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1. Methodology

» This report provides an overview of the tourism trends and patterns in the Cape Karoo. The findings will
illustrate key visitor trends obtained from the regional visitor tracking survey.

WESTERN CAPE

* Responses to the regional visitor tracking surveys are used as a proxy to indicate the key trends within the
Western Cape and the various regions. It is important to note that absolute figures cannot be determined
from these surveys, as the survey responses are a sample of the tourists into the respective tourism offices

across the Western Cape, and would thus represent a sample of the visitors. Therefore, where statistically CENTRAL
relevant absolute numbers may be given, however, a share is provided to indicate the trend. This is based on KAROO

CAPE

international best practice in the use of surveys within the tourism industry for determining key trends. WINELANDS

 Definition: Tourist: refers to any visitor travelling to a place other than that of his/her own environment for CITY OF OVERBERG
more than one night, but less than 12 months and for whom the main purpose of the trip is other than the ERTCNN
exercise of an activity remunerated for from within the place visited.

2. Participation and sample size

Between January and December 2019, a total of 836 responses to the regional visitor tracking survey were
received from the respective Tourism Offices in the Cape Karoo. The participating Tourism Offices were:

Beaufort West 68
Laingsburg 768

Prince
Laingsburg Albert




3. Executive Summary

» Visitor surveys conducted between January and December 2019 reflected a high
number of domestic visitors with 92,5% of all visitors to the Cape Karoo originating
from South Africa. Overseas visitors who traveled to the Cape Karoo made up 7,5%
of all visitors surveyed.

» The Western Cape ranked as the top domestic province to the region with 41,1% of
domestic travellers originating from the Western Cape. Visitors originating from
Gauteng constituted 23,2% of domestic visitors and 7,0% of domestic travellers
originated from the Free State.

» The top international markets to the region were United Kingdom (23,8%), Germany,
(12,7%) and France (11,1%).

» The age profile of visitors were predominantly in the 36 — 50 (32,8%) and 51 — 70
(33,5%) age categories.

»  Group travel was preferred with 32,5% of visitors indicating that they were travelling in
pairs and a further 18,7% indicated that they were traveling in groups of four.

» Visitors to the Cape Karoo chose own motor vehicle (80,9%) and rented car (9,9%)
as their preferred choice of transport to the region.

*  77,2% of visitors to the Cape Karoo indicated holiday/leisure as the main purpose of
their journey, 11,5% travelled for business and 8,4% were visiting friends and family.

»  Culture/heritage was considered the main activity for 67,6% of travellers. In addition
visitors cited Crafts/food markets (22,0%) and Karoo Lamb (19,6%) amongst the top
activities undertaken in the Cape Karoo.

» Day visitors accounted for 65,9% of travellers to the region and 34,1% of visitors
stayed overnight.

» Overnight visitors spent an average of 1 night (14,2%) or 2 nights (11,6%) in the
Cape Karoo. A small portion (6,3%) indicated to have spent 3 nights in the region.

»  42,5% of visitors indicated an average spend of less than R200 per day and 23,1%
indicated spending between R201 and R500 per day in the region.

»  Word of mouth (47,6%) and Visitor Information Centres (15,9%) were the two main
sources used by visitors to obtain information about the region.

» The Cape Karoo National Park received 31 426 visitors over the period January to
December 2019.
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4. Cape Karoo Visitor Trends & Patterns

4.1 Origin of Visitors

+ Domestic visitors made up 92,5% of travellers to the Cape Karoo over the Jan — Dec 2019
period.

+ The Western Cape was the leading domestic market to the region followed by Gauteng and
Free State.

+ On the international side, the United Kingdom, Germany, and France ranked as the region’s
top three overseas markets.

TOP INTERNATIONAL VISITORS TO THE CAPE KAROO, JAN - DEC 2019
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4. Cape Karoo Visitor Trends and Patterns

4.2 Age Profile of Visitors
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 The majority of visitors to the region were between the ages of 36 and 70 years. The
leading age group (33,5%) being between the ages of 51 and 70 years and a
significant number (25,1%) were between the ages of 21 to 35 years.

« Group travel was preferred with majority of respondents travelling in pairs (32,5%)
and in groups of three or more (52,6%).

« Majority of respondents travelled to the region via own motor vehicles (80,9%) or
rented cars (9,9%) and a small minority travelled via long distance bus (2,2%), tour
bus (1,8%), mini bus taxi (1,0%), motorbike (0,8%), public transport (0,7%), and train
(0,7%).

4.4 Mode of Transport
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4. Cape Karoo Visitor Trends and Patterns

4.5 Main Purpose of Visit
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Other: Adventure, Expos/exhibitions, Astro Tourism, Golf, Beaches, Wine tasting, Shopping, Flowers

Sporting events-participator, Cruises, Birding, Cycling

9,2%

Other

» The most prominent motivating factor for travel to the Cape Karoo was for the purpose of
holiday/leisure (77,2%).

» Business travel had a 11,5% share of the overall reasons for travel to the Cape Karoo

» Visiting friends/relatives (VFR) ranked as part of the top 3 reasons for visiting the Cape
Karoo with 8,4% of respondents indicating this as the main purpose of their visit.

*  Culture/heritage (67,6%), Crafts/food markets (22,0%), and Karoo Lamb — Cape Karoo
Farms (19,6%) were the top 3 activities undertaken in the region.

»  Sampling the distinct flavour of Karoo Lamb continues to grow as a niche activity in the
region.

*  Word of mouth (47,6%), Visitor Information Centres (15,9%), and internet/websites
(14,5%) were the top 3 sources used by visitors to gather information about the region.

4.7 Top Information Sources
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4. Cape Karoo Visitor Trends and Patterns

4.8 Overnight Stay 4.10 Accommodation Usage
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4.9 Average Length of Stay 4.11 Average Daily Spend
70% 65,9% 50%
42,5%

60% 40%

50% 30%
® 23,1%

0, 0,

:.g 40% 20% 18,7%
s
S 30%
= 10% 6.7% 7.8%

20% 1,3% i

14.2% 11,6% 0% i _
10% N N O O .
0 i 22%  20% gy, O & & & & & &9@
o O O = : (B R & N & &
Day Visits ~ One night  Two nights Three nights Four nights 5 to 6 nights 7 & more <& QL\ ‘\0@\ Q‘@
nights



5. Performance of Cape Karoo Attractions

» The Cape Karoo National Park received 31 426 visitors over the period January to December 2019.
* Visitor numbers show an overall decline of 9,1% over the same period in 2018.
»  Over the Jan - Dec 2019 period, March, September, and December saw the highest recorded visitor numbers, which may be due to high season over December/January, and

annual Karoo festivals such as the Klein Karoo Arts Festival and the Klein Karoo Food Festival in March and April respectively as well as the Spring Wild Flower season between late
August and early October.

TOTAL NUMBER OF VISITORS TO THE CAPE KAROO NATIONAL PARK, JAN-DEC 2018/19
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6. Cape Karoo Trends and Patterns by Town

op international markets

op domestic markets
ain purpose of visit

Age profile of visitors

ost common travel group size

ost common length of stay (Overnight Visitors)

ost common mode of transport

op information source

Average daily spend

op three activities undertaken in the Cape Karoo

4,3%
95,7%
29,7%
70,3%
United Kingdom (39,4%)
USA (12,1%)

India (12,1%)
Western Cape (41,2%)
Gauteng (22,4%)
Holiday/Leisure (76,6%)
Business (11,7%)
36— 50 (33,3%)
51-70(32,6%)
Pairs (31,9%)

1 night (42,5%)

2 nights (34,2%)
Own motor vehicle (83,1%)
Word of mouth (50,0%)
Visitor Information Centre (15,5%)
0- R200 (45,7%)
Culture/heritage (71,5%)
Crafts/food markets (23,3%)

Karoo Lamb (20,1%)

Notes: Blank cells indicate that the sample was not big enough for a valid statistical interpretation.

OVERVIEW OF REGIONAL TOWNS VISITOR TRENDS AND PATTERNS, JAN - DEC 2019

OURISM INDICATOR LAINGSBURG BEAUFORT WEST

44,1%
55,9%
83,8%
16,2%

France (20,0%)
Germany (16,7%)
Netherlands (16,7%)
Western Cape (39,5%)
Gauteng (36,8%)
Holiday/Leisure (83,8%)
Business (8,8%)
51-70 (44,1%)
36— 50 (26,5%)
Pairs (39,7%)

1 night (38,6%)

2 nights (33,3%)
Own motor vehicle (55,9%)
Internet (42,6%)
Word of mouth & VIC (20,6% each)
R501 - R1000 (50,0%)
National Parks (36,8%)
Scenic drives (35,3%)

Culture/heritage (23,5%)



7. Trends and Patterns by Top Domestic Source Markets

OVERVIEW OF TRENDS AND PATTERNS BY TOP DOMESTIC SOURCE MARKET FOR THE CAPE KAROO, JAN - DEC 2019

TOURISM INDICATOR Western Cape

% Share overnight visitors

% Share day visitors

Age profile of visitors

Main purpose of visit

Most common travel group size

Mode of transport

op information sources

Average daily spend

op three activities undertaken in the Cape Karoo

Notes: Blank cells indicate that the sample was not big enough for a valid statistical interpretation.

37,1%
62,9%
36 - 50 (34,3%)
51-70(28,9%)
Leisure (66,7%)
Pairs (30,2%)
Groups of 5+ (20,1%)

Own motor vehicle (84,3%)

Word of mouth (46,5%)
Internet (15,4%)

Return visit & VIC (12,6% each)
0-R200 (47,8%)
R201 - R500 (25,2%)
Culture/heritage (63,5%)
Business (23,3%)

Crafts/food markets (20,8%)

26,8%

73,2%
36— 50 (34,6%)
51-70(33,0%)
Leisure (82,1%)
Groups of 4 (25,7%)
Groups of 3 (23,5%)

Own motor vehicle (86,6%)

Word of mouth (50,8%)

Visitor Information Centres (17,3%)

Internet & Return Visit (11,7% each)
0-R200 (43,0%)

R501 - R1000 (20,7%)

Culture/heritage (72,6%)
Crafts/food markets (22,9%)

Karoo Lamb (21,8%)
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