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Fauna and Flora 
COASA The Coach Operators Association of South Africa 
CPPP Community Public Private Partnership Programme 
CSIR Council for Science and Industrial Research 
DBSA Development Bank of Southern Africa 
DEAT Department of Environment Affairs and Tourism 
DTI Department of Trade and Industry 
DWAF Department of Water Affairs and Forestry 
EIA Environmental Impact Assessment 
EIBTM European Incentive Business Travel and Meeting Exposition 
EIR Environmental Impact Report 
ETQA Education and Training Quality Assurance body 
EU European Union  
EXSA The Exhibition Association of South Africa 
FEDHASA Federated Hospitality Association of South Africa 
FSC Forestry Stewardship Council 
GDP Growth Domestic Product 
GEAR Growth, Employment and Redistribution 
GGP Gross Geographic Product 
GKG Gaza-Kruger Gonnarezhou 
GSM Global Systems for Mobile Communications 
GSA Ground Service Agents 
GTA General Travel Agents 
HCTC Hospitality and Catering Training Council 
HILG Hotel Industry Liaison Group 
HITB Hospitality Industries Training Board 
HSRC Human Science Research Centre 
IA Implementing Agent 
IATA International Airline Transport Association 
ICC International Convention Centre 
ICUN World Conservation Union 
IDC Industrial Development Corporation 
ITMAS International Tourism Marketing Assistance Scheme 
JICA TPDP Japan International Cooperation Agency Tourism Promotion and 

Development Plan 
JTB Japan Travel Bureau 
KZN KuwaZulu-Natal 
LSM Living Standard Measure 
LTO Local Tourism Organization 
MATTA Malaysian Association of Tour and Travel Agents 
MEC Member of the Executive Council 
MICE Meetings, Incentives, Conventions and Exhibition 
MINMEC Ministerial committee comprising members from provincial tourism 

ministries and the Minister and Deputy-Minister of DEAT 
MIPTEC Committee comprising members from provincial tourism departments 

and tourism boards and DEAT 
MITF Malaysia International Travel Fair 
MTN Mobile Telephone Network 
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NATAS National Association of Travel Agents 
NGO Non-Governmental Organizations 
NQF National Qualifications Framework 
NQs National Qualifications 
NRA South African National Roads Agency 
OTOA Overseas Tour Operators Association of Japan 
PATIIs Priority Areas for Tourism Infrastructure Investment 
PCOs Professional Conference Organizers 
PHASA Hunting Association of South Africa 
PPT Package Planning Trip 
RDP Reconstruction and Development Program 
RPL Recognition of Prior Learning  
RTO Regional Tourism Organization 
SAA South African Airways 
SAACI The South African Association of for the Conference Industry 
SACAA South African Civil Aviation Authority 
SADHS South African Demographic and Health Survey 
SAFCC South African Federation of Convention Cities 
SAIX South African Internet Exchange 
SAMSA South African Maritime Safety Authority 
SANP South African National Parks 
SAQA South African Qualifications Authority Act  
SARCC South African Rail Commuter Corporation 
SARS South African Revenue Service 
SAT3/ WASC/SAFE Southern Africa/Western Africa Submarine Cable/South Africa-Far 

East 
SATCHI South African Association of Trainers, Consultants and Service 

Providers to the Hospitality Industry  
SATI South African Tourism Institute 
SATOUR South Africa Tourism Board 
SATourism South African Tourism 
SATRA South Africa Telecommunications Regulatory Authority 
SATSA Southern African Tourism Services Association 
SAVRALA South African Vehicle Renting and Leasing Association 
SDF Skills Development Facilitator 
SEAs Strategic Environmental Assessments 
SEAT Sector Educational and Training Authority 
SMEDP Small and Medium Enterprise Development Programme 
SMMEs Small, Micro- and Medium-sized Enterprises 
SMPC SA Tourism Marketing Partnership Committee 
SSP Skills Support Programme (as part of SMEDP) 
Stats SA Statistics South Africa 
TBCSA Tourism Business Council of South Africa 
TETASA Travel Education and Training Authority of South Africa 
THETA Tourism, Hospitality and Sport Education and Training Authority  
TISA The Timeshare Institute of South Africa 
TLP Tourism Learner ship Project 
TSA Tourism Satellite Account 
TSA Travel Sub-Agents 
UNISA University of South Africa 
VFR Visiting Friends and Relatives 
WSP Workplace Skills Plan 
WTO World Tourism Organisation 
WTTC World Travel & Tourism Council 
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Volume 2: East Asian Market Promotion 
 

EXECUTIVE SUMMARY 
2.  East Asian Market Promotion 
 
 
2.1 Background and Objectives 

  

Background: 
 
Tapping into the East 
Asian market would 
prove to be highly 
lucrative 

Despite its total market size, East Asia is currently a 
comparatively small market for South Africa, e.g., with about 
65,000 arrivals in 2000 from the five countries subject to 
study (Japan, Korea, Hong Kong, Singapore, and Taiwan), 
accounting for 1.1% of total visitor arrivals and 4.3% of total 
arrivals from overseas (excluding those from Africa).  

Japan, with 18 million people travelling abroad a year, is a 
market where a significant number of people have gained 
international travel experiences, of which many could 
potentially consider South Africa as their next destination. 

A high level of income coupled with the increasing travel 
experience is an important factor that could draw more 
Japanese to long-haul destinations such as South Africa.  

Other parts of East Asia including Hong Kong and 
Singapore also show these tendencies, and still others like 
Korea, Taiwan and some of the Southeast Asian countries 
will soon be reaching this point as their income level and 
travel experience increase further. 

East Asian outbound travellers have grown fastest in the 
world and are also known as big spenders. South Africa’s 
attempt to capture this opportunity will benefit its tourism 
sector with high return.  

  

 

O b j e c t i v e :

I n c r e a s e  E a s t  A s i a n  T o u r i s t s  I n c r e a s e  E a s t  A s i a n  T o u r i s t s  
&  &  

F o r e i g n  E x c h a n g e  e a r n i n g sF o r e i g n  E x c h a n g e  e a r n i n g s

F o r m u l a t i n g  a  P r o m o t i o n  S t r a t e g y  F o r m u l a t i n g  a  P r o m o t i o n  S t r a t e g y  
&&

A c t i o n  P l a nA c t i o n  P l a n
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Objectives & Emphasis 

Objectives: 

To increase the number of East Asian tourists to South 
Africa generating more foreign exchange earnings. 

Emphasis: 

Putting much emphasis on formulating plans that are of 
realistic, concrete measures immediately implementable, so 
that tangible results would be brought about in the soonest 
time possible. 

  

2.2 Present Situations  

 

Arrivals from East Asia 

Arrivals from East Asian have been generally stagnant in the 
past several years - much room for improving the situation. 

Good sign is that Japanese travellers went up by 20% in 
Jan-June 2001. 

The number of arrivals is not big but, the total arrival figure 
comes after the top five “long-haul” markets if summed up 
for the five source markets of Japan, Hong Kong, Singapore, 
Taiwan and Korea. 
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Reducing seasonality 

The proportion of East Asian arrivals during low season in 
the annual arrivals is higher than that for European tourists. 

Developing this market will contribute to flattening 
seasonality and have a positive impact on cash flows of the 
tourism industry in general. 

  

 

Understanding the East 
Asian market using 
survey results 

Operators’ interview surveys in five target countries and SA 
were done. 

An interview survey of East Asian tourists at Johannesburg 
and Cape Town Airports; and 

A survey on promotion measures in both Japan and Dubai 
as a successful case in East Asian tourists’ promotion. 
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2.3 Assessment  

 
The three parts results of 
market assessment 
 
Promotion strategies and 
an action plan were based 
on these assessment 

Understanding the market segments and potentials; 

Existing barriers against desirable growth and how to crack 
them down; and 

Tourist draw cards or selling points of South African tourism 
powerful enough to attract tourists from Eat Asia. 

  

 

Market segment 

Japan: over 60 years of age, or senior. 

Korea: similar to Japanese tourists, but younger, young 
segment from Korea, particularly students, is not negligible. 

Others: middle aged people, including 40s and 50s, but the 
proportion of younger segments including 20s and 30s are 
comparatively large. 

  

A c t i o n  P l a n  F o r m u l a t i o n  w a s  m a d e  a s  f o l l o w s

P r o m o t i o n  S t r a t e g yP r o m o t i o n  S t r a t e g y

A s s e s s m e n tA s s e s s m e n t
M a r k e t  M a r k e t  

S e g m e n t sS e g m e n t s B a r r i e r sB a r r i e r s T o u r i s t  T o u r i s t  
D r a w  C a r d sD r a w  C a r d s

A s s e s s m e n tA s s e s s m e n t
M a r k e t  M a r k e t  

S e g m e n t sS e g m e n t s B a r r i e r sB a r r i e r s T o u r i s t  T o u r i s t  
D r a w  C a r d sD r a w  C a r d s

P r o m o t i o n  A c t i o n  P l a nP r o m o t i o n  A c t i o n  P l a n

M a r k e t  A s s e s s m e n t  w a s  m a d e  i n  t h r e e  a s p e c t s

C u rre n t S e g m e n ts  o f E a s t A s ia n  V is ito rs  a re  A p p a re n t

19
b elo w

2 0 -2 9 3 0 -3 9 4 0 -4 9 50 - 5 9 6 0
o v e r

0 %
1 0 %
2 0 %
3 0 %
4 0 %
50 %
60 %

7 0 %

8 0 %

J a p a n
K o re a

1 9
b e lo w

2 0 -2 9 3 0 -3 9 4 0 -4 9 5 0 -5 9 6 0
o v e r

0 %
1 0 %
2 0 %
3 0 %
4 0 %
5 0 %

6 0 %
7 0 %

8 0 %

H o n g  K o n g
S in g a p o re
T a iw a n

19
b elo w

2 0 -2 9 3 0 -3 9 4 0 -4 9 50 - 5 9 6 0
o v e r

0 %
1 0 %
2 0 %
3 0 %
4 0 %
50 %
60 %

7 0 %

8 0 %

J a p a n
K o re a

1 9
b e lo w

2 0 -2 9 3 0 -3 9 4 0 -4 9 5 0 -5 9 6 0
o v e r

0 %
1 0 %
2 0 %
3 0 %
4 0 %
5 0 %

6 0 %
7 0 %

8 0 %

H o n g  K o n g
S in g a p o re
T a iw a n

A g e  D is tr ib u tio n  o f P a c k a g e  T o u ris ts  to  S A

S o u rc e : M a jo r S o u th  A fric a n  g ro u n d  o p e ra to rs  h an d lin g  E a st A sia n to u r is ts

J a p a n : S e n io r d o m in a n t
K o re a : S im ila r b u t yo u n g e r

(yo u th  a ls o  n o n -n e g lig ib le )

! M id d le  a g e /o v e r d o m in a n t
! Y o u n g e r s e g m e n ts  a ls o

c o m p a ra tiv e ly  la rg e

J a p a n : S e n io r d o m in a n t
K o re a : S im ila r b u t yo u n g e r

(yo u th  a ls o  n o n -n e g lig ib le )

! M id d le  a g e /o v e r d o m in a n t
! Y o u n g e r s e g m e n ts  a ls o

c o m p a ra tiv e ly  la rg e



The Study on Tourism Promotion and Development Plan in the Republic of South Africa 
 Final Report 
 

 ES-5 

 

Primary reasons for 
choosing South Africa 

The first is scenic beauty and natural wonder, and the 
second is wildlife and flora & fauna. 

Japanese tourists are attracted also to major tourist 
attractions in neighbouring countries including Victoria Falls 
and Chobe National Park. 

Value for money for their trip to South Africa is not high. 

  

 

East Asian travellers are 
experienced 

A large part of tourists have more than 10 times of previous 
overseas travel experience, and most of them have five 
times or more. 

Japanese spend about 4,500 US dollars on the average, 
and those from other countries spend 2,000 to 2,600 dollars. 

They are good customers although they may not be easy to 
satisfy. 
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Potentials: 
Current penetration is low 
 
Significant potential for 
future development 

Current penetration into East Asian Market is so little (0.15% 
to 0.2%). 

However, significant potential for future market 
development. 

  

 

Penetration into East Asian Market is Minimal.
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Barriers: 
 
Potential consumers 
 
Tourism products 
 
Agents/operators 
 
Airlines 
 
Promotion activities 

Potential consumers: low awareness of South Africa; low 
media exposure; and negative images about South Africa, 
particularly the security problem.  

Tourism product: faraway destination for East Asians; 
expensive; and overall product appeal is relatively weak.  

Tour operators and travel agencies in the source market are 
generally passive in selling tours because this business is 
currently not attractive to them and they do not know well 
enough about South African tourism. 

Airlines seat capacity is insufficient and there are no direct 
flights except for Hong Kong, Singapore and Bangkok.  

Institutionally, there is low promotion budget, non-existence 
of the representative office of SA Tourism except in Japan; 
and insufficient collaboration among SA Tourism, South 
African embassies and South African Airways. 

  

 

Barriers: Consumer 
 
Little awareness & 
negative Image 

It is quite difficult and not cost effective to rapidly enhance 
East Asians’ “general” awareness of South Africa. 

Much easier to improve the awareness of South Africa in the 
target segment, because who actually visited South Africa 
are mostly satisfied with their trip, and willing to tell the story 
to the others. 

Very important to recognize that the perceived lack of safety 
is a major barrier, particularly in this security-conscious 
market like Japanese. 

  

Barrier No.1 :  Little Awareness & Negative Image

General General 
AwarenessAwareness

Destination Destination 
AwarenessAwareness

Negative Negative 
ImageImage

Knowledge 
inherently poor

Not cost effective 
to tackle

Media 
disinterest

Much room for 
improving 
awareness

Low media 
exposure

Mostly satisfied 
with the trip
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!Visible police
!Improve market

image

Japan: Top concern 
hindering overseas travel

Security
Asian concern
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Barriers: Product 
 
Faraway & high price 
 
Product appeal is 
extremely important 

The price level of package tours to South Africa is no 
comparison with the tours to Europe, and is comparable to 
South America. 

While there is a limit in flight time reduction, the tour price 
could go down as tourist volume increases, but not in the 
short-term. 

Under these unfavourable conditions, product appeal is 
critically important for tourism promotion in the East Asian 
market. 

  

 

B arrie r N o .2  :  Fa raw ay &  H igh  P rice
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Japanese 
Agents/Operators: 
Operators/Agents are 
influential 
Package tour dominant 
Need to “PUSH” 
operators/agents 
Give them stronger 
motivation to sell South 
Africa 

Operators and agents are very influential especially in 
Japan. They are quite influential on the decision making of 
potential tourists. 

Package tour sold by agents, is a dominant form in the entire 
overseas travel market, and this tendency gets stronger for 
senior and middle age segments. 

Currently, the power of operators and agents is significantly 
underutilized; even the very basic effort such as provision of 
information on South Africa is in short supply. 

Critically important to “push” influential operators and agents 
and let them actively sell South African tours. Significant 
effect can be expected if giving them a stronger motivation 

Comments from many of the operators interviewed revealed 
that South Africa has a good potential to achieve significant 
growth in their markets easily at least up to three times as 
much as the current number, if promotion activities are 
actively done. 

  

 

Other East Asian 
Agents/Operators: 
Operators/Agents are 
influential 
Broachers are the 
primary source for 
choosing trip 

Operators and agents are very influential not only in Japan 
but in other Asian countries as well.  

Among the holiday travellers to South Africa, tour brochure 
is the top important information source about the tour to 
South Africa “before” they made a trip. 

Currently, however, the power of such influential operators 
and agents is significantly under-utilized. 

Significant effect may be expected if giving them stronger 
motivation to market South African tours. 
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Tourist Draw Cards: 
Powerful draw cards do 
exist but not many 
Distance between tourists 
draw cards is another 
issue 

The distance between powerful destinations requires air 
transport, it is difficult, for example, to include Kruger 
National Park in typical package tours, and instead 
Japanese operators include Chobe National Park in 
Botswana that can be easily accessed from Victoria Falls, 
which is essential for Japanese typical package tours to 
South Africa. 

For other East Asian markets, Sun City is a must, and the 
tours typically include game viewing at Pilanesberg, rather 
than at Kruger National Park. 

  

 

Importance to Enhance 
Product Appeal 

The rating of “South Africa Overall”, which is not particularly 
high for most of these markets. Even Cape Town is rated 
lower than Victoria Falls. 

Extremely important to further strengthen the existing major 
draw card destinations, since they are the ones that have a 
truly strong tourist drawing power in East Asia. 

N ote: B lan k item s are those w ith  sm all sam ple.

H o liday 
Touris ts

%  o f those 
ra ting  as
“G O O D ”

0% 20% 40% 60% 80% 100%

S outh  Africa  O vera ll
C ape  Tow n/          
W in e R oute

K N P
B lue Train

C u ltu ral/ H is to rical 
S ites

V ic Falls
C hobe N .P .

H ong K ong S ingapore Ta iw an

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%0% 20% 40% 60% 80% 100%

S outh  Africa  O vera ll
C ape  Tow n/          
W in e R oute

K N P
B lue Train

C u ltu ral/ H is to rical 
S ites

V ic Falls
C hobe N .P .

H ong K ong S ingapore Ta iw an

0% 20% 40% 60% 80% 100% 0% 20% 40% 60% 80% 100%

0% 20% 40% 60% 80% 100%0% 20% 40% 60% 80% 100%

S outh  Africa  O vera ll
C ape  Tow n/          
W in e R oute

K N P
B lue Train

C u ltu ral/ H is to rical 
S ites

V ic Falls
C hobe N .P .

Japan K orea

0% 20% 40% 60% 80% 100%0% 20% 40% 60% 80% 100%

S outh  Africa  O vera ll
C ape  Tow n/          
W in e R oute

K N P
B lue Train

C u ltu ral/ H is to rical 
S ites

V ic Falls
C hobe N .P .

Japan K orea

H o w  s h o u l d  w e  M a r k e t  S o u t h  A f r i c a  ?

P o w e r f u l  D r a w  C a r d s

N e i g h b o r i n g  N e i g h b o r i n g  
C o u n t r i e sC o u n t r i e s

! V i c .  F a l l s
! C h o b e  N . P .
! K a l a h a r i  
( F o r  J a p a n )

S u n  S u n  
C i t yC i t y

T y p i c a l  P a c k a g e  T o u r s

P r e t o r i aP r e t o r i a
J oJ o ’’ b u r gb u r g

C a p e  C a p e  
T o w nT o w n

V i c  F a l l s  V i c  F a l l s  
C h o b eC h o b e

J a p a n

P r e t o r i aP r e t o r i a
J oJ o ’’ b u r gb u r g

C a p e  C a p e  
T o w nT o w n

V i c  F a l l s  V i c  F a l l s  
C h o b eC h o b e

O t h e r  A s i a

K N PK N P

K N PK N P

S c e n i c  S c e n i c  
W o n d e r sW o n d e r s

W i l d l i f eW i l d l i f e
F l o r a  &  F a u n aF l o r a  &  F a u n a

! T a b l e  M t .
! C a p e  P o i n t
! C a p e  T o w n

E n t e r t a i n m e n t  E n t e r t a i n m e n t  
&  O t h e r s&  O t h e r s

! F l o w e r s
! V a r i e t y  o f
w i l d l i f e
! S u n  C i t y ,
! P i l a n e s b e r g
( E x c l  J a p a n )
! B l u e  T r a i n

P o w e r f u l  D r a w  C a r d s

N e i g h b o r i n g  N e i g h b o r i n g  
C o u n t r i e sC o u n t r i e s

! V i c .  F a l l s
! C h o b e  N . P .
! K a l a h a r i  
( F o r  J a p a n )

N e i g h b o r i n g  N e i g h b o r i n g  
C o u n t r i e sC o u n t r i e s

! V i c .  F a l l s
! C h o b e  N . P .
! K a l a h a r i  
( F o r  J a p a n )

S u n  S u n  
C i t yC i t y

T y p i c a l  P a c k a g e  T o u r s

P r e t o r i aP r e t o r i a
J oJ o ’’ b u r gb u r g

C a p e  C a p e  
T o w nT o w n

V i c  F a l l s  V i c  F a l l s  
C h o b eC h o b e

J a p a n

P r e t o r i aP r e t o r i a
J oJ o ’’ b u r gb u r g

C a p e  C a p e  
T o w nT o w n

V i c  F a l l s  V i c  F a l l s  
C h o b eC h o b e

O t h e r  A s i a

K N PK N P

K N PK N P

S u n  S u n  
C i t yC i t y

T y p i c a l  P a c k a g e  T o u r s

P r e t o r i aP r e t o r i a
J oJ o ’’ b u r gb u r g

C a p e  C a p e  
T o w nT o w n

V i c  F a l l s  V i c  F a l l s  
C h o b eC h o b e

J a p a n

P r e t o r i aP r e t o r i a
J oJ o ’’ b u r gb u r g

C a p e  C a p e  
T o w nT o w n

V i c  F a l l s  V i c  F a l l s  
C h o b eC h o b e

O t h e r  A s i a

K N PK N P

K N PK N P

S c e n i c  S c e n i c  
W o n d e r sW o n d e r s

W i l d l i f eW i l d l i f e
F l o r a  &  F a u n aF l o r a  &  F a u n a

! T a b l e  M t .
! C a p e  P o i n t
! C a p e  T o w n

E n t e r t a i n m e n t  E n t e r t a i n m e n t  
&  O t h e r s&  O t h e r s

! F l o w e r s
! V a r i e t y  o f
w i l d l i f e
! S u n  C i t y ,
! P i l a n e s b e r g
( E x c l  J a p a n )
! B l u e  T r a i n

S c e n i c  S c e n i c  
W o n d e r sW o n d e r s

W i l d l i f eW i l d l i f e
F l o r a  &  F a u n aF l o r a  &  F a u n a

! T a b l e  M t .
! C a p e  P o i n t
! C a p e  T o w n

E n t e r t a i n m e n t  E n t e r t a i n m e n t  
&  O t h e r s&  O t h e r s

! F l o w e r s
! V a r i e t y  o f
w i l d l i f e
! S u n  C i t y ,
! P i l a n e s b e r g
( E x c l  J a p a n )
! B l u e  T r a i n



The Study on Tourism Promotion and Development Plan in the Republic of South Africa 
 Final Report 
 

 ES-11

  

 

Enhancing Product Value
 
Take cost effective 
measures 

The basic and effective approach is to strengthen the 
fundamental value, and add some informational value. 

Cost effective measures in the relatively short term include: 
Improve the way to present the major tourist sites to visitors 
including introducing world-class presentation, interpretation 
and visitor facilitation. 

On the promotion side, it is effective to provide value-adding 
information and stories about the draw card attractions. This 
would work for capturing the interest of marketers or tour 
operators and various kinds of media in the source market.  

Another important measure is to feature valued add-on 
products that will enhance the value of the existing powerful 
draw card attractions and destinations. 

  

Enhancing Product Value can be Done.

Source: The Manual of The Brand Marketing Strategy, 2001

Principle of Branding

Informational Informational 
ValueValue

Fundamental Fundamental 
ValueValue

Peripheral Peripheral 
ValueValue

Total Brand 
Value =

Informational Informational 
ValueValue

Fundamental Fundamental 
ValueValue

Peripheral Peripheral 
ValueValue

Total Brand 
Value =

!! Strengthen “Fundamental
Value”

! Add “Informational Value”

Cost Effective Measures
Major Tourist Sites
! World-class site

presentation
! Interpretation
! Visitor facilitation

Promotion
! Provide value-

adding information
! Feature valued 

add-on products
(besides major ones)

Attract Attract 
channel channel 
& media& media
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All kinds of tourist 
services are not rated 
highly 
 
Need to get serious 

Generally, tourists’ services are not rated highly by East 
Asian tourists, particularly by Japanese, Koreans and 
tourists from Hong Kong.  

If targeting East Asians who are used to high quality service 
in their own countries, there is much room for improvement 
in tourist service in general in order to meet the standard 
expected by them. 

  

We can Learn from Dubai’s Experience 

Learning from Successful 
cases in Dubai for East 

Asian tourists promotion
 

Principles can be 
transferred to South 
African promotion 

strategy 

Dubai claims as a completely safe destination. 

Offers a superlative experience with customization to source 
markets. Staffs in representative offices are trusted to 
promote the destination as best fits the source market. 

Devotion to customer satisfaction and commitment by all 
relevant players, including Department of Tourism, 
Commercial Marketing, Departments of Civil Aviation, 
Immigration, and Police, etc. 

Aggressively packaged and offers concentrated visitor 
experience, which is an important consideration for East 
Asian tourists. 

In short, Dubai’s success is due to the devotion of all those 
concerned with tourism sector, both public and private, 
attempting to enhance the value of total tourist services and 
achieving customers’ satisfaction. 

Quality and Services must also be Improved.

Holiday 
Tourists
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2.4 Promotion Strategy 

 
Promotion Strategy for 
Japanese market 
 
Target the segments that 
are the easiest to 
penetrate 
 
Senior market 

The best, most cost-effective strategy is to target the 
segments that are the easiest to penetrate. These segments 
are the senior market, either couple or single; empty nesters 
whose children have already grown up and left their home; 
and married women who are middle aged or over. 

Average spending proves that those are capable to afford 
the travel to South Africa. 
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Phased approach is 
recommended 
 
Go for easiest segments 
  
 Achieve critical mass 
first then, diversify the 
focus 
 
Same approach can be 
used for other East Asian 
markets 

For Japanese market, in the short term (3 years), promotion 
activities should be focused on the existing predominant 
segments. Once the annual arrival figure reaches a critical 
mass of 50,000, then diversify the focus towards younger 
segments. 

Specifically, the immediate and short-term target segments 
for Hong Kong, Singapore and Taiwan should include those 
as shown in the box, and the immediate target segments for 
Korea should include those as shown in the box. 

  

 

Push marketers 
 
Enhance product appeal 
 
Concerted effort 

Push marketers to actively sell South Africa. It’s quite 
effective to take advantage of their power by aggressively 
collaborating with powerful operators and agents and 
providing information and incentives valuable to them. 

It is essential to enhance product appeal from the East 
Asian perspective. The existing powerful tourist draws 
should be strengthened and media attention should be 
captured by providing value-adding information, featuring 
valued add-on products, and improving the presentation of 
major tourist sites. 

All promotion activities should be carried out by 
well-coordinated collaboration among SA Tourism, 
embassies in the source markets and South African 
Airways. Information and image to be delivered should be 
consistent and synergy of activities should always be taken 
into account 

Strategy should be as follow s from  M arket Perspective

Push 
M arketers

Enhance 
Product Appeal

Concerted 
Effort

!! Take advantage
of their pow er

! Collaborate
aggressively

! Inform ation &
incentives

!! Provide 
value-adding
inform ation

! Strengthen 
tourist draw
cards   

! Effective use
of m edia

!! SA Tourism , 
em bassies &
SAA

! Consistent, 
synergistic
activities

! Econom ies of
scale

“From  M arket Perspectives”
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2.5 Promotion Action Plan 

 

Framework for the 
Japanese market action 
plan 
Establish close 
collaborative working 
arrangement among 
South African promotion 
bodies 
 
Working closely with 
marketers 
 
The series of actions 
should be undertaken in 
phases 

Firstly, South African promotion bodies in the source market, 
including, SA Tourism, embassy and South African Airways, 
establish a close collaborative working arrangement, and 
then initiate close joint marketing relationship with some of 
the major Japanese tour operators and travel agencies. 

Working closely with these operators, and using attractive 
and appealing information package, active media promotion 
should be undertaken in phases by tie-up with these 
operators. And at the same time, package tours that are 
consistent with this media promotion should be developed 
and advertised jointly by these operators and the South 
African promotion bodies. 

In this process, it is essential to select and use the media 
that can effectively reach these short-term target segments.  

Very importantly, this series of actions should be undertaken 
in phases or in waves in order to make this framework 
effective. 

  

Action Plan - Japan
Framework

- Product Enrichment
- Adding Informational 
Value 

Phased Media 
Promotion

Staggered PKG 
Tour Development

- Product Enrichment
- Adding Informational 
Value 

Phased Media 
Promotion

Staggered PKG 
Tour DevelopmentTie-in

! Senior (60 over, couple & single)
! Empty Nester (55-65, couple)
! Middle age / over: Women (45-65)

Im
plem

en
t

in w
av

es

Immediate / 
Short Term
(1 – 3 years)

SA Tourism          Tour
Embassy         &   Operators
SAA

SA Tourism          Tour
Embassy         &   Operators
SAA
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A c c e le ra te  
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w ith  s p e c ia l  P K G

T ie - inT ie - in

P P T

T ie - in

P P T

T ie - in

T ie - in

T ie - in

T ie - in

  

Immediate actions 
(1-3yeas) 
 
Consolidation of the 
Trade Tie 
 
Focused approach 
 
Expanded actions 
 
Accelerate appeal to 
media 

In the initial three months, consolidate trade ties, specifically 
by announcing the determination of South Africa to 
penetrate into Japanese market using trade media. 

Then select 5 Japanese tour operators that are keen on 
selling South Africa, and advertise package tours through 
tie-in with these operators, by using right magazines for the 
target segments. 

At the same time, offer Product Planning Trip (PPT) to the 
selected operators to develop new package tours. This 
process is a preparation for the next phase. 

The second phase is to take focused actions by establishing 
closer relationship with the chosen operators. In-house 
seminars for these operators should be held for their Tokyo 
and Osaka branches to upgrade the capacity of frontline 
sales clerks. 

Simultaneously, provide cost-sharing support for brochure 
production for the package tours developed in the previous 
phase. And then advertise these new package tours in more 
magazines. 

The next phase is to expand previous actions and, introduce 
new promotion activities including national newspaper ads 
with tie-in tour packages newly developed by PPT, a South 
African embassy reception to help promote the launch of the 
newly developed packages. 

In the second and third year, further expand all activities in 
various dimensions including geographic expansion of 
in-house seminar, introducing and placing ads on new 
attractions, approaching TV directors and program 
producers, introducing magazine editorials, assigning 
celebrity figures matching the image to be delivered. These 
actions should be taken always with a tie-in to specific tour 
packages. 
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Medium to long term 
actions 
 
Market expansion by 
tapping new segments 

Once the arrivals from Japan has reached 50,000, then the 
next step of medium to long-term measures will be to 
expand the target segments, and focus primarily on younger 
segments.  

The basic framework to be used for this phase is essentially 
the same as that for the short-term action plan. 

The difference is that contents of the ads, and value-adding 
information to be delivered should be those that will meet 
the tastes of young potential tourists.  

Newly developed tie-in tour packages should also be those 
that will meet their tastes, particularly those that are cheaper 
and with more freedom, including FIT package, Skeleton 
package, SIT package, youth exchange package etc. 

 
  

Medium to Long Term - Japan
Market Expansion by Tapping New Markets
Market SegmentsMarket Segments

! Senior
! Empty Nester
! Middle Age /

Over W omen

Shifting 
primary focus

! Single W omen
- 30-45

! Single W om en
- 20s

! College Students
! Single men

- 20s

Basic FrameworkBasic Framework

-- Develop New Product
- Add Informational Value 

Phased Media 
Promotion

Staggered PKG Tour 
Development

Tie-in

Meeting their tastes (examples)
! Special / niche interests: 

w ine, train, music, dance, 
nature, adventure, culture

Media 
Prom otion
Value-
Adding Info

Tie-in / New 
PKG Tours

Cheaper & more freedom
! FIT / Skeleton PKG
! SIT PKG
! Youth Exchange PKG
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Action Plan for Other East 
Asia countries 
 
Capture attention of 
marketers 
 
Air link 
 
Package module/new 
product 

Other than Japan in East Asia, there is no SA Tourism 
representative office, promotion is limited in these markets, 
and even SA Tourism itself is not well known by tour 
operators there. This situation must be changed. 
Recommended approach is common to all markets.  

More active information release is necessary, and this will 
contribute to countering the negative image of South Africa.  

In order to improve the presence of SA Tourism in the 
region, we recommend that a representative be posted in 
Singapore who will be responsible for regular roving sales 
calls to ethnically similar Hong Kong and Taiwan markets as 
well as emerging Malaysian, Indonesian and Thai markets. 
The figure shows this two-hub operation in the East Asian 
market.  

In addition, provide major operators support for tour 
package ads on newspapers that is the most cost-effective 
means for market package tours. 

Improvement would also be needed for airlines, including 
facilitating sales approach and move toward establishing 
alliance or code share with local flagship airlines where such 
arrangement has not been made. 

A similar framework in Japan should be taken for promotion. 
Assist selected operators in developing new tour packages 
that will meet the tastes and needs of the target segments. 

Support to be provided for developing new product includes 
provision of latest travel information and product update, 
offering of PPT, and customization of service matching East 
Asian tastes and wants. 
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