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Introduction 

• The Durban Visitor Marketing Strategy provides strategic direction 
for growing Durban’s visitor arrivals, receipts, length of stay and 
spend over the next 5 years

• The following elements formed the basis of this strategy:-
- Culture – history – Heritage
- Beach Destination
- Events 
- Mice
- Source markets 

This strategy has been aligned to the:-
• The National Sector Strategy
• The KwaZulu National Provincial Master plan
• The South African Tourism Visitor Strategy
• The South African Brand Strategy.



Strategic Framework
• Role: The Durban Visitor Marketing Strategy provides strategic direction 

for growing Durban’s visitor arrivals, receipts, length of stay and spend 

over the next 5 years 

• The goal is to establish a long-term sustainable tourism sector that 

generates tourism revenues for Durban, while building a resilient visitor 

economy against future crises such as Covid-19

• Vision: “To be the most favoured beach, recreation, holiday and business 

events destination in Africa and be positioned as the “playground of 

Africa”.

• Mission: 

Domestic Tourism to increase to over 3.1 million visitors with a spend of R 7.7 

billion – assumptions based on post covid with an average percentage 

growth of 2% yoy. 

International tourism target to reach over 346 000 visitors with a spend of R 

2.37 billion and a growth rate of 10% by 2026.



Strategic Intent 

Vision

To be the most 
favoured beach, 

recreation, holiday 
and business 

events destination 
in Africa and be 

positioned as"the 
playground of 

Africa " 

Mission

To develop and 
offer sustainable 
beach and city 

tourism 
experiences built 
on fun, leisure, 

recreation, culture 
and hospitality all 

year round

Value Proposition

Warmth 

- Warm people, weather 
and sea 

Fun 

Beach, Sport, Recreation, 
family, Nightlife, Culture, 
Heritage & more

•Progressive

•Business Events, 
Lifestyle

•Sustainability &

•Infrastructure 



Objectives of the strategy 



International & Regional Source 
Markets 

• Africa 
(SADC 
region)

• USA

• Germany

• UK

• Asia (India, 
China)



Domestic Source Markets  

KZN and 
Gauteng are 
the main 
source 
markets and 
the rest of 
South Africa 



Guiding Principles of Strategy 



Route to Market  
PROPOSED PRICING AND DISTRIBUTION CONSIDERATIONS

Key Destination Pricing Partnership with Commissionable 

Considerations Systems Differential Pricing
Seasonal Pricing Auction Pricing 
Model 

Key Destination - Domestic wholesale  & retal travel trade 

Distribution model - Long-haul wholesale & retail  trade
- OTAs – Travel start & Expedia

- Inbound Travel DMCs

- Special Interest Channels. Inclusive of Durban

- Specialist Programmes & Airline Partnership



Market segmentation



Target Audience 



DOMESTIC TOURISM PROJECTIONS: 2022 –2026  



INTERNATIONAL TOURISM PROJECTIONS: 2022 - 2026 



Product Experience vs target market matching 

Legend: 1. High demand =  2. Medium demand

=  3. Low demand = 4. N/A = No demand



APPLICATION OF TRADITIONAL AND NEW MEDIA



Durban 
Tourism 

South African 
Tourism 

CTOs
Local 

Communities 

Product 
Owners & 

Travel Trade 
(Domestic, International 

Wholesale) 

MICE Partners ACSA/ KSIA 
Ground 

Transportation 

Travel media 
(Particularly 

OTAs)

eThekwini 
Municipality 

TKZN 

IMPLEMENTING PARTNERSHIP MODEL –LEAD & SUPPORTING PARTNERS  



Implementation & Time 
Frames 

Implementation 
Risk



Monitoring & Evaluation 



Conclusion

“We live in a world of constant change; a world that continually 
moves and progresses to higher levels of comfort and well-being. 
The latest scientific technology has led to the development of a 
new airplane engine that will enable us to travel in a commercial 
airplane at 25,000 miles per hour. Within the next ten years, it 
will be possible to travel anywhere in the world in less than an 
hour. These changes will challenge the way we market tourism in 
the next millennium.” David L. Egell, Sr. : Professor and Director, Center for Tourism, 

East Carolina University in Greenville


