asking planning participants “Is this realistic? Can
you really do this?”
3. Organize the overall strategic plan into smaller action plans, often including an action
plan (or work plan) for each committee on the board.
4. In the overall planning document, specify who is doing what and by when (action plans
are often referenced in the implementation section of the overall strategic plan). Some
organizations may elect to include the action plans in a separate document from the
strategic plan, which would include only the mission, vision, values, key issues and
goals, and strategies.
5. In the implementation section of the plan, be sure to detail particularly the first 90 days
of the implementation of the plan. Build in regular reviews of status of the
implementation of the plan.
6. Translate the strategic plan’s actions into job descriptions and personnel performance
reviews.
7. Communicate the role of follow-ups to the plan. If people know the action plans will be
regularly reviewed, implementers tend to do their jobs before they’re checked on.
8. Be sure to document and distribute the plan, including inviting review input from all.
Reports and similar documents are great tool for monitoring and re-communicating the
plan to stakeholders.
9. Be sure that one internal person has ultimate responsibility that the plan is enacted in a
timely fashion.
10. The chief executive’s support of the plan is a major driver to the plan’s implementation.
Integrate the plan’s goals and objectives into the chief executive’s performance reviews.
11. Have designated rotating “checkers” to verify, e.g., every quarter, if each implementer
completed their assigned tasks.
Implementation of a strategic plan is an iterative process. Once teams and managers have
been picked, progress needs to be monitored on a regular basis. If goals are not going to be
met then it is possible that the team or management needs to be changed, or goal timelines or
tasks need to be changed.
For further information you can refer to the following documents either on the web or in the
attached References Folder:
 Strategic Planning in Non-Profit Organisations;
http://www.managementhelp.org/plan_dec/str_plan/str_plan.htm
 How To Make Strategic Planning Implementation Work;
http://humanresources.about.com/od/strategicplanning1/a/implement_plan.htm
 Implementing the Strategic Plan;
http://www.vistage.com/featured/implementing-the-strategic-plan.html
 Turning Strategy into Action;
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http://www.researchandmarkets.com/reports/42897/turning_strategy_into_action_tools_
and
Strategic Planning: Five Rules for Implementing your Plan;
http://www.work911.com/cgi-bin/planning/jump.cgi?ID=6761
Strategic Planning – Implementing and Execution;
http://www.work911.com/planningmaster/Strategic_Planning__Implementing_and_Execution/
New Zealand Planning Toolkit for Local Government, May 2006
Principle of Environmental Impact Assessment Best Practice" International Association
for Impact Assessment. 1999;
http://www.iaia.org/modx/index.php?id=149
Environmental Impact Assessment Toolkit; http://www.eiatoolkit.ewt.org.za
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8. MONITORING PERFORMANCE TOOLKIT
8.1 Introduction
This Toolkit provides the resources to enable ongoing monitoring of the destination’s
performance in meeting its objectives for tourism. This will provide information that will enable
the municipality to refine planning processes and identify priorities for action.

8.2 Monitoring and Evaluation
Monitoring is a task for management within the organisation. Within local government, the
Municipal Systems Act, 2000 makes it a requirement that municipalities have functioning
performance management systems in place to monitor the achievement of IDP objectives.
Generally, the tourism plan can be included as a component of local economic development
plans within an IDP. This varies between municipalities depending on the institutional
arrangements prevailing and the importance of tourism within the municipality. Either way, it is
important to include Key Performance Indicators (KPIs)aligned to the achievement of local
tourism objectives in the scorecards of relevant municipal departments.
There is an internal administrative role for the person responsible for tourism to assist heads of
department in ensuring that tourism KPIs are:
1. Appropriately incorporated, integrated and aligned to municipal objectives and the
activities of other department during the IDP planning process;
2. Is sufficiently motivated during the budget compilation and project prioritisation phase;
and
3. Is adequately reflected and accommodated during the finalisation of the Service
Delivery Budget Implementation Plan (SDBIP) phase.
Once tourism activities and projects form part of the departmental scorecard for that financial
year, an assessment of how a municipality is performing can be done and a comparison can be
made as to what extent strategic plans have been actioned.
Monitoring and evaluation of a strategic plan has many benefits for organisations:
 It shows if the plan/s are being implemented successfully
 It ensures that the organisation is moving in the direction outlined by the plan/s
 It helps account to stakeholders regarding progress and status of the plan or the
organisation as a whole
 It allows the organisation to more effectively learn from its mistakes
 It helps leadership and management undertake corrective measures before its too late
to do anything about mistakes
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It helps to build commitment and support
It can produce ‘hard numbers’ and calculates the impact of tourism on poverty
It can be used to link the toolkit to wider development objectives
It can grow local information resources about tourism

In assessing the progress and success of various strategic plans and projects, one has to
measure their impact on Visitors, Industry, Community and the Environment. While
municipalities are not required to perform every monitoring task, it should receive all relevant
monitoring reports as this affects current and future planning cycles.
In order to assess progress and success, we must compare certain data from monitoring
reports to baseline data. Baseline data is information regarding the situation when you first start
any project. For example, if you want to increase the number of tourists through your plan, the
baseline information would be the number of tourists that visits your area right now. You will
measure the impact of your plan by comparing baseline information to information you have
collected later. The performance indicator is how much better or worse your monitoring data is
compared with baseline data.
A useful approach to monitoring and evaluation is to opt for measuring what is feasible over
what is ideal. This approach to M&E focuses on:
 Achieving something rather than nothing (a minimum level of development?);
 Planning for implementation, i.e. setting up a mechanism that will continue year after
year with updates and adaptations as needed;
 Partnerships as a way of working across sectors, levels of government and outside
government – linking tourism with local economic development cannot be done without
complementary action at national and local level, between government and private
sectors and between the tourism sector and other sectors including agriculture,
transport, environment, land use and industry.

8.3 Why use this Toolbox?
The use of performance indicators can bring a range of benefits:
 Provide data by which an organisation or project can be evaluated;
 Develop standards that inform people what to expect (e.g. environmental);
 Be used as a management tool to identify potential poor performance and take early
corrective action;
 Enable benchmarking for comparisons between different organizations undertaking
similar functions;
 Develop targets that motivate staff in the organisation, give them a sense of purpose
and an independent means of recognising their achievements.

8.4 Determining What to Monitor & Evaluate
It is important to have in mind what the purpose of the monitoring and evaluation is in local
government. It is, therefore, useful to reflect on what monitor and what evaluations will be done
about tourism in a local area. Below is a table to assist with determining what to monitor and
what to evaluate:
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M&E will assist my municipality to…

Yes

No

(this must be
monitored &
evaluated)

(this is being
addressed
elsewhere)

Boost local inputs into the tourism supply chain?
Support micro/small/community tourism entrepreneurs
Accredit a ‘local guide’ category
Support craft makers & vendors
Provide a market space for tourist craft sales
Include un-skilled and semi-skilled people in
hospitality training
Stimulate partnerships between private sector and
communities
Influence private sector behaviour via concessions,
licensing, or codes
Catalyse destination linkages between stakeholders
Address cultural/social costs of tourism
Address environmental / physical costs of tourism
Involve poor people in plans and policy making

8.5 Baseline Measurement
You must first collect baseline information. This is information regarding the situation when you
first start any project. For example, if you want to increase the number of tourists through your
plan, the baseline information would be the number of tourists that visits your area right now.
You will measure the impact of your plan by comparing baseline information to information you
have collected later.
In assessing the progress of a plan or project, the following questions should be asked:
1. Are goals and objectives being achieved or not? If they are, then acknowledge, reward
and communicate the progress. If not, then consider the following questions.
2. Are resources being used efficiently and effectively?
3. Are work units meeting their objectives?
4. Are individuals meeting their objectives?
5. Will the overall goals be achieved according to the timelines specified in the plan? If not,
then why?
6. Should the deadlines for completion be changed?
7. Do personnel have adequate resources (money, equipment, facilities, training, etc.) to
achieve the goals?
8. Are the goals and objectives still realistic?
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9. Should priorities be changed to put more focus on achieving the goals?
10. Should the goals be changed?
11. What can be learned from our monitoring and evaluation in order to improve future
planning activities and also to improve future monitoring and evaluation efforts?

8.6 Designing Performance Indicators
The diagram below provides a format for designing performance indicators that reflect the
requirement for:








Reliability: how accurate do you want the information to be for the purpose to which it
will be put?
Timeliness: how soon do you want the information to be available following actual
events?
Participation: how will you involve those who will provide as well as those who will use
the information?
Cost: what is affordable, including the internal staff and other resources you will need to
support this work?
Comparability: is part of your requirement to make comparisons with other local areas,
or at the regional or national levels?
Frequency: is the information required continuously – every month, every year?
Utility: are the indicators going to be used to inform the decision-making process? Will
they be suitable for use by a wide range of audiences? Will they measure change? Can
they be sustained over a period of time? If the answer to any of the above questions is
“no”, think carefully as to the suitability of the indicators you are proposing.

8.7 Performance Indicators
Below we present some examples for monitoring by way of performance indicators. The factors
listed below under each section may not be applicable to your situation, and the model should
be adapted where necessary.
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Visitor Demand Toolbox
Visitors (to the municipality)
Number of international and domestic
visitors
Purpose of visit
Length of stay
Average number of visitors per day
(overnight)
Average number of visitors per day (day
trips)
Economic Impact Toolbox
Visitors
Number of overnight visitors

Number of day trips
Industry
Number of tourism businesses

Visitor country (international) and
region (domestic) of origin
Number of visitors using different
transport types to reach area
Number of visitors using different
types of accommodation
Seasonality profile for area
Visitor projections and forecasts

Daily visitor expenditure on
accommodation, transport,
attractions, shopping, food and
beverage

Number of people employed directly
in different types of tourism
businesses

Number of day trips
Community
Amount of money spent by visitors that stays in the area
Tourism Industry Inventory Toolbox
Industry
Number of tourism businesses
Number and type of accommodation
businesses
Number and type of activities
Number and range of transport providers
Number of registered businesses

Number and type of attractions
Trends in accommodation provision
Quality of Council services
Trends in business registrations

Visitor Satisfaction (with the destination) Toolbox
Visitors
Quality, range, value for money of
Overall impression
accommodation
Range/choice, quality of visitor attractions
Popularity of attractions
and activities to do
Range/choice, quality of the shopping
Feeling of safety in terms of crime
environment
and traffic
Range/choice, quality of service, value for
Ease and cost of parking
money of places to eat and drink
Ease of finding, quality of service,
Overall enjoyment
usefulness of information received from Info
Site /information centre
Ease of finding way around – road signs,
Things liked most about the
pedestrian signs, display maps and
destination
information boards
Availability and cleanliness of public toilets
Cleanliness of the streets
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Things that spoilt the visit
Range and quality of evening entertainment

Likelihood of recommending
destination to others
Improvements visitors would like to
see

Upkeep of parks and open spaces
Public Sector Infrastructure Toolbox
Visitors
Number of overnight visitors
Number of day trips
Seasonality profile for area
Industry
Number of tourism businesses
Number and type of accommodation units
Volume of solid waste generated

Type of accommodation used
Visitor projections and forecasts

Volume of water usage
Volume of waste water generated
Percentage of businesses that use
environmental management systems

Community
Community views on investment in public infrastructure for tourism
Environment
Impact of infrastructure requirements on the
environment
Natural Assets Toolbox
Environment
Impact of tourism on environmentally
sensitive areas
Percentage of businesses that use
environmental management systems
Community Tourism Toolbox
Community
Level of community support for investment in
the tourism industry
Views on the impact of tourism on the
community
Project Design, Appraisal & Development
Environment
Guidelines in place to integrate new
development into the existing urban and
rural character of the destination

All tourism development proposals include a
landscape plan that shows how the project
will integrate with the surrounding landscape

Capacity of the environment to meet
infrastructure needs

Capacity of the environment to cope
with projected visitor numbers

The impact of tourism on the social
structure of communities
Degree of community consultation on
tourism issues/developments

Municipality has a 'landscape'
dimension in its asset management
plan, to promote and ensure
integration between different
environmental systems, and between
the municipality assets and new
development e.g. a green space
strategy: a planting design &
management strategy; wetlands and
waterways strategy?
Development proposals include
design specifications for buildings and
infrastructure that show how the
environmental effects will be
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minimised and how the facilities will
respect and enhance the destination
identity
Municipality has a system to monitor the
cumulative effect of developments upon the
character of the destination (e.g. a GIS
based 3D visualisation, A 3D model of
urban form)

Tourism Project Evaluation Toolbox
Visitors
Number of local, domestic and international
visitors generated by project
Origin of domestic and international visitors
Level of visitor satisfaction with project
Industry
Number of project proposals received
Number of projects approved and declined

Accommodation utilised
Length of stay of visitors

Amount invested annually in
approved projects
Degree to which approved projects
achieved objectives (return on
investment)

Types of projects received and supported
Community
Impact of new projects on the community
Environment
Impact of new projects on the environment

Event Development, Funding and Evaluation Toolbox
Visitors
Number of local, domestic and international
Accommodation utilised
visitors at each event
Origin of domestic and international visitors
Length of stay of visitors
Level of visitor satisfaction with events
Level of visitor satisfaction with event
venues
Industry
Number of event project proposals received
Number of event projects approved and
declined

Amount invested annually in
approved events
Degree to which approved projects
achieved objectives (return on
investment)

Types of projects received and supported
Community
Number of events targeted at the local
community
Level of satisfaction with the quantity and
quality of municipality funded events

Level of community support for
investment in events
Social impact of events on the
community

117

Environment
Impact of events on the environment

Infrastructure capability of destination
to hold events

Municipality
In addition to specific indicators for specific Toolboxes, the municipality must monitor its tourism
strategy, if such a strategy has been developed.
Additional Indicators for Local Authorities
Has current tourism strategy
Monitoring arrangements in place for
action plan
Tourism strategy prepared in consultation Input updated tourism data to plan
with stakeholders
annually
Tourism strategy includes action plan and
implementation schedule
System for Interpreting Performance Indicators
Interpretation of performance indicators can be undertaken in a number of ways:
 Use scales to indicate the performance against the goals (e.g. 1 = poor performance, 5
= excellent performance);
 Evaluate by assessing impact at low, medium or high;
 Assess performance against existing standards;
 Assess performance against budget to identify variance.
In many respects these functions raise the question of the structure and location of ongoing
tourism planning input within local authorities.
Monitor Performance against Goals
 Devise timetable for assessment (daily, weekly, monthly, quarterly, annually);
 Review achievement and refine goals if appropriate.

Information Collecting
Collecting your information for monitoring and evaluation does not need to be expensive or time
intensive. It may include information that is easy for your department to acquire such as:
 Minutes at appropriate meetings involving stakeholders;
 Field officer reports;
 Time sheets;
 Financial record systems;
 Industry related statistics released by national government or Statistics SA
Your method for collecting information should be relevant to the information you need for
monitoring, but also be simple and as resource efficient as possible.
Frequency of Monitoring and Evaluation
This depends of the kind of environment you organisation finds itself in. Where rapid change is
evident or the project is strategically urgent, you may want to do this regularly. Most
organisations do this on a monthly basis and report to Boards quarterly.
Reporting
Reporting is generally done in the form of status reports. In the reports, describe:
1. Answers to the above key questions while monitoring implementation.
2. Trends regarding the progress (or lack thereof) toward goals, including which goals and
objectives
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3. Recommendations about the status
4. Any actions needed by management
It is also useful to analyse the data using a table where you can compare expected results to
actual results. An example appears below:
Expected
indicator

Actual
situation

Any
deviation?

Increase
in
visitor arrivals by
20% in 2008

Visitor
arrivals
increase by 10%
in 2008

10%
less
increase than we
expected within
the time frame

Probable
reason
deviation

for

Global
credit
crisis
Marketing efforts
not
strong
enough

Lessons
and
Recommendations
Look into the potential
result of increasing
marketing
efforts
regarding more cost
effective destinations
in six months
Adjust visitor arrivals
target figures to take
the
global
credit
crunch into account

Changing the Plan
As can be seen form the above example, it is possible to change your strategic plan. These
changes include those involving deadlines, action or goals themselves.
Changes in the plan usually result from:
 Changes in the organization’s external environment
 Changes in organisational strategic direction
 Changes in client needs
 Changes in the availability of resources to carry out the original plan
The most important aspect of deviating from the plan is knowing why you’re deviating from the
plan, i.e., having a solid understanding of what’s going on and why.
Be sure some mechanism is identified for changing the plan, if necessary. For example,
regarding changes, write down:
1. What is causing the changes?
2. Why the changes should be made (the "why" is often different to "what is causing" the
changes)?
3. The actual changes to be made including to goals, objectives, responsibilities and
timelines.
You can also manage this process better by:
 Recording and dating the various versions of the plan (including putting a new date on
each new version of the plan).
 Always keep old copies of the plan.
 Always discuss and write down what can be learned from recent planning activity to
make the next strategic planning activity more efficient.
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A Note About Celebration
Be sure to celebrate achievements and milestones set out by the plan. Focus on achievement,
not failure. Celebration adds a sense of closure, acknowledgement and fulfilment from a job
well done. This impacts the next planning cycle in positive ways.
For further information you can refer to the following documents either on the web or in the
attached References Folder:
a) Civicus Action Planning Toolkit
b) Basics of Monitoring, Evaluating and Deviating from the Strategic Plan, Free
Management Library, http://www.managementhelp.org/plan_dec/str_plan/monitor.htm
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Tourism Planning Toolkit Templates

The SA Local Government Tourism Planning Toolkit included the following templates to assist
the local tourism manager to obtain information for completing a municipal tourism masterplan.
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T.001
Project Analysis Template
Purpose of Template
The purpose of this template is to
Project Application
No

Tasks

1.1

General description of project including details of the
promoters.

1.2

Confirm that all required information to make a decision has
been received.

1.3

Appoint a project team covering the key requirements to
evaluate the project prior to presentation to Council. The
local authority may consider it appropriate to appoint
external expertise to the project team to assist it in specialist
areas.

Completion
Date

Objectives Review
No

Tasks

2.1

Confirmation that project meets local authority objectives
(tourism, economic, social, environmental, cultural).

2.2

Confirmation that project meets local, regional and national
tourism strategy objectives.

Completion
Date

The Concept
No

Tasks

3.1

What is the concept? (general outline of the project).

3.2

What are the key elements of the project.

3.3

Where will the project be located (provide a map and site
plan).

3.5

Who are the likely users of the facility/service?
(international, domestic, day visitors).

3.6

What is the capacity of the project? (eg number of visitors
per day).

Completion
Date
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No

Tasks

3.7

What potential constraints might prevent the project from
occurring?

3.8

What is likely capital cost of developing the project?

Completion
Date

Site Analysis
No

Tasks

4.1

Is the site located in an existing or potential visitor
destination area, or is it en route to an existing established
areas? (describe pros and cons of site in relation to
markets).

4.2

Is the site well located in the area? (accessible, visible and
close to complementary facilities and services).

4.3

Is the site accessible from the likely major markets?
(number of kilometres, time, cost).

4.4

What form of transport will people use to reach the area?
(bus, car, helicopter etc).

4.5

Is it travel time and cost effective in comparison with
competing areas? (list competitors with time, costs etc).

4.6

What are the attributes of the site and are they sufficient to
attract visitors?

4.7

Is the attraction base of the area sufficient to draw and hold
visitors? (list other facilities/services).

4.8

Are there any new developments proposed for the area that
are likely to impact on the site? (list developments and
describe potential impacts).

4.9

Are there any apparent constraints to development on the
site? (eg flooding).

4.10

What are the competitive advantages of the site and
location over existing established facilities? (list).

4.11

What is the community response to the project/site?

Completion
Date
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T.002
Market Analysis Template
Purpose of Template
The purpose of this template is to

No
5.1

Tasks
What is the status of the local and regional economies?
(list any issues likely to impact on the economies).

5.2

Is the area growing or declining? (eg population).

5.3

What is the level and structure of visitation to the area?
(number of visitors from each market, growing or
declining, accommodation used).

5.4

Are there any proposed developments in the area that
could impact on the project? (list and state how).

5.5

What markets could potentially be attracted to the site
and locality? (list with size and market trends).

5.6

Is there a seasonality issue? (describe with possible
impacts).

5.7

Is there a strong existing market in the area or will the
project need to create its own market? (analyse).

5.8

Where will the competition for the project come from?

5.9

What does the competition offer in terms of facilities,
location and services? (list competitors and describe
offers).

5.10

How are the competitors performing? (numbers,
profitability, customer service etc).

5.11

What other visitor developments are proposed for the
area that could provide competition for the proposed
project? (list and describe).

5.12

What is the likely impact of the proposed project on
existing businesses?

Completion Date
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T.003
Visitor and Financial Analysis Template
No

Tasks

6.1

What is the capacity of the facility/service? (hourly, daily).

6.2

How many people will visit? (daily, monthly, annually).

6.3

What will visitors be charged? (list for each element,
discounts).

6.4

What are the other revenue earning opportunities? (retail,
catering etc).

6.5

What are the revenue projections for the first five years?

6.6

What are the projected operating costs for the first five years?

6.7

What is the projected financial performance for the first five
years?

Completion
Date

Project Costs
No

Tasks

7.1

What are the projected costs to complete the project and be
ready for opening? Costs to include site acquisition, design
and approval, construction, set up and pre opening.

Completion
Date
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Project Risks
No

Tasks

8.1

What are the potential risks for the developer (eg higher
capital costs, lower visitor numbers and revenue, higher
operating costs). How will these risks be addressed?

8.2

What are the potential risks for the local authority (eg up
front investment with no guarantee that project will
proceed). How will these risks be addressed?

Completion
Date

Conclusions
No

Tasks

9.1

Will the project improve the range of tourism products
available in the district/region?

9.2

Does the project have potential for financial success?

9.2

Will it potentially increase the number of visitors and/or
length of stay to the district/region?

9.3

Will it support the local authority’s tourism and economic
development strategies for the district/region?

9.4

Can the local authority’s investment be liquidated in the
future?

9.5

Are there potential future costs that the local authority will
be committed to?

9.6
9.7

What will be the local authority’s strategy to maximise the
potential from the project?
What is the likely community response to the project?

9.8

What are the recommendations to Council?

Completion
Date
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T.004
Events Funding Programme – Application Requirements Template
Application Requirements
1. Event Categories
For the purpose of the Events Funding Programme, events have been divided into three
categories:
Category A
Events considered under Category ‘A’ usually have one or more of the following
characteristics:






Are new
Have a focus limited to a particular group within the town/city
Have the potential for town/city/region appeal
Report a total projected gross budget between R...... and R.......

Category B
Events considered under Category ‘B’ usually have one or more of the following characteristics:





Possess definite town/city/region wide appeal
Have potential visitor appeal
Report a total projected gross budget between R...... and R......

Category C
Events considered under Category ‘C’ usually have one or more of the following characteristics:






Are a major event and have definite impact beyond the region
Have established themselves as visitor attractions
Have potential for alternative sources of revenue
Report a total projected gross budget in excess of R......
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2. Required Documentation
All applicants must include the following information in addition to completing and signing the
Application Form.





Copies of documents that identify the legal structure of the organisation






A brief history of the organisation and its involvement with the event



A detailed promotional strategy which outlines what steps have or will be
taken to promote the activity to the local community and/or to potential
visitors



A description of volunteer involvement including the total number of
volunteers and their role(s) within the organisation



Projected attendance figures including an explanation of how the projection
is derived



A brief description of future goals and objectives of the event (in what
position does the event hope to find itself in three to five years)



A list of those participating in the event (cultural/entertainment/sporting
events and their level of prominence – local, national, international, specify
confirmed or tentative bookings



Detailed budget, including expenditure, confirmed and projected revenue
and the amount of support requested

An outline of the organisational structure (board and staff)
A list of full time staff (if any) including names and their responsibilities
within the organisation
The goals and objectives of the event – why is the event being organised?
A description of the event for which the funds are being requested
A planning document which outlines all the major steps involved in
organising the event as well as deadlines for each of these steps

Application for Category ‘B’ and ‘C’ events should also include:




A brief biography of each member of the Executive Board



If applicable detail any public consultation and the public reaction to the
event

A summary of job opportunities which will be provided including full time
positions, part time positions, placements, as well as short term staff hired
for implementation of the event
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3.

Post Event Report

All applicants are required to submit a post event report which includes the following
information on the completed event

4.





Event evaluation by organisers (including feedback from event attendees)



Attendance figures (spectators and event participants) including a
breakdown of confirmed figures and estimated totals




The number of volunteers and volunteer hours



An economic impact report identifying the amount of money spent locally by
the organisation for goods and services; the number of out of
town/city/region visitors; the spending by visitors on specific services

Audited Financial Report
Inventory of marketing/promotional achievements; list and include copies of
newspaper ads or articles; approximate number of radio and television ads;
all promotional material (brochures, posters, programmes); website use if
appropriate and all other marketing material and achievements)

Inventory of employment opportunities provided, list of full time and part
time positions as well as staff hired for the implementation of the event

The Process
a) Deadline for Application
Applications for funding under the Event Funding Programme must be received
by 1 March in the year preceeding the local authority’s financial year (July to
June).
b) Staff Review
Staff will conduct a review of applications and prepare an interim report
detailing the number and range of applications, in addition to the total funding
requested. During this process applicants may be contacted for additional
information, as well as clarification of certain items. Staff evaluations of
previous events will be also be used in the preparation of the interim report.
c)

Festival Committee or Appropriate Local Authority Committee
The staff interim report and recommended funding levels will be reviewed.
Applicants may be asked to appear before the committee.

d) Recommendations Report to Appropriate Local Authority Committee
A report recommending funding levels will be submitted to the appropriate local
authority committee for approval.
e) Issuing of Funds
Funds will be distributed to the event sponsors following final approval of the
report. 5% of funding will be retained until the Post Event Report has been
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completed and accepted by the local authority.
f)

Maximum Funding Levels
Category A: …% of gross budget or R..... whichever is the lesser amount
Category B: …% of gross budget or R..... whichever is the lesser amount
Category C: …% of gross budget or R..... whichever is the lesser amount
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T.005
Partnership Constitution – Key Elements Template
Detailed below is an outline of a draft constitution for a Tourism Partnership.
1) Partnership name
The name shall be: XYZ Tourism Partnership
2) Goals/objectives
The objectives of the XYZ Partnership are to provide strategic support and guidance and to
promote, deliver and advise on initiatives that will:






Welcome, involve and satisfy

Visitors

Achieve a profitable and prosperous

Industry

Engage and benefit host

Communities

Protect and enhance the local

Environment

Its purpose will be to prepare and publicise a Regional Tourism Strategic Plan, to identify
sources of funding and to coordinate and to establish small working groups to progress projects
identified in the plan
3) Membership of the Partnership
The Partners will be drawn from the public and private sector and represent:
Visitors
Industry
Community
Environment
4) Funding
The objective will be to identify sources of funding from the public and private sectors to
achieve the goals, or specific initiatives, of the Partnership.
5) Board membership and responsibilities
The Board membership will comprise representation from the four stakeholders groups:
Visitors
Industry
Community
Environment
It will elect its own officers (Chairperson etc)
Key responsibilities include:
 Take decisions on policies, projects and initiatives
 Actively participate with other bodies
 Identify and secure sources of external funding
 Help facilitate cooperation between interest groups
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6) Meetings
The Partnership will meet at such intervals, time and place as shall be determined
7) Sub group representatives and responsibilities
Sub groups will comprise representation from the four stakeholder groups, based on the needs
of specific projects/initiatives
8) Administration
The administration including secretariat will be undertaken by one of the public agencies in the
first instance, with the potential for the partnership to manage its own administration if and
when appropriate.
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T.005
Residents’ Tourism Survey Template

Interviewer instructions appear in italics - please do not read these to the respondent.
Introduction
Hello. My name is _____________________, and I am working for ……….. We are trying to
find out what the local community thinks of tourism and the visitor industry in …………….
To make sure that we have a random and balanced survey, I need to interview the person in
your household (who is at home at the moment) who is 15 years or over and who has the next
birthday. Is that you?

If not: May I speak to that person please? (Repeat introduction if necessary)
Is it convenient to ask you a few questions? This questionnaire takes about 10 minutes to
complete and the answers are kept entirely confidential. We do not even need to know your
name
If not: Is there a more suitable time when I could arrange to call you back?
Proceed . . .

If you feel that this person just needs some encouragement to participate:
[Your views are important. We are trying to get the views of many different types of people
within the community, so it does not matter whether you feel that you have anything to do with
visitors to the area or not. We would still like to hear what you think of tourism here in
…………….]
Please note that this questionnaire is for people who reside in ………… and not for
beach-owners or owners of holiday homes who do not live in the area
Questionnaire number:
Date:
Time:
This questionnaire is in 3 parts. You do not have to answer every question.
FIRST SECTION:
Asks some general questions about living and working in ……………..
1)

How long, in total, have you lived in …………..?
Years/ months
(delete one)

2)

Were you born in …………….?
1. Yes
2. No

77. Unsure
88. Not stated
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3)

In which suburb or area do you live?

4)

What do you like about living in the …………….?
1
2
3
4

5)
In the last year, have you worked in any of the following jobs? – tell me as I read them
out to you. Please ask the interviewee if they worked full-time (FT=1), part-time (PT=2), or
casually (C=3) in any stated job.
#
Job Status
1. Accommodation (e.g., hotels, motels, backpackers,
homestays)
2. Transport (e.g., bus/ coach/ taxi driver)
3. Restaurants/ cafes/ bars
4. Travel agency/ information centre
5. Tour guiding or visitor attractions
6. Souvenir shops/ arts and craft shops
7. None of the above
77. Unsure
88. Not stated
6)
Does anyone else in you household or immediate family work in any of these tourismrelated jobs that I just read out? If no, go to Question 7.
1. Yes
77. Unsure
2. No
88. Not stated
b) If yes, Did they work full-time (FT=1), part-time (PT=2), or casually (C=3) in these jobs?
Job Status
Person1
Person2
Person3
Person4

7)
In the last 12 months, have you had any out-of-town visitors stay at your home? If no,
go to Question 8.
1. Yes
77. Unsure
2. No
88. Not stated
b) If yes, Were they international visitors or domestic visitors?
1. International
77. Unsure
2. Domestic
88. Not stated
3. Both international and domestic
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SECOND SECTION:
Designed to gauge your overall reactions to visitors and the tourism industry in ………….
8)
In your opinion, what benefits (both for the community and/ or for yourself) are there
from tourism and visitors in …………….? Record in order as spoken. Please ask
interviewee if stated answer(s) represents a community benefit (C=1), a personal benefit
(P=2), or both (B=3).
Who
benefits?
Bene1
Bene2
Bene3
Bene4
9)
In your opinion, what problems (both for the community and/ or for yourself) are
caused by tourism and visitors in ……………? Record in order as spoken. Please ask
interviewee if stated answer(s) represents a community problem (C=1), a personal
problem (P=2), or both (B=3).
Whose
problem?
Prob1
Prob2
Prob3
Prob4
10)
Overall, do you think that the community, AS A WHOLE, benefits from tourism in
………………?
1. Yes
77. Unsure
2. No (specify below)
88. Not stated
If no, please ask interviewee to specify who (if anyone) benefits from tourism in
…………………..
Who1
Who2
Who3
Who4
11)
What are your greatest concerns about tourism and visitors in …………..? You may
have to use the following prompt: “Is there anything about tourism in …………… that
you are particularly worried or concerned about?” If no concerns stated, go to Question
12.
Con1
Con2
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Con3
Con4
b)
Have you ever been concerned enough about these things to do something like write to
a newspaper, or contact the council or an MP?
1. Yes (specify below)
77. Unsure
2. No
88. Not stated
Act1
Act2
Act3
Act4
12)
Overall, on a scale from 1 to 4, how often do you meet or come into contact with tourists
or visitors in …………….? 1 = never, 2 = rarely, 3 = sometimes, 4 = frequently. If never, go to
Question 15.
1. Never
77. Unsure
2. Rarely
88. Not stated
3. Sometimes
4. Frequently
13)
Using the same 4-point scale, how often do you meet or come into contact with tourists
or visitors while you are doing your favourite leisure or recreation activity? Please ask
interviewee to specify activity. If answer to this question is “never”, please go to
Question 15.
1. Never
77. Unsure
2. Rarely
88. Not stated
3. Sometimes
4. Frequently
Activity

14)
In general, does this contact with visitors detract from, or enhance, your leisure or
recreation experience?
1. Detract
77. Unsure
2. Neither detract nor enhance
88. Not stated
3. Enhance
15)
Are there any places in ……………. where you enjoy seeing and meeting tourists or
visitors?
1. Yes (specify
77. Unsure
below)
2. No
88. Not stated
3. No opinion
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Enjoy1
Enjoy2
Enjoy3
Enjoy4
16)
Are there any places in ……………. where you would prefer not to see and meet
tourists or visitors?
1. Yes (specify
77. Unsure
below)
2. No
88. Not stated
3. No opinion
Dislike1
Dislike2
Dislike3
Dislike4
17)

Are there any types of tourists or visitors that you particularly like or dislike?
Like1
Like2
Dislike1
Dislike2

18)
On a scale from 1 to 5, how would you describe the current level of tourism in
…………………? 1 = very low, 3 = moderate, 5 = very high.
1. Very low
77. Unsure
2. Low
88. Not stated
3. Moderate
4. High
5. Very high
19)
Where would you place yourself on the following 5-point scale? One (1) means that
“there is far too much tourism now”, 3 means that ‘there is about the right level of tourism now’,
and 5 means that “we could do with a lot more tourism”.
1. There is far too much tourism now
77. Unsure
2. Less tourism
88. Not stated
3. There is about the right level of tourism now
4. More tourism
5. We could do with a lot more tourism
20)

The next few questions use a 3-point scale: never, sometimes, or often.
1. Never
77. Unsure
2. Sometimes
88. Not stated
3. Often
Have you ever…?
a. Have you ever changed your shopping times to avoid tourists or
visitors?
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b. Have you ever changed your local recreation patterns to avoid tourists
or visitors?
c. Have you ever gone away at busy times to avoid tourists or visitors in
……………?
d. Do you ever take ‘out-of-town’ visitors to local …………… attractions? (If
yes, please specify below)
e. Do you ever go to local ……………….. attractions without visitors?
Loc1
Loc2
Loc3
Loc4

FINAL SECTION:
These questions will allow us to check that we have a good cross-section of the community.
Some of these questions are personal, but remember that your answers will be kept
confidential and you will remain anonymous.
21)
What is your gender? You should be able to answer this question yourself without
having to ask the interviewee.
1. Male
77. Unsure
2. Female
88. Not stated
22)

What age group are you in? – tell me
1. 15-19
2. 20-24
3. 25-29
4. 30-34
5. 35-39
6. 40-44
7. 45-49

when I reach your age group
8. 50-54
9. 55-59
10. 60-64
11. 65 and over
77. Unsure
88. Not stated

23)
What is your ethnicity? You may have to select the category that best
describes the interviewee’s stated ethnicity.
1. European South Africaer
2. Maori (please state iwi)
3. Pacific Islander
4. Asian
5. Other (please state)
77. Unsure
88. Not stated
24)

What is your employment status? You may have to prompt for response.
1. Employed full-time
77. Unsure
2. Employed part-time
88. Not stated
3. Self-employed
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4. Unemployed and actively seeking work
5. Not in the labour force (incl. retired)
25)
In the last year, what was your personal income group? – tell me when I reach
your income group (Gross income)
1. Nil income or loss
9. R40,001-50,000
2. R1-5,000
10. R50,001-70,000
3. R5,001-10,000
11. R70,001-100,000
4. R10,001-15,000
12. R100,001 and over
5. R15,001-20,000
6. R20,001-25,000
77. Unsure
7. R25,001-30,000
88. Not stated
8. R30,001-40,000

26)
Another part of this study is concerned with face-to-face interviews with ………….
residents. Would you be willing to participate in a short follow-up interview at a later date?
This would take 20-25 minutes to complete, and would based on the responses you
have provided in this questionnaire. A random sample of people who agree to be interviewed
will be selected and then contacted accordingly. This interview will take place within the next
four weeks.
1. Yes
77. Unsure
2. No
88. Not stated
If yes, What is you name and contact phone number?
Name:
Contact phone number(s):

Thank you for your time and co-operation. Goodbye.
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T.006
Municipal Integrated Development Plan Survey Template

How to fill in your response:
1. Who should fill out the survey form? The ratepayer. If you pay the rates on more than
one property then you will receive a separate form for each property.
2. If you are not a ratepayer, then the representative of the organisation the survey is sent
to should fill out the survey form.
3. You will not be personally identified from any of the information that you provide.
4. If you do give your name at the end of the survey form, you will be eligible to enter into
a draw for a XXX. If you would like to enter into this draw then all you have to do is fill
out the detachable slip at the end of this survey and post it along with the completed
survey form in the envelope provided. The prize winner will be notified by telephone by
(XXX – add date)
5. Please return your completed survey by ……………….
6. Results of the survey will be available by (………) from ………… at XYZ Council and
will also be on the Council’s website www.xyz.govt.SA
7. The survey is divided into four parts. In most circumstances all you have to do is tick 
the relevant box.
If you would like any further information please do not hesitate to contact …………
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BACKGROUND INFORMATION:

1.


Do you live permanently in ………… ?
Yes



No (go to question 3)

2.
If yes, how many other people live at your address with you ?
………………………..
3.
How many days per year do you spend at ……….. ?
…………………………
4.
How long have you lived at …………. ?
…………………………
5.


What do you use your property for?
vacant site



permanent residence



bach/ holiday purposes



industry



commercial shop/offices



other: Please state:…………………………………

6.

Do you work in the ………… area ?

Yes


No

7.

If so, what type of industry do you work in ?




tourism/ hospitality
conservation

agriculture

fishing

forestry

unemployed

other: please state……………………………..

8.

Would you like the ………… area to experience further growth ?
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Yes
No

9.
If so, in your opinion what areas provide the best opportunities for future economic
development in the ………….. area ?





recreation
tourism/ hospitality
agriculture
other: if so, please state……………………………..

OPINIONS ABOUT TOURISM:

10.

11.
12.
13.
14.

15.

16.

17.

18.

19.
20.

Could you please answer the following questions relating to tourism within the ……….. area:
Strongly
Disagree
Agree Strongly
No
disagree
Agree
opinion
The tourism industry provides many
worthwhile employment opportunities
for community residents
Tourism encourages investment in our
local economy
The environmental effects resulting
from tourism are relatively minor
The overall benefits from tourism
outweigh the negative impacts
A good way to manage development in
the ……… area is through land use
zoning
The ………. Council should introduce
more controls and rules to control
development in the ……….. area
The ……….. Council should take steps to
restrict tourism development in the
………. area
The ……… area is becoming
overcrowded because of too many
visitors
Tourism is responsible for too fast a
rate of growth and development in the
……….. area
Our household standard of living is
higher because of money visitors spend
here
The ……….. area is growing too fast.
It is important that the community be
involved in decisions about tourism
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21.

22.

Decisions about how much tourism and
growth we should have are best left to
the private sector
The ……….. Council should develop plans
to manage the effects of the growth of
tourism

DISADVANTAGES OF TOURISM
Please tick any of the following effects from tourism development within the ………… area:


traffic congestion

feeling of being overcrowded

overdevelopment

visual effects

increase in real estate costs

environmental effects

no disadvantages

other: please state……………………………..

ADVANTAGES OF TOURISM
Please tick any of the following effects from tourism development within the ……….. area:


employment opportunities

business opportunities

increase in real estate value

overall appearance of the community

influx of new residents

better recreational facilities

no advantages

other: please state……………………………..

If the …………. Council was to become more involved in the future development of …………..,
what tasks would you want it to carry out ?

What role can the ………… Council undertake in the ………… area ?

Do you have any other concerns related to visitors or tourism development that were not
addressed in this questionnaire?

What is your vision of the Community’s future and what role should tourism have in that future?
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FUTURE CONSULTATION
The Council is interested in ensuring that the community is actively involved in the future
planning for tourism to ensure that proposals meet both economic and social objectives.
Would you be interested in taking part in some in-depth discussions with other members of the
community and other stakeholders regarding the future growth and development of ………… ?
If so, could you please write your name, address, and contact details below:
Thank you for taking the time to fill out the survey. Then all you need to do is to put this survey
and the slip in the enclosed envelope and post it.
------------------------------------------------------------------------------------------Name:
Address:

___________________________________
___________________________________
___________________________________
___________________________________

Phone:

_______________

Email:

144

T.007
Economic Impact Survey Template

This template seeks to get an indication of economic importance of tourism to a municipality. To do this we need to find out something about
visitor expenditure. Would you be able to spend five minutes to answer a few questions?
1.

What country are you from?

2.

Did you stay in the Town or District last night or will you stay tonight ?
YES- TOWN

YES – DISTRICT NOT TOWN

NO

What sort of accommodation did you / will you stay at in Akaroa or the district ?
1
Bed & Breakfast

2
Commercial
Camp Ground
(not DOC)

3
Camp / campervan
(not at commercial
campground)

4
Motel

5
Backpackers
hostel

6
Private Home

7
Hotel

8
Other (specify)

3.

How long have you been in the municipality until now:

days

hours

4.

How long do you expect your total stay in the municipality will be:

days

hours

Interviewer Note for Tables on Next Page:
For overnight visitors who have been here less than 24 hours, we want to be able to adjust their expenditure to a per 24 hours, so get
actual hours to date. Some people think of expenditure in some categories on a per trip basis (e.g. accommodation, where they pay at
the end). If someone is staying overnight in commercial accommodation but has spent nothing so far or in the last 24 hours, please ask
them to estimate what their accommodation expenditure per night will be.
For day visitors we want to rate up their expenditure to date to expenditure per trip, so we need to know how many hours they have
been here so far and how many hours they expect to be here in total.

For the following table we want to know how much the average person spends in a day here, and what they spend it on.
 If you are in a group (e.g. family or friends) where spending by one person is not representative of each person (e.g. if one person pays for
most of the food or petrol or accommodation), please tell us all the spending by the group;
 If you are on your own, or you pay your own share of joint spending, please tell us only your own spending.
5.

How many people does this expenditure cover ?

6.

What is your best estimate of your expenditure (or that of your group) ?

#

Category

Estimated Spend (R)
All Visitors:

Day visitors only:

Total stay.* Only if that is how
the respondent wants to give
the answer: Note total and
number of days:
e.g. “R250 for 3 nights”

1 Accommodation in this town
2 Travel (excl. international fares)
3 Food and beverages at takeaway, café, hotel etc
4 Entertainment / activities / attractions
5 Petrol
6 Retail (groceries, clothes, souvenirs etc. etc.
)
7 Miscellaneous / any other spending in this town **
*
Those staying overnight might find it easier to give expenditure on some items for the whole stay – especially accommodation.
That is fine. Remember that for those staying at least one night, the objective is to calculate expenditure per 24 hours. If they are
staying in commercial accommodation but have not given a cost for accommodation, inquire about this. If they do not know what the
cost will be, code as n.a.
** Interviewer may record this to appropriate place. E.g. wine is either hotels and restaurants or retail.

T.008
Event Visitor Survey Template
Code No: ______________(For office use)

Date: 8/ 3 /2003
Interviewer:…………………………………..
Site: External

Time:

1100-1300
1301-1500
1501-1730
1501-1731

-1
-2
-3
-4

Good morning/afternoon. I am from ……………….. We are conducting a survey of visitors to the
……… Event. It should only take a few minutes. Would you be willing to take part?
Refusal

1

2

3

4

Are you a visitor to the ……. Event today? No

5

6

7

8

9

Thank and close interview Yes Go to Q 1

_________________________________________________________________

1. Is this your first visit to the …….. Event?
Yes

-1

No

-2

How many times have you been before ……….
If Yes is it your first visit to the (insert region/city/town)?
No

Yes

-1

2.

How many people have you come to the Event with?

-2

………………..
3. Is your visit to the (region/city/town) specifically for the ……. Event?
Yes

-1

No

-2

10

If No what is the reason for your visit to the (region/city/town)?
…………………………………………………………

4. Where do you normally live?
Home town/city (SA)…........................................…
Province (SA)…………………………………………
Country (Int)…………………………………………..
5. Are you staying overnight in (region/city/town)?
Yes

-1

How many nights………. (Go to Q 6)

No

-2

Specify

Live in ………..
Travelling home
Staying elsewhere

-1
-2
-3 (go to Q 7)
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6.

What type of accommodation are you staying in while in (region/city/town)?

Hotel
-1
Motel
-2
Farm/home stay
-3
Rented home
-4
Luxury lodge
-5
Caravan park
-6
Camping ground (formal)
-7
Camping (informal)
-8
Private home of friend/relative
-9
Motor home
-10
Other (specify)
-11
………………………………………………………….
7. How did you find out about the Event?
Brochure/flyer
Poster
Radio advertising
TV advertising

-1
-2
-3
-4
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Newspaper advertising
Newspaper/magazine articles
Through friends
Other (specify)

-5
-6
-7
-8

………………………………………………………
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8. We are interested in your opinions of various aspects of the Event. On this scale how
would you rate the following:
Poor -1
Average
Good -3

Very good
-4
-2
Don’t know

-5

Location of the Event Site
-1
-2
-3
-4

-5

Ease of Finding Way Around
-1
-2
-3
-4

-5

Variety of Stalls
-1

-3

-4

Value for Money of the Stalls
-1
-2
-3
-4

-5

Uniqueness of the Stalls
-1
-2

-4

-2

-3

-5

-5

Quality of the Food and Beverage
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-1

-2

-3

-4

-5

Availability of Unique Food at the Stalls
-1
-2
-3
-4
-5
Variety of Entertainment
-1
-2

-3

-4

-5

Quality of Entertainment
-1
-2

-3

-4

-5

Availability of Toilets
-1
-2

-3

-4

-5

Cleanliness of Toilets
-1
-2

-3

-4

-5

-4

-5

Value for Money (Ticket Price)
-1
-2
-3

9. How would you rate your overall enjoyment of your visit to the ……… Event?
Low

-1

Very high

-4
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Average
High -3

-2

Don’t know

-5

10. What do you like most about the ………. Event?
……………………………………………………..
……………………………………………………..
11.

What, if anything, spoilt your visit to the ……… Event?
……………………………………………………..
……………………………………………………..

12.

……………………………………………………..
What improvements or changes, if any, would you like to see at the ……… Event?
…………………………………………………….
…………………………………………………….
…………………………………………………….
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13.

Did you pre purchase your ……….. Event tickets?

Yes

-1

14.

Which age and gender group do you fit into?

No

Age
A
0-15
B
16-24
C
25-34
D
35-44
E
45-54
F
55-64
G
65+
Undisclosed -1

-2

Male

Female

THANK YOU FOR YOUR TIME
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T.009
Convention Delegate Survey Template
Please complete the survey form and place in the boxes provided in the …………... Please try to
be as accurate as possible with your estimate of costs. All expenditure should be stated in South
African Rands.

1. Gender (please circle the appropriate number)
Male

-1

2. Please state country of residence

Female

-2

…………………………………………..

If from South Africa please state where you live (specify town or city)
…………………………………..
3. Are you attending this convention
Alone
With other adults

-1
-2

With children
With children & adults

-3
-4
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4. Where are you staying ……………?
At home
With friends/relatives
Hotel

-1
-2
-3

Motel
Apartment
Other

-4
-5
-6

If Other: please specify…………………………………………
5. How many nights will you spend in ………………?
…………… Nights
6. How much will you and your party spend on accommodation per night in ……………….?
RSA …………….
7. How much will you and your party spend in ………….. on the following (exclude congress
registration fee and any dinners/entertainment included as part of the congress cost)


Food and Drink (including cafes, bars, restaurants, hotels etc)
RSA…………
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Entertainment (including admissions to attractions, theatre/cinema tickets, tours etc)
RSA…………



Local Travel (including fuel, fares, car parking charges)
RSA…………



Shopping (including guidebooks, clothes, sweets, drinks, other purchases)
RSA…………



Any other expenditure
RSA…………

8. How much have you and your party budgeted to spend in total during your stay in
……………?
RSA………….
8b Does this include expenditure on others?
Yes

-1

No

-2
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If YES: How many others is the expenditure for?
…………..
9. Is the convention the main reason for you being in ………….?
Yes

-1

No

-2

10. Are you combining your attendance at the congress with a holiday in SA?
Yes

-1

No

-2

If YES: Where are you going in South Africa (places you intend to visit)?
………………………………………………………………………………………………………
For how long ……………Days
Can you provide us with an approximate idea of your total budget for this part of your trip?
RSA…………..
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11. Having spent a number of days in ………. we would value your opinion on the City and its
facilities for major conventions. For questions 11 to 15 we would appreciate your rating using the
scale below.
Very poor -1
Poor
-2
Average -3

Good
Very Good
Don’t know

-4
-5
-6

Suitability of …………….. as a convention destination
-1
-2
-3
-4
-5
-6
Comment
………………………………………………………………………………………………………
12. Suitability of the ………….. Centre for your convention
-1

-2

-3

-4

-5

-6

Comment
………………………………………………………………………………………………
13. Suitability of supporting facilities for conventions in ………… (accommodation, transport etc)
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-1
-2
-3
-4
-5
-6
Comment
………………………………………………………………………………………………
14. How did the information you received regarding the congress prior to registering meet your
requirements/expectations?
-1
-2
-3
-4
-5
-6
Comment
………………………………………………………………………………………………
15. Were the pre/post tours and partners’ programme information appropriate to your interests?
-1
-2
-3
-4
-5
-6
Comment
………………………………………………………………………………………………

Thank you for your time in completing the questionnaire.
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T.009
Tourism Safety and Awareness Checklist
YES/ NO
1. Do you have a Safety and Security Policy which clearly
sets out your goals and objectives?
2. Have you established a Tourism Safety and Awareness
Structure/ Forum within your destination?
3.

Do you hold regular Safety and Awareness meetings
with representatives from government and the
community?

4. Do you have a Safety and Awareness Strategy based
on an analysis of the risks to tourists at your
destination?
5. Do you have good coordination to execute your tourism
safety and awareness and plan with:

SAPS, Metro Police and Private Security –
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Crime Prevention
Dept. International Relations and Incorporations
– Visa Purposes
South African Revenue Services (SARS) Customs
Department of Health
Emergency Management Services (EMS) –
Attend to emergencies in any disaster that may
occur
Dept. Social Development - Empowerment
Programme
Dept. of Justice and Constitutional
Development – speed up cases involving
tourists

6. Do you include local tourism sector stakeholders in
discussions of your safety and awareness policy and
plan? Are meetings open to interested citizens’ groups?
7. Do you provide safety and awareness information to
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the principal tour operators for your destination?
8. Do you have multilingual Safety Tips for visitors?
9. Do you have clear signage, good lighting and
emergency telephones for tourists?
10. Is there a licensing system for:

Taxis?

Accommodation

Tour guides

Restaurants
Are measures taken to prevent unlicensed operators?
11. To what extent is your destination accessible to people
with disabilities?

0% to 40%

40% to 60%

60% to 80%

80% to 100%
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12. Is the water supply adequate and of good quality?
13. Are restaurants and catering facilities regularly checked for
sanitation and good hygiene?
14. Do all hotels meet local fire standards?
Are hotels regularly checked for fire safety plans?
15. Are there up-to-date contingency plans for natural
disasters?
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