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not allowed, and will not allow anyone to copy his work with the intention of passing it off as his or her

own work.

IIT EXECUTIVE SUMMARY

The last 50 years have seen the tourism industry growing rapidly, suggesting that, at this turn of the
millennium, the industry is beginning to mature. Already an enormous global industry, the future for
tourism in the next 100 years seems full of tremendous possibilities and major challenges. For developing
countries such as South Africa, the challenge remains to market, brand and position their country and
products effectively in this increasingly competitive global market place. In recent years, South Africa and
Cape Town in particular have experienced a growing interest from the international community as tourist
destinations. Tourism is of significant importance to the South African economy as it accounts for almost
7% of South Africa’s Gross Domestic Product (GDP) and employs 6.6% of the country’s formal
workforce. The tourism industry is of more importance to the Western Cape’s economy as it accounts for
approximately 9.1% of Gross Regional Product (GRP) and employs approximately 9.3% of the province’s
workforce. Approximately 770 000 overseas tourists visited the province in the year 2000 and this represents

51% of South Africa’s overseas tourists.

The fundamental product in tourism is the destination experience. Despite Cape Town offering a unique
experience, the destination lacks a clear and positive brand images that persuade international tourists to
visit. Currently, it cannot be ascertained how international travellers perceive brand Cape Town. As such it
is felt that a significant number of tourists are being forsaken. Thus, it 1s imperative that research be
conducted in order to gain a greater understanding of the brand, thereby enabling Cape Town to be
positioned in a manner that lives up to tourists’ expectations. In April 2001, the Joint Marketing Initiative
was created to align the marketing efforts of the various destination-marketing organisations responsible for

marketing the province of Western Cape and the city of cape Town both internationally and domestically.
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This is necessary to achieve consistency in image and message communication. This investigation is one of
many commissioned by the Cape Metropolitan Tourism to improve stakeholders’ understanding of brand
Cape Town. The main objective of this investigation is to provide an in-depth understanding of how

international tourists cutrently perceive Cape Town as a holiday destination.

Both exploratory and descriptive research was deemed necessary to get an in-depth understanding of brand
Cape Town. Consequently a combination of qualitative and quantitative research was used for this particular
study. The qualitative research was comprised of a literature review to set the theoretical background for this
research and in-depth interviews with international tourists. The aim of the literature review was to
understand how destinations that are successful have been marketed and branded. The literature review
identified that tourism is becoming a highly competitive industry and the message conveyed to the potential
holiday-maker is one of increased choice. More destinations in more countries are now available, a wider
variety of holiday types especially activity ones are on offer. Cape Town has a wide vartiety of natural and
man-made attractions that underpin its tourism appeal. At present time, the city and the province need to be
branded in an effort to bring a single-minded focus on promoting these destinations to national and
international markets to attract trade, investment and tourism. The following is a summary of the literature

review findings.

A destination is more than a geographical area, it is a combination of people, cultures, historical heritage,
physical assets, and opportunities that are marketed in different ways to ensure the long-term success of a
place (Kotler, Haider & Rein, 1993: 2). Place marketing emerged as a promising integrating process linking
the potential competitive advantage of a place to its overall economic development goals (Kotler et al., 1993:
79). Within place marketing rests the study of how destinations are marketed. While place marketing looks
at the needs and wants of tourists, exporters and investors, destination marketing focuses on the needs of
both domestic and international tournists only. All tounism activities and experiences are generally given
mental ratings, good or bad, and each individual given their likes and dislikes, has a preferential image of
their ideal holiday destination. This conditions their expectations, setting an aspiration level or evaluative

image, against which actual holiday opportunities are compared (Ashworth and Goodall, 1990).
An individual perception of a holiday destination is conditioned by the information available. This

information may be derived from formal sources such as travel agents, holiday brochures or informal

sources such as family and friends. Much activity in the tourism industry is aimed not only at informing the
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potential visitor of the opportunities but also at being persuasive, creating a favourable image of a particular
destination or tourism product. Much effort is therefore directed at formulating and marketing destination
images and the range of destinations getting in on the act is forever widening as new market segments are
tapped (Goodall and Ashworth, 1988). It is therefore important to consider the factors that influence image
formation. Fakeye and Crompton (1991) described a process of image development linked to tourism
promotion and destination choice. Image was proposed to evolve through three stages: organic, induced,

and complex.

Organic image development represents an awareness of a destination before destination promotion is
introduced. According to Gunn (1972) this organic image is formed as a result of general exposure to
newspaper reports, magazine articles and other non-tourist sources. Induced images on the other hand, are
formed when promotions are viewed and evaluated against organic images. These images are brought about
by tourist-directed information such as advertisements and travel posters. Organic images tend to develop
first and as such, may be regarded as having a stronger influence than induced image on overall image
formation. Destination marketers have very little control over organic images as opposed to induced images.
The complex image results from actual visitation and experience with the destination. Further Fakeye and
Crompton (1991) linked these three types of image to the three functions of promotion: to inform, to
persuade and to remind. Informative materials were hypothesised to be most effective at the organic stage,
persuasive materials at the induced stage and reminding materials at the complex stage of destination image

formation.

However, Chon (1990) suggested that a primary image is formed when a tourist has made a decision to
travel somewhere. The tourist selects certain destinations as possible choices and it is these initial images
which Chon describes as primary images. The construction of these primary images of destinations is based
on certain push and pull factors. The pull factors are described by Chon as the attractiveness of a region and
its various elements. The push factors on the other hand, are the needs and motives of consumers for
travelling. However, Chon (1990) does not state that specific push factors are linked with specific pull
factors or that an organic, induced or complex image must be present before a primary image can be

constructed. It remains a complex set of associations that is not easily explained (Lubbe, 1998: 25).
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Destination image is a key factor in the pleasure travel decision-making process (MacKay and Fesenmaier,
1997). Gartner (1993) argued that image formation agents differentially affect formation of mental
destination images and therefore have important implications for creation and change of image by
destination marketers. Destination images are subjective, temporally and culturally specific (Morgan and
Pritchard, 2000). It is not only tourists who hold images of tourism places but intermediaries such as travel
agents, industry suppliers, the population at large and the destination marketing organisations, all have
differing images of the same destination. Therefore measuring destination image is paramount in order to
design the most effective positioning, differentiation and marketing strategy for a destination (Echtner and
Ritchie, 1993). Destination marketers should have a clear understanding of what variables may affect the
destination image and how they contribute to the development of that image to emphasise the relevant

attributes in any destination promotion campaign.

Most image studies in tourism have used a list of attributes to measure some of the more functional
components of destination image, such as scenery, climate, facilities, and attractions. The main concern has
been with the more tangible physical components of place perception commonly associated with designative
images (Pearce, 1982; Walmsley and Young, 1998). The evaluative component of images appears to have
been overlooked. Yet more recently, Echtner and Ritchie (1993: 3) proposed a comprehensive
multidimensional definitional and measurement approach to destination image. They presented a
framework, which suggests that to completely measure destination image, several components must be
captured. These include attribute-based images, holistic impressions, and functional, psychological, unique

and common characteristics.

The attribute-holistic dimension refers to a continuum of individual elements to an overall impression. For
example, a destination’s image is comprised of behiefs about specific attributes such as accommodation,
climate, and ease of access as well as a more overall or holistic impressions (Echtner and Ritchie, 1993).
Effective marketing strategies can be determined only after measuring the extent to which potential visitors
perceive that a destination contains those attributes that they consider important (Ashworth and Goodall,
1990). The functional-psychological dimension distinguishes between the parts of image, which are directly
observable for example, prices and those, that are intangible for example, friendliness. The third element,

common-unique recognises what is similar about a destination and what is distinctive about it.
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Echtner and Ritchie (1991, 1993) also recommend a combination of structured and unstructured
methodologies to measure destination image. The structured approach involves various common image
attributes being specified and incorporated into a standardised instrument, usually a set of semantic
differential or likert scales. An unstructured approach employs an alternate form of measurement using free
from descriptions to measure image. Attributes are not specified at the onset of the research but rather the
respondent is allowed to more freely describe impressions of the destination product. Depending on the
specific characteristics of an individual the images he or she forms will be different. Consequently, there is

no single perceived image of a destination, rather it is associated with each individual consumer.

The image of a destination is inextricably linked to its brand. A brand embodies a set of values and
attributes which stimulate consumer interest, which distinguish the brand from others and creates a unique
piece of property for its owners. It uniquely and successfully blends together both tangible and intangible
qualities and attributes (Keller, 1998: 5). The challenge of branding lies in the ability of the brand to polarise
consumers by differentially developing its appeal to those consumers to whom it is particularly suited. The
result of a successful brand positioning strategy is a distinctive brand image on which customers rely in
making choices (Morgan and Pritchard, 1998: 141). Although there is general agreement that branding can
be applied to tourism destinations, there is less certainty about how the concept translates into practical
marketing activity. Morgan and Pritchard (1998) point out there is as yet very little empirical research that

explores the application of branding to tourism products including destinations.

When a destination is branded, the brand name is relatively fixed by the actual name of the location. The
power of branding lies in making people aware of the location and then linking desirable associations to the
brand (Keller, 1998:19) that influence purchasing behaviour (Ries and Ries, 1998). The first stage in building
a destination brand is to establish the brand’s core values that should be durable, relevant, communicable
and hold saliency for potential tourists. Once these core values have been established, they should underpin
and imbue all subsequent marketing activity so that the brand values are cohesively communicated. The
brand values should also be reinforced by brand elements, which ensure consistency of message and
approach (Morgan and Pritchard, 2000: 281). Branding destinations combine marketing products and
services and the commoditisation of people’s culture and environment. The complexity of the issue requires
a particular focused effort by tourism researchers since it embodies a multiplicity of concerns needing a
multidisciplinary response (Gnoth, 1998: 759). Contrary to the focused marketing message with its USP

(Unique Selling Proposition) mantra for product and services, destination branding is complex by design: a
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rich brand is a gestalt made of multiple messages, associations and character traits. Identity is at the centre of
the brand's essence, surrounded by benefits, attributes and emotion. The brand's essence draws on the soul,
or core, of the brand to set the product or company or destination apart from all others in the category. The

essence of the brand remains virtually unchanging as it travels to new markets and products (Winkler, 1999).

Given the complex nature of destination products, a destination brand usually will reflect the beliefs of its
management and the idiosyncrasies of the organisations marketing it. This is often 2 major source of conflict
between those responsible for marketing the brand and those who own the various components of the
brand (accommodation, entertainment facilities, restaurants etc.). Co-operation between all players, both in
the private and public sector, is therefore essential for the success of the brand. However, as travel
destinations turn to branding for differentiation, they must comprehensively assess all their potential target
markets and choose only those that will maximise their appeal. Targeting countries haphazardly can only
damage the brand, as the values held by consumers in these countries may not be the values that the brand
stands for. For branding strategies to be successful and brand equity to be created, consumers must be
convinced that there are meaningful differences among brands. The brand must have a high level of
awareness and familiarity among its customers who hold some strong, favourable, and unique brand

associations in memory.

It has been suggested in the literature that emotional branding is an integral part of branding a destination.
Emotional branding has also been labelled as mood-brand marketing where branding activities concentrate
on conveying the essence or spirit of a destination, often communicated via few key attributes and
associations (Morgan and Pritchard, 2000: 282). It is a useful method of destination branding where brand
saliency is created through the development of an emotional relationship with the consumer through highly
choreographed and focused communication campaigns However, as Westwood et al. (1999: 240) argue,
mere emotion is not enough, the key to develop a strong brand is the unique associations that customers
hold in memory. While emotion has always been an important component of branding, emotion in the
absence of a point of difference that can be articulated and firmly positioned in the memory is arguably a

recipe for consumer confusion.
While branding refers to what images people have of a country, city or region and what kind of relationship

they have with it, positioning on the other hand, takes the images and define the city, region or country by

showing how it compares to competitors (Nickerson and Moisey, 1999: 217). It involves developing and
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communicating key service attributes that are consistent with the brand image. It is a stage subsequent to
market segmentation at which the marketer determines the needs that are best satisfied by the destination
product/service offerings and how best to communicate the offering to the target market. It is a process of
pinpointing, substantiating and delivering competitive advantage to create brand growth (Cape JMI, 2001).
It provides a focus and mechanism for consumers to facilitate brand choice, which improve the

effectiveness of external marketing activity and guides internal development of the brand.

The goal of destination differentiation is the establishment of point-of-difference associations. These
associations are unique to the brand and are also strongly held and favourably evaluated by potential visitors
(Keller, 1998). Point-of-parity associations are those associations that potential visitors view as being
necessary for the destination to be a legitimate and credible product offering. They represent necessary but
not sufficient conditions for brand choice. Point-of-parity associations also pertain to associations that are
designed to negate other destinations’ points-of-difference. Thus, competitive advantage stems from
differentiation achieved by various elements of the destination offering through multiple linkages of various

attributes and benefits in a complex and unique way that makes it difficult for competitors to copy.

Point-of-difference and point-of-parity associations contribute to a positive experience of the brand,
satisfaction with the destination, which leads to consumers expressing a favourable attitude towards the
brand. A favourable attitude translates into positive word-of-mouth, brand loyalty shown by multiple
purchase of the destination product and a significant source of positive recommendation to other travellers.
Consumer seek brand recommendations from others and limit subsequent information search to only those
recommended brands or the recommended brand is used as a standard of comparison to evaluate other
subsequently identified brands. Satisfaction or dissatisfaction with pervious experience is also crucial
because it affects expectations for the next purchase. This means that favourable tourist perceptions and
attitudes are potentially an important source of competitive advantage (Kozak and Rimmington, 2000). The
point of building a destination brand is to create long-term consumer patronage of the destination. Yet
some consumer will not revisit, not because their expectations were not met, but more so because they want

to experience new destinations.
Thus for brand Cape Town to be successful, some of the important factors that need to be considered are:

the brand image and how the various target audiences relate to the brand, the consistency in image and

message projection, co-operation between all stakeholders involved in the branding process, clearly defined
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roles and responsibilities for destination marketing organisations, a clear understanding of the various target
markets needs and wants amongst others. Based on the literature review, the author proposed a destination
image formation and destination choice model. Conclusions were thereof drawn from the literature, which

led to the formulation of the research objectives.

Adding to the above, in-depth interviews were conducted among eighty-five international tourists visiting
Cape Town during the months of September and October 2001. The qualitative research took the form of
face-to-face interviews with tourists. Their attitudes and opinions were sought on various issues affecting
the brand. The main research objectives were to identify factors that are important to international tourists
when choosing a destination; to determine tourists’ expectations and perceptions of Cape Town; to identify
the perceived brand image; to determine tourists’ overall attitude towards the brand and to identfy

constructs that can be used in the design of a logo and positioning of the brand amongst others.

The majority of respondents were males (67%) and the average age was 27 years old. Nearly 95% of
respondents were either on holiday or visiting family and friends (VFR) or both. More than half (52%) of
the respondents were from the UK. The main activities they are involved in while on holidays include
visiting historical sites (10.6%), tounst attractions (23.5%) both natural and man-made, participating in
outdoor activities (23.5%), admiring scenic beauty (30.6%) and relaxing on the beach (27.1%).
Climate/weather (32.9%) and value for money (25.9%) were the most important factors to international
tourists when choosing a destination. Culture was another factor given that 21.2% of respondents
mentioned that their main activity at a destination was experiencing the local culture and 22.4% mentioned
it as a factor influencing their choice of a destination. Destination image was considered important by 27%
of respondents while 25% considered it to be unimportant. Most of the respondents heard about Cape
Town from family and friends (61%).

Table Mountain (35.3%) was by far the attraction that was emphasised the most to international tourists
prior to their visit followed by the beach (22.4%) and wine farms (22.4%). Word associations with Cape
Town revealed that Table Mountain (44.7%) is the word that was most strongly associated with the
destination followed by beaches/sea (30.5%), and scenic beauty (16.5%). There seemed to be some
congruency between what visitors expected of Cape Town and reality. However, 68.2% of respondents said
that their perceptions had changed while visiting Cape Town. They were probed to find out what
specifically had changed their perceptions of the destination, and interestingly enough, 18.8% of

ix
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respondents said that they found the city much safer than they expected, 10.6% said that the ity is more
beautiful than they expected while 5.9% said that the locals are friendlier than expected. Thus, in some

instances visitors were unaware of what the destination had really to offer.

The destination mix elements namely attractions, accessibility, amenities and ambience were viewed
positively by visitors. Most respondents (94.1%) agreed that Cape Town’s attractions enhance the city’s
appeal while 61.2% found Cape Town easily accessible in terms of flight and visa requirements. However,
45.8% of respondents said that the quality of public transport needed desperate improvement. Also, none of
the respondents had any negative comments about their accommodation while the word ‘Laid Back’ was
used by 48.2% of them to describe the ambience (way of life) of Cape Town. Adding to these, 25.9% of
respondents described the atmosphere as being vibrant. By far the variety of things to see and do (12.9%)
and scenic beauty (12.9%) were the most favourable qualities of Cape Town followed by the friendliness of
locals (11.8%), value for money (9.4%) and good service (3.5%). These were also attributes that

differentiated Cape Town from its competitors.

Cape Town as a brand was perceived to be younger than South Africa and racial differences still accounted
for how international tourists’ perceived the brand personality. None of the respondents described Cape
Town as a young black person, he or she was either white or coloured. Typically Capé Town was perceived
as being in his early twenties to middle thirties, trendy and confident, rich and earning a higher wage than
his/her South African counterpart. He or she lives a life of luxury and has no children. South Africa on the
other hand is in his/her late forties and early fifties, employed as a farm worker, has many children and
earns a low income. All respondents, however, had feelings of hope for the country and expressed their
confidence in the youth of this country to make South Africa a better place. The brand strengths were
identified as being the scenic beauty of the country, good value for money, variety of things to do and
friendliness of local people. The weaknesses on the other hand, were perceived to be the poor public
transport followed by the unpredictable weather and feelings of unsafety at night. Nevertheless, 83.1% of

respondents said they would like to revisit Cape Town.

A probability sampling procedure was designed to collect data for the quantitative study. A systematic
sample of 650 international visitors was interviewed at key tourist attractions in Cape Town. The V&A
Waterfront, Kirstenbosch Gardens, Cape Point, Boulders beach and Camps Bay beach amongst others were

used as sampling points. The survey took the form of face-to-face interviews with international visitors
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using a questionnaire as the survey instrument. Data analysis showed that the survey polled almost equal
number of males (49%) and females (51%). The average age of respondents was 40 years old, which
indicates that the destination attracts a slightly older target market. Most respondents surveyed were from
UK (44.3%), Germany (20.2%) and Netherlands (9.4%). The average length of stay in Cape Town was 10.9
days compared to 16.9 days for South Africa. It is interesting to note that 65.5% of respondents were on
their first visit to Cape Town. Respondents in general had a monthly income of approximately between

$3500-6499.

This survey confirmed that good climate significantly influences the choice of a destination since 46% of
respondents rated this factor as ‘very important’. However, the most important factor when choosing a
destination was beautiful scenery and natural attractions with the lowest average importance rating of 1.65.
Personal safety was another very important factor as mentioned by 46.3% of international visitors.
Destination image significantly influenced destination choice given its importance rating of 2.49 on average.
In fact 44.1% of British, 40.4% of Germans and 50% of respondents from Netherlands rated this factor as

being important.

There seemed to be a very good synergy between factors that influenced destination choice in general and
factors that led to the choice of Cape Town as a destination. In fact, 38.3% of respondents chose Cape
Town because it offered a consistently good climate/weather. Visiting family and friends (26.8%), scenery
(18.1%), value for money (18.3%) and word-of-mouth (14.7%) were the other main factors that influenced
the choice of Cape Town as a holiday base. Adding to this, international visitors were asked to rate the city
on a number of attributes using an attitude scale. Scenery (4.7), value for money (4.5), and weather/climate
(4.5) were rated as ‘excellent’ on average while friendliness of locals (4.3), service standards (4.1), local
cuisine (4.2) and ambience (4.3) were rated as ‘good’ on average. Entertainment/nightlife (3.5),

architecture/buildings (3.6) and infrastructure (3.3) left respondents feeling neutral on average.

In addition, safety at night (3.0) was rated ‘neutral’ on average but a significant number of respondents rated
it as ‘poor’. The shorter the length of stay in Cape Town, the better was perceptions of safety. In terms of
service standards, the longer respondents stayed in Cape Town, the better was their perception of service
standards. Word-of-mouth was on average the most influential source of information about the destination
with 45% of respondents ranking it as first. International visitors’ expectations were that the city offered a

unique experience in terms of variety of things to see and do. They were indeed warned about crime before
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their visit. Despite the city being rated unfavourably on perceptions of safety at night, 51.1% of respondents
agreed that the crime situation is not as bad as one think it is. This needs to be marketed to change current

negative perceptions of high crime levels at the destination.

International visitors had mixed feelings about whether Cape Town was marketed properly in their home
country. Yet, 62.6% of respondents agreed that the image (post-arrival) they hold of Cape Town was
distinct. Table Mountain was the word that had the strongest association with Cape Town as mentioned by
47% of international visitors. This was followed by sea/beach (33.3%) as the second most strongly
associated word with Cape Town and sun (29.6%) as the third word. Nevertheless, when probed on other
associations with the city, (74%) of respondents associated breathtaking scenery with Cape Town followed
by inexpensive (70.1%), hospitable people (67.5%), and relaxed atmosphere (63.8%). Negative associations
included poverty (48.6%) followed by many street-children (26.7%), unsafe (16.2%) and racial tension
(14.5%). These are the weaknesses of the destination that need to be addressed urgently. They contribute
significantly towards negative word-of-mouth about the destination. However, the range of positive words
associated with the city far outweighed the negative ones. Words such as fascinating culture, vast/spacious
landscape, cosmopolitan city, lush/green environment, and variety of activities are strengths that could

potentially be used in marketing the destination.

Also, scenic beauty (35.4%), friendliness of locals (26.5%), value for money (19.3%), beaches/mountains
(16.2%), culture (10.6%), and variety of things to see and do (10.4%) were attributes that significantly
differentiated the destination. They can be used to build the sustainable competitive advantage of Cape
Town. Also, 63.5% of respondents felt that they had a very positive overall image of the destination in their
mind. Most respondents strongly agreed (59.1%) and agreed (38.3%) that they will definitely say positive
things about the city to friends, relatives and colleagues. This is much-needed positive word-of-mouth about
the destination. Respondents were very likely (69.4%) to recommend the destination to others. Of those
respondents that were extremely satisfied with the destination experience, 79.7% will spread positive word-
of-mouth, 78.7% are very likely to revisit and 71.5% have an extremely positive image of the destination.
These in essence show the positive overall attitude that international visitors have towards brand Cape

Town.

Finally some of the conclusions and recommendations made were as follows. The rationale behind building

brand Cape Town must be an in-depth understanding of the needs of international visitors and how to
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position the brand to satisfy those needs that differ according to purpose of visit, gender, country of origin,
length of stay amongst others. In addition, each target market requires different functional, emotional, and
experiential benefits from the brand. The power of the brand lies in the minds of consumers and what they
have experienced and learned about the brand over time. Cape Town is not the brand that comes foremost
to the minds of international travellers when they think of international destinations. At present brand recall
for Cape Town is practically non-existent but there seems to be good brand recognition rates in some target
markets. Cape Town has favourable associations with good weather, scenic beauty, cultural diversity and
good value for money. Choosing which one of these to link to the brand requires careful analysis of the

visitor and competition to determine optimal positioning of the brand.

The existence of strongly held, favourably evaluated associations that are unique to the brand and imply
superiority over other brands is critical for the brand’s success. The more abstract and the higher the level of
association of an attribute or benefit with a brand, the more likely it is to be a sustained source of
competitive advantage. A significant point of difference association with Cape Town is its scenic beauty
while point-of-parity assoctation such as value for money is necessary for the product offering to be 2
legitimate and credible one. The value proposition of the brand needs to be better on a significant number
of attributes to justify the extended flight and costs that visitors have to endure. The variety of positive
words associated with the destination provides significant marketing opportunities to build a strong brand

with rich visual imagery and verbal associations.
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IV GLOSSARY OF TERMS

ANOVA

AVG

Central Office Edit

Chi-square Statistic

Cluster

CMT

DMO
Eigenvalue
Factor Loadings

IMC

Inertia

JMI

LTB

MICE

RTB
Scheffes Test

SIM
TALC
USP

Varimax Normalised

Factor Rotation
WCTB

Analysis of variance to determine whether samples came from populations with
equal means.

Added Value Group

Thorough and exacting scruﬁﬁy and correction of completed data collection
forms, including a decision about what to do with the data.

Statistical test to determine whether some observed pattern of frequencies
correspond to an expected pattern.

Natural groupings of objects base on the relationships of the variables
describing the objects.

Cape Metropolitan Tourism

Destination Marketing Organisation

The total amount of variation explained by a factor.

Quantity that results from a factor analysis and indicates the correlation
between a variable and a factor.

Integrated Marketing Communications

Percentage of total variation explained by a dimension in a perceptual map.
Joint Marketing Initiative

Local Tourism Board

Meeting, Incentive, Conference and Exhibition market.

Regional Tourism Board

Whenever one finds unexpected results in an experiment one should use post
hoc procedures to test their statistical significance. Scheffes test is one method
for post hoc comparison of means.

Strategic Image Management

Tourism Area Life Cycle

Unique Selling Proposition

Angle of rotation of a factor solution done to facilitate substantiative
interpretation of factors.

Western Cape Tourism Board
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1. INTRODUCTION

The last 50 years have seen the tourism industry growing rapidly, suggesting that, at this turn of the
millennium, the industry is beginning to mature. Already an enormous global industry, the future for
tourism in the next 100 years seems full of tremendous possibilities and major challenges (Ritchie and
Crouch, 2000: 1). For developing countries such as South Africa, the challenge remains to market, brand
and position their country and products effectively in this increasingly competitive global market place.
Competitiveness of destinations go beyond developing an attractive image, a strong brand and an enticing
destination mix, developing countries must also balance the strategic objectives of all tourism stakeholders

as well as the sustainability of local resources.

The ‘new tourism’ articulated by Poon (1993), and the global trend toward non-traditional destinations and
long-haul travel, points to changing traveller needs in terms of destination experiences (Ritchie and Crouch,
2000: 1). Hence, South Africa has to capitalise on such an opportunity given that it is considered to be a
long-haul and non-traditional destination. Destinations need to differentiate their products and develop
partnerships between the public and private sector in order to co-ordinate delivery and build a strong image.
Taking advantage of new technologies and the Internet enable destinations to enhance and reinforce their
competitiveness by increasing their visibility, reducing costs and enhancing local co-operation (Buhalis,
2000: 97). Destination marketing in essence must lead to the optimisation of positive tourism impacts,
reduction in negative tourism impacts and the achievement of the strategic objectives of all tourism

stakeholders.

This thesis aims at providing an insight into how a destination should be branded with particular reference
to Cape Town. It contributes toward a greater understanding of how international tourists choose a
destination for holiday purposes and what makes them choose brand Cape Town over competing
destination brands. It will assist tourism stakeholders in understanding the factors that contribute to the
competitiveness of brand Cape Town, attributes that differentiate the brand and how it should be
positioned in the international market place. This introductory chapter begins with a brief overview of
tourism in South Africa, Western Cape and Cape Town. It then moves on to define the marketing and

research problems to be mvestigated.
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1.1 TOURISM IN SOUTH AFRICA

Tourism is of significant importance to the South African economy as it accounts for almost 7% of South
Africa’s Gross Domestic Product (GDP) and employs 6.6% of the country’s formal workforce (Grant
Thornton Kessel Feinstein tourism trend card, 2001). SA Tourism (formerly SATOUR) is responsible for
marketing South Africa as a destination internationally. SA Tourism operates within the institutional
structure of the Department of Environmental Affairs and Tounsm (DEAT). This structure is characterised
by high levels of direct government regulation and facilitation, for example, substantial bureaucracy,

regulations, incentives and government ownership of tourism facilities.

Presently, several provincial governments are viewing tourism as a major source of economic growth and
thereby investing in the development of attractions and facilities. Lendrum (2000: 3) questions such
development specifically and state that all nine provinces are competing for the international dollar when
many potential visitors hardly know about ‘South Africa’, let alone the provincial names. There are literally
hundreds of tourism bodies trying to promote their village, town, city or province. However, all these need
to be co-ordinated within a national framework. As a result, issues of power, delegation, responsibility,
marketing and tourism development have become a contentious point of debate among stakeholders in the

tourism industry in South Africa.

SA Tourism has traditionally relied on a promotional push strategy to market the destination. Such a strategy
entailed the travel trade (travel agencies and tour operators) to be the driving force behind the marketing
and promotion of the destination. This now needs to be complemented with a strong consumer pull
nitiative. The travel trade will not sell South Africa if they perceive that the destination is unsafe or does not
satisfy the needs of the potential traveller. Also, in a world of increasing dis-intermediation the consumer
will seek out their own route to market, for example, the Internet and this may or may not involve
traditional channels (Bannister, 2000: 9). Any tourism marketing initiative requires a consistent presence to
be effective. This in turn requires consistent and substantial funding. Funding has been another area of
constant debate within the industry where it is felt that inadequate funding is hampering the role and
function of SA Tourism as a market-driven catalyst that is adequately resourced and funded to fulfil its

mandate.
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SA Tourism realises that South Africa, as a new brand will only succeed internationally, if the initiatives of
bodies such as foreign affairs, trade and industry, and arts and culture, are aligned with tourism to create one
brand image, positioning, and personality. Armed with a bigger-than-ever budget (albeit minuscule in
comparison to that of most developed countries) SA Tourism is working hard to attract more foreign
visitors to South Africa and to reposition the brand called South Africa. An equally important goal for the
organisation 1s to encourage South Africans to become tounsts in their own country. Furthermore, Owen
Leed - Chief Marketing Officer for SA Tourism, states that “SA Tourism is trying to represent all the provinces of
South Africa as we aim to grow tourism in every part of the conntry. The name South Africa’ does not belp. There is a
perception that South Africa includes the whole Southern African region. While we realise this is an incorrect perception, the
reality fs that what happens in the region affects South Africa. We will ride on local brands where appropriate to counter these
negative perceptions” (Dicey, 2000: 16).

Despite the ongoing debate on how South Africa should be marketed by whom, when and where, one
needs to recognise the wealth of assets that underpin the country’s tourism appeal and its diverse natural
and cultural experiences which are the main factors attracting international tourists. South Africa received
5.87 million foreign visitors in 2000, a decrease of just over 0.3% over 1999. Foreign visitors to South Africa
include overseas and African arrivals. The number of overseas tourists to South Africa duning 2000 was

estimated at approximately 1.5 million (Grant Thornton Kessel Feinstein tourism trend card, 2001).

1.2 TOURISM IN THE WESTERN CAPE

After briefly reviewing the tourism industry in South Africa, the focus is now on the tourism industry in the
Western Cape. The Western Cape Tourism Board (WCTB) is responsible for marketing the province to
international tourists once they get to South Africa. The board works closely with the private sector, public
authorities and community to ensure tourism growth in the province thereby benefiting its inhabitants. The
Western Cape Tourism Board is made up of eight regional tourism bureaux (RTOs) that market their region
once domestic and international tourists are in the province. One of the goals of the Western Cape Tourism

Board is to establish and promote a strong, vibrant Cape brand.
In line with the recommendations of the knowledge economy White Paper, the Western Cape region is

referred to as “The Cape’. Marketing and branding of the province has been aimed at positioning “The Cape,

South Africa’ in the international market place. “The Cape’ brand has been established to enable the Western

13



University of Cape Town,/Cape Metropolitan Tourism
oo

Cape to hold its own alongside internationally recognised products and brands such as ‘Cape Fruit’ and
‘Cape Wine’. The brand capitalises on the profile of Cape Town as a tourism gateway to Africa to build its
strengths. The Western Cape Tourism Board has ensured that marketing and branding initiatives are
reflective of all cultural groups and the heritage of the entire Western Cape society (WCTB Annual Report,
2000: 4). The advantage of taking the high ground through branding the Western Cape in a simple but
powerful way as “The Cape’ lies in the potential advantages that other areas carrying the Cape prefix as part
of their names such as the Eastern and Northern Cape could enjoy (Anderson, 2000: 7). Yet, one of the
most important criticisms of “The Cape’ brand has been the existence of many ‘capes’ around the world and

how this one is different from the rest.

The province is up against powerful competitors such as the Caribbean Islands, Florida and the
Mediterranean Islands with resources far greater than theirs, which are far closer to major markets (Europe
and North America) and better known destinations. This makes it vital to position ‘the Cape’ as part of a
total Southern African experience worth travelling a long way to enjoy (Anderson, 2000: 3). The brand is
concurrently used for promoting direct mnvestment and exports. Thus, brand consistency s of paramount
importance in order to convey a consistent message and image for all three markets namely tourism,
investments and exports. The brand must be marketed and positioned as a uniquely attractive destination
and a thriving economic entity to create confidence in the future amongst the people of South Africa and

external target markets.

It will be paramount for “The Cape’ to distance itself image wise from the rest of Africa and develop the
belief that the Cape is different. Sporadic incidents of urban terrorism and high levels of general criminality
has tarnished South Africa’s image internationally (WCTB Annual Report, 1999/2000). While these
incidents were limited in numbers and frequency, the negative perception created for the South African and
Western Cape tourism markets cannot be underestimated. Every strategy implemented must be aligned
with, and enhance the brand positioning, image, values, personality and proposition as outlined in the draft
brand blueprint for “The Cape’. This is vital if the province wants to achieve a unique and powerful

positioning and gain a sustainable competitive advantage for the region and its inhabitants.

Another goal of the Western Cape Tourism Board is to increase the Western Cape’s share of the domestic
and international tourism markets in terms of visitor numbers, length of stay, and visitor expenditure. It is

estimated that the tourism industry in the Western Cape accounted for approximately 9.1% of Gross
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Regional Product (GRP) and employed approximately 9.3% of the province’s workforce in the year 2000
{Grant Thornton Kessel Femstein Toursm Trend Card, 2001). Approsamately 770 000 overseas rourists
visited the Western Cape i the year 2000, This represents 51% of South Africa’s overseas tourists visiting
this province. The breakdown of overseas wisitors to the Western Cape by source market is very similar to
that of South Africa as a whole, with wisitors from Burope accounting for almost 70% of all overseas

visitors to the province as shown in Figure 1 helow,

Country of ongin
Muddle Lase
ol “‘\Fﬂ.t E&Stfﬁsiﬂ
C&%ﬁmaﬁna\ 8%  Australasia
3% Ny 4% UK
North Amenica o : |
13%

15%
| France |
Nethedands | gos, [_Scaﬂdi:mm'a

5% A%

Sonree: Grant Themion Kessd Teinsecin Tosnsm Treods Card 2001

Figure 1: Ongin of Visitors to Western Cape

The 1999/2000 financtal year saw the Western Cape Tourism Board focusing its efforts on desbnation
marketing and branding, The Cape brand being a2 ‘new’ brand was given as much exposure as possible to
create a lasing brand tmage and brand awareness. This highlights the importance of brand building for a
destination in the early stage of its Tourism Area Life Cycle (TALC). In this stage, the potential for tourism
development is recognised and marketing activities are undertaken to further increase number of tourist
arrivals, On the other hand, Cape Town can be viewed as being in a later stage of its hfecycle, where the
brand is already known and the destinabon seeks other ways of attracting tourists. Hence, marketing the
region (the Cape) as opposed to the city (Cape Town} becomes a problematic task with each destination ina
different stage of the TALU. Also, categorising a destination in a particular phase of the TALC is
contentious as destinations undergo contnual change, which complicates issues of posinoning, branding

and marketing.
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Among the challenges identified by the Western Cape Tourism Board to create a strong Cape brand include
issues of safety and security, health, obtaining adequate funding for international marketing, and
strengthening co-operation with SA Tourism. During a period characterised by economic volatility,
increased competitiveness within the industry and severe limitations in terms of marketing spend, the
sustained growth of tourism in the province is ultimately dependent upon a positive perception in the
market place of South Africa and the Western Cape. The challenge lies in overcoming the current negative
perception of safety and security in the country. The 2.5% decrease in international tourist arrivals in 2000
to the Cape is of concern and can be attributed partly to negative perceptions of the destination by
international travellers (Grant Thornton Kessel Feinstein tourism trend card, 2001). This raises doubt on the
effectiveness of marketing efforts by the various destination marketing agencies responsible for marketing

and promoting the province.

In turn, the decrease in international visitors to South Africa is of more concern when compared to other
destinations within Southern Africa sustaining double-digit growth rates. There are a number of factors such
as political instability in the region, high crime rates, and lack of funding that can be blamed for the present
negative growth rate. Marketing and branding of a destination can to some extent counter these negative
factors and increase number of international tourists’ arrival to South Africa and the Cape. Therefore, the
potential of the Cape becoming a powerful brand name cannot be underestimated if the right approach is
adopted. Nevertheless, the tourism industry in the Western Cape and Cape Town have been very optimistic
in 2001 where the destination has been described as having a ‘bumper’ season due to improved perceptions
of safety after the September 11 terrorist attacks on the US. At this point in time no official figures on

foreign arrivals are available to back up these claims.

1.3 TOURISM IN CAPE TOWN

The Cape Metropolitan Tourism (CMT) is one of the eight Regional Tourism Organisations (RTOs) in the
Western Cape. It is responsible for marketing the Central Business District (CBD) to domestic and
international tourists. This regional office is further made up of six Local Tourism Bureaux (L'TBs) namely,
Blaauwberg, Tygerberg, Cape Town, Oostenberg, Helderberg and the Cape Peninsula. These Local Toutism
Bureaux have the responsibility of marketing their local areas to tourists thereby accentuating the

duplication of effort in attracting tourists to the province. The Local Tourism Bureaux also promote local
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tourism organisations that are their members or sponsors. The Cape Town Tounsm bureau (formerly

CAPTOUR) is one of the local tounsm bureaux marketing Cape Town.

Cape Town Tourism has the responsibility of promoting the personality of Cape Town as a city. It is
believed that Cape Town has the potential of becoming the preferred tourist destination in Southern Africa
due to the city’s stance locally and internationally as one of the most beautiful cities in the world. Currently,
SA Tourism, the Western Cape Tourism Board and Cape Metropolitan Tourism are either directly or
indirectly engaged in marketing Cape Town to international and domestic markets. Cape Town Tourism’s
marketing strategy operates on two primary pillars. The first is their activities concerning the marketing of
the Cape Town municipal area as a tourist destination and the second is the function with regard to the
marketing of their organisation to prospective members and sponsors, and the building of relationships with

them (Cape Town Tourism Annual Report 2000/2001).

Cape Town is still the most popular destination for foreign tourists in South Africa with top attractions such
as the V&A Waterfront, Cape Point, Table Mountain and the winelands. “Tourists do not visit regions but rather
aities, and therefore the focus should always be on promoting Cape Town as a destination. This will never detract from ail the
other attractions that the province has to offer. Cape Town is an internationally renowned city and a brand name in itself with
Table Monntain as its icon’” (Hj Taljaard — Chairman Cape Town Tourism). This is an area of constant debate
in the industry where consensus needs to be reached on whether to promote the city or the region
internationally. As Bannister (2000: 11) puts it, “4 s relatively easy to promote Cape Town — it is afier all a global
brand — but does this approach help the Northern Province? Until brand South Aftica is on the mental mind maps globally, it

is imperative to promote the country using provincial, national and cultural icons as ‘arrows in our national guiver’”’

While the growth of tourism depends on participation and action at the local (town) level, it is vital that the
activities and resources of the various tourism tiers — national, provincial, regional, and local — are effectively
co-ordinated and synergised. This has lead to propositions of restructuring of SA Tourism and the Unicity
process in the Cape Metropolitan area that will hopefully enhance such synergies. The creation of the
Unicity heralds positive changes for the Cape Town tourism industry. The proposal is to establish a single
Cape Town visitor and convention bureau for the greater Cape Town metropolitan area. Existing Local
Tourism Bureaux such as Cape Town Tourism and the regional tourism organisation (Cape Metropolitan

Tourism) will be amalgamated into the bureau creating a co-ordinated tourism synergy.
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The creation of the Joint Marketing Initiative (JMI) in April 2001 between the province of Western Cape,
the City of Cape Town’s Council and Local Government is having a positive effect on synergy and co-
ordination between the different players in the city and province. The JMI has the responsibility of focusing
and aligning the marketing efforts of the various tourism bureaux, investment agencies and other marketing
entities to ensure that the image of Cape Town and the Cape is translated into a single brand. This will
enable the development of tourism, event management, trade and export promotion, investment
promotion, and the development of the film and television industry. The end goal of such a process is to
promote sustainable and rapid economic growth, vibrant entrepreneurship, job creation and increasing per

capita income.

1.4 PURPOSE AND IMPORTANCE OF RESEARCH FOR
CAPE TOWN AND WESTERN CAPE TOURISM INDUSTRY.

Marketing of destinations can reflect socio-political, economic and cultural change. The nature and the use
of tourism representations used by tourism marketing bodies in their branding strategies is thus constrained
by historical, political and cultural discourses (Pritchard and Morgan, 2001: 168). Importantly, however, such
discourses are constantly evolving and shaping the image of a destination. South Africa and Cape Town are
still in considerable transition economically, socially, politically and culturally and therefore destination-
marketing organisations need to monitor changes in customers’ perceptions of the destination. Such a
monitoring process is crucial to ensure the competitiveness of the destination in international markets. This
research will assist the Western Cape Tourism Board, Cape Metropolitan Tourism and Cape Town Tourism
to understand international tourists’ perceived image of Cape Town as a holiday destination. It can serve as
a benchmark to track changes in customers’ perceptions of the destination overtime thereby highlighting

effectiveness of marketing campaigns in creating a positive image of the destination.

At the same time, it must be recognised that the image of a destination is perhaps the single most influential
factor in choosing a destination. Such an image is dependent on how the destination i1s marketed which is
essentially based on how well the destination brand communicates its benefits. Cape Town as a brand is in
the process of rejuvenating itself to better satisfy the needs of an increasingly competitive market place and
changing traveller needs. So far there has been no research focusing on what the brand stands for in the eyes
of the customer. This is critical for correct differentiation and positioning of the brand. This research will

shed light on how international visitors perceive the brand currently, its strengths and weaknesses.
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Nonetheless, of more importance is whether promised brand delivery matches or exceeds expectations of
customers. This has a significant impact on repeat visit to the destination. This study will highlight the
existence of any gaps between expectations and perceptions. Also, the success of any brand s largely
dependent on whether it satisfies customers’ needs. This research will attempt to measure satisfaction levels
of international tourists with regards to the destination experience. Such an experience is largely dependent
on the destination mix (amenities, attractions, accessibility, and ambience). Such measurements will help to

constantly keep in touch with changing customer needs.

At this point, it is worth mentioning that South Africa is in the process of rebranding. The problem is to
define the ‘unique identity’ of South Africans and to market this as a single brand. The same problem
applies to marketing and branding of the Cape as a destination. This research can therefore provide a
significant input on the marketing and branding of South Africa through its relevance to the issues that are
being dealt with at a national level. It needs to be mentioned that it is much more difficult to brand a
country as diverse as South Africa with its own set of problems than a region or city. This is because the
brand has to communicate what the nation is all about, from its people, values, and culture to its
infrastructure, attractions and economic prosperty. On the other hand, branding a region such as the
Western Cape has to take into account these issues but to a lesser extent since the tourists are already in
South Africa. The challenge shifts to getting them to visit the province and exceeding expectations once
they have bought into the potential experience that the country can provide as a destination. The brand

must still reflect the mult-faceted element of the destination.

This research is always an opportunity for customers and industry stakeholders to voice their dissatisfaction
with any aspect of the destination. The combination of qualitative and quantitative research methodologies
will enable international visitors and stakeholders in Cape Town tourism industry to express freely their
opinions on how Cape Town should be marketed, differentiated and positioned. This is vital to bring co-
ordination and synergy in marketing efforts. Both the supply and demand side of the tourism system must
buy in the JMI process for it to be effective. This research is an opportunity to gather intelligence on the
amount of support that the industry has in the process in terms of improving effectiveness of marketing

efforts.
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1.5 MANAGEMENT /MARKETING PROBLEMS

The fundamental product in tourism is the destination experience. Destinations can be cities, regions, states
or nations (Ritchie and Crouch, 2000:1). Considerable effort and funds are currently being invested to
enhance the reputation of South Africa as a safe place to visit. The goal is to improve the touristic image
and attractiveness of the place. This reputation of unsafety has tarnished the brand image of Cape Town and
has significant potential of affecting the success of ‘The Cape’ brand. It is therefore necessary to conduct
research to find out the extent of damage on both brands by such negative perceptions. However, the focus
of this research is on the Cape Town brand. It is important to identity how international visitors, given the

increasing choice of destinations they are faced with when deciding to go on a holiday, perceive the brand.

This in effect requires an understanding of the factors that influence destination choice in general and those
that are specific to Cape Town. In short, an understanding of tourists’ expectations and perceptions. Armed
with such knowledge, the brand can be repositioned in the most effective way to cater for the various needs
of the various target markets. The way the brand is positioned is largely dependent on factors that
differentiate and accentuate the uniqueness of Cape Town. Uniqueness is the basis for sustainable

competitive advantage of a destination.

Also, there must be synergy between the positioning of South Africa, Western Cape and Cape Town. At
present, such synergy is lacking. Therefore it is difficult to ascertain the brand image, brand associations and
brand awareness of Cape Town. This research will explicitly measure brand equity of Cape Town in terms
of image, awareness and associations. The strengths and weaknesses of the brand will underpin the brand

management strategy that will be recommended to Cape Metropolitan Tourism.

1.5.1 SIGNIFICANCE OF THE MARKETING PROBLEMS

The problems mentioned above could significantly impede on the success of brand Cape Town if rigorous
research is not undertaken. The current unique selling proposition of the city is elusive. One cannot deny
that the city offers a product that has a strong tourism appeal but the strengths that Cape Town is seen as
having, are strengths which other places or countries have — Western Cape s beautiful, so is KwaZulu-
Natal, so is South Africa and so too is Spain and Australia. The problem is therefore to find something that
is 2 strength, but more importantly, a strength that can be leveraged against international competitors; a

strength that can be used to favourably position the city both in domestic and international markets. This
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will help to distinctly position the brand in the mind of consumers. Brand positioning is thus essentially
about the target market, nature of competition, point-of-parity associations, and point-of-difference
associations (Keller, 1998:77). The first two considerations help to define the frame of reference for the
brand. The latter two considerations help to create the exact location of the brand in consumer minds. Such
1ssues are pertinent to this research and will have to be examined when devising the positioning strategy for

brand Cape Town.

1.6 RESEARCH PROBLEMS

The research problems can best be explained by the following succinct questions:

» What factors are relevant to international tourists when choosing a destination? How important is each
of these factors?

What attributes influence the choice of Cape Town as a holiday destination?

What are international visitors’ current expectations and perceptions of the brand?

What is the brand image of Cape Town?

vV V ¥V VY

What attributes differentiate Cape Town as a tourist destinations? Are these attributes unique to the

city?

Are international tourists satisfied with the destination experience?

Y

» How do international tourists rate the attractions, amenities, accessibility, and ambience of the
destination?

» How likely are tourists to visit again and disseminate positive word-of-mouth about the destination?

» Are there any gaps between brand promise and brand delivery as perceived by the supply-side of the

tourism system?

Insights from the literature review (Chapter 2) will be used to formulate the research objectives that will
attempt to provide theoretical answers to the above questions. Then a combination of qualitative and
quantitative research methodologies will be used to further understand the problems at hand and potential

solutions to the problems.
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1.7 SCOPE AND LIMITATIONS

1.7.1 SCOPE

This investigation has covered limited aspects of destination marketing, destination image and destination
branding of Cape Town as a holiday destination due to the constraints imposed on the study. Consequently,
only those aspects that have been considered to be relevant to the marketing and tourism field with specific
empbhasis on the Cape Town brand have been explored. The exploratory stage of this investigation has been
based mainly on the literature review, experience and in-depth interviews with no focus groups being
conducted due to limited financial support received for this research. The questionnaire, as part of the
quantitative research, was administered in peak demand season and hence a more accurate representation of
respondents’ evaluations of Cape Town was obtained. By no means 1s this study representative of the
opinions of international tourists visiting Cape Town during non-peak season (winter). However, the
rigorous probability sampling method used for the quantitative study makes the findings representative of

international tourists visiting Cape Town during peak season (summer).

1.7.2 LIMITATIONS

Within any given investigation, certain limitations arise. For this reason, it is imperative to identify
beforehand what these limitations are. As with any research, funding is a serious constraint. The author is
grateful that Cape Metropolitan Tourism sponsored this research. Empirical research was restricted to
specific areas within the greater Cape Town area due to time constraints, financial constraints and lack of
co-operation from Table Mountain Aerial Cableway Co. Ltd. Most of the in-depth interviews were
conducted in the Central Business District (CBD). Cultural and language limitations are inherent to this
study given that the target population is international tourists that are not always fluent in English or have
sufficient understanding of the English language to perform activities that were required of them as part of

this research.
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1.8 PLAN OF DEVELOPMENT

Chapter 1 has introduced the topic to be investigated through a brief overview of the tourism industry in
South Africa, Western Cape and Cape Town. The value of the research to the tourism industry in Cape
Town was then identified. The problems pertinent to this research were stated and the scope and limitations

were identified.

Chapter 2 reviews the findings from the literature review pertinent to the various topics and sub-topics
that surround the marketing and branding of a tourism destination. The literature review assisted in
identifying factors, variables and constructs that influence destination marketing and branding. Conclusions

drawn from the literature review were used to formulate the research objectives.

Chapter 3 deals with the qualitative research methodology that was used for the exploratory research
section of this study. In-depth interviews with international tourists were used to get a further understanding
of the problems at hand. The chapter then follows with the findings from the in-depth interviews and
conclusions drawn from those interviews. The chapter ends with the research hypotheses derived from the

qualitative research as a whole (Chapters 2 and 3).

Chapter 4 outlines the quantitative research methodology that was derived from the qualitative research.
The rationale behind the survey instrument used for the quantitative study is explained. The sample design is
formulated with respect to sampling method, sampling elements and method of data collection. The survey

errors encountered for this research are then reported.

Chapter 5 introduces the empirical research findings based on the 585 international tourists interviewed.
These findings attempt to validate the in-depth interview findings and relate the findings to the literature
review. More specifically, the findings of the quantitative research are compared to findings from the annual

Cape Metropolitan Tourism visitors’ survey.
Chapter 6 outlines the conclusions that can be drawn from both the qualitative and quantitative studies.

Chapter 7 outlines the recommendations made to the tourism industry in Cape Town and more specifically

to Cape Metropolitan Tourism.
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CHAPTER 2

LITERATURE REVIEW
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This chapter introduces the literature review findings. The chapter begins with a review of existing literature
and latest thinking on destination marketing, destination image and destination branding. Not much has
been written on the branding of cities world-wide but the author has made use of product and service
branding to identify the critical factors or issues surrounding the branding of a destination. The discussion
begins with an overview of place or destination marketing, addressing the issues of ‘why should a place be
marketed’ and ‘how should it be marketed.” Following this is a discussion of the importance of destination
image in destination choice and the components of destination image. A considerable amount of the
literature review is then devoted to destination branding, brand image, and brand differentiation. This
section is of particular importance to stakeholders in the tourism industry as it reviews how destinations

such as Spain, Rio de Janeiro, Australia and Britain have been branded.

Throughout the literature review certain sections are highlighted to emphasise the importance of the
theoretical concepts that have been used by the author to formulate his own model of destination image
formation and selection process. The model is presented after the literature review and its relevance to the
tourism industry in Cape Town is emphasised throughout the literature review. Thereafter, general
conclusions drawn from the literature review are presented, which serves to formulate the research

objectives.

2.1 PLACE MARKETING

A place is more than a geographical area, it is a combination of people, cultures, historical heritage, physical
assets, and opportunities that are marketed in different ways to ensure the long-term success of a place
(Kotler, Haider & Rein, 1993: 2). Place marketing emerged as a promusing integrating process linking the
potential competitive advantage of a place to its overall economic development goals (Kotler et al., 1993:
79). Ashworth and Voogd (1988: 68) describe place marketing as defining an area such as a city or region, as
a place product, developing and promoting it to meet the needs of identified users or customers. It
encompasses changing the buying behaviour of the targeted customer groups and may also include political,
social and economic motives to influence everyday behaviour. It involves maximising the efficient social and
economic functioning of an area in accordance with whatever goals have been established. Such an area for
example, is the greater Cape Town made up of six distinct regions namely Blaauwberg, Tygerberg,
Oostenberg, Helderberg, South Peninsula and Cape Town. The goal of place marketing is to maximise

economic and social prosperity of such a place.
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Place marketing is often the responsibility of the public sector either exclusively or in conjunction with the
private sector. The challenge of place marketing is to strengthen the capacity of communities and regions to
adapt to their changing market place, seize opportunities, and sustain their vitality. Place marketing, at its
core, embraces four activities:

» Designing the right mix of community features and services.

» Setting attractive incentives for the current and potential buyers and users of its goods and services.

» Delivering a place’s products and services in an efficient and accessible way;

» Promoting the place’s value and image to ensure that potential users are fully aware of the place

distinctive advantages (Kotler et al., 1993: 18).

The greater Cape Town area is marketed by Cape Metropolitan Tourism (CMT) as a tourist destination
while the Western Cape Investment and Trade Promotion Agency (WESGRO) is responsible for marketing
the Western Cape as a place to invest. This will change shortly due to the current restructuring process
happening in the industry that will change the locus of responsibility for each and every organisation
involved in the marketing of Cape Town and the Western Cape. At present the roles and responsibilities of
major players in the Western Cape tourism industry are not clearly defined. The challenge still remains to
combine marketing efforts of all individual players to sell the region as a tounsm and investment
destination. Place marketing has been done on an ad-hoc basis with no clear idea of what is being marketed

and how it must be marketed to promote economic growth within the province.

Place marketing can only succeed when stakeholders such as citizens, workers, and business firms derive
satisfaction from their community, and when visitors, new businesses find their expectations met. The Jomt
Marketing Initiative was launched in April 2001 as a joint initiative by the Western Cape province and the
city of Cape Town to focus and align the marketing efforts aimed at citizens, investors and tourists for the
growth of the province. The goal is to develop a set of clearly defined objectives and strategies for each of
the following markets namely tourism, investment, trade and export promotion, film and television, and
event management. It is based on a partnership between the private and public sector to achieve long-term
goals such as economic upliftment, job creation and better life for all Capetonians (JMI, 2001). The
challenge remains to co-ordinate the marketing efforts of each of these sectors to convey the same message

to international visitors and investors rather than promoting haphazardly.
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Such an initiative is necessary because the resources, assets, and advantages that an area enjoy today may not
be those that provide the same opportunities a decade from now. Therefore, place marketing requires first
of all, an understanding of consumer needs and wants; translating these needs and wants into an attractive
offer; marketing of the offer effectively which ultimately leads to a better life for all South Africans. The JMI
will determine a common strategy for all sectors in order to direct priorities, spend and resources. It will
determine the use of brand and sub-brands for the region while ensuring a seamless and consistent world-
class service delivery. This process will be flexible enough to allow for innovation, creativity and
entrepreneurship (JMI Summut, 2001). In essence the JMI is responsible for strategically co-ordinating the

efforts of key players in an attempt to market the destination more effectively.

2.1.1 STRATEGIC PLACE MARKETING

Strategic place marketing calls for designing a place’s features and attributes in such a way that it satisfies the
needs of its key constituencies. The long-term solution involves improving four major marketing factors
found in every community namely image, attractions, infrastructure and people as shown in Figure 2 below.
The foundation of JMI rests on co-ordination of efforts of the business community, local/regional
government and citizens. As such, it can be viewed as part of the planning group shown in Figure 2. In fact
one of the main reasons behind JMI being instituted was a lack of common vision, strategy and branding
among the various sectors leading to perceived fragmentation and duplication of marketing efforts by the
various agencies marketing the destination. Marketing the province strategjcally using 2 common and unified

approach is thus the ultimate goal of the JMI process.
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Figure 2: Levels of Place Marketing

Increasingly places such as Cape Town and the Western Cape rely on four broad strategies to attract visitors

and residents, build their industrial base, and increase exports. These strategies are image marketing,
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attractions marketing, infrastructure marketing and people marketing (Kotler et al. 1993: 33). Under an
image strategy, the objectives are to identify, develop, and disseminate a strong positive image of the place.
This is often the least expensive of the four strategies since the place is not investing money in adding
attractions or improving its infrastructure, but only communicating something about its present features to
others. The cost and effectiveness of an image strategy depends on the place’s current image and real

attributes.

Improving the image is not enough to ensure a place’s prosperity. The place needs special features to satisfy
residents and attract tourists. Some places are fortunate to have natural attractions, historical buildings,
wotld-renowned edifices such as Paris’s Eiffel Tower amongst others while some places such as Singapore
has very little of those. Although Singapore has very few natural attractions, it has an international
reputation for safety and cleanliness, excellent infrastructure, its strategic location, political stability and
excellent shopping facilities (Tyler, Guerrier and Robertson, 1998: 66). Yet other places have built
convention centres and building waterfronts but they still cannot attract tourists and investors. Clearly their

failure seems to be related to inefficient planning and misunderstanding of their target markets’ needs.

The organisations responsible for marketing these places often ignore the turbulence reshaping the world
economy. No systematic attempt 1s made to figure out how to fit the region competitively into its
metropolitan, regional, national, or even global setting. It assumes that if a place is a ‘good product’, tourists
will visit. It commits what marketers call ‘the better mousetrap fallacy,” in assuming that if someone builds a
better mousetrap, people will rush to buy it (Kotler et al. 1993: 73). Cape Town as a city faces a similar
problem where there is no clear understanding on how the city should be marketed and positioned in
relation to the Western Cape region and South Africa as a whole. The image has been tarnished over the
years due to apartheid and more recently through government stance on HIV/AIDS and the political crisis

in neighbouring Zimbabwe.

Moreover, neither image nor attractions can provide the whole answer to a place’s development. They
cannot compensate or cover up for place deficiencies. The real fundamentals have to do with infrastructure.
A place needs to have the proper infrastructure in place to attract anyone. Proper infrastructure
development is the basis of building a successful tourism industry. However, to gain a competitive edge,

destinations must focus not only on infrastructure but also on everyone and everything that comes into
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contact with the consumer. Flawless service delivery, which includes interactions with the host and quality

of the destination experience, can only improve perception of a place as a holistic entity.

A place can possess a fine infrastructure and many attractions and yet be unsuccessful because of the way
visitors perceive its people. The hospitality of residents can affect a place’s attractiveness in a number of
ways. Outsiders often carry an image of the people who live in a particular place. These images have a
strong effect on whether outsiders want to deal with the community (Kotler et al, 1993: 135). The point 1s
that a place’s citizens are an important part of the product. Therefore the fourth marketing strategy is for
the place to market its people, and this might take several forms. In selecting target markets, places must
consider the perceived character of their people. Places need to encourage their citizens to be more friendly
and considerate of visitors. Many places end up working on image first rather than getting the basics such as
infrastructure right because of a lack of funds. This is really a bootstrapping approach and often fails. The

place needs to repair its fundamentals and yet may not have the money to do it (Kotler et al., 1993: 40).

The four marketing factors, in the final analysis, affect the place’s success in attracting and satisfying its five
potential target markets: goods and service producers, corporate headquarters and regional offices, outside
investment and export markets, tourism and hospitality business, and new residents as shown in Figure 2.
The fortunes of a place depends in the final analysis on the collaboration of the public and private sectors —
teamwork among governmental units, business firms, voluntary and civic associations, and marketing
organisations. Place marketing requires the active support of public and private agencies, interest groups,
and citizens. A place’s potential depends not so much on a place’s location, climate and natural resources as

it does on its human skill, will, energy, values, and organisation.

2.2 DESTINATION MARKETING

The fundamentals of destination marketing as an area of specialisation within tourism and leisure marketing
stem from place marketing. While destination marketing focuses on the visitor (including both domestic and
international tourists) as the main target group, place marketing is aimed at visitors, residents, investors and
exporters. Place marketing in essence goes beyond the realm of tourism and leisure marketing to include
marketing of a region to exporters and investors that are often the pillars of economic success of a region.
With the concept of place marketing in mind, places can be viewed as destinations that are amalgams of

tourism products and services, offering an integrated experience to consumers (Pearce, 1989; Buhalis, 2000).
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However, a tourist’s experience of a destination is not solely derived from the consumption of various travel
services. The service itself and the physical environment in which the encounter takes place, plays a

significant role in influencing the outcome and thus the consumer’s experience of the service (Bitner, 1990).

Factor analytic work on international travel experience has described how tourists desire particular (novel-
familiarity) experiences from the physical setting itself, as well as from the service infrastructure that
supports their visit. Mo, Howard and Havitz (1993) suggest that the natural environment and infrastructure
are important considerations to visitors when choosing a destination. Similarly, Gunn’s (1988) model of the
tourist system denotes the tourism product as a complex consumptive experience that results from a process
where tourists use multiple travel services during the course of their visit. Each experience affecting visitors’
perception of the destination. Smith (1994) acknowledges the role of such travel services in creating a

product experience that can led to ‘outputs’ such as positive word-of-mouth and repeat visits from tourists.

A destination can also be viewed as a perceptual concept, interpreted subjectively by consumers, depending
on their travel itinerary, cultural background, purpose of visit, education level and past experience (Buhalis,
2000: 97). Murphy (1985) equates destinations with the market place where demand and supply
characteristics jostle for attention and consumption. Tyler et al. (1998: 137) support this view and suggest
that the way tourists and tourism industry use the spaces in and around a city, for example, have profound
effects upon not only the tourism product but also the city itself, the way that the various functions of the
city are perceived by its residents, the perceptions of the city by tourists and also the power relations

between various users of the city.

2.2.1 DESTINATIONS AS PRODUCTS/SERVICES

All the above pinpoint to the existence of a debate in the literature as to whether cities or regions can be
treated as products/setvices that can be promoted and marketed. There is an inherent problem of defining
and delimiting the product as suggested by Ashworth and Voogd (1990) and Kotler et al. (1993). The
destination product may be diffuse, complex and vaguely defined. The city product for example, has an
inherent dualism — consisting of the place as a holistic entity, and of the specific services, attributes and
facilities that occur within the place that are multi-sold (Warnaby et al, 1997: 206). That is, the same physical
space, and many of the facilities and attributes of that space, is sold simultaneously to different groups of
customers for different purposes (Ashworth and Voogd, 1990). Therefore, the place marketer has

potentially little control over the customers’ experience of the destination product. This result in a unique
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product for each person, leading to a situation whereby a destination may be marketed by the relevant

agencies without any clear idea of the nature of what is being consumed (Warnaby et al. 1997: 206).

A place is inevitably only one component in a hierarchy of spatal scales. For example, Cape Town exists
within local, regional and national contexts, which may not bear any relation to the jurisdictional boundaries
of those agencies responsible for its marketing. As a result, there may be different opinions on how to
define and market the ‘product’. These inherent difficulties in defining the destination product has led
Warnaby et al. (1997) to suggest that when consumers create their own ‘product’ from the range of services
and experiences available at a destination, the primary role and responsibility of destination marketers is to
facilitate the ability of consumers to create the bundle of benefits appropriate to their own needs and wants.
The general ambience of a destination, for example, creates a ‘sense of place’ which influences the bundle of
benefits sought. By creating the right ambience for the right target group, a place can significantly influence
consumer’s perception of the overall destination offer. Places are therefore products, whose identities and
values must be designed and marketed (Kotler et al., 1993: 4). The city of London for example, has used
strong and established icons to market a unified image on the global stage. Their strong tourism industry is
built on a rich foundation of historical assets that are marketed consistently. It is therefore not so much

what is used to market but more how it is marketed that defines a destination’s identity on the global stage.

Murphy et al. (2000: 50) support the conceptualisation of a destination product as consisting of a set of core
benefits (quality and value) that are delivered through a tourism infrastructure that can be managed directly
and is influenced by environmental factors, some of which may be controlled by public policy. The tourist
destination experience is a thread woven into the visitor’s overall sense of the trip quality and value based on
the service infrastructure, which in turn, is influenced by the destination environment. Murphy et al. (2000)
indicate that a tourist destination needs to consider and integrate the above factors into its overall planning
strategies, including physical and social planning, along with a stronger partnership with business concerns.
This is becoming more evident as more cities are combining quality of life objectives with facilities and

amenities that will appeal to both residents and tourists.

Thus, there is some general agreement in the literature on the definition of a destination. It certainly
involves products and services that are combined together to create a unique experience for the visitor.
However, the visitor has some degree of control over the various elements that will constitute the offer.

Understanding the core product as well as the facilitating, supportive and augmented products for each
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target market is of paramount importance to destination marketers. It assists in taloring the tourism offer to
the specific needs of visitors. Nonetheless, each destination must realise that they can only match certain
types of demand and hence tourism marketers need to appreciate travel motivations in order to develop
appropriate offerings and brand destinations for the right target markets. Travel motivations are the basics
that govern destination choice. In addition, destination marketers should be aware not only of the needs and

wants of the active demand but also of the potential markets they can attract.

2.2.2 DESTINATION CHOICE

Tourism is a highly competitive industry and the message conveyed to potential visitors is one of increased
choice. Many destinations in many countries are now available, a wider variety of holiday types are also
available whilst travel, accommodation and timing arrangements are flexible enough to be tailored for the
needs of individual customers. Given such choice between competing destinations, the potential visitor will
favour those destinations that offer the fullest realisation of their expectations (Goodall and Ashworth,
1988: 2). Yet it is not an easy task to match or exceed visitor expectations. To do so, requires an
understanding of travel motivations that lie at the heart of successful destination marketing. This is because
tourism is a response to felt needs and acquired values. Once needs and/or values have been activated and
applied to a holiday scenario, the generated motivation constitutes a major parameter in expectation
formation. Expectations in turn determine performance perceptions of products and services as well as
perceptions of experiences. Motivation thus impacts on tourist behaviour in choosing a destination and

satisfaction derived from the consumption of the destination product (Gnoth, 1997: 283).

The literature suggests that there are basically two theoretical approaches to the study of decision making by
tourists. The first one refers to the old concept of ‘economic-rational man’ where tourists’ destination
choices reflect their need to optimise benefits within the constraints of disposable time and money. In
practice, however, destination choice involves a degree of uncertainty. Basic tourist conditions, like weather,
real quality of services and attitude of hosts are unknown prior to the visit. The tourist can only hope that
the perceived image that was acquired through the various sources of information is as close to reality as
possible (Mansfeld, 1992: 401). The second theoretical approach to understanding destination choice
revolves around what has been termed as the ‘vacation sequence’ (Mansfeld, 1992: 401). Basically the
vacation sequence refers to the choice process used by consumers when involved with a non-routinised and
high-involvement purchase. Many researchers have argued that this choice process is phased (Woodside and

Lysonski, 1989; Um and Crompton, 1990; Mansfeld, 1992). There appears to be some agreement that the
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selection of a vacation destination goes through three central core stages: development of an initial set of
destinations that has traditionally been called the awareness set, a discarding of some of those destinations
to form a smaller late consideration or evoked set, and a final destination selected from those in the late

consideration set.

Thus it can already be deduced from the above that any model of destination choice will be complex in
nature given that there are many stages that a traveller goes through before actually choosing a destination.
A proposed model of destination choice by the author will comprise of a number of variables that will enter
the model as the literature review suggests. There is no point in building a2 model of destination choice if the
potential traveller is not even aware of South Africa or Cape Town as a destination. Therefore the model

will focus on the evoked set and final destination selection as suggested by Um and Crompton (1990).

Crompton (1992: 424) defines the inert set as comprising of destinations that individuals are aware of, but
towards which they are disinterested. They have neither a positive nor a negative predisposition toward
these destinations, and the lack of affect causes them to be excluded from the initial consideration set. The
reject or inept set is comprised of destinations that have been rejected from purchase consideration because
they are perceived negatively. The negative perception may be the result of either an unpleasant experience
ot negative feedback from external sources. South Africa as a destination tends to be part of tourists’ inert
and inept sets. Woodside and Lysonski (1989: 12) in their study found that a substantial proportion of their
ninety-two respondents for their research viewed South Africa as part of their unavailable-aware (34%) and
inept set (22%). Destination choice therefore depends to a large extent on the positiveness or negativeness
of perceptions of potential visitors towards a particular destination (Seddighi et al., 2001: 182). With South
Africa being viewed negatively in the international market place, the likelihood of the destination being

chosen for holiday purposes is low.

Factors such as need satisfaction, social agreement and travelability also impact on the destination choice
process. The need satisfaction dimension of destination choice incorporates a set of motivations for travel
that includes novelty, challenge, relaxation, learning, and curiosity. The social agreement dimension reflects
potential travellers’ inclinations to act in accordance with their social groups’ opinions. The travelability
dimension describes an individual’s capability to travel to a place in terms of variables such as time, money,
skill and health (Um and Crompton, 1992: 20). As with consumer buying behaviour, destination selection is

also a complex task. To understand the factors involved in choosing a destination is not easy as consumers
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can have different criteria for each destination chosen. For example, the need for relaxation will influence
consumers to choose a destination that offers tranquillity and serenity while the same consumer will choose
an adventure packed destination if he feels the need for excitement. Interestingly some consumers seem to
have no rationale for choosing a destination. They based their choice on the ‘unpredictability’ or element of
surprise on arrival at the destination. Mazursky (1989: 335) states that the unpredictability of tourism events
lie at the heart of vacational experience. Visitors seem to increasingly choose destination based on their ‘gut

feeling’.

Therefore a model of destination choice will be influenced by the following three factors:

Need Satisfaction Travelability Social Agreement
e Novelty e Time e Social group
e Challenge e Money opinions
e Relaxation e Health
® Learning

The extent to which each of these factors will influence the final choice of a destination will be dependent
on the destinations that have been selected to be part of the evoked set that are themselves influenced by
the above mentioned factors. The final choice rests upon the level of importance that the customer attaches
to each of these three factors. For example, the need for novelty will lead to the choice of a destination that

offers unconventional experiences.

In addition potential tourists frequently have limited knowledge about a destination that they have not
previously visited. This knowledge often is confined to symbolic information acquired either from media or
from their social group. Therefore it is important to discuss the role played by travel information in the
destination choice process and the impact of travel information on tourists’ actual destination choice. In
most decision-making processes, the information collection takes place before probable decision alternatives
have been established. The process of gathering information in order to choose a destination proceeds in
two phases. In the first phase, the individual gathers enough information to ascertain that attractive
destinations offered or chosen are within constraint limits (disposable income, time and family situation). In
the second phase, information is collected in order to enable the potential tourist to evaluate each alternative

on a ‘place-utility’ rather than on a constraint basis (Mansfeld, 1992: 406). However, is must be noted that
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consumers ‘buy’ a holiday based not so much upon what information is actually presented to them but more

on how they perceive that information.

The available tourist information emanates from two types of sources namely formal and informal. Formal
sources of information refer to information gathered from travel agents, brochures, guidebooks and maps.
Informal sources of information are the recommendations and impressions of other people such as family
and friends based on their own past travel experiences. From the sources of information, tourists formulate
images of the destination, so image emerges as a critical element in the destination choice process. For this
reason, a substantial number of studies concerned with destination choice have focused on identifying the
dominant attributes of destination image and exploring their role in the selection of a travel destination (Um
and Crompton, 1992: 18). Destination image 1s such a vital component in destination selection that it
warrants treatment on its own and is dealt with in section 2.4. Goodall and Ashworth (1988: 9) are of the
opinion that where prices are comparable, image is the decisive factor in destination choice. Mansfeld (1992)
went further to say that at the root of every destination choice is the assignment of utility values to various
parts of the decision alternative. These parts are referred to as destination attributes. The more attributes
representing high utility values exist in a particular alternative, the more likely it is that this alternative will be
chosen as the preferred one. It can therefore be concluded that a model of destination choice will have to
include destination image as a vital component given that it influences the choice process. Already it can be
seen that formal and informal sources of information affect the perlceived image of a destination. This issue

will be discussed further at a later stage.

At any given time a person has a set of accumulated images about a great number of holiday experiences,
some personal but many second-hand. These images, for each person, will be modified and added to with
each additional experience and by further exposure to a variety of information sources. The implications for
tourist destinations are threefold. First, a destination has no chance of being selected for holiday purposes
unless it figures amongst a potential visitor’s current set of mental images. Second, where the destination
does figure in the current set of images held by the potential tourist, this image must be a positive one in
order to be selected in preference to an alternative. Third, where the tourist is successfully enticed to a
destination it is equally important that the satisfaction derived from the destination experience at least
matches expectations created by the image. Otherwise the tourist i1s unlikely to revisit or recommend the

destination to others. Indeed the dissatisfied tourist may contribute towards dissemination of a negative
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image of the destination. Personal images can therefore be influenced, manipulated and even created to

position a destination favourably in consumers’ minds (Goodall and Ashworth, 1988: 10).

Ashworth and Goodall (1990) went on further to add that destinations are chosen based in terms of their
basic destination attributes followed by imagery processing. The alternatives that remain are then compared
for compatibility with self-image. The process of choosing a destination based on its attributes has been
termed as ‘discursive processing’. Discursive and imagery evaluations of destination images correspond to
the evaluation of physical and sentimental components of a place. Discursive evaluation assesses the
‘identity and structure’ components of a place image while imagery evaluation assesses the ‘meaning’
component of place image (Ashworth and Goodall, 1990: 49). In essence, the main goal of destination
marketing is therefore to create a rich visual imagery of a place. The city of London has been particularly
good at creating a rich visual imagery of the place. Combinations of attractions that have historical appeal
such as London Bridge, Buckingham Palace, Big Ben and Victoria Station have been marketed
simultaneously with new attractions such as the Millennium Dome. A similar approach can be used to
market Cape Town where historical assets such as Robben Island and Bo-Kaap must be marketed in
conjunction with the new convention centre and Canal Walk. These create a rich imagery of the destination

that offers a diversity of experiences.

Thus, a destination choice decision may be conceptualised as emerging from the interaction of an
individual’s beliefs about a destination’s attributes with his or her motives for pleasure travel and situational
factors. Those beliefs about a destination’s attributes which help to satisfy a potential visitor’s specific
motives are termed as ‘facilitators’, whereas those attributes which are not congruent with his or her motives
are termed ‘inhibitors’. Perceived inhibitors and facilitators are operationalised as consisting of two
components:

» The extent to which prospective destinations are believed to possess certain attributes

» The relative strength or intensity of beliefs about each attribute as either an inhibitor or a facilitator in

evaluating each place as a possible destination.
Therefore, a choice of whether an alternative is selected as a travel destination may be expressed as a

function of the interaction of perceived facilitators and perceived inhibitors (Um and Compton, 1992: 19).
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2.2.3 DESTINATION MIX

Both perceived destination facilitators and inhibitors have a significant impact on the destination experience.
Destination attributes (facilitators and inhibitors) form part of the destination mix. Destination mix
components can be regarded as the supply side of the tourism system. Most destinations comprise a core of
the following components that is usually referred to as the six A’s framework:

1. Attractions (natural, man-made, artificial, purpose built, heritage, special events)

2. Accessibility (entire transportation system comprising of routes, terminals and vehicles)

3. Amenities (accommodation and catering facilities, retailing, and other tourist services)

4. Available packages (pre-arranged packages by intermediaries and principals)

5. Activities (all activities available at the destination and what consumers will do during their visit)

6. Ancillary services (services used by tourists such as banks, telecommunications, post, newsagents,

hospitals etc.) (Buhalis, 2000: 98)

Therefore the destination mix can be regarded as a combination of products and services offered to the
visitor. It can even be considered as a brand of all products, services and ultimately experiences provided
locally. As with all other mixes such as the marketing mix and promotions mix, the components are
interdependent; all components must be present to produce a satisfying holiday experience. However, unlike
other mixes the destination marketer has little control over the components (George, 2001: 291). The
components of the destination mix enable marketers to assess the impact of tourism as well as manage
demand and supply in order to maximise benefits for all stakeholders. Ryan (1991b) explains that companies
and governments often apply only part of the marketing mix (promotion) and tend to overlook the complex
relationship between the destination mix and the marketing mix. Little attention being paid to create

synergies between the two.

224 CHALLENGES FACING DESTINATION MARKETING
ORGANISATIONS (DMOs)

Often destinations are artificially divided by geographical and political barriers, which fail to take into
consideration consumer preferences or tourism industry functions. An example of that is the Alps shared by
France, Austria, Switzerland, and Italy is often perceived and consumed as part of the same product by
skiers (Buhalis, 2000: 97). Destinations historically have been defined as geographical areas such as a

country, island or town. However, with globalisation this definition is outdated. Today, for example,
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London can be the destination of South African tourists, whilst Europe may be the destination for a
Japanese tourist who packs six European countries in a two-week tour. The interpretation of the definition
of a destination is subjective. Destination marketing is complex because:

» Destinations exist at a number of different geographical levels.

» The organisations marketing destinations have no direct control over the product.

» No direct charge is made for visiting the destination. Consumers pay to use the individual components
of the destination product but not for the destination itself. This fact is at the root of one of the most
controversial aspects of destination marketing. The whole community through taxes paid to public
sector bodies funds most destination marketing, yet most of the economic benefits go to the private
sector enterprises, while the consumer rarely pays the true cost of their visit. This is clearly a moral

dilemma (Horner and Swarbrooke, 1996: 300).

Yet co-operation between private and public sector bodies is critical for the success of a destination. The
failure of the recent ‘Cool Britannia’ campaign to market the UK is an example of lack of synergy between
private and public bodies marketing London as a destination. Thereafter London initiated 2 number of
initiatives funded by the public sector but driven by private sector to enhance the appeal of London as a
destination. Similarly the repositioning of San Francisco as a unique and energised city with a stylish image
and status different from the laid-back and cosmetic California was driven by public and private sector co-
operation (AVG, 2002). The same approach has been envisioned to market Cape Town. The JMI process is

funded by provincial government and driven partly by private sector

Therefore, the main challenges facing destination marketing organisations is how to co-ordinate their efforts
with that of other organisations which are responsible for the marketing of different geographical entities
that encompass but are not solely concerned with their area. It is common practice that destination
marketing is carried out by public sector bodies rather than private companies. Destinations are some of the
most difficult entities to market and manage, due to their complexity of the relationships with local
stakeholders. Managing and marketing destinations is also challenging because of the variety of stakeholders
involved in the development and production of the tourism product. The destination experience is
essentially comprised of regions, resources and amalgams of tourist services and facilities that often do not
belong to individuals. Instead, they represent a collection of both professional and personal interests of all
people who live and work in the area. Managing conflicting interests are often a large part of the challenge.

Further to this, regional and local tourism boards are often heavily dependent on each other and their
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commercial members for funding. Attraction owners, accommodation providers and smaller districts within
a region, all want as much profile as possible for their products. The problem is that this orientation may

not necessarily correspond to the needs of the consumer (Alford, 1998: 58).

Also, public bodies have a vested financial interest in tourism for themselves as it helps them to earn income
from tourism in a number of ways. For example, a government gains revenue from value-added taxes while
local authonities gain from the charges paid by tourists to visit publicly-owned tourist attractions (Hormer
and Swarbrooke, 1996: 299). Tourism can help justify and fund infrastructure development such as new
roads and airports, which benefits local residents.. Cape Metropolitan Tourism is a good example of a public
body responsible for marketing the greater Cape Town area. It has set its priority as being tourism
development in the area to create more jobs and to bring the previously disadvantaged communities in the

mainstream economy.

Moreover, the diverse nature of the tountsm industry has meant that tourism planning has been difficult to
define and grasp conceptually and, therefore, co-ordination of the various elements of the tourism product
has been extremely difficult to achieve. Yet, it i1s the very nature of the industry, particularly the way in
which local communities, their culture and lifestyles and the environment are part of the tourism product,
which makes planning so important. As Gunn (1993) observed, because of the fragmented growth of the
tourism industry, ‘the overall planning of the total lourism system is lomg overdye. . . there is no overall policy, philosaphy or
co-ordinating force that brings together the many pieces of tourism in harmony and assures their continued harmonsous function’ .
The lack of a concrete framework and clearly defined responsibilities are often the main reasons why a
particular destination is unable to attract a significant amount of visitors despite its good product offering.
The perceived fragmentation of marketing efforts has been the central debate surrounding Cape Town’s
inability to sustain high tourism growth rates. The White Paper on sustainable tourism in the Western Cape
acknowledges the perceived fragmentation of effort in the industry which has resulted in ‘ad-hoc and
fragmented strategies which failed to capitalise on the diverse tourism resources thereby Lmiting the ability of the tourism sector to
effectively provide much needed entrepremenrship, employment and skills development opportunities (2000: 3). The
importance of greater co-ordination between the various agencies responsible for marketing the province is

thus magnified in the White Paper.

Perhaps the most difficult problem in destination marketing is to ensure the rational use of the zero-priced

public goods such as landscapes, mountains and the sea (Buhalis, 2000; Buhalis and Fletcher, 1995) and yet
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tourists perceive the destination as a brand comprising of a collection of suppliers and services. Before
visiting they develop an image about destinations as well as a set of expectations based on previous
experience, word-of-mouth, press releases etc. during their holiday they consume destinations as a
comprehensive experience, without often realising that each element of the product is produced and
managed by individual players. As a result, there is much overlap between strategic marketing of the
destination as a whole and each of the individual supplier goals. Hence the competitiveness of each player is

often interrelated and almost indistinguishable from one another (Buhalis, 2000: 99).

When a product is made up of components contributed by different suppliers, quality control becomes a
critical issue to ensure consistency in performance. The same applies to destinations, controlling the
destination experience is of paramount importance to keep customers satisfied. Tourism policy 1s the most
often used method of controlling various aspects of the offering. The accommodation sector for example,
usually grades and classifies hospitality establishments based on the quality of service provided. Tourism
policy seeks primarily to create an environment within which tourism can flourish in an adaptive sustainable

manner (Buhals, 2000: 99).

Tourism policy should be formulated based on the interests and benefits of all stakeholders. Failure to do so
jeopardises relationships between stakeholders and threatens the achievement of strategic objectives and the
long-term competitiveness and prosperity of destinations. Equally important is the emphasis on formulating
destination development strategies through a publicly driven process based on stakeholders’ values and
consensus, rather than through a more private ‘expert-driven’ process based solely on market forces
(Buhalis, 2000: 99). Destination marketing should operate as a mechanism to facilitate regional development
objectives and to rationalise the provision of tourism in order to ensure that the strategic objectives of the
destination are achieved. It should ensure equitable return on resources utilised for the production and
delivery of tourism products as well as the regeneration of these resources. It should also provide suitable
gains to all stakeholders involved in the tourism system. Hence marketing should be used as a strategic

mechanism in co-ordination with planning and management rather than as a sales tool (Buhalis, 2000: 100).

Thus, the marketing of destinations should balance the strategic objectives of all stakeholders as well as the
sustainability of local resources. Successful destinations will be those that are able to bring all individual
partners together to co-operate rather than compete and to pool resources towards developing an integrated

marketing mix and delivery system (Buhalis and Cooper, 1998). The challenge still remains for players in the
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Cape Town tourism industry to pool their resources and efforts together to market the region and to focus
on co-operation and benefit sharing rather than internal competition. Not to say that internal competition is
unnecessary though, competition makes individual suppliers more efficient at satisfying customer needs.
However, given the high level of fragmentation in the tounism industry in Cape Town, co-operation should
be the focus at this point in time to create a distinct image and brand. Destinations need to differentiate
their products and develop partnerships between the public and private sector locally in order to co-ordinate
delivery. Taking advantage of new technologies and the Internet will enable destinations to enhance their
competitiveness by increasing their visibility, reducing costs and enhancing local co-operation (Buhalis,

2000: 97).

An additional complication is that most destinations have already a rich history, image and legacy
development, which need to be taken into consideration when developing destination marketing strategies.
This has been particularly a challenge for destinations such as London and Cape Town. On the one hand,
London is renowned for its tradition and culture amplified through icons such as the Royal Family and
Westminster Abbey. Yet to position London as a millennium city with symbols of a dawning new era is not
an easy task. In the same way, the current image of Cape Town is one of a city coming out of a legacy of
apartheid with rich historical significance and cultural diversity. On the other hand the city offers a
cosmopolitan experience with attractions such as the V&A Waterfront and Canal Walk. The difficulty in
marketing these often contradictory images of a destination adds to the complexity of destination marketing,
Not only consumers develop certain images and views about places, but also pervious marketing campaigns
provide several limits on current campaigns. Understanding the stage and roots of tourism development is

therefore critical for development of a strategy that is supported by all stakeholders (Buhalis, 2000: 104).

2.3 STRATEGIC DESTINATION MARKETING

Cooper et al. (1998) define destinations as the focus of facilities and services designed to meet the needs of
the tourists. The destination itself is influenced by six environmental factors that shape the destination:
demographic, economic, natural, technological, political and cultural forces, which impinge upon the visitor
experience and sense of the destination as suggested by Kotler, Bowen and Makens (1996). Physical
elements of the destination can include features like a site or facility, natural resources such a scenic beauty,
flora, fauna, or physical conditions such as the weather. Social factors like friendliness of local people,

language spoken, family structures, occupations, urban layout and population density, are also attributes of
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the destination. The level, use, or lack of infrastructure and technology in a destination are also visible
features of developed and under-developed tourism products that can influence visitor’s trip experience.
The economic conditions and structural features that charactenise a country, such as currency exchange,
market behaviour and pricing, are further attributes that factor into the traveller’s experience of the
destination. Culture is an important factor shaping many tounst experiences. Authentic local culture, its
history, mstitutions and customs can provide a rich expeniential tapestry for the visiting tounsts (Murphy et
al, 2000: 45). Furthermore, government control, responsiveness to tourism, and the treatment of tourists,
for example, visa applications, ports of entry can also affect the destination environment that tourists

experience.

These factors in aggregate influence the choice of a particular strategy for a destination. Middleton (1988)
believes that destination marketing organisations have two strategic alternatives. Firstly, they can concentrate
their budget on creating tourist motivations and attitudes through image campaigns. The second alternative
is to follow a strategy of facilitating and influencing suppliers of tourism products. He firmly believes, given
limited public sector budget that the latter course will produce more tangible results. These strategies relate
to the push and pull strategies suggested by Lubbe (1998). These strategies will be considered in more detail
in section 2.4.2. Butler (1980), Gilbert (1990), Porter (1985), and Poon (1993) have suggested different

strategic alternatives for destinations based on their own framework.

2.3.1 BUTLER’S DESTINATION LIFE CYCLE MODEL

One of the most widely used tools for undertaking the task of identifying approprate strategies for a
destination is the destination life cycle model (Butler, 1980). The main utility of this model is to facilitate the
understanding of the evolution of tourist products and destinations and this provides guidance for strategic
decision taking, According to Butler, a destination will experience a period of slow growth, followed— if
marketed properly— by a take off period of rapid growth, and subsequently a period of stability. If
improvements to the destination are not made, the appeal of the destination will thereafter decline, as sales
will fall. Eventually the destination may have to be de-marketed (George, 2001: 297). The model highlights
that different stages of the life cycle require different marketing strategies and planning actions as shown in
Appendix A. This is largely due to the differences between demand and supply experienced at different
levels. In the early stages, demand exceeds supply whilst this relationship is reversed in the maturity and
consolidation phases. As a result, marketing strategies should focus on building awareness and promoting

the destination product in the early stages of the cycle while at later stages, image alteration and redesign and
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relaunch become a pnonty (Buhalis, 2000: 104). Destinations such as London, San Franasco, Florida and
Hong Kong are considered to be in their maturity stage of their destination life cycle. These desnnanons
have been involved in tourism for more than rwo decades and their prionty 18 to reposition and relaunch the
destination. Cape Town on the other hand, is percerved to be in its intreduction phase of its life cycle in
some markets for example, the MICE market where building awareness is a prority, In other markets, Cape
Town 13 10 its maturity stage where rebnch becomes a prionty. "The entire destination muee will have to be

altered and differentiated to accommodate the needs of the city at each stage of 11s life cycle.

However, the main problems relate to identifying turning points, stages, length of stages and lovel of
agpregation. Applying the destinaton life cycle to the whole destination can be musleading, as a particular
niche market within the destination might be declining while another area is Hourishing, The concept is
useful as a disggrostic tool, not as a predictive tool. The model assumes that deshnanons progress from one
stage to another. In reality, this is not always the case, desnnarions may reach a particular stage n a far
shotter time (George, 2001). It 1s quite difficult to pinpont whether a destination s in its growth or maturify
stage of its destination life cycle gven the diversity of touriem products offered. Some niche-market
products in Cape Town such as whale watching, gay tourism ete. are still in the introduction phase of their
respective life cycles while other markets such as shopping, VFR market etc. have matured, requiring

different strategies.

2.3.2 GILBERT’S STRATEGIC FRAMEWORK

Gilbert (1984, 1990) arpues that destinhations can be dassified on a continuum between a ‘status’ and 2

‘commaodity’ area, as illustrated in Figure 3.
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‘Status areas’ achieve international demand as a result of the unique attributes that the product is made of, as
perceived by the target markets. These unique attributes may be real or imagined and thus, a destination is
regarded as irreplaceable. Consequently, consumers’ loyalty and willingness to a pay premium price for the
destination increase. In the ‘commodity status’ case, destinations are substitutable, demand is very sensitive
to price and economic changes, while consumers have a low awareness of any unique benefits and
attributes. Thus, travellers base their decision to visit the area merely on price, while demand for the
destination is incidental and destinations are unable to attract high spenders (Buhalis, 2000: 107). Despite
the fact that the sustainability of resources is not discussed explicitly by the model, it is quite evident that
‘status areas’ manage their resources as product attributes and therefore are appreciated by consumers who
are willing to pay more. Gilbert (1990) affirms that destinations should attempt to become ‘status areas’
rather than ‘commodity areas’ in order to improve their image, loyalty and economic benefits. Although the
model clearly assigns destinations to distinctive categories, it fails to recognise that the majonty of
destinations such as South Africa, Malaysia, Egypt etc. lay between the two ends of the continuum. It also
fails to relate to the different stages of the life cycle and to the inevitability experienced in several regions
where destinations are launched as status area and gradually ship to commodity area. Nevertheless, the model
clearly contributes to tourism by correlating product attributes with willingness to pay and also by
illustrating clearly that destinations should decide on what direction they should plan and manage their

resources and facilities.

2.3.3 PORTER’S GENERIC STRATEGIES

Porter (1985) proposed three generic strategies namely: overall cost leadership, differentiation and focused
differentiation, to outperform other firms in an industry. In a destination marketing context, an overall cost
leadership strategy will be one where destination marketing organisations focus on providing good value for
money at lowest costs based on mass production and strict cost control of the main business functions. This
strategy seems to favour mass tourism where the experience is standardised irrespective of visitors’ needs
and wants. A differentiation strategy centres on products and services (destination attributes) offered. The
aim is to create an experience that is perceived by visitors as being unique. The focus differentiation strategy
identifies a particular buyer group or segment and achieves either cost leadership or product differentiation.
This model provides clear guidance for decision-makers to position their products in order to maximise
profitability and improve their competitiveness. However, this model fails to address the specific needs of

tourism and in particular the scarcity of resources at the destination level (Buhalis, 2000). The model fails to
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recognise that currency fluctuations significantly affect value for money perceptions. The competitiveness of

tourism lies in a differentiated product that creates a unique experience for each customer.

2.3.4 POON’S FLEXIBLE SPECIALISATION

A fourth strategic approach is proposed by Poon (1989, 1993) based on the concept of ‘flexible
specialisation’ of the tourism business. Poon argues that flexible specialisation is a strategy of permanent
innovation and ceaseless change, which provides for ‘new tourism’. New tourism is flexible, segmented,
customised to the tourists needs and diagonally integrated. In contrast, old tourism can be charactenised as
‘mass, standardised, and nigidly packaged’. The main sources of flexibility for service firms lie in the
organisation, management, marketing, distribution and other forms of interaction and interrelationships
among guests, hotels, suppliers etc. What is of importance, however, is not each of these stand-alone aspects
but how they are combined together to create competitive advantages and hence, capabilities to move with
the market. This is a2 timely model that predicts the impact of information technology on both decision-
making and consumer behaviour. Industry innovation s critical in this strategy and the utilisation of new
technology provides the opportunity to customise products according to customer’s specific requirements.
Hence destinations can organise their assets and attributes in such a way that it enables them to specialise
their tourism product according to particular demand needs. Although Poon’s model revolutionised tourism
thinking it is still difficult to implement at the destination level. The majority of infrastructure and
superstructure is based on fixed assets, which cannot be altered easily and therefore have a limited degree of
flexibility. This is more evident for destinations at the consolidation stages, which are unable to reinvent
themselves and approach new markets. Nevertheless, the model clearly contributes to the field by
encouraging tourism organisations and destinations to challenge existing strategies and practices thus forcing
them to adopt new approaches to tourism product development with new tools introduced by technology.
Concentration on core functions and outsourcing all peripheral activities to networks of virtual co-operation
should enable destinations and enterprises to innovate and to adapt to the needs of consumers constantly

(Buhalis, 2000: 107).

A close examination of the strategies prescribed by the above three models seems to reveal that they share a
similar base. Porter’s differentiation, Gilbert’s status area and Poon’s flexible specialisation describe how
firms and destinations can achieve value-competitive advantages. Consumers value special attributes and as
a result they are prepared to pay higher prices, inclined to visit areas more regularly, and increase their

loyalty. In contrast, cost leadership, commodity area and standardisation describe the efforts of firms or
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destinations to achieve cost competitive advantages by offering their products for less than their
competitors. This is achieved through economies of scale, standardisation and mass production. Hence the
underlying concept of the two alternative set of strategies is the relationship between volume and price. The
first set of strategies support a low-volume, high-profit margin approach, where each consumer is paying
premium prices for unique products while the second set of strategies follow a high-volume, low-profit
margin approach. Tourism destinations should therefore avoid the cost advantage strategies as they are
based on mass production and consumption and assume unlimited production capacity and resources.
Gilbert and Poon’s strategic frameworks tend to suggest that destinations should follow a niche orientation
through differentiation in order to increase consumer satisfaction as well as to maximise benefits. However,
such strategies should not be served as an excuse for not improving efficiency and minimising production
costs. Although providing a unique service to satisfy tourist needs should be a priority, offering perceived
value for money would determine their competitiveness in the market place (Morgan and Pritchard, 1998).
Besides value for money, there are a number of other factors that determine the competitiveness of a
destination, one of which 1s destination image. The following section deals with image as a construct

followed by destination image, its importance in destination choice and consumer behaviour.

2.4 DESTINATION IMAGE

2.4.1 IMAGE AS A CONSTRUCT

Image 1s a widely researched construct in various fields and more specifically in the marketing field where
product image, store image and company image have been viewed as the critical elements in the positioning
and success of products, services and companies. According to Barich and Kotler (1991: 95), image is
defined as the sum of beliefs, attitudes, and impressions that a person or group has of an object. The object
may be a company, product, brand, place or person. The impressions may be true or false, real or imagined
(1991: 92). Similarly, Fridgen (1987) defines image as a mental representation of an object or place, which is
not physically before the observer. Ahmed (1996: 44) suggests that image is an internalised, conceptualised
and personalised understanding of what one knows. He propounded a theory of human behaviour based
upon the concept of image. The theory states that behaviour is primarily affected by image. Consumers are
assumed to behave in accordance with what they know, what they think they know, and what they think

they ought to know.
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Therefore images form part of consumers’ decision-making processes in that they will influence the choices
they make. Consequently, the choice of a destination will be affected by destination image. Understanding
the destination tmage formation and choice process is critical for the development of the author’s proposed
model. Thus, the following discussions centre on destination image and its importance in destination choice.
Basic psychological, physical, cultural, social and economic motivators govern behaviour and these are
conditioned by experiences, information and individual preferences to create images of reality. Hence,
consumer behaviour stems from consumer images (Ahmed, 1996: 45). Right or wrong, images guide and
shape behaviour, influence attitudes, affect predispositions as consumers, and tend to change slowly.
Tourism destination marketers seek to establish, reinforce or change image. Their goal is to match to the
greatest extent possible the promoted and perceived image (Kotler et al., 1993). An image not only presents
the product (destination) but can also communicate its attributes, characteristics, concepts, values and ideas
(MacKay and Fesenmater, 1997: 538). The implications and impact of image can affect tourists through the
creation of expectations and the desire for image verification. Thus image is subjective knowledge and a
consumptive experience. Portrayal of natural scenery, for example, may imply experiencing nature or

portrayal of landmarks and historic sites may indicate heritage appreciation.

Strategic image management (SIM) emerged as an ongoing process of researching a place’s image among its
audiences, segmenting and targeting its specific image and its demographic audiences, positioning the place’s
benefits to support an existing image or create a new image, and communicating those benefits to the target
audiences (Kotler et al. 1993: 143). Strategic Image Management is founded on the belief that for an image

to be effective, it must meet the following criteria:

e It must be valid. If a place promotes an image too far from reality, the chance of success is minimal.
e It must be believable. Even if the proposed image is valid, it may not be readily believable.

e It must be simple. If a place disseminates too many images of itself, it leads to confusion.

e It must have appeal. The image must suggest why people would want to live there, visit, invest and so
forth.

e It must be distinctive. The image works best when it is different from other common themes. There is

an overuse of the words ‘a friendly place,” and ‘a place that works’ (Kotler et al. 1993: 150).

Researchers in several disciplines and fields agree that the image construct has both perceptual/cognitive
and affective evaluations (Holbrook 1978; Gartner 1993; Baloglu and Brinberg 1997; Baloglu and McCleary,
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1999). The perceptual/cognitive evaluations refer to the beliefs or knowledge about a destination’s attributes
and are formed by external factors which include various sources of information such as symbolic stimul
(promotional effort of a destination) and social stimuhi (word of mouth) (Baloglu and McCleary, 1999: 148).
Affective evaluations on the other hand, refer to feelings toward, or attachment to the object or destination.
Several authors suggested that motivations are related to the affective component of image and an
individual’s affective image toward a destination is, to a great extent, influenced by his/her motivations
(benefits sought) from the touristic experience (Vaughan and Edwards, 1999; Lubbe, 1998; Baloghu and
Brinberg, 1997). These affective evaluations are formed in a conscious or unconscious way. Mayo and Jarvis
(1981) indicated that tourist’s psychological motivations influence their images of destinations. They
determine the image of a destination before and after visitation. Thus an important component of the

author’s proposed model should be psychological motivations that influence image.

Affective evaluations have been measured by Baloglu and McCleary using four bipolar scales namely:
arousing-sleepy, pleasant-unpleasant, exciting-gloomy and relaxing-distressing (1999: 150). Holbrook (1978)
and Gartner (1993) noted that the type and amount of external stimuli received influence the formation of
the cognitive component of image but not the affective counterpart. In fact, Burgess (1978) hypothesised
that the type, quality, and quantity of information would determine the type of image that is likely to
develop. Thus the cognitive component of image plays an intervening role between information sources
and the affective component. The cognitive and affective components of destination image are therefore

distinct but hierarchically related when tourists choose a destination (Gartner, 1993).

Holbrook (1978: 547) argues that the basic distinction between cognitive and affective components has
been presented in a wide range of disciplines through the use of labels such as referential versus emotive
meaning, designative versus appraisive meaning, formalist versus expressivist meaning, cognitive versus
affective meaning, and denotative versus connotative meaning. Holbrook (1978) adds that in marketing and
consumer behaviour those two components are treated under the label of beliefs versus affect. There is
general agreement among tourism researchers that the image of a destination is therefore dependent on the
cognitive evaluations of the place and the affective responses are formed as a function of the cognitive
responses. An overall or composite image of a place is formed as a result of the interaction between both
the perceptual/cognitive and the affective evaluations of that place (Baloglu and McCleary 1999; Gartner
1993). Ahmed (1991) notes that the relationship between overall image and other components of

destination marketing will create favourable or unfavourable perceptions about the destination.
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2.4.2 THE DESTINATION IMAGE FORMATION PROCESS

Probably the best-known description of destination image is that of Gunn (1972) who stated that
destination image evolves at two levels to give an organic and an induced/projected image. The organic
image is formed from an early age and based on what is learnt of a country while induced image is the result
of promotion of that country as a tourist destination (Lubbe, 1998). Research by Andreu et al. (2000: 53) on
the perceived image of Spain as a holiday destination showed that personalised stimuli (previous experiences
and word-of-mouth) were the most important sources of information for selecting a destination. This
confirms the significance of sources that are not directly controlled by tourist destination organisations in
influencing destination choice. The principal difference between organic and induced images is the absence
or presence of control over the destination by the developers. Protagonists for the construction of the
projected image are tourism information offices, tour operators and travel agencies (Kotler et al., 1993;
Pritchard, 1998). Together with this projected image, the identification of the image perceived by the tourist

is fundamental in determining a destination’s competitiveness.

Hence the author’s proposed model of destination image and choice process will include the following

components:
Organic Image Induced /Projected Images
o Media e Destination marketing activities
e Hearsay (Destination promotion, branding etc.)
e Word-of-mouth

These affect the choice of a destination and as stated by Gunn (1972), Lubbe (1998) and Andreu et al.
(2000), a marketer has very little control over the organic image of a destination. Therefore managing the
projected images becomes critical to ensure the success of the destination. Destination promotion, pricing
and branding will influence the choice of a destination to the extent that the projected image of the

destination is in line with consumers’ expectations.
Place image studies are an effective vehicle for assessing the strengths and weaknesses of tourism

destinations, particularly with regard to the perceptions of actual and potential tourists. The application of

place image theory is especially useful when it includes both the organic and projected images of a
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destination, comparing how tourists’ perceptions change after visiting the destination (Selby and Morgan,
1996: 287). In fact, the mandate of a destination-marketing organisation is to control projected images.
However, these projected images are open to multiple interpretations by potential visitors. Knowing how
these images are formed is critical to strategizing how to create, enhance or change them (MacKay and
Fesenmaier, 1997: 541). At each stage of his visit, the potential tourist may hold different images of a
destination, images that are constructed by the amount, source and objectivity of the available information.
This range of imagery has been described as a hierarchy of place images, ranging from initial perceptions
based on organic sources, to a modified or re-evaluated image upon visiting the destination. This
modification results in a much more realistic, objective, differentiated, and complex image (Selby and
Morgan, 1996: 288). It follows then that there can be significant differences between the organic and
projected images, which a tourist has of a destination before visiting it, and the re-evaluated image that is
formed following a visit. Fakeye and Crompton (1991: 11) refer to the re-evaluated image as the complex
image, which is formed when a tourist has a direct experience of a destination. Hence a comparison between
organic image, induced images and actual images determine brand behaviour, that is, whether tourists’ are
likely to revisit, spread positive word-of —mouth and recommend the destination to others. The authors’

proposed model would include the following components based on the above discussion.

Actual Image of Brand Behaviour Complex Image
Destination (Repeat visits, positive word-of- ® Realistic
mouth, recommendation to others) e Objective

o Differentiated

Discrepancies between organic and projected images can atise from unrealistic naive images held by tourists
or from a failure on the part of the destination to meet expectations. The perceived image is therefore, a
dynamic concept based on the previous knowledge and the experience of the tourist at the destination. The
tourist’s evaluation of that knowledge will affect his/her image of the destination (Hu and Ritchie, 1993).
The periodic monitoring of tourists’ perceptions can indicate the negative organic images that need
addressing, analyse the projected image and reassess satisfaction with the various aspects of the product
itself. If the organic image is unfavourable, a significant proportion of visitors will decide not to visit. It is

particularly these non-visitors whom tourism marketers need to know more about. This is in order to
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identify the nature and sources of the unfavourable organic information, and to consider them in planning

any promotional activity.

Adding to this, Chon (1990) suggested that a primary image is formed when a tourist has made a decision to
travel somewhere. The tourist selects certain destinations as possible choices and it is these initial images,
which Chon describes as primary images. The construction of these primary images of destinations is based
on certain push and pull factors. The pull factors are described by Chon as the attractiveness of a region and
its various elements. These elements fall into three basic categories namely: static factors, dynamic factors
and current decision factors. Static factors include the natural and cultivated landscape, the climate, means
of travel to the region and in the region, and historical and local cultural attractions. Dynamic factors include
accommodation, catering, personal attention and service, entertainment and sport, access to the market,
political, conditions and trends in tourism. Current decision factors include the marketing of the region and
prices in the region of destination as well as in the country of origin (Lubbe, 1998: 24). Projected image is
defined in the literature as a pull factor in the destination selection process, which is transmitted by
communication channels targeted at the potential tourist (Ashworth and Voogd, 1988; Baloglu and Uysal,
1996). The push factors on the other hand, are the needs and motives of consumers for travelling. Push
factors are considered as socio-psychological variables that predispose an individual to travel in general, and
the intangible or intrinsic desires of the individual (Baloglu and Uysal, 1996; Lubbe, 1998). Among these
factors, the literature emphasises motivation, preferences, objectives and perception. Chon (1990) suggests

that Maslow’s (1958) hierarchy of needs is the foundation for travel motivations.

Thus the attractiveness of a destination depends on the relationships and interactions of push and pull
factors. These factors act together to function as antecedent events for an individual’s travel motivation and
it is at this point that an individual becomes a potential tourist. However, Chon (1990) does not state that
specific push factors are linked with specific pull factors or that an organic, induced or complex image must
be present before a primary image can be constructed. It remains a complex set of associations that is not
easily explained (Lubbe, 1998: 25). For example, a potential tourist who has a strong need for recognition in
his social environment may place a destination on his list of possible choices simply because ‘everyone else’
has been to that destination. Here the attractions of the destination are of secondary importance, the
primary consideration being his need for recognition. Secondly, the potential tourist has needs that can only
be met by specific destinations. For example, if a potential tourist has a need to acquire historical knowledge

he will consider only specific destinations that offer these attributes that satisfy his need. Thirdly, a potential
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tourist can be driven equally by both push and pull factors. For example, a potential tourist may have her
annual leave scheduled during which she wants to travel somewhere. The flexibility of both her needs and

the attractions of a destination equally determine her choices.

Given that Chon (1990) suggests that push and pull factors affect the creation of a primary image of a
destination and the primary image influences destination choice. It makes sense to include push and pull
factors in the model. Chon (1990) and Lubbe (1998) further suggest that projected images of a destination
can be considered as a pull factor. Therefore the pull factor component of the proposed model will include
projected or induced images as a sub component. In essence, the following components will be included in

the model.

Pull Factors Push Factors
e Landscape e Motivations
o Climate e Perceptions
e Cultural attractions e Psychological
® Service standards e Socio-economic
e Pricing
® Projected Image

Some attributes or pull factors of destinations such as climate and scenery have been recognised as being
universally important in destination selection (Hu and Ritchie, 1993). Destinations have been traditionally
promoted in terms of their specific tourist attributes (MacKay and Fesenmater, 1997) but research showed
that this may not always be the most effective method as certain tourists are more motivated by push rather
than pull factors. This implies that the promotion of a destination’s image should begin by determining the
push/pull orientation of potential tourists in the construction of primary images in the tourist generating
country and not by merely promoting a destination’s most important tourist attractions. It is not the
qualities of the destination that provide the impetus for travel to the destination, it is the image of how those
qualities can fulfil the needs and expectations of the potential tourist. In tourism, image therefore becomes
reality. Lubbe (1998: 38) argues that the image of South Africa is still organic rather than induced and the

needs and expectations of potential tourists unknown.
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Yet another point of view on how destnaton image is formed is that of Margan and Prtchard (1998). They
suggest that people uiibse frames of reference to make sense of and to explain the world in which they live,
These frames of reference mediate their mterprotadions of reality and, not surprisingly, these medanng
framewarks similarly influence the realm of tourism markering, What 15 promoted and how it is promoted i3
a product of the particular politcal, social and cultural system i which it operates (Morgan and Potchard,
1998: 16). Destination imagery is constructed through what has been described as the ‘cirenit of culture’ as
shown in Figore 4. 'This recogmiscs that language, representations and meaning do not exist ag isolated
concepts but are nexorably mtertwined 1n a connnuouws circle whereby lanpnage utlises representatons to
construct meanings. As Boorstin (1990: 7) commented ‘muertiane, tia advertising and the media, the imager penerated
of different pages come lo comslitnle a dosed selfpespesuating systeny of Musion. In this way, tourtsm imagery 13 one
element in the ciccuit of culnere, reflecting and retoforcing the circuit of knowledge and power. The tourism
image therefore emcrges as one sphere into which one can look in order to understand the dialopues
hetween, and amongst, the creaiors, the consumers and the consumed. These dialogues enable all three

groups to create shared meanings and to interpret and see the world in similar ways (Morgan and Pritchard,
1998: 18).
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The relationship between official tourism images (projected images) and organic images derived from other
non-tourist sources is circular, since the circuit of culture reveals that tourism image is grounded in wider
cultural discourse. Thus, tourism and culture have a symbiotic relationship whereby tourism makes use of
cultural meanings to frame its imagery, meanings that are drawn from many areas in society. If one
considers for example the British society which is perceived to be conservative and deeply rooted in
traditions and culture. Such an image has been developed over years through the use of the Royal Family,
Buckingham Palace and Westminster Abbey as icons to convey meanings about the British culture.
Therefore promotional images not only reflect the prevailing cultural values of a society, drawing upon
current images and stereotypes, but also play a vital role in shaping these values through their contribution
to the process of socialisation. The ultimate purpose of image creation is to influence buyer behaviour and
manipulate demand (Morgan and Pritchard, 1998). The challenge that faces Cape Town is to identify what
cultural meanings to convey to the different target markets and which visual imagery and icons to use to
convey those meanings. The cultural diversity of Cape Town adds a level of difficulty that is unique to this

destination and requires consultation with stakeholders in deciding which aspects of culture to promote.

Furthermore, the fact that places are multi-sold complicates their projected images. For instance, in the case
of Wales, there are thirteen different national bodies promoting the country overseas for different purposes
and to different audiences, whilst the local state also has a promotional role and often conveys conflicting
messages. This is also the case of the Western Cape tourism industry where too many agencies are
promoting the destination and promotional messages are often in conflict. It is therefore, important to
realise that places exist in the minds of many audiences at different times and in different ways so that
consistency in promotion is the key to success (Morgan and Pritchard, 1998: 58). Thus, a city such as Cape
Town does not have an identity that is static or monolithic. Destination marketing agencies, events, and
media are constantly influencing image perceptions. Yet attempts to represent changed identities of a place
are often time consuming and expensive, particularly as they can challenge concepts and ideas that are
deeply rooted in the popular psyche, and those that are drawn from popular culture which conform to

prevailing ideologes.

55



University of Cape Town/Cape Metropolitan Tourism
s

2.4.3 THE ROLE OF DESTINATION IMAGE IN DESTINATION
SELECTION

As discussed above, stimulus and personal factors as well as social, political and cultural circumstances
determine image. Socio-demographic characteristics such as age, income, and occupation have been
suggested as important factors that influence the formation of tourist images as well as the perception of
travel experience (Baloglu, 1997). The travel and tourism literature suggests that destination image is a
critical component in the destination selection process (Gunn, 1972; Goodrich, 1978; Gartner, 1993; Um
and Crompton, 1990; Selby and Morgan, 1996; Baloglu, 1997; Baloglu and McCleary, 1999). Ahmed (1996:
44) argues that image of a destination and attitude of tourists towards that destination seem to be two of the
most important factors in destination selection. Goodrich (1978: 8) showed that the more favourable the
perception towards a destination, the greater the likelihood of choice from among similar alternatives.
Thompson and Cooper (1979) and Woodside and Sherrell (1977) demonstrated empirically a strong link
between destinations most memorable (and accessible) in consumers’ minds as places to visit and attitudes
and intentions toward actually visiting these destinations. Similarly, research by Goodrich (1978), Pearce
(1982), and Woodside and Lysonski (1989) demonstrated a clear relationship between positive perceptions
of destinations, and positive purchase decisions. Although these perceptions may not be based on fact or
first-hand experience, they nevertheless exert a vital influence on a potential tourist’s decision to visit a
destination. Also, the more favourable the perception of a given destination, the more preferred that
destination will tend to be (Goodrich, 1978: 6). Yet negative images, even if unjustified, will deter potential

tourists and result in a non-purchase decision.

Um and Crompton (1990) conceptualised a cognitive model of pleasure travel destination choice with
specific reference to images and attitudes towards destinations. The model consists of three concepts:
external inputs, internal inputs and cognitive constructs. External inputs are the various sources of
information such as promotional material through the media (symbolic stimuli) and word-of-mouth (social
stimuli) as well as actual visitation to the destination (significative stimuli). These reinforce previous
propositions that actual image of a destination will influence brand behaviour. Internal inputs comprise the
socio-psychological set of the traveller and include socio-demographics, values and motivations. They tend
to relate to the push factors discussed earlier. Cognitive constructs are the perceptions of destination
attributes in both the awareness and evoked set of tourism destinations. These authors noted that the

perceptions of destination attributes are formed and influenced by both external and internal inputs.
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Woodside and Lysonski (1989) also proposed a general model of traveller destination choice. Their model
provided support to this study in identifying major forces of image formation in a travel and tourism
context as well as the direction of relationship between cognitive and affective components of image.
According to their model, marketing variables and traveller variables such as previous destination

experience, income, age and value system influences a traveller’s image of a destination.

Moutinho (1987) on the other hand, considers the process of destination selection as an investment with a
non-tangible rate of return, the purchase of which is often prepared and planned before-hand. Batra et al.
(1996) point out that consumers tend to utilise images and to stereotype objects in order to minimise their
mental load and thereby avoid complex analyses. In this sense, the perceived images of different
destinations tend to be simplified in the minds of the tourist themselves, and are formed by the information
that they possess. Hunt (1975) argues that the images, beliefs and perceptions that people have about a
destination can influence the growth of a tourist area as much as, or even more than, tangible resources.
This is because the potential tourist, having a limited personal experience of the destination, acts on the
basis of his/her image of the destination, and this perceived image does not necessarily coincide with
objective reality. Thus, the tourist is choosing the destination based on his own interpretation of what the

destination should look like.

In addition to the above, Hu and Ritchie (1993) found that scenery, climate, availability/quality of
accommodations, attitude toward tourists, food, and value for money were the most important factors taken
into consideration when choosing a holiday destination. In the same way, Heung et al. (2001) found that
safety, cultural diversity, variety of activities and attractions/amenities were factors that considerably
influenced travellers’ choice of Hong Kong as a holiday destination. Yet research by Andreu et al. (2000: 53)
on the perceived image of Spain as a holiday destination showed that personalised stimuli (previous
experiences and word-of-mouth) were the most important sources of information for selecting a
destination. Their study confirmed the importance of value for money, natural resources, culture, nightlife
and entertainment, safety, and accessibility in the selection of a destination. These attributes were rated from
very important to important when choosing a place to visit. Therefore destination selection is influenced to

a large extent by destination image conveyed primarily through cognitive attributes.
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2.4.4 MEASURING DESTINATION IMAGE

Most image studies in tourism have used a list of attributes to measure some of the more functional
components of destination image, such as scenery, climate, facilities, and attractions. They emphasised the
physical qualities of places where, there is indeed an interaction between physical qualities of places and the
meanings (affective ties) they acquire. Thus, the main concern has been with the more tangible physical
components of place perception commonly associated with designative images (Pearce, 1982; Walmsley and
Young, 1998). The evaluative component of images appears to have been overlooked. Tapachi and
Waryszak (2000: 38) confirm that tourism researchers have not been successful in reconciling
conceptualisation and operationalisation of destination image. Almost all researches on destination image
rely on the use of a piecemeal (or attribute based) approach via scaling methods (such as semantic
differential scale, likert-type scale, and multidimensional scale) that capture only the individual attribute
component of destination image but not the holistic component. It cannot be assumed that destination
attributes on their own and in themselves are motivationally adequate to explain why individuals or groups
gravitate towards one place and not to another (Dann, 1996: 42). Some recent works, however, studied both
cognition and affect toward environments and destinations (Dann, 1996; Baloglu 1997; MacKay and
Fesenmaier, 1997; Baloglu, 1998).

Baloglu (1997: 231) suggests that measuring destination image is paramount in order to design the most
effective positioning, differentiation and marketing strategy for a destination. Destination marketers should
have a clear understanding of what variables may affect the destination image and how they contribute to
the development of that image to emphasise the relevant attributes in any destination promotion campaign.
Echtner and Ritchie (1993: 3) present a framework, which suggests that to completely measure destination
image, several components must be captured. These include attribute-based images, holistic impressions,
and functional, psychological, unique and common characteristics. They propose that a combination of
structured and unstructured methodologies is necessary to measure destination image. The structured
approach involves various common image attributes being specified and incorporated into a standardised
insMeng usually 2 set of semantic differential or hikert scales. The advantages of such an approach to
image measurement include that it is easily administered, produces data that can be easily coded and
analysed and it facilitates comparison across destinations (Echtner and Ritchie, 1991). An unstructured
approach employs an alternate form of measurement using free from descriptions to measure image.

Attributes are not specified at the onset of the research but rather the respondent is allowed to more freely

58



University of Cape Town/Cape Mewropolitan Tourisim
T,

describe impressions of the destination product. Both these methods will be employed for this particular

research.

Echtner and Ritchie’s research concluded that destination image should be envisioned as having two main
components: those that are attribute-based and those that are holistic. Each of these components contains
functional (or more tangible) and psychological (or more abstract) characteristics (1993: 3). A combination
of attribute-based images and holistic impressions of Cape Town will be measured. Images of destinations
can also range from those based on ‘common’ functional and psychological traits to those based on more
distinctive or even unique features, events, feelings or auras (Echtner and Ritchie, 1991). The conceptual
framework developed by them is shown in Figure 5 below. Essentially the framework consists of three
continuums: attribute-holistic, functional-psychological and common-unique. On the attribute side are the
numerous perceptions of the individual characteristics of the destination, ranging from functional to
psychological. On the holistic side, the functional impressions consist of the mental picture or imagery of
the physical characteristics of the destination, while the psychological impressions could be described as the
atmosphere or mood of the place (Echtner and Ritchie, 1993: 5). The attribute-holistic continuum in
essence proposes that any product is perceived both in terms of pieces of information on individual

features, or attributes, and in terms of more gestalt, or holistic impressions (MacInnis and Price, 1987).
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Figure 5: Dimensions of Destination Image
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The common-unique continuum highlights the idea that images of a destination can range from those
perceptions based on common characteristics to those based on unique features or auras. On one extreme
of the continuum, the image of a destination can be composed of the impressions of a core group of traits
on which all destinations are commonly rated and compared. For example, a destination image can include
ratings on functional characteristics such as price levels, transport infrastructure, climate and so on. The
destination can also be rated on very commonly considered psychological characteristics such as level of
friendliness, safety, quality of service and so on. On the other end of the continuum, images of destinations
can include unique features and events or special auras (Echtner and Ritchie, 1991). Holistic and unique
images are particularly important in determining how a particular destination is categorised (stereotype
holistic impressions) and differentiated (unique attractions, auras) in the minds of the target markets. In
essence, measuring how the destination is positioned in the consumer’s mind. Since the goals of positioning
strategy are to create a clear, positive, and realistic image, the information provided by open-ended questions
in a quantitative study can suggest issues that should be addressed in subsequent destination marketing
plans. The extent to which a destination is associated with distinctive or unique characteristics or trip type
categories would provide a useful basis for developing competitive positioning and promotion campaigns

(Kim, 1998).

It is clear from the literature that image should be measured both on its physical qualities and its affective
ties. Um and Crompton (1990) state that the image of a place as a pleasure travel destination is detived, to a
greater or lesser extent from attributes towards the destination’s perceived tourism attributes. The literature
suggests the following attributes to be part of a list that is used to measure the image of a destination.
Murphy (1999) used a semantic bi-polar scale to measure the image of Northern Australia using attributes
such as landscapes, safety, environment, public transport, weather, friendliness of locals, wildlife, historical
attractions, shopping opportunities, and accommodation amongst others. On the other hand, Walmsley and
Young (1998: 66) in their study of evaluative images in travel behaviour in a coastal region of Australia
identified six constructs to evaluate places: commercialised-not commercialised, appealing/attractive-
unappealing/unattractive, quiet-busy, trendy-not trendy, boring-interesting, relaxed pace of life-fast pace of
life, unpleasantness-pleasantness, and arousal-activation. Baloglu and McCleary (1999) used distinct
cognitive, affective and overall image constructs to measure the image of Turkey, Egypt, Greece, and Italy.
The cognitive construct was made up of attributes such as good value for money, beautiful scenery/
attractions, good climate, appealing local food, personal safety, good nightlife and entertainment and so on.

The affective component of image was measured using bi-polar scales such as unpleasant-pleasant, gloomy-
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positioning strategy is a distinctive brand image on which customers rely in making choices (Morgan and

Pritchard, 1998: 141).

The concept of branding has been extended to people, organisations, art, sports and entertainment, and
geographical locations. Kotler, Haider and Rein (1993) argue that the concept can even be extended to
tourist destinations and that places such as Acapulco, Palm Springs, and the French Riviera have developed
strong reputations, consumer expectations and perceptions. Although there is general agreement that
branding can be applied to tourism destinations, there is less certainty about how the concept translates into
practical marketing activity. Morgan and Pritchard (1998) point out there is as yet very little empirical
research that explores the application of branding to tourism products including destinations. Nevertheless,
in a tourism context, a brand is understood to represent a unique combination of product characteristics and
added values, both functional and non-functional, which have taken on a relevant meaning, which is
inextricably linked to that brand, awareness of which might be conscious or intuitive (Morgan and Pritchard,
1998: 140). When a destination is branded, the brand name is relatively fixed by the actual name of the
location. The power of branding lies in making people aware of the location and then linking desirable
associations to the brand (Keller, 1998: 19) that influence purchasing behaviour (Ries and Ries, 1998). In
essence, 2 destination brand is a fully integrated system of experiences -all focused on the customer (Taylor
and Wheatley, 1999). It is a cluster of visitor perceptions attaching to various destination experiences sold

under a specific brand name (Ephron, 1996).

The first stage in building a destination brand is to establish the brand’s core values that should be durable,
relevant, communicable, and hold saliency for potential tourists. Once these core values have been
established, they should underpin and imbue all subsequent marketing activity so that the brand values are
cohesively communicated. The brand values should also be reinforced by brand elements, which ensure
consistency of message and approach (Morgan and Pritchard, 2000: 281). Branding destinations combine
marketing products and services and the commoditisation of people’s culture and environment. The
complexity of the issue requires a particular focused effort by tourism researchers since it embodies a
multiplicity of concerns needing a multidisciplinary response (Gnoth, 1998: 759). Certainly, provenance is
important and influences brand perceptions. In consumer goods markets, brands such as Microsoft and
Coca-Cola are seen as being American and they drive their strength from the brand equity of USA itself,

which is associated with independence, attitude and technological ability. Provenance 1s even more critical
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for tourism destinations as countries pre-exist any identities crafted for them by marketers and neither their

advertisers nor consumers can have objective views of them (Morgan and Pritchard, 2000: 281).

A destination brand is not built overmight. Its success is measured in decades, not years and results from
marketing consistency. Given the various sources of information tourists use and the width and breadth of
attributes a destination brand necessarily covers, problems of communication and co-operation amongst
tourism facilitators, resource base (including the population) and media are bound to occur (Gnoth, 1998).
It is the responsibility of destination marketing organisations to limit such occurrences thereby creating the
necessary marketing consistency that leads the customer to expect that the brand will continue to display the
same characteristics, and this expectation creates a covenant between the brand and the customer. The
source of that consistency is often referred to loosely as the brand’s values, because it is presumed that, as is
the case with a person, the only way a brand can be truly consistent is by being true to itself, its beliefs and
creeds, at all imes (Chevron, 1999). Great brands establish a positive connection with their audience, an
emotional bond and memorable position (Harvin, 2000). It provides consumers with more information with

which to make choices (Miller, 2001).

Differentiation of brands lies at the heart of marketing. The brand positioning statement captures the
essence of what makes a brand different and unique from competing brands. It becomes the consistent
message that is communicated over and over to the target audience. This is critical because it focuses the
organisation on what the customer expects/needs from the product/service offering. It becomes the
guidepost for promotional and marketing efforts. The simple structure of ‘one brand, one brand audience’
has been replaced by a constantly changing, flexible, sometimes multi-branded environment in which a
brand must be broad enough to touch all its constituencies, yet simple enough to be understandable to all,
rich enough to stretch, yet specific enough to be personal (Winkler, 1999). The brand positioning statement
also provides one other key advantage — because the organisation developing the brand knows the position
it wants to have in consumers’ minds, this makes it easy to measure the strength of the brand. Brand
differentiation gives an organisation an advantage only if customers value it. If the position that a brand
wants to occupy can be easily and credibly duplicated, it 1s not defensible. The value of the differentiation
will be short-lived. Differentiation not only helps the organisation but it also helps consumers by further

explaining the strength of the organisation marketing the brand or its products/services (Miller, 2001).

64



University of Cape Town/Cape Metropolitan Tourism

Contrary to the focused marketing message with its USP (Unique Selling Proposition) mantra for product
and services, destination branding is complex by design: a rich brand is a gestalt made of multiple messages,
associations and character traits. After all, a person or product with a single character trait could hardly be
described as ‘having character.” Likewise, the values and associations that form the character of a strong
destination brand are never one-dimensional. The destination itself is multi-dimensional and therefore the
plurality of messages, which is a liability to the marketer, is an asset to the brand (Chevron, 1999). However,
no matter how inspired and oftbeat the messages might be, it must emanate from the brand's core identity
to establish added value. Identity is at the centre of the brand’s essence, surrounded by benefits, attributes
and emotion. The brand's essence draws on the soul, or core, of the brand to set the product or company or
destination apart from all others in the category. It is what the brand stands for in the eye of the customer
and not what management wish it were that defines the essence of the brand and its sustainable point-of-
difference (Martin, 1998). Thus the lesson to be learned when building a brand, is that it is important to look
beyond the tangible product or benefits, which is more than likely to change over time, and think about
what can be the sustaining deep core of the brand, the essence, which is virtually unchanging (Winkler,
1999).

But often destination marketers believe that once a brand is positioned in the minds of customers, it is
difficult to change that positioning, It is true that as markets change, positioning must reflect those changes
but the brand itself should not. The brand may be bent slightly or given a new slant, but the essential
characteristics of the brand (once those characteristics are firmly planted in the mind) should never be
changed. This is because the most important aspect of a brand is its single-mindedness. A singular idea or
concept that the destination marketer owns inside the mind of the prospect (Miller, 2001) via brand
associations that are communicated through various channels that are mutually reinforcing (Chevron, 1999).
These brand associations must be simple and benefit oriented, no matter how complicated the product or
the needs of the market are (Ries and Ries, 1998). They must be developed by looking at the brand from

360-degrees. The destination marketer needs to understand the brand from all angles, just as the consumer

~ sees it. The consumer’s perception of the brand has to do with the sum total of his experience with the

brand, not just what the destination marketing organisations deliver through advertising and promotion
(Kiley, 1998).

Given the complex nature of destination products, a destination brand usually will reflect the beliefs of its

management and the idiosyncrasies of the organisations marketing it. This 1s often a major source of conflict
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between those responsible of marketing the brand and those who own the various components of the brand
(accommodation, entertainment facilities, restaurants etc.). The social and managerial problems when
developing a brand for generically different partners within the tourism system supplying the tourism
experience have been noted by Gnoth (1998: 760). He suggests that co-operation between all players, both
in the private and public sector, is essential for the success of the brand. An example of a brand that needed
such co-operation for it to be successful was Oregon. It was established that the only way brand Oregon

was to survive in this increasingly competitive international market place was through:

e Branding efforts being a state initiative that involved tourism marketing,

e Label and logo programmes that were flexible as regulatory labelling programmes did not work.

e Most businesses recognised the value of aligning their product with Oregon’s image, but only if it was
appropriate to the product and/or service.

e Oregonians’ values and pursuit of a quality lifestyle were the key to the state’s ‘personality’.

e The state should provide guidelines and resources to help businesses get started, but let the private
sector get on with the job after that (Curtis, 2000: 78).

London, San Francisco, Sydney and Rio de Janeiro have been successful in their branding initiatives only
through co-ordination and active commitment of private and public sector bodies. The brand positioning
for each city was clearly understood in meaning, application and management across all stakeholders (AVG,
2002). The JMI is following a similar approach for the city of Cape Town. When the beliefs and
idiosyncrasies of all parties concerned are expressed consistently, the customer will progressively trust the
brand over time. This is essentially what Light (1994) defines as a power brand - a brand that indicates and
distinguishes the source of a promise as being distinctive, trustworthy, and relevant to the consumer. Such a
brand is particularly adapted to its environment and thus it survives and flourishes (Keller, 1998: 5). The
brand is the ultimate example of an organisation’s marketing skills — their finest and most valuable

production. This is the ultimate goal of building Cape Town as a brand.

As mentioned before, the destination brand is made up of many different sub-brands as a result of
consumers buying into a variety of services and experiences that are already branded. The more symbolic
experiences are for tourists, the more successful is the brand in the long term, simultaneously, the more
symbolic the brand attributes, the less tangible and more difficult are they to be communicated as unique

(Gnoth, 1998). Therefore consistency in brand identity is vital to lead to the virtual ownership of a position
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in consumer’s mind. A successful branding synergy is required between destination brand and individual
service brands to create a powerful brand image of the destination. A destination brand is perceived and
thus requires a fusion of not only home and host market cultures but of corporate culture as well to be
successful (D’Hauteserre, 2001: 306). The brand serves as a foundation for building trust-based relationships
with customers while the brand personality helps to symbolise certainty and commitment to whatever the
brand personality suggests. It is essentially a promise of future satisfaction. However, it must be recognised
that it is difficult for a city or nation to have a consistent personality because a nation or city is a
constellation of different images (O’Shaughnessy & O’Shaughnessy, 2000:60). It is hard to know exactly for
example, what Cape Town and Western Cape do or should stand for. This thesis will shed light on this

1ssue.

Also, strong brands find ways to achieve visibility by building and supporting the brand identity through
involving the customer in the brand building exercise. These experiences create a relationship that goes
beyond the loyalty generated by any objective assessment of a brand’s value. It covers the entire consumer
experience and includes all the assets critical in delivering and communicating that experience
(Joachimsthaler and Aaker, 1997: 45). Word-of-mouth then becomes the most powerful way of reinforcing
the brand image thereby generating the desired brand awareness. In the context of tourism, the reliance on
past experiences and normative standards may be even more pronounced than information that was
communicated from external sources (Mazursky, 1989: 334). Brands are therefore about building
relationships with customers. Destination marketers know that a problem with branding is avoiding
‘cognitive dissonance’-sending out key messages that contradict other key messages, or raise expectations
beyond the level the destination can satisfy (Economist, 1998: 66). By involving customers in building the

brand, which is essentially about the destination experiences, cognitive dissonance can be reduced.

Without the loyalty of its customers, a brand is a mere trademark. With the loyalty of its customers, a brand
is more than a trademark, it is a trust mark of enormous value. Creating and increasing brand loyalty results
in a corresponding increase in the value of that trust mark. This happens when a customer continuously
invests trust in a brand that leads to a bond growing between the customer and the brand. Ultimately the
brand develops an enduring relationship with the customer and customer experiences shape that brand.
Thus when customers can define the brand for themselves, they are more likely to care about it (Rasmusson
and Cohen, 2000). Since this entire process relies on consistency, management’s vision of the brand’s values

should incorporate all it knows and feels about its customers (Chevron, 1999). If the messages are not
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consistent, it is a lost opportunity to make an extra impression. If there are too many diverse messages
about a destination, there is a high risk of not being remembered and destination marketing organisations

have to make a fresh start every time (Lorge, 1998).

Furthermore, branding has to do with what customers think about a destination. Some may think ‘better
quality’, ‘fun’, ‘unique experience’; others may think ‘more expensive’, ‘boring’, ‘crime and unfriendly
people’. Branding is about certain customers not all of them. What the destination wants to sell does not
count; all that is important is what customers want to buy (Graham, 2001). An example of a non-tourism
related company that knows the difference is Wal-Mart. Wal-Mart has done as good job as any company
when it comes to branding. When some people think of Wal-Mart, the word ‘value’ flashes through their
minds, while others think of somewhat unpleasant surroundings, lower quality, and poor service. One group
is Wal-Mart customer; the other is not, and Wal-Mart knows the difference. Similarly, as travel destinations
turn to branding for differentiation, they must comprehensively assess all their potential target markets and
choose only those that will maximise their appeal. Targeting countries hapﬁazardly can only damage the

brand, as the values held by consumers in these countries may not be the values that the brand stands for.

The task of branding a destination is complicated further when a country, city or region already has
favourable or unfavourable perceptions in the market place. The favourable perceptions might not be the
ones that the country, city or region wants to use to build its sustainable competitive advantage. The task is
even harder when a country has a negative perception in the market place. Places such as Detroit and
Columbia have a negative image, Detroit is perceived as being the murder capital of the US while Columbia
is the drug capital of South America. These places, if anything, want to curb such image. Yet if the place
advertises 2 new image but continues to be the place that gave rise to the old image, the image strategy will
not succeed (Kotler et al., 1993). Clearly the literature suggests that Cape Town and South Africa have to
implement preventative measures to curb their crime rates and then redefine their image. But in reality
curbing the crime rate in a city or country may take several years, a place cannot wait for such a problem to
be solved to redefine its image. Such a process can happen concurrently, where South Africa can capitalise
on brand Cape Town, which is perceived in 2 more positive light to emphasise the unique experience that
the destination offers while solving the crime problem in the country/city. Kotler et al. (1993: 159) suggests
that icon marketing can correct a negative image. A single person well positioned in understanding the
demands of the market place can influence and reshape a public’s perception of a place. South Africa has

made use of such a strategy by using the former President, Mr. Nelson Mandela, as an icon to draw tourists
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but such a strategy is only a short-term solution. In the long-term the product offering of a destination must

be competitive and unique to attract visitors and the destination must be perceived as being safe.

Another example of a country that is perceived negatively is Northern Ireland that had to counteract the
difficulties of access and negative wotldwide publicity. In addition, the country had no special inherent
advantages and suffering from the same problems facing emerging destinations such as lack of funds for
marketing and promotion purposes. The challenge for tourism was to build awareness of the destination in
the first place by emphasising on its positive attributes and use this initial positive momentum to deliver
longer-term sustainable growth (Lennon and Titterington, 1996). South Africa faces a similar problem
where its image of crime and unsafety is undermining tourism growth. Lennon and Titterington (1996) went
further to say that while the ‘curiosity’ value attracted visitors for a single visit to Northern Ireland, repeat
business could only come from the development and effective promotion of a competitive tourism product.
Factors such as ‘Nelson Mandela’ and ‘political transformation’ had the same effect on South Africa where
there was a significant increase in number of first-time visits to South Africa after the 1994 democratic
elections. However, growth in international tourism and repeat visits have been on a downward trend since
then. This has amplified the importance of competitiveness of tourism products to be successful today as a
destination. No matter how good the product is, if it is not well marketed, the chance that visitors will take

notice is very minimal given the variety of choices available to them.

2.5.1 BRAND EQUITY

Related to the concept of branding is brand equity, which is defined in terms of the marketing effects
uniquely attributable to a brand (Keller, 1998: 42). It is increasingly recognised that brands have immense
financial significance, and it can be argued that the whole concept of the value of a strong brand is primarily
a financial one (Winkler, 1999) represented by its brand equity. The Joint Marketing Initiative has set one of
its goals to be increasing the value of Cape Town as a brand in the international market place. Such a goal
can be achieved through looking at the brand from 360-degrees and understanding tourists’ behaviour in

choosing Cape Town as a destination, their expectations and perceptions and also behaviour after their visit.

Brand equity as a term is of particular importance to destination brands as it refers to a process of taking the
best possible advantages of what already exists about a destination and making the most out of it rather than
‘inventing’ 2 new brand or destination (Hamilton, 2000). Service performers are a powerful medium for

building destination brand meaning and equity. Their actions with customers transform brand vision to
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brand reality. With their on-the-job performances, service providers turn a marketer-articulated brand into a
customer-experienced brand (Berry, 2000: 134). Branding 1s not only an opportunity to establish a mental
picture of the service and its reason for being for customers; it also is an opportunity to do this for service
providers. The point is that employees from managers right through to front-desk employees must
internalise the brand. The more service providers internalise the concept and values of the service, the more
consistently and effectively they are likely to perform it (Berry and Parasuraman, 1991). This helps towards
positioning the destination in consumers’ mind. At a minimum, any brand should ensure quality so that

brand recognition can simplify choice and reduce risk (Berthon, Hulbert and Pitt, 1999: 61).

2.5.2 BRAND AWARENESS

For branding strategies to be successful and brand equity to be created, consumers must be convinced that
there are meaningful differences among brands. The brand must have a high level of awareness and
familiarity among its customers who hold some strong, favourable, and unique brand associations in
memory. The latter consideration is critical. Sources of brand equity include brand awareness and brand
image that are considered to be part of brand knowledge. Brand knowledge can thus be defined in terms of
two components: brand awareness and brand image. Brand awareness is reflected by consumer’s ability to
identify a brand under different conditions (Keller, 1998: 48). Brand awareness consists of brand
recognition — reflecting the ability of a potential visitor to confirm prior exposure to the brand - and brand
recall - reflecting the ability of potential visitors to retrieve the brand from memory when different product
categories such as adventure tourism, health tourism and conferencing are mentioned. Thus increasing the
familiarity of the brand through repeated exposure creates brand awareness and leads to a more favourable

consumer réesponse in SOMme Cases.

Kosslyn (1980) showed that the more occasions a brand name is recalled, the more the information in the
image of the brand is decoded into belief statements about the brand. Keller (1998) suggests two methods
for establishing brand awareness. First it is important to visually and verbally reinforce the brand name with
a full complement of reinforcing brand elements such as slogans, logos, symbols or jingles that creatively
pair the brand with the desired product categories. This is in essence translating the brand positioning
statement into market-driven realisable actions. The second method refers to using a wide range of
communication options (advertising, promotion, and public relations) to consistently reinforce the brand. In
other words, because anything that causes the consumer to experience the brand can potentially increase

familiarity and awareness, a2 number of different communication options must be used.
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The role of visibility (brand awareness) in creating brand equity is often underestimated. Simple recognition
can affect perceptions: people tend to like known brands even if they have never used or experienced them.
This has important implications for destination marketing. Creating awareness of the destination brand
should be the prime focus of marketing activities. Tourism destinations suffer more from ignorance of their

existence by potential customers than from inefficiencies in management (D’Hauteserre, 2001: 300).

2.5.2.1 BRANDING ON THE INTERNET

Many destination-marketing agencies complain about the lack of funds to build destination image and
destination brand overseas. Joachimsthaler and Aaker (1997) are of the opinion that achieving the desired
brand awareness is not dependent on the size of the advertising budget but rather on choosing the most
effective channels and message. Many destinations set up websites hoping that it will create the desited
awareness yet one of the most interesting areas of brand damage are websites themselves (Graham, 2001).
Putting a destination brand name on a website does not make it an Internet brand. There are brands and
Internet brands, and the two are quite different (Fisher, 2000: 388). Harvin (2000) suggests that an effective
brand presence on-line requires more than a website and an e-commerce function. Cyber-branding involves
carefully integrated on-line and off-line branding tactics that both complement and reinforce each other.
Hence, many brand managers and destination marketing organisations are re-thinking their campaigns,
harnessing the Internet to enhance and extend their brand reputation and potency. On-line branding is an

area that has been specifically identified as being critical for the success of brand Cape Town.

Williams and Palmer (1999: 265) are of the opinion that synergy between destination brands and their web
sites are critical for success. The diversity of suppliers in the travel and tourism industry and the increasingly
discerning consumer mean that the quality and efficiency of information provision is becoming a
differentiating factor for destinations. As new channels such as the World Wide Web develop, destination-
marketing organisations have a unique opportunity to pull together suppliers and market themselves under
one common identifiable brand image, thus controlling the quality of information provided and reducing
the costs of information provision. The destination marketing organisation would act as a ‘broker’ for
customers seeking professional travel advice in its region and thus add value to existing services for both
customers and suppliers in terms of a strong centralised brand. Yet such an opportunity is also a threat to
destination brands as it is quite possible that individual suppliers may seek to open up direct channels of
communication with their existing and prospective customers rather than channelling efforts into the

development of a central brand. Clearly the JMI is following the rqute of a centralised brand.
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2.5.2.2 BRAND ELEMENTS

As mentioned eatlier, another way to build brand awareness is through linking a desirable slogan, logo,

symbol or jingle to a brand. These are commonly referred to as brand elements. A number of options and

criteria exist for choosing brand elements. It is visual or verbal information that serves to identify and

differentiate the brand. Brand elements can be chosen according to their:

® Memorablility — easily recognised and recalled

e Meaningfulness - credible and suggestive as well as rich in visual and verbal imagery

e Transferability — mobile within the country itself (domestic markets) and across geographical
boundaries (international markets) and cultures

o Adaptability — flexible enough to be easily fine-tuned due to changing customer needs and actions of
competitors

e Protectability — legally secured and competitively well guarded

The first two criteria are more offensive marketing tactics to create and build the brand while the last three

are more defensive considerations to maximise and protect the ‘value’ of the brand. Brand elements must be

chosen to enhance brand awareness and facilitate the formation of strong, favourable and unique brand

associations (Keller, 1998: 131).

The importance of brand elements cannot be emphasised enough and is not always understood. One brand
that had difficulty using brand elements to create a strong identity was Wales. The Wales Tourism Board
tried to create a unique brand Wales through the projection of core-themes — conveyed through Celtic
imagery and typeface, the Welsh language and the slogan “Wales-Cymru. Land of Inspiration’. In particular it
urged the use in all promotional literature of the Welsh flag and the Welsh dragon as brand signatures. The
majority of local authorities paid minimal reference to this potentially unique dimension, and in some cases
ignored it completely. Most were concerned with promoting their own areas and authority names — most of
which had little meaning to the potential tourist. If the strategy to differentiate Wales was to be effective, it
was vital that the same messages were communicated and reinforced in all promotional literature, however,
by pursuing their own agendas, the local authorities were actually undermining the Wales Tourism Board’s
attempt to establish a unique brand “Wales’. This reflects the political realities of place marketing where
destination promotion is often the responsibility of a variety of agencies and organisations operating at
different government levels (Morgan and Pritchard, 1998: 59). Co-operation between different players is

therefore critical for success.
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Yet other brands such as Australia has been able to harness the power of brand elements in establishing a
strong identity in the market place. Brand elements involve the use of icons to enhance brand memorability.
Key Australian icons such as the beach, koala bears, kangaroos, sunshine, wine and aboriginal music have
been used as brand signatures to enrich brand Australia. These representations helped to construct an
identity of Australia centred on what differentiates the destination from other countries. This identity was
grounded in a set of meanings that consumers could understand, recognise and share in, beginning thus
what Morgan and Pritchard (1998: 71) termed as the cycle of culture. The creation of a new logo
encapsulated the brand personality and brand architecture of the destination with an intention of creating a
brand that was bold, exciting, energetic, vital, adventurous, yet friendly and fun. The end result was the
creation of a logo depicting a yellow kangaroo against a red sun over a background of green and blue sea
(Morgan and Pritchard, 2000: 292). Also, slogans, themes and positions are particularly important for
destination brands due to customers being unable to evaluate the brand prior to purchase. They rely on the
brand elements to form an opinion on what the destination offers. Keller (1998) went further to say that the
judicious selection of brand elements and the resulting brand identity can make an important contribution to
brand equity, but the primary input comes from marketing activities related to the brand and the resulting
marketing program. There is no point in having brand elements that are creatively well executed but pootly

marketed. They will undermine the brand.

Due to the complexity of destination marketing and branding, destination-marketing organisations often
rely solely on brand elements to convey images and emotions about a brand. The customer on the other
hand, faced with increasing choices tends to use simple cues such as brand elements to form an opinion of
the destination. This is why brand elements are critical for the success of a brand. Icon marketing is perhaps
the most effective way to link desirable associations with a brand. A city such as Sydney for example,
capitalises on their harbour, opera house and bridge to create an identity for the city. However, the Olympic
Games of 2000 have added depth and a new dimension to the city’s international image, which results from
an increased awareness of the brand. The city of London uses characters, symbols and personalities to
convey a rich brand experience. Marketing and promotion campaigns use the Royal Family, beefeater,
paddington bear, the Beatles, cabbies, phone booths, and the tube to create a rich imagery of the city (AVG,
2002). Though some of these brand elements seem to be trivial, they actually define what the city is all
about. Cape Town must therefore make full use of icons such as Table Mountain and Robben Island
without ignoring other elements such as ‘braat’, ‘biltong’, and ‘different culture’, which can contribute to

differentiate and enrich the brand. Thus brand elements are useful in generating enthusiasm, momentum,
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and fresh ideas. They provide a platform from which a place’s image can be further amplified (Kotler et al.

1993: 151). The most effective brand elements however, are versatile and flexible, yet grounded in reality.

2.5.3 BRAND IMAGE

Discussions of image are gaining increasing importance as tourism expands around the globe, bringing new
challenges to destination marketing. One of the outcomes of the increasing number of tourist destinations is
increased competition amongst established destination identities. The relative ease of substitutability in
tourism products is well established and destinations offering a similar product at a similar price are highly
interchangeable. In this ever more competitive marketplace, tourist destinations are increasingly adopting
branding strategies in an effort to differentiate their identities. In particular, newer, emerging destinations
such as South Africa and Thailand are attempting to carve out a niche and to create a brand image
emphasising the uniqueness of their product. In order to rise above the media clutter of the tourism
marketing world, more and more destinations are pursuing a highly focused and choreographed
communications strategy in which branding plays a critical role (Morgan and Pritchard, 1998: 146). In fact,

differentiating the image of one brand from another has become the priority of destination marketers.

Brand image is defined as consumer perceptions of a brand as reflected by the brand associations held in
consumers’ memory (Keller, 1998: 49). These associations are strong, favourable and unique attributes that
consumers have in memory about the brand. They are created by marketers through various sources of
information, by direct experience with the brand, external sources not controlled by the marketer such as
word-of-mouth, intermediaries or inferences due to identifications with a company, country or person. It
must be recognised that these associations may vary considerably depending on the particular groups of
customers involved. However, the more deeply a person thinks about information available on a destination
and relates it to the existing brand knowledge, the stronger are the resulting brand associations (Keller,
1998). The personal relevance of the information presented and the consistency with which this information

is presented over time determines the strength of association.

Choosing which favourable and unique associations to link to a brand requires careful analysis of the
consumer and competition to determine the optimal positioning for the brand. The brand must posses
relevant attributes and benefits that satisfy the needs of customers for it to influence behaviour and attitude.
Thus, favourable associations are those that are desirable to the customer and successfully delivered and

conveyed by the supporting marketing program for the brand. The source of information creating the
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strongest brand associations is direct experience with the brand. Also, to create a differential response that
leads to brand equity, it is important that some of the strongly held brand associations are not only
favourable but unique too (Keller, 1998: 52). Unique brand associations are distinct associations not shared
with competing brands. If consumers believe and value unique attributes and benefits that the brand posses,

then they are more likely to evaluate the brand favourably and a greater likelihood of choice.

Brand images are not easy to develop or change. They require research into how residents and outsiders
currently see the place; they require identifying true and untrue elements, as well as strong and weak
elements; they require inspiration and choice among contending images, they require elaborating the choice
in a thousand ways so that the residents, businesses, and others truly express the consensual image; and they
require a substantial budget for the image’s dissemination (Kotler et al. 1993:37). This thesis will identify the
true, untrue, weak and strong associations with brand Cape Town. The brand image, to be successful, needs
to be reinforced using brand elements. If the image is inconsistent with the slogan, themes, or positions, it
undermines the place’s credibility. Tourism researchers (Joppe et al., 2001; Pritchard and Morgan, 2001;
Nickerson and Moisey, 1999) interpret brand image and destination image as being similar concepts because
the image of a destination is largely portrayed through its brand. Therefore the previous debate on
destination image applies to brand image as well. In fact, the brand is defined as 2 combination of images
projected by the destination marketing organisations and the images received by the consumer (Williams and
Palmer, 1999: 265). Brand advantage can be secured through image-building campaigns that highlight the
specific benefits of a product, culminating in an overall impression of a superior brand (Morgan and
Pritchard, 1998: 140).

A city, region or country has a complex and fluid brand image. Different parts of a city’s identity for
example, come into focus on the international stage at different times, affected by current political events
and even by the latest news bulletin or movie. These images exist at different intellectual and cultural levels,
and for different target audiences they have different meanings according to class, demography and so forth
(O’Shaughnessy and O’Shaughnessy, 2000: 58). Supporting this view, Greenberg (2000: 228) maintains that
to the extent that cities are divided along lines of class, race, ethnicity, and gender, at any given time, there
will be a number of images coexisting and competing against each other for dominance. The city of San
Francisco for example, has an image of rich geographical, multicultural, architectural and business
environment. The image is further defined by icons such as Golden Gate Bridge, Alcatraz and the lyrical

anthem of the city: ‘T left my heart in San Francisco’. Coexisting with this image 1s an image of overt
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personal/sexual expression with potentially negative image perceptions given that the city is the global
capital for homosexuality (AVG, 2002). Such a dichotomy in existing perception and tmagery is addressed to
convey a consistent brand image. The right icons and images are promoted to each specific target audience
but there is always a common theme running through irrespective of the target markets. Distinct groups
with varying degrees of power and resources will try to influence destination marketers to promote a single
image that serves their interests best. Yet the end goal of branding a city is that the name of the city itself
will conjure a whole series of images and emotions and with them an impression of value. Ultimately, it is
hoped that the city’s identity will merge with its commercialised image as produced by advertising, media,

and cultural industries and be repurchased as if it was real (Greenberg, 2000: 230).

Pritchard and Morgan (2001) acknowledge that the nature and the use of tourism images by marketing
agencies in their branding strategies is constrained by historical, political and cultural discourses. So the key
to exploit the fragmented images of a city is to exploit the right fragments in line with the product and
targeted customer group. It is possible to speak of a dominant image, an image powerful enough to crowd
out all the other meanings and resonance despite the existence of a cacophony of images for a city
(O’Shaughnessy and O’Shaughnessy, 2000; Hubbard, 1996). Therefore if brand Cape Town is continuously
represented with attributes and benefits such as scenery, relaxation, value-for-money and so on, in time they
will be linked together. Nevertheless, the dichotomy in existing perception and imagery of Cape Town
cannot be denied. On the one hand the city is perceived as cosmopolitan offering a first world experience

while on the other it is perceived as unsafe with high crime rate, poverty and AIDS.

Also, brand image to a large extent influences the choice of one destination over another. The destination
with the most favourable image is often the one being chosen. Yet it must be realised that the image that
visitors have of a country might have nothing in common with reality. This is an issue that O’Shaughnessy
& O’Shaughnessy (2000) warn destination marketers about. The image that a customer holds about a nation
is first and foremost linked to that nation’s people and culture. This, in effect, means that the images of
most nations will be vague because there is a general level of ignorance of countries other than one’s own
(O’Shaughnessy & O’Shaughnessy, 2000: 56). South Africa 1s still relatively unknown as a destination
nevertheless its people and culture. It is also negatively perceived overseas. “The Cape’ and Cape Town as
brands therefore do not have powerful identities in the market place. For some brands, identity is bound up
with their national affiliation: Brands of Swiss chocolate, French perfume and Japanese electronics are

instantly meaningful partly because the sponsor nations do function as a brand — a brand moreover that can
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signify an entire cultural history (O’Shaughnessy & O’Shaughnessy, 2000: 56). For such nations, tourism
brands are more likely to succeed because consumers already view the nation in a positive light. Can ‘Cape
Fruit’ and ‘Cape Wine’ do the same for the Cape or Cape Town as brands? The fact is that these brands do
not have a high level of awareness in the international market place. There is no doubt however, that Cape
Town is far better well known than South Africa as a tourist destination. Perhaps using Cape Town as the

brand to market internationally will achieve more awareness and recognition than using South Africa.

Furthermore, Baloglu and Mangaloglu (2001: 1) are of the opinion that the image of a destination is to a
large extent influenced by marketing activities of intermediaries such as tour operators and travel agents.
They are significant information sources and distribution channels influencing the images and decisions of
travellers. They contribute to formation of induced images of the travellers in the active information search
process. Particularly for international destinations, the role of travel intermediaries in promoting and
creating images of the destinations augment because international travellers are more inclined to use travel
intermediaries in their destination selection process. Therefore an understanding of images held by travel
intermediaries would assist destinations in assessing their market images and influencing the image and
behaviour of ultimate customers through distribution and promotion strategies. Research particularly shows
that first-time travellers mostly rely on professional sources in their information search behaviour (Bitner
and Booms, 1982; Snepenger et al., 1990). Thus, the images held by travel intermediaries about a destination
are equally important as those held by travellers. Travel intermediaries are not likely to promote a
destination for which they have a negative or weak image. Therefore, tourist destinations should carefully
assess and improve their brand image to be included in tour packages developed and sold by travel
intermediaries (Baloglu and Mangaloglu, 2001: 4).

Brand image analysis provides valuable indicators of the cultural, historical and marketing processes in its
evolution, and can help explain the complex relationships between the destination, each different market
and the different social and ideological groups involved. Therefore, attention to and exclusion of certain
destination attributes when marketing a destination can play a part in how destination promotional images
are perceived. Extengion and refinement would provide a sound basis for enhanced understanding of
cultural influences (MacKay and Fesenmaier, 2000: 422). Marketing tools used to promote destination image
logically strive to project positive images and meanings to potential visitors. As such, destination decisions
may be based on symbolic elements of the destination as conveyed in visual imagery rather than actual

features. Touristic representation is not singular rather they are plural in meaning and ideology (Mackay and
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Fesenmaier, 2000). In fact, this helps explain the coexistence of radically different images for a single
destination. Differences in image perceptions reflect both cultural distance and various marketing strategies
applied to different markets (Draper and Minca, 1997: 14). Cultural distance, of course, does not correspond
necessarily to physical distance. The larger the cultural distance 1s, the more simplified the brand image will
be and the more stereotypes it will contain. The touristic success of such destinations will depend to a large
degree on the ability of tour operators to identify some key attractions and, at the same time, to reassure the
potential visitor that the destination features a safe, almost familiar environment, but with a touch of

exoftcism.

Finally, studies (Chon, 1990; Fakeye and Crompton, 1991; Hu and Ritchie 1993; Milman and Pizam 1995)
have found that there is a significant difference between the brand image visitors and non-visitors have of
the same destination. These studies generally found that traveller's images were modified after visiting a
particular destination. Destination marketers should distinguish between visitors and non-visitors when
developing image or positioning strategies for their destinations in a specific market because the two groups
may require different positioning and communication strategies. A destination image as perceived by its

actual and potential visitors plays an important role in determining its competitiveness as a tourist

destination (Baloglu and McCleary, 1999).

2.5.4 TYPES OF BRAND ASSOCIATIONS

As mentioned earlier brand image is to a large extent the type of strong, favourable and unique associations
that a consumer holds in memory about a brand. These associations can stem from the attributes of a
destination, benefits of that place or attitude of consumers towards the destination brand. Each of these will

now be considered to illustrate their importance in building a brand.

2.5.4.1 ATTRIBUTES

Attributes are those descriptive features that characterise a tourism product or service. They are of two types
namely product related and non-product related. Product related attributes refer to a product’s physical
composition and are what determine the nature and level of product performance (Keller, 1998: 95). For
example, a destination has a set of physical characteristics such as beaches, mountains, and scenery. These
will determine whether a potential visitor has an interest in the destination or not. Non-product related
attributes may affect the purchase or consumption process but do not directly affect the product

performance. They arise from the marketing mix and how the product is marketed. For example price,
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image of the destination, feelings and experiences are non-product related attributes that have been shown

to influence the purchase decision.

2.5.4.2 BENEFITS

The second main type of associations is benefits. Benefits are the personal value and meaning that
consumers attach to the product or service attributes. Benefits can be further distinguished into three
categories according to their underlying motivations to which they relate: functional benefits, symbolic
benefits, and experiential benefits. Functional benefits are the more mntrinsic advantages of product or
service consumption and usually relate to product-related attributes. These benefits are often linked to fairly
basic motivations such as physiological and safety needs and involve a desire to satisfy problem removal or
avoidance (Keller, 1998: 99). For example, a destination can satisfy the need for a holiday by having
amenities catering for tourists. Symbolic benefits are the more extrinsic advantages of product or service
consumption and correspond to non-product related attributes. Symbolic benefits relate to underlying needs
of social approval or personal expression and outer-directed self-esteem. Thus consumers may choose a
destination brand based on its prestige, exclusivity and fashionability. Experiential benefits relate to what it
feels like to use the product or service and can correspond to both product related as well as non-product-
related attributes. These benefits satisfy experiential needs such as sensory pleasure (sight, taste, sound,
smell, or feel), variety, and cognitive stimulation (Keller, 1998: 100). In fact, experiential benefits are
particularly important for destination brands as they form the basis for differentiating one destination from

another.

2.5.4.3 ATTITUDES

The most abstract and highest level type of brand associations are attitudes. Brand attitudes are defined in
terms of consumers’ overall evaluations of a brand. They are important because they often form the basis
for actions and behaviour that consumers take with the brand. Consumers’ brand attitudes generally depend
on specific considerations conceming the attributes and benefits of a brand (Keller, 1998: 100). Brand

attitudes will be dealt in more depth at a later stage.

2.5.5 FAVOURABILITY OF BRAND ASSOCIATIONS

Associations differ according to how favourably they are evaluated by potential visitors and visitors. The

success of a marketing campaign is reflected in the creation of favourable brand associations such as fun,
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friendly people, and good value for money such that a positive brand attitude is formed. Favéurability in

turn is a function of:

e Desirability — how important or valued is the image association to the brand attitude and decision
made by potential visitors? For example, does Table Mountain contribute toward visitors having a
positive attitude towards the destination? Does it influence potential visitor’s decision to visit?

e Deliverability — creating a favourable association also requires the brand to be able to deliver on that
desired association. For example, claiming Cape Town is safe, but can the brand really deliver on that
attribute? What is the cost or investment necessary and length of time needed to create or change an
association? Does communicating the desired association involve real changes in the offering or just
perceptual ones as to how potential visitors think of the brand?

¢ Communicability — What are the current and future prospects of communicating information to
strengthen a desired association? What is the most compelling reason and understandable rationale as to
why the brand will deliver on a desired benefit/association? Can the actual and communicated
performance of an association be sustained over time?

These are all questions that must have clear-cut answers before any marketing campaign is rolled out to alter

or reinforce the desired positioning of brand Cape Town.

2.5.6 UNIQUENESS OF BRAND ASSOCIATIONS

Brand associations may or may not be shared with competing brands. The essence of brand positioning is
that the brand has a sustainable competitive advantage that gives potential visitors a compelling reason why
they should visit the destination. The existence of strongly held, favourably evaluated associations that are
unique to the brand and imply superiority over other brands is critical for the brand’s success (Keller, 1998:
116). The strength of attributes and benefits of a brand must be evaluated to assess their potential for
sustaining competitive advantage. Attributes and benefits that are strengths must be scrutinised for their
uniqueness because sustainable competitive advantage can only be achieved through features that are unique
to a brand. Claiming that Cape Town is beautiful, for example, does not contribute anything meaningful to
the visitor as he or she might have visited destinations that have similar features. Yet claiming that Cape
Town is a land of contrast, for example, is a more sustainable proposition because it reflects reality and
differentiates the destination. This research will determine the uniqueness of attributes and benefits that can

sustain competitive advantage for Cape Town.
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2.5.7 LEVERAGING SECONDARY ASSOCIATIONS

Brand associations may themselves be linked to other entities that have their own associations, creating
secondary brand associations. Because the brand becomes identified with another entity, even though this
entity may not directly relate to the product or service, consumers may infer that the brand shares
associations with that entity. In essence the marketer is borrowing or leveraging some other associations for
another brand to create some associations of its own and thus help to build its brand equity (Keller, 1998:
74). For example, Western Cape is strongly linked to wine and fruits and brands such as ‘Cape Wine’ and
‘Cape Fruits’ are relatively well known. Consequently, consumers who are aware of those two brands are
more likely to relate some attributes of those brands to brand Cape Town or vice versa. These secondary
associations may lead to the transfer of some positive attitude or credibility, attributes and benefits to the

brand. The converse is also true, any negative associations is likely to be transferred to a brand.

Secondary brand associations may be quite important if existing brand associations are deficient in some
way. Three factors are important in predicting the extent of leverage that might result from linking the
brand to another entity in some manner (Keller, 1998: 269).

e Awareness and knowledge of the entity

® Meaningfulness of the entity’s assoctations

e Transferability of the entity’s associations

The inferencing process will depend largely on the strength of linkage or connection in consumers’ minds
between the brand and other entity. The more consumers see fit or similarity of the entity to the brand, the
more likely it 1s that consumers will infer similar associations to the brand (Keller, 1998: 270). Yet secondary
brand associations may be risky because some control of the brand image is given up. A success story of a
country or brand that was able to leverage secondary associations effectively, for example, is New Zealand.
New Zealand set out to create “The New Zealand Way’ (NZZW) brand in order to build a strong national
umbrella brand that added value to the marketing of New Zealand products and services. The NZW brand
was to position a broad range of the country’s tourism and trade products and services at the forefront of
world markets. The eventual associations that were created as a result of the marketing campaign were
quality, excellence, environmental responsibility, contemporary values, achievement, honesty, integrity, and

openness (Keller, 1998: 281).
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2.5.7.1 DESTINATION SUPRA-BRANDS

Secondary associations are particularly important for tourist destinations because a city or region exists
within the confines of a country. Cape Town exists within the Western Cape and South Africa. Any positive
or negative associations with those places are likely to be transferred to brand Cape Town. In fact, it has
been emphasised in the destination marketing literature that associations with a supra-brand affect
perceptions of the sub-brands. A supra-brand 1s defined as a country brand, for example, South Africa or
Britain. All sub-brands such as Cape Town or London exist within the supra-brands. Much attention is
currently focused on trying to develop South Africa as a brand, and not just for tourism. Government and
others are concerned about the negative perceptions of South Africa- and perceptions are a key part of how
brands are received. Hence the damage when South Africa’s leaders take ill-advised stands on matters such
as AIDS or Zimbabwe tend to compound the older negative perceptions. The question to ask is whether
brand Cape Town really wants to leverage secondary associations with brand South Africa at this point in
time (Addison, 2001). It makes no marketing sense to do so now but once the rebranding of South Africa
has been implemented, it will be crucial for all sub-brands to work in tandem with the supra-brand to

achieve consistency in image and communication.

Also, it needs to be pointed out that sub-brands are often viewed more positively than supra-brands. For
example, Cape Town is perceived in a more positive light than South Africa. Similarly, London is perceived
more favourably than Britain. Britain as a destination supra-brand has been faced with the dilemma as
whether to promote itself or in conjunction with one of its sub-brands Wales, Scotland, or London. London
shares many of the same values of brand Britain whilst, in contrast to the brand values of Britain and
London, those of Scotland and Wales are much more elemental, natural and spiritual. Research has also
shown that ‘England’, as an entity, is rather less well known, as it is indistinguishable from Britain and
London in the minds of many people. Whilst Britain is an undoubted destination supra-brand, its success in
translating its brand benefits and personality into successful and distinctive brand advertising has been
rather mixed. Some of its sub-brands such as Wales and Scotland have been developing much stronger

consistent, coherent and effective brand propositions (Morgan and Pritchard, 2000: 239).

In the same way, Cape Town has done a better job than South Africa in marketing itself to international
visitors. Brand Cape Town has a higher awareness among travellers than supra-brand South Africa. Yet for
both to be successful, a highly integrated approach must be adopted whereby the country’s brand

personality is consistently projected at the macro level in all the key target markets, and its sub-brands
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whether it be cities, regions or provinces echo but embroider in more detail, the same consistent themes in
their advertising messages. Supra-brand Britain has failed miserably in achieving consistency. Its advertising
and promotion campaign ‘Cool Britannia’ focused largely on the rational benefits associated with Britain.
They tried to pack in virtually every aspect of Britain’s product, from its tradition, heritage and pageantry to
its landscape, attractions and culture. The end execution appeared more as a composite picture or amalgam
of what Britain had to offer — almost overwhelming the potential tourist with images - rather than a total
brand positioning which personified the rational and emotional benefits of this destination supra-brand
(Morgan and Pritchard, 2000: 239).

On the other hand, an example of a very successful supra-brand is Spain where ‘Espana’ is the main brand
and its cities such as Barcelona, Madrid and regions such as Andalusia and Galicia have become second-level
brands. At the country level, Spain has remained remarkably constant in its advertising with each campaign
promoting the diversity and variety of the country (Morgan and Pritchard, 2000: 289). Australia has done
the same, where each individual tourism region such as Western Australia and cities such as Sydney are
pursuing an integrated sub-branding strategy that synergises with brand Australia (Crockett and Wood,
1999: 279). Cape Town and Western Cape, Durban and KwaZulu Natal must follow a similar approach. In
fact, the province of KwaZulu-Natal has been quite successful in its branding initiative. Though, the brand -
The Kingdom of the Zulu- does not yet exist in most people’s minds, the concept and process used to
brand the province must theoretically lead to its success. The imagery that the tourism authority has used is
one that includes the Zulu monarchy and its cultural identity, which is perhaps the province’s strongest
unique attribute. Zulu imagery already occupies a position in the minds of travellers and is potentially a
global tourism brand. The brand values include world-class status, richness of experience, diversity, stability,

a welcoming and hospitable environment, and a suggestion of excellent value (George, 2001: 304).

2.5.8 EMOTIONAL BRANDING

While it is theoretically true that places evoke all sorts of emotional experiences, it is difficult for a marketer
to provide an image such as relaxation, pleasantness, a challenging experience or something inspirational
that would be interpreted in the same way by all potential visitors (Nickerson and Moisey, 1999: 218). It is
believed that each consumer will potentially have a different emotional response to the same feature. Gobe
(2001) is of the opinion that the difference between a brand and a successful brand is the personal
connection that successful brands have with consumers through the strength of their culture and the

uniqueness of their brand imagery. The tourism industry today needs to bring people the products they
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desire, exactly when they want them, through venues that are both inspiring and intimately responsive to
their needs. Emotional branding is a means of creating that personal dialogue with consumers. Consumers
today expect their brands to know them intimately and individually with a solid understanding of their needs

and cultural orientation (Gobe, 2001).

Emotional branding has also been labelled as mood-brand marketing where branding activities concentrate
on conveying the essence or spirit of a destination, often communicated via few key attributes and
associations (Morgan and Pritchard, 2000: 282). It is a useful method of destination branding where brand
saliency is created through the development of an emotional relationship with the consumer through highly
choreographed and focused communication campaigns. To successfully create an emotional attachment, a
destination brand has to be:

e Credible

e Deliverable

e Differentiating

e Conveying powerful ideas

e Enthusing for trade partners

e Resonating with the consumer (Morgan and Pritchard, 2000: 281)

However, as Westwood et al. (1999: 240) argue, mere emotion is not enough, the key to develop a strong
brand 1s the unique associations that customers hold in memory. While emotion has always been an
important component of branding, emotion in the absence of a point of difference that can be articulated

and firmly positioned in the memory is arguably a recipe for consumer confusion.

2.5.9 MEASURING BRAND IMAGE

There are various research techniques to measure images, attitudes and perceptions which people hold of
particular brands or products. However, the very nature of these constructs makes it difficult to accurately
measure and quantify. Yet accurate measurement is essential as marketing strategies for destinations are
often based on such research findings. Morgan and Pritchard (2000: 109) suggest the use of projective
techniques to construct a comprehensive analysis of the overall image, strengths and weaknesses of a
destination. They used the following four key measures to establish UK visitors perceptions of the Las

Vegas brand.
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2.5.9.1 DESTINATION SALIENCY

Destination saliency provides a measure of how emotionally close an individual feels to a destination. A
measure of saliency is important in order to determine for example, how relevant Cape Town is to
international travellers or how potential visitors view brand Cape Town. Destination saliency can be
measured by exploring respondents’ top-of-the-mind associations with a destination. For example, top-of-
the-mind associations with Las Vegas were centred on adult product, gambling, sex, Mafia-connections, and
entertainment. There were also glamorous overtones of limousines, champagne and glittering nightlife

(Morgan and Pritchard, 2000: 110). A similar measure will be used for brand Cape Town.

2.5.9.2 USER AND PRODUCT IMAGERY

Investigations of user imagery help to establish how well respondents identify with a destination by
establishing respondents’ perceptions of the typical vacation visitor to that place. Product imagery reflects
what respondents would expect to find in terms of accommodation, attractions, entertainment and
environment. The use of word association or sentence completion is of particular importance in establishing
product imagery. Such techniques reveal images, feelings and associations that respondents hold of
particular destinations and their competitors. These techniques will have to be employed in assessing the

brand image of Cape Town.

2.5.9.3 BRAND FINGERPRINTING

Brand fingerprinting investigates the respondents’ experience of, and their relationship with a brand. It
examines the thoughts and feelings held about a brand and its competitors through the senses (sights,
sounds, smells, tastes, touch and feelings). Respondents are asked to describe in detail their images and
impressions of the destination under consideration (Morgan and Pritchard, 2000: 111). Las Vegas fingerprint
for example, showed the following;

e Sights

Bright neon lights and dark skies, limousines, showy clothes and make up, sparkling diamonds, and smog,

e Sounds

Loud music, traffic, gaming machines and roulette wheels, last bet calls, people and many languages.

e Smells

Perfume, alcohol, smoke, food, cars, pollution, dirty and sweat.

o Taste
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US fast-food, steak, ribs, meat, cosmopolitan food, alcohol, cigarettes, and Coca-Cola.

e Touch

Money, metal, and heat.

® Feelings

Overwhelmed, frantic, surprised, amused, happy, exhilarated, adrenaline, guilt, fear, loneliness and distaste.
A similar concept will be applied to the qualitative research component of this thesis. Projective techniques

used to measure destination image will also be included.

2.5.9.4 BRAND PERSONALITY ANALYSIS

Respondents are asked to describe a brand as if it was to come to life as a person. It reflects how people feel
about a brand rather than what they think the brand is or does (Keller, 1998: 97). The personality of a brand
is both distinctive and enduring. It is the core identity of the brand. Aaker (1996) defines core identity as
being the central timeless essence of the brand and it remains constant as the brand travels to new markets.
The brand essence of Wales, for example, centres around ‘natural revival’, conveying that Wales’s unspoilt
and beautiful landscape offers tourists the physical and spiritual renewal so needed in today’s hectic society
(Morgan and Pritchard, 2001: 175). The strength of a brand lies in its capacity to remain true to its core
personality or purpose irrespective of the target audiences or mode of communication (Crockett and Wood,
1999: 281). The core personality of brand Western Australia for example, is being fresh, natural, spirited and
free. Another example is the brand personality of Scotland that reflects traits such as straight, open, honest,
ethical, educated, very competent, warm, welcoming, friendly, very accessible, with distinctive voices and

names, and very distinctive attitudes (Hamilton, 2000).

Also, some personality traits are dependent on community attitudes. For Western Australia, one such trait is
the quality of service delivered by the tourism product and the general “friendly and welcoming’ appeal of
the state. This is one way of image marketing as suggested by Kotler et al. (1993) where the attitude of
residents towards visitors is a strength and differentiating factor for a brand. The brand personality of Cape
Town is relatively unknown and this research will try to determine the characteristics and values of the

brand.
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2.6 DESTINATION POSITIONING

Branding refers to what images people have of a country, city or region and what kind of relationship they
have with it while positioning on the other hand, takes the images and define the city, region or country by
showing how it compares to competitors (Nickerson and Moisey, 1999: 217). Destination marketers
recognise that the image of their product or brand in the consumer’s mind, how it is positioned, is of more
importance to ultimate success of a destination than its actual characteristics. Destination marketers try to
position their brand so that they are perceived by the consumer to occupy a niche in the marketplace
occupied by no other brand. They try to differentiate their product by stressing attributes they claim will
match the target market’s needs more closely than other brands and then try to create a brand image
consistent with the perceived self-image of the targeted consumer segment. As such, they appeal to
consumers’ values and self-image and in doing so they are thereby appealing to the powerful discourses
which have shaped those self-same values and images (Morgan and Pritchard, 1998). Such is the power of
positioning that it has been described as the essence of the marketing mix, embodying the concept or
essence of the product or destination (Kotler et al.,, 1993). It therefore conveys how the destination will
satisfy a consumer need and different consumer meanings can be assigned to the same place via different
images. In this way a place can be positioned differently to simultaneously appeal to different market
segments and it can subsequently be repositioned for the same or a different audience in the later phases of

its destination life cycle.

Given that the destination experience is often an amalgam of various services provided by tourism suppliers,
it can be argued that positioning a destination is a difficult task. Positioning services involve developing and
communicating key service attributes that are consistent with the brand image. It is a stage subsequent to
market segmentation at which the marketer determines the needs that are best satisfied by the destination
product/service offerings and how best to communicate the offering to the target market. Positioning a
destination is concerned with three issues: the segmentation decision, image and selection of a destination’s
features to emphasise (Aaker and Shansby, 1982). Then the key to successful positioning is to match the
benefits provided by a destination with the benefits sought by a particular target market considering that

destination.

Positioning a destination has a number of challenges, two of which are inherent in marketing a service,

namely intangibility and inseparability. Intangibility leads to consumer uncertainty. The destination marketer
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is effectively selling an experience (Ryan, 1995: 40). The tourist has a degree of control over the purchase, in
that he can dictate his level of involvement with different elements of the service, for example, destination
attributes, activities and people. In this way the tourism purchase differs from, say, a retail service situation
and enables the tourist to maintain a more equitable balance in his level of cognitive dissonance (Alford,
1998: 56). Because of the intangible nature of a destination, an explicit positioning strategy is valuable in
helping prospective visitors to get a ‘mental fix’ on it that may otherwise be amorphous (Lovelock, 1991).
For example, the Northwest region of England offers a wide range of tourist experiences — major cities,
upland and lowland countryside, historic towns and villages, seaside resorts and undeveloped coastline. How
does the tourist board communicate such a diverse product to the visitor? The North-West Tourist Board
strategy outlines that the product is too diverse to be marketed as one entity and therefore they market each
product and theme but ensure that the brand tmage is consistent (Alford, 1998: 56). Similarly, it could be
argued that tour operators face the same problem of how to market a destination. For example, Thompson
tours is a major player in the South African inbound tourist market, when a customer books a holiday to SA,
he is effectively buying a clearly defined Thompson product. The reality is that little of SA is actually being

marketed to the customer. The customer i1s primarily buying an identifiable branded product.

The second challenge relates to the inseparability of the production and consumption processes. This can
result in inconsistencies in the quality of the product and its delivery. The high level of human involvement
in the production and delivery processes compounds this potential for inconsistency. The multitude and
diversity of tourism suppliers in the destination makes quality control and cohesion a difficult task (Alford,
1998: 57). Many of the suppliers are small to medium sized enterprises, often family run and with little
formal training. The role of local and region tourism boards should be to provide training, information and
advice. The quality of the experience can thus be controlled through grading and classification. Tour
operators on the other hand, exercise high degree of control over their suppliers and therefore over the

customer’s holiday experience. This enables them to deliver a2 more consistent product.

Brand positioning analysis reviews information to determine the desired brand awareness and brand image.
Arriving at a positioning for a brand requires decisions in four areas: target market, nature of
competition, point of parity associations, and point of difference associations (Keller, 1998). Alford
(1998: 55) went further to say that to position a destination successfully the following steps must be
followed. The marketer must first research the market to ascertain which product attributes determine

destination choice. Based on realistic strengths and weaknesses assessment of the destination and its
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competitors, the decision can then be made as to which market segments to target and with which products.
Kotler et al. (1993: 85) warns about the potential pitfall of using the strengths of a destination to position it.
The concept of strength must be carefully interpreted for each destination. Although a place may have a
major strength, that is, a distinctive competence, that strength does not necessanly constitute a competitive
advantage. First, it may not be an attribute of any importance to the target market. Second, even if it s,
competitors may have the same strength level on that attribute. What becomes important, then, is for the
place to have greater relative strength on an attribute important to a target group. Finally, distribution,

pricing and communication strategies progress naturally from clear product positioning,

One of the objectives of the JMI is to design an inspiring, differentiated and deliverable positioning for the

Cape. The positioning statement will have to:

e (Capture a sense of the city and province and their offerings as 2 whole.

e Be bought into, by all the key stakeholders.

e Not just be a reflection of reality, but be future orientated and provide a clear and inspiring strategic
vision of what the Cape should stand for in the long term.

e Be substantiated by the city and province and their features.

e Be delivered consistently over time and geographic spread, with specific executions and elements
working in synergy (Cape JMI, 2001).

Clearly these suggestions will have to appeal to the most important stakeholders which are the tourists

themselves. Their perception of the brand is more important. Thus a great brand positioning will require an

in-depth understanding of the various target audiences.

2.6.1 TARGET MARKET

A destination needs to clearly define its target markets to fine-tune its product offering. Tourists, for
example, have not been going to China to visit a Disneyland or for the beaches or nightlife. The major
attraction of China as a tourist destination, has been its rich inheritance from 5000 years of civilisation.
These features include stunning structures such as the Great Wall, stretching 6000km, the Temple of
Heaven at Peking, the Terracotta Army of Emperor Qin Shi Huang at Xi’an and many other remains and
points of interest scattered along the length and breadth of the country. Tourists could make many visits
without repeating the same itinerary. The vast wealth of buildings, artefacts, structures and scenery is

embedded i a culture that is one of the most ancient and unique in the world (Lavery, 1989: 78). The
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country knows exactly what it has to offer and which segments of the market it will appeal to. Cape Town

must follow a similar approach where the needs of each market are understood and brand positioning tries

to match those needs with the product offered.

2.6.2 NATURE OF COMPETITION

Positioning is about how a brand can satisfy the needs of a consumer better than its competitors. The
competitiveness of a destination and how the destination differentiates itself from competitors will
determine how consumers percetve it. Optimal positioning of brand Cape Town therefore requires an
understanding of how competitive 1s the destination product vis-a-vis direct and indirect competitors and
how the brand can be differentiated to sustain competitive advantage. Positioning is a process of
pinpointing, substantiating and delivering competitive advantage to create brand growth (Cape JMI, 2001).
It provides a focus and mechanism for making choices, which improve the effectiveness of external

marketing activity and guides internal development of the brand.

2.6.2.1 DESTINATION COMPETITIVENESS

Go and Govers (2000: 79) suggest that due to the effects of globalisation, competition in tourism has shifted
from inter-firm competition to competition between destinations. This does not mean that competition is
minimal between airlines, tour operators, hotels and other tourism services, but that inter-enterprise
competition is dependent largely upon and derived from choices tourists make between alternative
destinations. A number of frameworks have been proposed in the literature on destination competitiveness
but the single most comprehensive one was developed by Ritchie and Crouch (2000) as shown in Figure 6.
The model covers the entire range of factors affecting the competitiveness of destinations. It draws from
the research of several authors such as Bordas (19914a), Ritchie and Crouch (1993j, Goeldner, Ritchie and
MacIntosh (2000). The model highlights that it is a combination of all factors comprising the
competitiveness of destinations as well as synergies between these elements that determine the attractiveness
of a region. Consumers may be willing to compromise some elements for some others, for example
overcrowding for cheaper price. Ultimately, the competitiveness of destination depends on their ability to

maximise the performance for each individual element assessed (Buhalis, 2000: 106).
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Figure 6: Destination Competitiveness and Sustainability

The framework explains that the prosperity of a destination is dependent on the competitiveness of all
economic sectors as well as the competitiveness of tourism. The microenvironment and the macro
environment have much of an impact on every single element of the model. However, the model fails to
rate the importance of each element examined. It is suggested that a dissimilar rating should be adopted by
different destinations depending on the types of markets they attract, their life cycle stage and specific
characteristics (Buhalis, 2000: 106). Nevertheless, the model contributes to the comprehensiveness and

wideness of elements that need to be taken in consideration when marketing a destination.

Bordas (1994a: 3) argues that it is inappropriate to talk about the competitiveness of a destination but rather
the competitiveness of certain tourist products of a particular destination in certain specific tourist
businesses. In the majority of cases these tourist businesses are located in very specific geographic areas or
clusters. A cluster is a group of tourist attractions, infrastructure, equipment, services and organisation
concentrated in a delimited geographical area. For this reason true competitiveness is not established

between countries but between clusters and tourist businesses. For example, Argentina does not compete
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with Uruguay, however Mar del Plata does compete with Punta del Este. Spain and Greece are not in

competition, but the Balearic islands do compete with the Aegean Islands.

Given that competitiveness is established in clusters and tourist businesses, marketing activities should begin
with reinforcement of clusters and ending with their integration on a national scale (Bordas, 1994a: 4). The
different marketing plans of each cluster must be integrated on higher levels of region, destination or
country, in function to its administrative structure. This process of integration has to be carried out in such a
way that the final result clearly specifies what each of the many implicated parts must do. Thus a place can
position itself in regional, national, and international terms as the place for a certain type of activity or as a
viable alternative location/attraction to another place that may have a stronger or more well established
position (Kotler et al., 1993: 153). Cape Town for example can position itself either as an adventure packed

destination or as a place to relax and unwind from a stressful lifestyle.

Furthermore, competing in the long-haul market has important implications on its own for Cape Town. It
implies that the country is situated far from major generating markets such as Furope and the US. The
biggest travel expenditure to be incurred by visitors is transport to and from the destination, and thus can
determine the willingness and ability of travellers to visit destinations. Increasingly consumers are
unimpressed by tourism facilities and products, as they have travelled extensively and have acquired a wealth
of experiences. Global competition and oversupply, as well as the emergence of new destinations in third
world countries with lower labour costs, generate frequent price wars especially for constrained capacity at
the last minute. As a result, consumers are increasingly prepared to pay less for getting more (Buhalis, 2000:
110). The distance factor leads to greater cost (economic, physical, and psychological). The greater cost has
to be compensated with greater value or benefits. By ensuring a reasonable level of functional benefits, a
competitive advantage will be gained by adding symbolic and existential benefits perceived by the consumer
(Bordas, 1994a: 5). This implies that long haul destinations have to provide good value for money in the first
place to get consumers attention and then offer greater benefits than countries that are geographically nearer

to major generating markets, to induce them to visit.

The destination has to offer greater benefits such as quality experience and unique product attributes/value
to get customer’s patronage of the destination. Quality is viewed as a positive distinguishing characteristic,
which according to Berry and Parasuraman (1991) is ‘the foundation for services markeling becanse the core product

(destination) being marketed is a performance As a critical issue, experience quality deserves a comprehensive
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approach and definitive integration amongst its key stakeholders’ (residents, visitors, and trade) and in-depth
knowledge of their needs and expectations. Implicit and explicit tourist experiences need to be matched
with destination features and private and public sector practices (Go and Govers, 2000: 80). It must be
realised that customer interaction takes place over million moments of truth. Each moment of truth
encountered with the destination environment and its service infrastructure becomes a thread woven into
the traveller’s overall sense of trip quality. Indeed the more positive those encounters are the stronger the
sense of quality. Value can be seen as combination of a product’s (destination) perceived quality and
associated price, which a visitor will summarise as the value received. Creating traveller perceptions of
quality or value is a complicated task as these experiences are intangible. Further to this, understanding the
role of the destination in generating these types of experiences has been complicated by different

understandings and past debate over the nature of the destination product itself (Murphy et al., 2000: 44).

Murphy et al (2000) confirm that destination products that do not meet tourist quality expectations are less
likely to be revisited than those that satisfy. Perceived value is also thought to be a significant determinant of
whether a visitor would intend to return and visit a destination again. Their study supports the need for
destination marketers to actively manage the mix of restaurants, attractions, hotels and other infrastructure
to develop a consistent destination image for different target segments. It illustrates the importance of
destinations and their tourist associations agreeing on what aspects of the region to promote to what
markets. But this is not an easy task in communities which often have a variety of opinions on what should
be developed and promoted for tourisrn and in an industry which frequently is more competitive than

collaborative.

Nevertheless it must be recognised that the match between expectations and reality affects the quality of the
visitor’s experience. The tourist is visiting discrete destinations linked together by a frequently invisible
network of infrastructural services and product marketing. The tourist visit 1s merely a snapshot in time and
the visitor may be frequently unaware of the many issues that are affecting the nature of the environment
through which he is travelling. All, however, distinguish between different levels of service and experience
quality yet are powerless to affect these during their brief visit (Tyler et al., 1998: 121). It becomes then of
paramount importance to create the right impression the first time. The little time that the visitor spends at
the destination must be memorable both in terms of tangible and intangible elements of the destination
offering, This will generate the much needed word-of-mouth that ensures the long-term survival of any

destination.
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Thus it can be seen that there is some agreement in the literature on the factors influencing the
competitiveness of a destination. However, competitiveness of specific products or combination of
products have a significant impact on the competitiveness of a destination. A synergistic relationship exists
between the two. This is similar to Porter’s (1985) view on the competitiveness of a firm where a firm is

competitive up to the extent that its products and services are competitive.

2.6.2.2 DESTINATION DIFFERENTIATION

As mentioned before differentiation can originate from unique tourist attractions, unique tourist activities or
unique service levels or a combination of those. Differentiation reinforces a destination’s competitive
position by making visitors loyal through greater symbolic benefits and reducing the sensibility of the target
market with respect to price (Bordas, 1994: 6). Each target market should be treated differently from
strategic perspectives and have a separate strategy with its own goals and objectives to pursue. A
differentiated marketing strategy aimed at targeting individual markets would help improve the

competitiveness of any destination.

In addition, differentiation stems from a unique appeal. Destination appeal refers to the destination
attractiveness and deterrents. Attractiveness includes eleven elements: natural features, climate, cultural and
social characteristics, general infrastructure, basic services infrastructure, tourism superstructure, access and
transport facilities, attitudes towards tourists, cost/price levels, economic and social ties and uniqueness
(Mihalic, 2000: 66). Among destination deterrents, Ritchie and Crouch (1993) list security and safety, such as
political instability, health and medical concerns, such as poor quality of sanitation, laws and regulations,

such as visa requirements and cultural distance. These factors act as a barrier to visiting a given destination.

Of particular importance as a destination attraction is environmental quality of a destination. It has been
found to be a prevailing issue in making travel related decisions. It is a competitiveness factor among
different destinations with varying environmental quality (Mihalic, 2000: 65). Environmental quality refers to
the quality of the natural features of the destination that can be deteriorated by human activities. Natural
features like beautiful scenery, clean water, fresh air and species diversity can suffer from pollution and
therefore lose their attractiveness (Mihalic, 2000). Quality of natural attractions is a part of quality of a
destination. Destination attractions are recognised by Ritchie and Crouch (1993) to be a factor contributing
to the competitiveness of a destination. It is important to recognise that it is not the real, but the perceived

environmental quality or environmental image that influences the buying decisions of potential visitors.
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Image is seldom based on experience or facts (Middleton, 1996: 87). Systematic environmental branding
would be a natural way to manage the environmental recognition of the tourism product/destination. An
environmental brand would give the customer both environmental information and confidence when
purchasing, and would help destination managers to manage the environmental expectation and perceptions
of visitors. Such a brand would be part of a family of brands each reflecting different characteristics of a

tourism product, connected to the given destination (Mihalic, 2000: 67).

Also, of significant importance is the extent and magnitude of political instability acting as a deterrent to a
destination. The extent and magnitude of political instability is a determinant factor for the modulation of
the image of destinations in tourist generating countries and in extent the perceived stability and safety of a
particular destination in the eyes of prospective holidaymakers (Seddighi et al, 2001: 182). Hall and
O’Sullivan (1996) proposed that the creation of a destination image 1s very much dependent on word-of-
mouth, media reporting and government policies and interests. The perceptions held by potential visitors
about the relative political instability of a tourist destination have significant influences upon the viability

and long-term survival of that destination on the tourism map.

Increasingly distribution channels are supporting and enabling product differentiation by adding value on
the product and by contributing to the total brand experience and projecting powerful images (Buhalis,
2000: 111). Developing long-term partnerships with tour operators and leisure travel agencies is therefore
extremely significant for the success of leisure destinations. The availability of information on the Internet
and the emergence of electronic intermediaries have revolutionised distribution. Destinations that appreciate
these new developments and build comprehensive tools for their local suppliers increasingly improve their
ability to reach their strategic objectives. Travel and tourism is a very fragmented industry and an
information-rich business, which makes it especially receptive for the benefits that the Internet offers (Go
and Govers, 2000: 79). The Internet enables consumers to seek information as well as construct and
purchase individual itineraries on-line. Not only does it provide opportunities for reducing dependency on
traditional intermediaries for remote destinations but it also provides a mechanism to develop and promote
specialised products for mini-market segments (Buhalis, 1998). Electronic distribution also offers
opportunities for closer interaction and co-operation at the local level. Integration of local resources and
organisations enable suppliers at the destination level to develop and deliver seamless tourism products to

consumers.
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2.6.3 POINT-OF-DIFFERENCE ASSOCIATIONS

The goal of destination differentiation is the establishment of point-of-difference associations. These
associations are unique to the brand and are also strongly held and favourably evaluated by potential visitors.
They can be attributes or benefits or attitudes towards the brand. The more abstract and the higher the level
of association, the more likely it is to be a sustained source of competitive advantage. These potential
differences should be judged on the basis of desirability and deliverability. With this approach, the emphasis
in designing ads is placed on communicating a distinctive, unique product benefit and not on the creative
(Keller, 1998: 116). For example, a point of difference association for Cape Town could be its natural beauty

and/or cultural diversity but these still need to be researched.

2.6.4 POINT-OF-PARITY ASSOCIATIONS

These associations are not necessarily unique but may in fact be shared with other destination brands.
Potential visitors view these as being necessary to be a legitimate and credible product offering. For
example, value for money is a point of parity association for many emerging destinations. These associations
represent necessary but not sufficient conditions for brand choice. Point-of-parity associations also pertain
to assoctations that are designed to negate other destinations’ point-of-difference. In other words, if a brand
can ‘break-even’ in those areas where its competitors are trying to find an advantage and can achieve
advantages in some other areas, then the brand must be in a strong competitive posttion. Often the key to

positioning is to achieve competitive points of parity with other destinations (Keller, 1998: 117).

The first two considerations above namely target market and nature of competition help to define the
frame of reference for the brand while the latter two considerations (point-of-parity and point-of-difference
associations) help to create the exact location of the brand in consumer minds. Therefore, the essence of
brand positioning is that the brand has some sustainable competitive advantage that gives consumers a
compelling reason why they should buy the brand. Thus one critical success factor for a brand is that it has
some strongly held, favourably evaluated associations that function as points of difference and are unique to
the brand and imply superiority over other competing brands. At the same time, it can also be the case that
some strongly held, favourably evaluated associations only need to function as points of parity and be seen

as about the same as with competing brands for it to influence destination choice (Keller, 1998: 77).
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Consistency in marketing is even more crucial for points of parity and differences to be firmly established in
the minds of consumers. Consistency does not mean that marketers should avoid making any changes in the
marketing program. On the contrary, the opposite can be quite true, being consistent in managing brand
equity may require numerous tactical shifts and changes in order to maintain the strategic thrust and
direction of the brand. The strategic positioning of many leading brands has remained remarkably consistent
over time. A contributing factor to their success s that despite these tactical changes, certain key elements
of the marketing program are always retained and continuity has been preserved in brand meaning over time

(Keller, 1998: 505).

Also, competitive advantage stems from differentiation achieved by various elements of the desttnation
offering through multiple linkages of various attributes and benefits in a complex and unique way that
makes it difficult for competitors to copy. The ambience/atmosphere of a destination is very often key to
competitive advantage because many destinations compete on value-for-money, cultural diversity and good
amenities. A destination having a different and unique ‘vibe’ or ‘feel’ make it difficult for competitors to
imitate due to the advantage stemming from various factors uniquely combined to leave a lasting impression

on the visitor.

Furthermore, affective associations can be the basis for positioning a destination. Affective associations are
the specific feelings (positive and negative) linked with a specific destination considered by the traveller. The
mental category a traveller assigns to a destination influence the linking of positive or negative associations
with that destination. That is, the affective associations are usually positive for destinations a consumer
would consider visiting and negative for destinations a consumer has decided definitely not to visit. The
learning of the associations between specific affective concepts, for example, breath-taking scenery, too
expensive etc. and a specific destination indicates how the destination is positioned in the consumer’s mind.
Positioning a destination may occur simultaneously with how it is associated because most individuals find it
impossible to make category judgements without also making evaluation judgements (Woodside and
Lysonski, 1989: 8). Travellers construct their preferences for alternatives from destination awareness and
affective associations. Research by Madrigal and Khale (1994) reveals the importance of personal values in
the destination selection process. The data in their research indicates that although demographic differences
existed across segments, personal value systems were better predictors of activity preferences. They observe
that this information could be used to position a destination in the market place. Promotional themes could

connect a destination’s activities and attractions with personal values relevant to specific target markets.
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In conclusion, destinations must skilfully position themselves to the various publics they want to target.
They must adapt their messages to highly differentiated buyers while at the same time developing a core
image of what the place basically offers. The place must develop a concept infusing energy, direction, and
pride into the place’s citizens. It must be a concept that is true of the place, where the conveyed image is
congtuent to reality (Kotler et al., 1993: 324). Also, as brand Cape Town develops a presence and position in
its target markets, it needs to continually extend itself to build on its core personality because as consumers
become more familiar with a brand, they seek more detailed knowledge. Consequently brand Cape Town
needs to become more complex and multi-layered to maintain its consumer appeal. The brand positioning
bullseye model as shown in Figure 7 below incorporate all the factors that need to be taken into account

when positioning a destination or product.
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W Human :
characteristics
| Personality |~ setting tone & feel

Source: Cape Joint Marketing Initiative (2001)
Figure 7: Brand Positioning Bullseye Model

The model shows that the timeless essence of the brand is at the core of brand positioning. The brand

essence is supported by brand benefits, propositions and substantiators. These determine the brand values

and personality.
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2.6.5 BRAND BEHAVIOUR

Adding to the above, one question that remains unanswered so far is why destination image, branding,
differentiation and competitiveness are so important for the success of a destination. All these elements
contribute to a positive experience of the brand, satisfaction with the destination, which leads to consumers
expressing a favourable attitude towards the brand. A favourable attitude translates into positive word-of-
mouth, brand loyalty shown by multiple purchase of the destination product and a significant source of
positive recommendation to other travellers. Consumers seek brand recommendations from others and limit
subsequent information search to only those recommended brands or the recommended brand is used as a
standard of comparison to evaluate other subsequently identified brands (Klenosky et al., 1998: 663). Bigne
and Zorio (1989) emphasise the importance of satisfaction as a determining element in the destination
evaluation and one that affects future decisions. Therefore, if the tourist experiences a high degree of
dissatisfaction with the destination, reaching a negative incoherence between the perceived image and the
reality of the experience, then he could avoid visiting the same destination again and consider alternative
destinations in future decisions. This tourist will communicate his degree of dissatisfaction to other

individuals, thus disseminating a negative image about the destination (Andreu et al., 2000: 51).

Research has shown that travel satisfaction evaluations have a strong influence on subsequent travel
decisions — allegiance to the brand manifesting in brand loyalty, repeat purchase and recommendations to
friends relatives and colleagues (Westwood et al., 1999; Kozak et al., 2000). However, differences between
tourism products and other consumer products make it difficult to measure consumer satisfaction in the
tourism industry (Kozak and Rimmington, 2000). It i1s important to identify and measure consumer
satisfaction with each component of the destination because consumer satisfaction or dissatisfaction with
one component leads to consumer satisfaction or dissatisfaction with the overall destination. The
evaluations of attractions and levels of service quality (supply-side) are regarded as crucial in determining
overall tourist satisfaction. Satisfaction or dissatisfaction with pervious experience 1s also crucial because it
affects expectations for the next purchase. This means that favourable tourist perceptions and attitudes are

potentially an important source of competitive advantage.
Also, research has shown that there is a significant relationship between tourists’ satisfaction/dissatisfaction

and tourists’ self-image/destination image congruity (Chon, 1992). Specifically, the greater the congruity

between the tourists’ self-image and the destination image, the greater the satisfaction (Sirgy and Su, 2000:
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343). Tourism managers who understand how self-congruity works may be in a position to develop effective
positioning strategies that increase profitability. Consumer research has shown that the matching of the
product user image with the consumer’s self-concept (Sirgy, 1982) influences a consumer’s attitude toward a
product. The self-concept is used as a cognitive referent in evaluating symbolic cues. The same can be said
in relation to a tourist’s attitude toward a destination. That s, tourists perceive destinations differently in
terms of the destination’s typical clientele or visitors. The greater the match between the destination visitor
image and the tourist’s self-concept, the more likely that the tourist has a favourable attitude toward the
destination and the more likely that the tounist will visit the destination. This matching process is referred to

as self-congruity (Sirgy and Su, 2000: 340).

Following the above discussion, it can be concluded that the greater the congruency between the self image
of a tourist and the destination image, the greater the likelihood that the destination will be chosen as the
next holiday spot. Therefore a proposed model of destination image and destination choice will have to

include self-image as a component.

Various situational factors may moderate the extent to which tourists use self-congruity to evaluate various
destinations. The relationship between self-congruity and destination patronage, then, 1s likely to be
contingent on 2 number of situational and tourist characteristics. Factors such as the level of touring
expetience, touring involvement, time pressure, destination knowledge, and so on may affect the nature of
the relationship between self-congruity and destination patronage (Sirgy and Su, 2000: 341). Tourists who
are more experienced, for example, may focus on utilitartan based criteria when evaluating destinations
whereas tourists who lack experience may focus on holistic, image based cues such as self-congruity (Johar
and Sirgy, 1991). Tourism managers targeting consumers with low experience with the destination should
avoid the use of informational advertising. The ad campaign should be value expressive instead, that is,

appeal to consumers’ self-concept (Sirgy and Su, 2000).

Furthermore, customer loyalty has become a key indication of the success of a brand. In consumer research,
customer loyalty is often measured by three different indicators, including intention to continue buying the
same product, intention to buy more of the same product, and willingness to recommend the product to
others (Hepworth and Mateus, 1994). Among tourist behavioural studies, repeat visitation has been used to
assess tourists’ destination loyalty (Oppermann, 1998; Pritchard and Howard, 1997). Repeat visitation is

conceptually similar to two of the three customer loyalty indicators — intention to continue buying and
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intention to buy more. However, repeat visitation may not truly represent tourists’ loyalty. For example,
those who do not return to a particular destination they had previously visited may simply want to seek
different travel experiences in new destinations, and yet maintain loyalty to the previously visited destination

(Kozak and Rimmington, 2000; Chen and Gursoy, 2001).

Marketers recognise that knowing how to identify, attract, defend and strengthen brand loyalty are the new
marketing imperatives (Light, 1994). The emphasis on brand loyalty is the result of the recognition that
attracting and keeping customers is closely linked to their ability to differentiate between products and/or
services and their conviction that a certain brand will meet their needs better than any other. Therefore
destination brand loyalty refers to the ability of a destination to provide visitors with an experience that
corresponds to their needs and matches the image that they hold of the destination itself. However, it has

been shown that customer satisfaction does not necessarily lead to brand loyalty (Joppe et al., 2001: 252).

In tourist behaviour research, tourist loyalty has been assessed from two conceptual perspectives: one
relating to tourist’s consumption behaviour (Oppermann, 1998) and one pertaining to tourist’s attitude
toward product (Pritchard and Howard, 1997). As for tourist’s consumption behaviour, repeat purchase s
often used as an indicator of tourist loyalty. Because a touristic product, which is tied to total trip experience
and novelty, differs from a manufactured product, repeat purchase behaviour might not truly reflect a
tourist’s loyalty to a touristic product. It may be true that loyal tourists are more inclined to use the same
airline and stay in the same franchised hotel wherever they travel; however, the tenet may not be necessarily
applied to the selection of travel destinations. According to tourist motivation theory (Iso-Ahola, 1980),
tourists tend to either escape from daily routine or seek something new. Therefore, a non-repeat visit
behaviour may not preclude an individual’s loyalty to a destination they previously visited, while a repeat
visitation to a particular destination may not warrant tourists’ loyalty to that destination (Chen and Gursoy,

2001).
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2.7 PROPOSED MODEL OF DESTINATION IMAGE
FORMATION AND CHOICE

Based on the above literature review on destination marketing, image and branding, the author presents the
tfollowing conceptualisation of destination image formation and choice model. Chon (1990) suggested that a
primary image is formed when a tourist has made a decision to travel somewhere. The potential tourist
selects certain destinations as possible choices and these initial images are described as primary images. The
more favourable is the primary image of a destination, the greater is the likelihood that such a destination
will be selected for holiday purposes. For Cape Town, the implications are threefold. Firstly, if Cape Town
has an unfavourable image, the destination will not even be considered as a potential holiday base. The
recent controversies surrounding the HIV/AIDS issue and the Zimbabwe crisis will undoubtedly affect the
primary image of Cape Town as a holiday destination. Secondly, assuming that the primary image of Cape
Town is favourable, the likelthood that the city is chosen as a holiday base will be dependent on how
differentiated that primary image is compared to other destinations that are being considered. Thirdly, there
are still many other factors that will influence the final selection of a destination as a holiday base. A
favourable and differentiated primary image will only help the destination to be further selected as a
potential holiday base.

Therefore the primary images are evaluated against each other to determine the attractiveness and appeal of
the destination based on push and pull factors of a destination. The pull factors are a complex set of factors
that influence primary image formation. Pull factors relate to factors such as landscape, climate, cultural
attractions, service standards, and pricing amongst others. Cape Town as a holiday destination will be
evaluated on each of the above-mentioned factors to determine its attractiveness. A destination that has a
reputation of good infrastructure, good value for money and high service quality is more likely to be

considered further than a destination that offers sub-standard infrastructure and poor service quality.

Yet one of the most important pull factors is the projected image of the destination that results from
destination marketing activities. The projected image serves as a cue to tourists with regards to the
destination brand. The projected image conveys to the potential tourist attributes and benefits of the brand.
A weak brand will lead to a perception of unfavourable image that result in the rejection of the destination
in the earliest stages of the destination choice process. The most significant impacts of destination

marketing and branding activities should be achieved at the earliest stage of this choice process. Co-
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ordinating the efforts of the various marketing boards in the Western Cape become critical for the success
of Cape Town as a brand. The execution of marketing activities by SA Tourism, WCTB, and CMT has to be

flawless to ensure that international travellers have the right expectations about the destination.

The push factors on the other hand have been described as ‘consumer factors’ and relate to motivations,
perceptions, psychological and socio-economic characteristics of the tourist. The destination marketer has
some control over these factors. Aligning the primary image of the destination to the motivating factors that
are influencing the international traveller will increase the likelthood that such a destination is further
considered as a potential holiday base. Similarly, perceptions of the international traveller about a destination
have to be monitored. Marketing activities need to redress any negative perceptions while reinforcing
positive ones. The organic image, which is described as a supply factor, results from tourist exposure to
media, word-of-mouth from other tourists, hearsay, and education amongst others. The organic image is
formed based on factors other than those related specifically to destination marketing and branding

activities. The destination marketer has very little control over the organic image of a destination.

Push factors, which include, projected image of the destination, pull factors and organic image, together
influence the formation of the primary images of a destination. These primary images are evaluated against
the tourist self image, the better the congruity between primary image and self-image, the likelier the
destination will be chosen for holiday purposes. The tourist defines the evoked set of destinations as the
ones where primary images are congruent with self-image. Those destinations that have different primary
images to that of the tourist’s self images are discarded as potential holiday destinations. The destinations
forming part of the evoked set are further scrutinised to assess their suitability as a potential holiday base.
Three dimensions are considered namely need satisfaction, social agreement and travelability as suggested by
Um and Crompton (1992). The final choice of a destination is made based on how well the selected
destination rates against these three dimensions. The visitation then takes place and the tourist evaluates the
primary image against the actual image of the destination. The marketer articulated destination brand
becomes a customer experienced brand. This comparison results in a complex image and is described as
being a realistic, objective and differentiated image of a destination. The complex image affects brand
behaviour. The more favourable the complex image the more likely the tourist will have a favourable overall
image of the destination and in turmn this will influence repeat visits, positive word-of-mouth and

recommendation to others. Figure 8 depicts the above conceptualisation in a diagrammatic format.
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The relevance of the model is based on its applicability to any destination. Almost all destinations go
through the same process of evaluation and scrutinisation before being chosen as a holiday base. Taking
Cape Town as an example, the primary image of the city has to be favourable and differentiated to be
further considered as a potential holiday base. The challenge remains for the city to be positioned in such a
way that the self-image of the target market is congruent to primary image. This will be achieved when
destination marketing and branding activities are flawless and aligned with push factors that influence the
choice a destination. Thereafter aligning what Cape Town has to offer with factors such as need satisfaction,
travelability and social agreement will determine whether the potential tourist selects the destination as the
final holiday base. Nevertheless, the actual experience of the destination will determine the extent of the

complex image of Cape Town. This in tumn will influence future behaviour towards the brand.

This model serves as a guideline for understanding the destination image formation process in the mind of
the potential visitor and the resulting destination choice. The model is based on qualitative research only and
some components will be tested empirically to prove their reliability and validity. The importance of push
factors in destination choice will be measured qualitatively through in-depth interviews and quantitatively
though the survey instrument. The primary image of Cape Town will be assessed through in-depth
interviews with international tourists while factors that contributed to the final choice of the city as a holiday

destination will be measured in the empirical study.
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2.8 LITERATURE REVIEW CONCLUSIONS

Based on the above literature review the following conclusions can be drawn.

2.8.1 DESTINATION MARKETING

e Destination marketing can only succeed through co-operation between the private and public sector
where roles and responsibilities of each are clearly defined. A set of focused strategies that incorporates
the needs of all stakeholders is needed to gain their support. This can be achieved through a flexible

framework that guides tourism development.

e An institutional or umbrella marketing program is needed at the provincial or country level that provides
a framework within which the individual (local) destinations and attractions can feature their own brand.

The overall goal being consistency in message and image projection.

e A destination product is too diverse to have one marketing campaign to promote the ‘product’. There
are too many components and individual suppliers of those components. Thus, it requires an integrated
effort on part of all suppliers to market the loosely defined product effectively and consistently. Each

market should be targeted with the products that satisfy most effectively travellers’ needs.

e A destination marketer having minimal control over customers’ experience of the product should
facilitate consumers choice of the bundle of benefits and experiences most appropriate to their needs
and wants. Rigidly packaged tours are thus outdated, the customer requires flexibility in choosing which

components of the product or experience he wants to enjoy.

e Tourism planning is critical for the success of a destination. Clearly co-ordinated and focused strategies
on each target market will ensure that needs of potential visitors are understood. These can then
translate into future tourism policies and developments in the destination country. Integrating quality of

life objectives with tourism development is a winning formula for any destination.

e For destination marketing to be a success, requires a fusion of marketing mix and destination mix
elements. However, often this is not the case because marketing mix elements fall under the control of

individual suppliers that may not necessarily agree with destination marketing agencies on how to price
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and market their products. Achievement of consensus based on mutual understanding rather than

power driven decisions can ensure image and message consistency.

® The complexity of relationships with local stakeholders can undermine success of destination if there is
no co-ordination of efforts. This is even more pronounced nowadays due to increasing competition
among emerging destinations. Value for money is one of the fundamentals that destination marketers

must get right to attract visitors.

® Accountability 1s key to make tourism planning easier and to establish a clear image of the destination.
The supra-brand and sub-brands must be clearly defined while organisations marketing the former and
latter must be accountable for their actions. All stakeholders must pool resources together for a

destination to be successful.

e Tourism development has economic, socio-cultural and environmental impacts on a destination, which
in turn affect local residents. Thus, local residents must be an integral part of the development process.
Communities can only benefit from tourism if there is synergy between quality of life objectives and

tourism development.

2.8.2 DESTINATION CHOICE

e Destination choice is dependent on the positiveness or negativeness of perceptions of potential visitors
towards a destination. There are a number of important factors such as natural environment,

infrastructure, image, and safety that influence destination choice.

e The fundamentals of destination choice rest in satisfaction of needs for tourists such as a need for
relaxation or excitement or novelty. Social agreement, which refers to, what social groups think of the
destination influence destination choice. Yet travelability factors such as time, income and health
determine whether the consumer can actually travel. All these influences on destination choice make it

difficult to pinpoint the most important factor when choosing a destination.
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e The endless list of factors influencing destination choice is further complicated by potential visitors
having a different set of factors for each destination considered. Yet some consumers display no

particular rationale for choosing a destination besides the novelty or curiosity factor.

® Repeat visitors have a different set of factors than first-time visitors when choosing a destination.
Repeat visitors have first hand experience with the destination product and therefore have clear
expectations. However, first time visitors are unsure of what to expect and they rely predominantly on

image and word-of-mouth to make their choice.

e Destination choice is the result of a congruity between three factors namely destination attributes,
destination image and self-image. The potential visitor evaluates and compares the destination attributes
and image with his or her self-image. The greater the congruity, the greater the likelihood that the

destination is chosen for holiday purposes.

2.8.3 INFORMATION SEARCH BEHAVIOUR

e Information search behaviour can be used as a segmentation tool. Consumers place varied level of
importance on sources of information that are more likely to influence their decision to visit a particular
place. Therefore communication strategies must be focused on the sources most frequently used by the

targeted consumers.

e Information availability and quality influence consumers’ perceptions of a destination. These
perceptions in turn affect destination choice. Consumers tend to rely more on informal sources of
information in the final stages of their decision making process while formal sources are mostly used at

the beginning of their search for a holiday destination.

e A web presence is not enough to entice consumers to choose a destination as a potential holiday base.
Synergy is required between both on-line and off-line information sources to project a consistent
message and image. A web presence provides a unique opportunity to tailor information to customer
needs and pull together the information provided by various suppliers under one website. This is a
potential source of differentiation for a destination as it makes it easier for potential visitors to look for

information.
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2.8.4 DESTINATION IMAGE

e Image has been defined and interpreted by various authors in a different way. Yet some consistency in
the definition and interpretation of destination image has been achieved. It certainly involves an
amalgam of products, services and experiences woven into a total impression. This image forms the
basis of the brand, which is perceived as comprising of a collection of suppliers and services. The
performance of each and every supplier therefore affects perceptions of the brand. Managing these

millions of moment of truths make the control of the destination experience a difficult task.

® Destination image affects destination choice. Consumers tend to evaluate destinations on their projected
images. Destinations with positive images are more likely to be considered for holiday purposes than
those with negative ones. The threat of political instability, crime and violence are major deterrents to

even consider a destination as a potential holiday base.

e Destination image has both cognitive and affective components. The cognitive components are usually
an evaluation of the destination attributes. Destinations have been traditionally marketed in terms of
their specific tourist attributes. While the affective components refer to emotions conveyed by those

attributes. Thus destination image affects behaviour and attitude.

e Destination image promotion should begin with an understanding of the push or pull orientation of
potential tourists. Push orientation of tourists referring to the attractiveness of a destination based
largely on its projected images. These images are subject to various interpretations by potential visitors.

The pull orientation referring to the basic needs and motivations of potential visitors to travel.

e Destination image is shaped by cultural and political discourses influencing a country at a particular
point in time. However, the prevailing cultural values in a country have more of an impact on
destination image than anything else. Destination marketers must try to limit political influences on

destination image, as they might not always be in the long-term interest of a destination.

® Destination image is multi-faceted and multi-dimensional. Fach individual perceives the same place

differently. There is no single perceived image but there can be only one projected image that
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differentiates the destination from others. Thus destination image is subjective, temporally ad culturally

specific.

® Socio-demographic characteristics of travellers have a significant impact on image perceptions and travel
experience perceptions. The more positive the perceptions of both, the more positive are purchase
decisions and the more preferred the destination will tend to be. The perceived image does not always

have to coincide with reality though.

e Destination image must be measured using both structured and unstructured methodologies. Structured
methodologies focusing on destination attributes (functional components) while unstructured
methodologies capturing the affective and evaluative components of destination image. These are
important to design the most effective posttioning, differentiation and marketing strategies for a

destination.

® The extent to which a destination is associated with distinctive or unique charactenistics can provide a
useful basis for developing competitive positioning and promotion campaigns. The more unique the
attributes, the more strength they have in sustaining competitive advantage because it 1s difficult for

competitors to emulate those characteristics.

o The existence of dichotomies in existing image perceptions of a destination must be actively addressed
by destination marketing activities. This ts important to achieve brand synergy across all tourism sectors.
A combination of tangible and intangible assets of a country, city or region must be used to address

such dichotomies.

e [t is not only tourists that hold different images of a tourist destination but intermediaries such as travel
agents and tour operators may hold different images of the same place as well. Thus their propensity to
influence potential visitors in a positive way cannot be disregarded. They are a major source of image

dissemination.
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2.8.5 DESTINATION BRANDING

® A destination brand is complex by design because it partly reflects the image of a destination. It is made
up of multiple products, services, messages, associations and character traits. There must be synergy
between all these elements for the brand to be successful. The potential for confusing messages being
communicated is far greater because all these components are managed and controlled by different

players across various industries.

® A destination brand can only succeed if its brand identity is at the centre of its brand essence
surrounded by benefits, attributes and emotion. The essence of the brand is timeless and remains

virtually unchanging as it travels through new markets and products.

e The most important aspect of a brand is its single-mindedness. Therefore there must be branding
synergy between the destination brand and individual suppliers’ brands to create a powerful image of the
destination. Service performers are a powerful medium for building brand equity. They transform brand
vision to brand reality. By consistently matching or exceeding visitor expectations, they build the

destination strength on service quality, which is a difficult attribute for competitors to match.

e Destination marketing organisations must comprehensively assess all their potential target markets and
choose only those that will maximise their brand appeal. Targeting countries haphazardly can only

damage the brand.

e Creating brand awareness is a major responsibility of destination marketing organisations. Many
destinations suffer more from a lack of awareness of its offering than anything else. Brand visibility can

signal leadership, success, quality and even excitement.

® Brand elements are an integral part of building a destination brand. They serve to identify and
differentiate a brand by enhancing brand awareness and facilitating the formation of strong, favourable
and unique associations with a brand. However, its importance is often understated in developing

marketing strategies for a destination.
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® Choosing which favourable and unique associations to link to a brand is a difficult task and requires
careful analysis of the consumer and competitor to determine optimal positioning of the brand.
Differentiation of brand image being the end goal of positioning, a competitive advantage will be gained

by adding symbolic and existential benefits perceived by consumers to a destination brand.

® Visitors and non-visitors have different brand images of the same destination. It is therefore important
to develop separate image and positioning strategies for these two distinct groups to communicate and

position the destination favourably.

e Brand associations stem from attributes of a destination, benefits of that place and attitude of visitors
towards the destination brand. These form the basis of future behaviour towards the destination brand.
Destination saliency, user and product imagery, brand fingerprinting, and brand personality analysis are

the most common ways of measuring perceptions of a destination brand.

e Secondary brand associations are particularly important for destination brands. This is because a
destination exists within a local, national and international context. Both positive and negative brand
associations with a supra-brand are likely to be transferred to the sub-brands. Therefore the sub-brands

can only be as successful as the supra-brand.

e Emotional branding is a way of creating a personal connection and dialogue between a brand and its
target audiences. This s especially significant for destination brands because it helps to convey the
essence of the brand communicated via few key attributes and associations. Customers are looking for

brands that understand their needs and cultural orientation intimately.

2.8.6 DESTINATION POSITIONING, COMPETITIVENESS AND
DIFFERENTIATION

® The power of positioning lies in its ability to convey how a destination will satisfy the needs of potential
visitors better than competitor brands. It involves developing and communicating key product and

service attributes that are consistent with the brand image.
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® A clear brand positioning provides a focus and mechanism for consumers to make brand choice, which
improves the effectiveness of external marketing activities and guides internal development.
Competition among destinations is therefore derived largely from choices tourists make between

alternative destinations.

e Long haul destinations such as Cape Town have to provide good value for money to get consumers
attention. The distance that they have to travel in itself has economic, physical and psychological costs.
Therefore, these destinations need to provide greater benefits than competitors that are geographically

nearer to major generating markets.

e Destination differentiation reinforces a destination’s competitive position. Yet a destination is
competitive up to the extent that its products and services are competitive. Therefore destination

differentiation stems from a unique appeal of its products and services.

e The goal of destination differentiation is to establish point-of-difference associations. These associations
are unique to the brand and are also strongly held and favourably evaluated by potential visitors.
However, point-of-parity associations are necessary for a destination to be a legitimate and credible
product offering. They represent the necessary but not sufficient conditions for brand choice. They are

designed to negate other destination’s points- of-difference.
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2.9 RESEARCH OBJECTIVES

Based on the literature review and the conclusions drawn thereof, the following research objectives are
formulated in order to gain a better understanding of international tourists’ perceptions of brand Cape
Town.

Objective 1: To identify attributes that are important to international tourists when choosing a destination.
Objective 2: To assess the importance of destination image in destination selection.

Objective 3: To identify the most influential sources of information to tourists prior to therr visit.
Objective 4: To determine tourists’ expectations of Cape Town as a holiday destination.

Objective 5: To determine tourists’ perceptions of Cape Town.

Obijective 6: To identify the projected images of Cape Town in tourists’ home country.

Objective 7: To determine the image of Cape Town based on its attractions, accessibility, amenities and
ambience.

Objective 8: To identify the most important attributes that differentiate Cape Town from other competing
destinations.

Objective 9: To describe any differences in brand personality of Cape Town and South Africa.

Objective 10: To identify the perceived weaknesses of Cape Town as a holiday destination.

Objective 11: To determine awareness and perceptions of the various logos used to market Cape Town as a
holiday destination.

Objective 12: To understand tourists’ attitude towards brand Cape Town.

Objective 13: To determine perceptions of Cape Town vis-a-vis other cities in South Africa.

Objective 14: To identify constructs that can be used for designing a logo and positioning of brand Cape

Town.
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3. QUALITATIVE RESEARCH DESIGN

According to Aaker et al. (1998: 71), “a research design is the detasled blugprint used to guide a research study towards its
objectives.” The research design is foremost influenced by the nature of the research. Generally there are three
types of research namely: exploratory, descriptive, and causal. Exploratory and descriptive research methods
were used as they contributed the most to the outcome of this investigation given the time and budget

constraints.

3.1 EXPLORATORY RESEARCH

Exploratory research is used when one is seeking insights into the problem at hand, possible decision
alternatives and variables that are relevant to a particular investigation (Aaker et al, 1998). Exploratory

research can be divided into secondary and primary research.

3.1.1 SECONDARY QUALITATIVE RESEARCH

Secondary research is research into existing data that has been collected and processed for purposes other

than the one at hand but helps in solving the research problems.

Literature Review
A literature search was conducted to familiarise the author with the problems at hand and to develop

research objectives and hypotheses. The literature review contributed significantly to the author’s
understanding of destination marketing, destination image and branding. Emphasis was placed on the

recency of the literature but marketing and tourism ‘classics’ could not be ignored.

Trade Literature

Trade literature in the form of past research on international tourists was obtained from Western Cape
Tourism Board, and Cape Metropolitan Tourism. Magazines and journals dealing with tourism in Cape
Town were also consulted. Publications form the Western Cape Provincial Government Department

contributed significantly towards a more in depth understanding of the problems at hand.
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Websites

The website for Western Cape Tourism Board, Cape Metropolitan Tourism, Cape Town Tourism and the
Joint Marketing Initiative were useful. They provided the much needed insights into the type of information
that is available to international tourists, the changes that is happening in the industry through the JMI, the
strategy that is being developed for brand Cape Town and the challenges facing the implementation of such

a strategy.

3.1.2 PRIMARY QUALITATIVE RESEARCH

Primary data is collected specifically to address specific research objectives. In-depth interviews were used to
obtain a greater understanding of how international tourists perceive brand Cape Town. The literature
review showed that an unstructured methodology 1s particularly useful when one is trying to gain insights

into customers’ experience of a brand.

In-depth Interviews

Eighty-five in-depth interviews were conducted among international tourists visiting Cape Town during the
months of September and October 2001. A convenience sample was chosen and respondents were

interviewed at the following locations:

V&A Waterfront Radisson Hotel Enchanted B&B Church Street Backpackexjs
Camps Bay beach Table Bay Hotel Brown Sugar Backpackers ~ Blackheath Lodge

Cullinan Hotel Kingswood B&B Long Street Backpackers Richborough Villa
Kirstenbosch Gardens

A discussion guide was used as the guideline for the in-depth interviews. The discussion guide (Appendix
B) analysed consumer behaviour and the decision-making process of travel consumers, their expectations of
Cape Town and aligned these against tourists’ perceptions of Cape Town. The perceptual issues probed

included:

® What attributes do tourists consider when choosing a destination?

e What importance do they attach to these attributes and destination mix elements?
e What were consumers’ perceptions of Cape Town as a holiday destination?

® What did travellers imagine and feel when they thought of Cape Town prior to their visit?
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e What were the city’s major strengths and weaknesses as a holiday destination n the eyes of the

customer?

Moreover, Echtner and Ritchie (1993) suggested that the components of destination image could only be

fully captured through a combination of structured and unstructured methodologies. The unstructured

methodology for this research focused on measuring destination image and was developed as a series of

open-ended questions that captured the holistic components of destination image along with functional and

psychological dimensions. The presence of distinctive features and auras within these impressions were also

explored. Thus the discussion guide was designed with the following questions in mind as well:

¢ What images or characteristics come to mind when a wisitor thinks of Cape Town as a holiday
destination?

¢ How would they describe the atrosphere or mood that whey will expect to experience while visiting
Cape Town?

e What distinctive features of the destination could they think differentiate the destination from

competing ones?

In addition, projective techniques were used as they play an important role in qualitative marketing research.
These techniques helped to gain a deeper insight into people’s feelings and perceptions. A variety of
projective techniques were used with varying degrees of success. The most successful were the word
association and brand personality. Word associations were used at the beginning of the session and as a
preparation for other techniques. The aim was to discover a range of vocabulary connected with branding,
brand attitude and imagery of Cape Town. The brand personality technique introduced in the middle of the
interview led to interesting results with respect to Cape Town and South Africa being described as a person.
The brand fingerprinting technique was used to investigate the respondents’ experience of, and their
relationship with the brand. It examined the thoughts and feelings held about the brand through the senses

(sights, sounds, smells, taste, touch and feelings).

118



University of Cape Town,/Cape Mewropolitany Tounsm

3.2 IN-DEPTH INTERVIEWS FINDINGS

The next section of Chapter 3 details findings trom the primary qualirative research conducted among 85 in-
international tounsts visiting Cape Town during the months of September and October 2001, The findings

are presented according to the research objectives formulated carlier on,

3.21 DEMOGRAPHIC AND TRAVELLING CITARACTERISTICS OF
RESPONDENTS

The demographic charactenstics of respondents were as follows. The majority of respondents were males
(67%) and the average age of respondents was 27 vears old. Nearly 95% of respondents were either on
holiday or visiting family and friends (VFR} or both. More than half (52%) of the respondents were from
the UK as shown m Figure 9. The country of origin ot respondents’ mirrors previous research conducted
on the country-of-orgin of internanonal tourists visiting Cape Town, which showed that the majonity of
them were from UK (25%), Germany (15%) and North Amenca {(13%) (GTFK, 2001).

Country of Origin

Metherlmds
4.7 ".I g;ﬁr Genmany
e T4.1% ‘

Tarael

4. 7% TaA

10.5%
L
51.8%n

Figure %: Country of Origin of Respondents

Regarding the travelling characteristics of respondents, nearly 28% of them travel once a vear tor VFR or
holiday purposes while 41% travel on average two-to-four times a year for the same reason. Figure 10
shows that 18.8% of respondents have been to Australia before while 38.8% have been to France. The LS
haa been visited by 28.2% of respondents. Similarly, respondents have visited UK (31.8%), Spain {28.2%),
Italy (20%) and Germany (17.6%} before. The findings suggest that visitors to Cape Town are usually well
travelled. More interestingly though, if one aggregates the findings by region visited, Burope (72.9%0) 1s by

far the most favoured destination of respondents. This is sumply due to the proximity and casy accessibility
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As would be expected, many respondents (38.8%) rely on word-of-mouth to plan ther holidays. Travel
agents are used by 37.6% of respondents when planning their holidays winle 11.7% make use of tour
operators. [t is interesting to note that 25.8% of respondents plan their own holiday, of which, 4.7% make
use of guidebooks while 5.8% make use of the Internet. Alse, of those who plan their own holiday, 9.4%
make use of a travel agent to book fhghts only while 4.7% make use of a tour operator. These findings
sugpest thar travel intermediaries are used to plan holidays and as such are a major source of influence on
travelling decisions, They play an important role i influencing brand image and brand expectations. Their

recommendations can either encoutage or deter fiest time visitors.

Table 1 shows that 28.2% of respondents usually travel alone while on holidays. Equally important is the
Fact that 40% of respondents usually rravel with foends while on holidays. Yet some of the respondents
usually travel alone or with family and friends depending on the destination they are visiting. Therefore
these figures merely reflect whom they are travelling with in Cape Town, These fipures tend to confiem thar

the VIR market 13 onie of major importance to the Cape Town toutism industry.

TRAVEL PARTNERS! U
Alone 28.2
Friends 400
Family 341
Spouse 18.8
Partner 71

Table }: Travel Patterns of Respondents

Figure 12 shows the man activines that respondents are invelved in while on holidays. They like to visit
histonical sites (10.6%) such as museums, archaeological sites and art galleries. Tounst anracrions, both
natural and man-made, are visited by 23.5% of respondents. Outdoor activities such as mouneann chmbing,
hiking and surfing are also favourite activities of respondents {23.5%). The scenic beauty attracts 30.6% of
respondents while the heach attracts 27.1% of them. Three respondents mentioned that they *eroid the aisal
towvist aftractions ke the plagsd’. This highlights the different markets that the destination attracts and the

diversity of products offered.
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Main Activites of Responedents on Holidays |

‘ Aclivities

Figure 12: Main Activities of Tourists on Molidays
‘L'he findings are now presented m terms of the objectives that were set out for this study,

3.2.2 FACTORS INFLUENCING DESTINATION CHOICE

Objective I: To identily factors that are fmportant to interpational tovrsts when
choosing a destination.

Figure 13 shows that chmate fweathet (32.9%) and value tor money {25.9%) aré the most unportant factors
that international tourists consider’ when choosing a destination. It must be realised that good
weather/climate 15 2 major factor for Europeans -as they plan holidays to avoid the difficulr winter in
Europe. With South Afmca’s major source m:u:k::tlbt-ing Europe, it s no surpnse that good climate 1z valued
hughly by mtemational tounsts, Culture 15 2 major draw card ot one considers that 21.2% of respondents
mentioned that thar mam activity ar a destination is expenencing the local culure and 22.4% mention it asa
factor influencing their choice of a destination. Given thar a significant aumber of regpondents have visited
countrics such as France (38.8%), Iraly (20%4), and Spam (28.2%) that are renowned for ther distinct
culture, tend to confirm the proposition above. Value for money (25.9%) 15 expected to be a major factor
mfluencing destination choice as new emergmg destnnations such as South Afnica are ncreasingly competing
on value for money and unigque experience to get a share of the world travel market. Two respondents

mentioned cach of the following factors when choosing a destination: umqueness of the desnnation, quality
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of accommodanon, uapolluted environment, and language. These are tuctors to be explored in more depth

i the quanfiratve research,

| Factors Influencing Destination Choice

‘ 35 9
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%o
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Figure 13: Hactors Influencing Digstinution Choice

3.2.3 IMPORTANCE OF DESTINATION IMAGE IN DESTINATION
CHOICE

Objcctive 2: To assess the importance of destination fmnage in destination sclcction,

Destination image is considered iportant by 27.1% of respondents while 24.7% considered it to be
unimportant as shown in Figure 14, Those whe mennoned thar destinanon tmuge 15 uninportant were
probed to tind out why they had such a thought. The main reason given by them was that wmage of o
destination is nor wsually 3 rrue reflecrion of reality. These rounsis would rather experignes the destination
atd rthen foem an impression rather than rely on image o form an opinion, This happens when desrinanion
markeAng orgamsations are unable to use the appropriste marketing twols o creare the right expecrations,
When expectations are not fulfilled, customers are wsually dissatished, that has noaselt implicasions on
word-of-mouth, repear visir and likeliness 1o recommend the destinafion 1o others, Those who considered
unage 0 be very imporfant said that they would not choose a destination if the image was not appealing, A

negarve image is i deterrent 1o even consider a destination as a possible holiday destination. 3 respondent
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mentioned that he chose Cape Town over Johannesburg because of the come-odden tage of

Johannesburg, This 1ssue needs to be researched further in the quantitative study.

Impaortance of Destination Image
i Not
Ve Trogpor chaunyt
Important 4.7,
29.4%
e
Imporcant Imporant
L i 18.8%

Figure 14: importance of Desnnanon image

3.2.4 MOST INFLUENTIAL SOURCES OF INFORMATION

Objective 3: To identify the maost influential sources of information to toursts prior
to their visit.

Most of the respondents heard about Cape Town trom family and friends (61%:) as shown in Figure 15,
Other sources that were mentioned were the Interner and travel agents, each mentioned by two
respondents, The more uncommon responses were videos by other tourists and cutdoor advertising, each
mentioned by one respondent. When respondents were asked about whether anyone recommended the
destinauion to them, family (17.6%) and friends (44.7%) were the most important source of
recommendation 2s shown in Figure 16. Travel agents were a source of recommendation for only 4.7% of
respondents, "This implies that travel miermediaries do not really *push’ the destination as a holiday getaway,
Further research needs to be done to identity the reasons behind intermediaries not recommending the
destinaton. There it a possibibty that incentives given to them by tour operators and poncpals ace
nadequate or that they hold negative perceptions about the destinaticon. Foually important is the fact that
15.3% ot respondents did not rely on recommendations from anybody to visit Cape Town. 'This may be
linked to previous comments made by fourista that they would rather find out ahout the destination

experience themselves than relying on other sources of information.
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Figure 15: How International Tounsts’ Heard About Cape Town

Nevertheless, famuly and frends are the mosr influential sources of information,I'his tends to be a common
occurrence when potential wisitors are not particulardy familiar with a destination or they are unsure of what
to expect. They tend ro seek advices from people who have visited the destination before to reinforce their
expectations and perceptions. Also, the power of word-of~-mouth should not be underestimated under such
circumnstances, Both positive and negative word-of-mouth messages are more likely to stick in the potential
visitor’s mind than any other information that the potential wisitor might bave gathered so far. Word-of-
mouth has the potential of translating an mterest abourthe destination into an actual vigie and it may also
equally deter potental tounsts from visiing, Therefore ensunng thar previous visitors leave the destination

with a positive expenience goes a long way towards ensuning future visits.

Who Recommended Cape Town

Cther toevellens Travel agent
5.9% | 4%
Putnce | '

4.7% "]
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155
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Figure 16: Sources of Recommendation
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3.25 TOURISTS EXPECTATIONS OF CAPE TOWN

Objective 4: To determine tourists’ expectations of Cape Town as a holiday
destination.

Lnderstanding expectations are paramount to tailor the product offenng to suit the needs of different rarger
markets. It ¢ interesting to nore that 7.1% of respondents sad that they did nor form any expectations prior
to visiting because they did not want o be influenced by what other people had 1o say. Of more concern s
the fact that 8.2% of respondents said that they did not know much about Cape 'Town betore their arrival
and did not know what to expect. This highlights the type of challenge that lies ahead in terms of creating
the right expectations among international ravellers, Tt 15 evident from Figure 17 that tournisis’ expectations
tn terms of Cape Town having beautiful scenery (17.6%0) are matched by reality. Safety (14.1%) is E_ﬁrceived
as being a problem. International wnisitors ure not sure about the safety of the destimation. Nevertheless, they
seem to have a good opmion of the product offering and the kind of attractions (beach, mountan, good
weather, friendly people etc.) that the city has to offer. It appears that they have the right expectations but
more unportant is whether these expectations are matched by reglity. Also, research needs to be undertaken
to fiid out what sort of expectations/perceptions inremaﬁun;fl travellers not coming to Cape Town hold

L

about the destination.

Each of the following factors were mentioned by two respondents tn terms of what they expected: big city,
wild city, Robhen Island, clean city, getting-mugped, and a ‘less aivilised® city. ‘The following factors were
mentioned hy one respondent oonly: mexpensive, easy to get around, gnod nightlife, wine farms, pollured
city, poverty, comfortable, and a city that is more open to tourists. These factors need to be explored further

in the quantitanve study.
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International Tourists' Expectations

W

Figure 17: International Tournsts’ Expectations

Whar potenual visitors expect, influence to a large extent why they choose a particular destination. The
more favourable,/ positive the expectations ace, the greater the likchhood of that destination baing chosen as
a holiday getawuy, Respondents were asked why they had chosen Cape Town as a destmaton. Responses
midicate a correlztion between what they expected and why they chose Cape Town. Respondents mentioned

the following factors:

Many things 1o see and do (5.9%) Natural beauty {4.7%)

Part of an organised tour (11.8%) Visiting tarmuly and triends (16.5%)
Culmiral diversity {5.9%0) Way of ife (3.5%)

Locaton ar the #p of Africa (3.5%0) New destmation (3.5%)

Gatewuy to other placesan Africa (3.5%) Good weather (5.9%0)

Positrve word-of-mouth about the destinarion (10.6%) Cheap (8.2%)

History of the country (4.7%;)

Some of the most nneresting factors are ‘part of an organised tour, visiing tamily and fdends, and new
destination’. These facrors raise the question as to whether respondents would have visited Cape Town 1F it
was 1ot part of the tour or they did not have any family or friends in Cape 'Town or if Cape Town was not
‘new 4s a destnanon’. What seems to draw visitors to Cape Town are more or less the same factors {(scenic

beauty, cultural diversity, friendly people, good value for money, good weather eic.) thar they use when
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choosing a destination and part of the primary activities that they undertake at a destination. Once again,
word-of-mouth {10.6%) plays an important role in destination choice. These factors clearly indicate a good
synerpy between expectaiions and percepiions. Other factors mentioned by respondents as to why they
chose Cape Town include: prior visit to the country, curiosity, convenience, vineyards, friendly people,
beaches, shopping, safar, exotic Afncan destinaiion. These factors were mentoned by one ar two

respondents and need to be explored further.

Much of what international visitors expect come from their source of information about the destination in
their home country. As mentioned earlicr, family and friends are the main sources of nformation and
recommendation about the destination. They seem to emphasise the attractions of Cape Town to potental
visitors. Table Mountain {35.3%0) is by far the atiraction that was emphasised the most prior to their visit,
followed by the beach (22.4%) and wine farms (22.4%) as shown in Figure 18, OF concern is the Facr that
12.9% of respondents said that nothing was emphasised to them by sources of information prior to their
arrival. This could be due to either their sources of information not finding anything special about the
destination or they were not fully satisfied by their destination experience, highlighting the potental
existence of gaps between expectations and reality. Other thinps mentioned to visitors by various sources of
informaton thclude bad service, crime and satety issues, whale watching, Canal Walk, Swenal | Gl], history of
the country, fricndliness of people, and good-looking people. Only one or two respondents mentioned all
these.

Arntractions and Benefits Empahsized by Sources of Information
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Figure 18 Antributes/benefits Emphasised by Sources of Informanon
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3.2.6 TOURISTS’ PERCEPTIONS OF CAPE TOWN

Objective 5: To determine rourists’ perceptions of Cape Town.

While visihng Cape Town, 68.2% of respondents said thar their perceptions had changed. ‘They were probed
to find out what specifically had changed their percepnons of the destination. Interestingly, 18.8% of
respondents said that they found the city much safer than they expected, 10.6% said that the city is more
beautitul than they expected, 5.9% sard that the locals are fniendlier than expected while 7.1% found the ciry

more westernised/ cosmopolitan than they thought it would be. Other responses included the following:

e The infrastructure is better than expected.

¢ 'The country s far more stable than expected.

® The city is bigger than expected.

¢ The aity 15 much more modern and developed than expected.

® The variety of things to see and do 15 much igger than expected.

¢ It is more culturally diverse,

® The level of service is higher than expected.

¢ ‘There are more black people than expected.

* People are far more open-minded than expected.

The diversity of responses seems to suggest that any prior markenng campaigns did not create the right
expectations. Intermatnonal tounsts still do not know what to expect when visiting Cape Town. These
comments tend to confirm the existence of gaps berween what tourists” expect and what they actually
CXPErIEnce.

On the other hand negative perceptions included the following:

¢ The poverty 18 worse than expected.

o The contrast between rich and poor 1s wider than expected.

e  The aty 15 less clean than expected.

* ‘The public transpert is worse than expected.

* The city is less safe than expected.

o  Tounsts expected the destination to be more “safant’ like.

e The ey 5 far too Westernised / Americantsed.

* Race is stifl an 1ssue in the city.

®  The weather is far worse than expecred.
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Again one can see major contradichons between positive and negative percepiions. Some tourists for
example, believe that the infrastructure 13 better than cxpected while others do not. This has a lot ro do with
the infrastructure in the visitor’s home country and the mfrastructure in other countrics they have visited.
Visitors tend to compare across board to form an opinion. The quantitative study will have to investigate

such petceptions in more depth.

1o try to understand rourists’ perceptions of the destination in more depth, they were asked about things
that either surprised or disappointed them. Respondents (58.9%) claimed that the following aspects of the
destination surprsed them as shown in Figure 19. What surpriscd them are more or less the same factors
that led to changes in their perceptions of the destinaton. This implies that such tactors should definitely be
muarkcted. Markering activities should reinforce the face that the ity is far more modern and developed than
expected. The same applies to crime, which tounsts percerve to be not as bad as they thought it would. Not
many things disappointed respondents as such. The low standard of hving/fpoverty disappointed 4.7% of
respondents. The poor weather was the biggest disappointment as menboned by 10.6% of respondents,
"This is not sueprising piven that Cape Town had the worst wirter ever in 40 years. The high number of
street children disappointed 3.5% of respondents. Poor pereeptions of safety at night disappointed 3.5% of
respondents while public fransport was cqually disappointing at 4.7%. Other aspects that disappointed
international tourists include the tollowmng: litter on the steeets of Cape Town, Waterfront iz too
comretcial, very strong winds, congestion on the roads, lack of information on places/arcas to avoid, lack

of ‘Africaness” of the destination, smaller city than expected, ractal tension betseeen communitics, and high

crime level.
Aspects of the Destination that Surprised Iirternational Tourists
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Figure 19: Tactors that Surprisced Internagional Tourists
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3.2.7 PROJECTED IMAGES OF CAPE TOWN

Objective 6: To Identify the projected images of Cape Town in fouwrists’ home

COVRELY.

Table Mountain is the image thar mosr (41.2%) respondents could recall of Cape Town as shown in Figure
20. 1t is important to reahse that 22.4% of respondents have no distinet mage of Cape Town in their mind
despite the fact that they might have mentioned Table Mountain as being one of the attracions that was
ernphasised (o them by sources of informanon/recommendation. To these wisitors Table Mouatain might
not differentiate Cape Town from any other destinations or it did net stand out as bemny unique. The
destination not having a distinct image 1 a major source of concern given that 27% of respondents
mentioned that destination image is very important when choosing a destination. The lack of a clear image
therefore does not help in positioning the destination in the potential visgtor's mind. Nevertheless, the
images fhat respondents hold abhout the destnatton are strongly related to what sources of
information/recommendation said fo them, These wmages indeed creared a positive feeling abour the
destination as mentioned by 35.3% of respondents while 14.1% gaid they had a negative image of the
destination prior to their visit. Having said this, 18.6% of respondents were indifferent to the image used to
market the destination in their home country. This relates to those respondents that would rather experience
the destinaton first and then form an opinton of it rather than relying on images or recommendations from

others to form an opmion.

Images Used to Market Cape Town in 1lome Country

%

4
= e
ﬁ & R "‘d n5-$ ;{\{*‘F 3 éﬁs} e $& 'f"{a (oé‘ qﬁf? __‘_{L“& {\"_LA
g}‘ﬁ Q"'@- ﬁ @o‘:\fﬁé‘d‘gﬁ dp':"'o Q-é\ }555} _@gﬂ-@ 5 _#sz‘:#'& - E:grd}
Q‘(‘P {_,.'ﬁ é,t} o - 49‘3" &%‘}
4

Figure 20: Images Used to Market Cape Town m Visiror's Home Country
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3.2.8 PERCEIVED IMAGES OF CAPE TOWN

Objective 7: To determine the image of Cape Town based on its attractions,
accessibility, amenities and ambience.

The image of a brand 1s created by marketing programs that link strong, favourable, and unique associations
to the brand in the memory of the visitor. However most importantly, direct experience with the brand
reinforces the favourability, strength and uniqueness of brand associations. Tourists evaluate the perceived
images against projected images to form a realistic and differentiated image of a destination. Word

association was used to measure the perceived images of Cape Town and the results are shown in Table 2.

Word No. of Word No. of

respondents respondents
Nightlife 2 Stellenbosch 2
Mountain 8 Simon's Town 3
Good restaurants 3 Windy 3
Good weather 3 Unsafe 4
European/cosmopolitan 4 Table Mountain 38
Beaches/sea 26 V&A Waterfront 7
Scenic beauty 14 Historical 2
Unique culture 3 Modern 5
Sun 5 Different 4
Diversity 2 Robben Island 5
Relax 6 Cape Point 4
Wine 12 Friendly 8
Nature 4 Laid back 3
Crime 2 Street Children 2
Beautiful women 5

Table 2: Word Associations with Cape Town

According to 44.7% of respondents “Table Mountain’ is the word that is most strongly associated with Cape
Town followed by beaches/sea (30.5%), scenic beauty (16.5%) and wine (14.1%). Brand associations can be
both positive and negative. The negative brand associations with Cape Town seem to be crime, unsafe and
street children. By all means, the positioning of brand Cape Town should steer away from such negative
associations and reinforce the positive ones. Positioning is a comparative concept where the brand is

positioned against competitors’ brands to emphasise the strengths and uniqueness of the brand. Ultimately,
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Cape Town as a brand will be positioned in light of how South Africa is positioned to create synergies

between the two brands. Brand associations with South Africa revealed the following as shown in Table 3.

Word No. of | Word No. of

respondents respondents
Historic 2 Segregation 2
Scenic beauty 18 1st world and 3rd world 2
Culture 2 Beaches 3
Diversity 4 Nature 6
Crazy weather 3 Nice Life 4
Good value for money 5 Township 3
Wildlife 22 Safaris/Game parks 12
Africa 5 Spacious 4
Sea 3 Springbok Rugby 5
Nelson Mandela 14 Cape Town 15
Apartheid 9 Blue Skies 2
Sun 10 Race 8
Hot 5 Crime 12
Poor People 3

Table 3: Word Associations with South Africa

According to respondents, South Africa is associated with scenic beauty (21.2%), wildlife (25.8%), Nelson
Mandela (16.5%), Sun (11.7%), Safaris/Game Parks (14.1%), Cape Town (17.6%) and Crime (14.1%).
Scenic beauty is a common factor that needs to be emphasised in positioning both brands while Table
Mountain should be used to position Cape Town. Nelson Mandela and safaris should be used to position
South Africa. The strongest negative brand association with South Africa is indeed crime. In addition, the
image of a destination is a reflection of its destination mix elements, that is, how visitors perceive its
attractions, accessibility, amenities and ambience. Each of the following will now be analysed to form an

overall image of Cape Town in terms of its destination mix.

3.2.8.1 ATTRACTIONS

Respondents had visited the following attractions at the time the survey was conducted: Kirstenbosch,
Robben Island, Table Mountain, Cape Point, wine farms, beaches, and the V&A Waterfront. When asked to

rate these attractions in general, 19.3% of respondents said that the attractions were very good, 34.7% said it
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was good, 11.6% said it was well marketed, 15.5% said it was very varied, 14.;/3/5 said it was what makes
Cape Town unique, and finally, 4.2% described the attractions as being the ‘usual touristy attractions’.

Some insightful comments on the various attractions are:

e Kirstenbosch is amazing,

e (Cape Point is exceptional and interesting.

® The Cable Car up Table Mountain is the most exhilarating experience.

e Itis nice to see so many attractions close to each other.

o V&A is too commercial and does not feel authentic.

e Table Mountain is overrated — I don’t see what the fuss 1s all about.

e Table Mountain is just a ‘big piece of flat rock’.

e Table Mountain, Cape Point and Robben Island are too ‘touristy’.

Despite some negative comments on the attractions, most respondents (94.1%) agree that Cape Town’s
attractions enhance the city’s appeal as a destination. Respondents said that the attractions enhance the city’s
uniqueness and individuality. The attractions add excitement and differentiate the destination. The
authenticity of the historical value of some of these attractions is unique to the world. They make Cape
Town special. Therefore, there is no doubt with regards to the attractiveness of the city as a destination. The
product meets consumers’ needs and perhaps packaging and marketing need to be better to realise the full

potential of the destination.

3.2.8.2 ACCESSIBILITY

From Figure 21 it can be seen that 61.2% of respondents found Cape Town easily accessible in terms of
flight and visa requirements. However, 8.2% of respondents complained about availability of flights since
they felt that enough flights were not available. A further 5.9% of respondents complained that the airfare to
Cape Town was too expensive while 12.9% thought that the flight was tiring and long. These are the issues
that were raised by respondents in terms of accessibility. Nonetheless, it must be taken into account that
Cape Town is accessible off peak-season when the survey was carried out. The quantitative study will reveal

whether accessibility is poor in peak season.
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Figure 21: Accessibility of Cape Town

Accessibility is also defined 1 terms of how easily accessible the local infrastructure is. A significanr number

of visttors perceived Cape Town infrasteucture to be good in general as shown in Figure 22,

N
International Tourists' Perceptions of '

CT Infrastructure
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Good Good
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Good
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Figure 22: Infrastructure of Cape Lown

The only problem geems ta be transport and in particular, public transport. The comments on the quality of
transport in Cape Town were very varied with 45.8% of respondents saying that the quality of transport
needs desperate improvement, 35.3% of respondents hired 4 car ro ger around in Cape Town while 11.7%
said that the roads in Cape Town are good and 5.9% said that the road signs are poor. Specific comments
on cach mode of transport can be seen below.

Train and Buses

Respondernits do not view train and buses in a positive light. Some of the commenrs made are as follows:

¢ “The buses are funny, I mean you have a bus schedule, but the bus will arnive early, late or not at all.’

® “The public ransport 15 unsafe, you have people stanng at you, makes you uncomfortable.”
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e ‘Accessibility to public transport 1s poor.”

e “Transport 13 much worse than home and mconvenient.”

Private Taxis (metered)

e ‘“Taxis are metered so you knoew that you are not bemng ripped oft!
e “Taxis are expensive,’

e I feel taxas 1s the safest means of transport.”

e Tasxis provide good value for money.”

Tour Buses
e  “Tours are well organised and the buses are very comfortable”’
*  Tour buges are of the same standard as wn Burope.”

¢ ‘Tour buses are pood.

Car Reneal

& ‘Hiring a car is the only way you can see Cape Town'
¢ ‘The service 1s good and no hassle!

* ‘They provide good value for money.

o ‘Carrental is economical”

ic Taxi m
o  Will never travel in this thing apain.’
e ‘They are unsafe.
e “They are a waste of money,’
» “They charge three different fares to equal distance destinations.”
* ‘They disobey road rules and nobody seems to do anything about it
Public taxis and buscs conmbute sigmficantly towards a negative image of the destnation. Brand Cape
‘T'own is weakened as a result of such negative percephons, Yet the tourism industry is not the only one that
suffers, the general public 1s also a vicom. Nonetheless the Government has not implemented any measures

to deal with the problen.
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3.2.8.3 AMENITIES/ ACCOMMODATION

None of the respondents had any negative comments about their accommaodation. Accommeodation in
general is perceived to be of good standard given that 23.5% of respondents rated their accommodation as
being excellent as shown in Figure 23. When probed, whar did respondeats like about ther
accommodation, 20% of respondents said thar the staff at their place of stay was friendly. Respondents
{31.7%) also sard that the accommeodation provided good value for money and that food served was of good
quality (5.9%). The gervice in geaeral at their place of stay was good (28.2%) and that the accommodation
was clean and hygienic {5.9%). Somc respondenrs (8.2%) even sad that the hotel locaton was good, as it

was situated close to the hub of attractions /activities in Cape Town,

International Tourists' Perceptions |

of Accommodation |
Quite '
Good Bxailiont l
3.5% 23.5%
Good
42 4%
Wery
i
- ¢ G T

Figure 23 Accommodation Standards ot Cape Town

3.2.8.4 AMBIENCE

The ambicnce of a destination is defined in terms of its service levels and way of life. International visitors
perccive the service quality i general to be of good standard as shown in Figure 24. Some (17.6%) of the
respondents described ‘the service as bemg better than other countrics they have wisited. One must be
carcful in interprening such stattstics, International visitors from developed countrics are more likely to
compare the service standards in Cape l'own with the ones in thetr own country. They may be biased as
they might have negatve perceptions of the service standards in developing countnes. Nevertheless, there is
no excuse tor providing poor service, service Is an integral part of the destinaton expetience and all
‘moments-of-truth’ should be managed carefully, Service delivery must be flawless it one expects visitors to
return to the same destination again. Some insightful comments on the service level tollows:

e The shopping malls arc impressive, they are as pood as the ones overseas.”
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e ‘Restaurant service 15 good.

o Supcernarkets serviee is bad.

o Twus expecting bolorar average service because it 12 a rhad world country after all, bur T was pleasantly
surprised.

& “Europe can learn a thing or two from genuine service provided here!’

o Service is much better than any other Afncan couniries”

o “Spmenmes the locals lack common sense i service delivery,

o “The service 15 quick, vfficieot and Faendly.”

»  “The scrvice is abways with g smute!”

Cape Town Service Standards
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Figure 24: Service Standards of Cape Teren

The word laid back’ was used by 48.2% of respondents to describe the ambience (way of hfc) m Cape
Loty while 25.9% said thae the ambience was wibrant. The ambtence 15 detinitcly anc of cxeiemenr {14.1%)
and 15.3% of respondents described the atmosphere as being reluxed and 11.7% as friendly. Other words
used o describe the ambience were: youthtul, awesome, traditional, cosmopoliran, cliquey, hospitable, busy,
pash, chilled, calm, pulsing, cool, lively, hight, easygoing, slecpy. slow, hearty, uocomfortable, carefree, fun,
colourtul, sophisticated, and party-town. Cape Town cermunly evokes feelinps of cxzcifement, fun and

redaxatinn thar should prominenrly fearuee in any future marketing campaigns.
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Having said all these, it can be concluded that most of the destinaton mix elements have positive
connofations in the minds of vissiors with the exception of public transport. One of the strength of brand
Cape Town 15 defuutely the quality and vanety of accommodanons available. Such a strength can only
benefit the destination if it is emphasised consistently overtime through all marketing channels. Creating
favourable brand associmtions such as exctement, fun, good service and pood mfrastructure can only
enhance the image of the brand prior to international travellers’ visit. The reality of such claims will
determine the strength of the associations and overall brand amtude. Brand loyalty is one of the many
advantages of creating a positive brand image but repeat visit is not an indication of such loyalty, Brand
loyalty should be the ulimate aim for brand Cape Town but loyalty only develops if there 13 first of all,
sutficient awareness of the brand internationally and a strong positive attitude towards the brand that results
from a unique positioning in visitors” minds. But the key to cnsunng visitoms” loyalty is exceeding their

expeortations each and every time they visit,

329 ATTRIBUTES THAT DIFFERENTIATE CAPE TOWN

Objective 8: To identfy the mast important atterbutes that differenidate Cape Town
fram ather competing destinations.

The arttributes that differentiate Cape Town from other destinations are potential factors that can be used to
uniquely positton the brand. Not all factors that differennate a brand can sustain competitive advantage. The
strength and uniqueness of a factor that differentiates a brand determine whether it will sustain competitive
advantage. Therefore the factors that make Cape Town unique must be interpreted in light of how these
factors compare to other destinations. Respondents were asked about their favounte destinations to identify
the faciors/attrnibutes that make those desnnations spectal. Cape Town and South Africa are clearly the
favounte destnarions of respondents as shown in Figure 25. However, such a finding must be carefully
interpreted as respondents might have been brased to say that Cape Town or South Africa are their
favourite destinations given that they were being intervicwed at the destination. In essence, it justifies to
thern why they have chosen the destmation for holiday purposes. Anstralia, Prance, Spain, Thailand and the

US can already be identificd as competitors and these countries are strong destination brands.
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Figure 25: Favourite Destinanons of Visitors to Cape Town

When respondents were asked what makes these destnatons special, responses indicated the following;
vibrant armosphere and amhbience (18.8%), fendliness of people (30.6%:), natiral beauty (29.4%), unique
cultture (24.7%), and good weather (17.6%) amongst others as ¢an be seen in Figure 26. This imphes that
destination choice to a large extent is influenced by those factors. However, these results must be
mterpreted with cauton given the inherent s of respondents wowards Cape Tewn. It is casier for a

respandent to mention the strengths of a desunanon thar they are currently visiting than to mention

strengths of destinations thar they have wisited.

140



Unyversity of Cape Town/Cape Metropolitan Tourism

Factors Making A Desunation Special
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Figure 26: Factors that Make 4 Destingtion Special

Nevertheless, Cape Town compares favourably to compettors on all of the factors mentioned above, To
ascertain such a statement respondents were asked ‘how does Cape Town compare to other destinanons
they have heen 1o This question led to some interesting answers that are 2s tollows:

e 10.5% of respondents smid that the desbnation is among the best in the wodd.

s 14.1% said that 1t could not be compared to any other destination.

®  11.7% said that the destination ig just different from any other place they have been.

o 10.5% said it is on par with orher internatonal destinations.

e B.2% said it is as good as anywhere else.

®  5.9% said that the destination offers an average experience,

® 3.6% said it offers a below average experience.

Orher responses included the tollowing:

e Jtis just ke any other European aty that is modern and westernised.

¢ It has 3 far simpler hfestyle than America ar Furope.

e ‘There 15 no other country that they have visited where there is such a huge contrast between the rich

and the poor.
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o Ir1s less safe than many other countries they have vistted.

e It offers a very unique product.

e 1tis more exciting than anywhere else.

In general, the results above show that Cape Town compares favourably or is even better than other
destinations that have been wisited by respondents. However, these aritiosms cannot be ignored even
though mentioned by few respondents. Safety scems to be one of the issucs that 1s rased frequently but is
mentioned by few respondents, This has potentiafly a lot to do with the neganve media reports and neganive
word-of-mouth from South Africans hving overseas about Cape Town that make potential visitors and

visitors aware of how unsafe Cape Town can be.

Respondents were turdher probed on the favourable quahties of Cape Town as a desonaton. By Far the
varicty of things to sec and do (12.9%) and scenic beauty (129%) werce the most favourable qualitics of
Cape Town followed by the friendliness of locals (11.8%), value for moncy [94%) and good service (3.5%).
Other responses included dversity of culture, good food, vibrant city life, unique atmosphere, charming and
relaxing city and good accommaodanon. To confirm that these factors are mdeed strengths, respondents
were asked about their most enjoyable experience m Cape Town, As can be seen in Figure 27, scenic
beauty (8.2%) and hospitality of people (11.8%) tcature propunently as strengrhs of the brand. Table
Mountain and the beaches are part of the scenic beauty of the country and are unique to the destination. By
far the nde up Table Mountan was the most emoyable cxpenience ot international tounsts, Other
interesting experiences mentioned by respondents included: meeting black people, the coastline drive,
garden route, the local women, whales and a combination of all the above.
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Most Enjoyable Experience
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Sustaingble competitive advantage can only be achieved through factors that are strengths but unique to 2
destination. Respondents were asked about what makes Cape Town umque as a destination. The scenic
beauty (23.5%), Table Mountain {22.4%), and friendly people (16.5%) were among the most common
answers mentioned by cespondents as shown in Figure 28. It is therefore clear that the three above-
mennoned factors must be used 1o market the destination. This has been the casc i the past but it seems
that marketing campaigns have been unsuccessfill in positioning the destination effectively, It 1s not so
much about which factors to use but moeg about how these faciors are used o bring out the unigueness of
the destination. There should be some synergy berween the factors that are marketed and the channels of
communication that must convey 4 consistent message overtime to remfurce existing positive brand
associations, Culmral diversity, varety of things ro sec and do, location at ip of Africa are all positive brand
assoaations that need to be marketed effcetively o create the desired brand knowledpe.

If one considers the number of different responses that were mentioned by respondents ahout the
umqueness of Cape Town, it covers the entire spectrum of strengths that other destinations are perceived to
have. Not all of these factors can be used though, what can be donc is to use each unique factor for a
diffecent targer market. For example, those visitors coming to Cape Town for outdoor activities need to be
muade aware of the consistently good weather. Cultural tounsts should be aware of the diversity of historical
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attractions available at the destination. However, there must be 2 common denominator that bmds all these

factors together to create one consistent image of the destnaton,

Unigneness of Cape Town

Figure 28: Uniqueness of Cape Town

3.2.10 BRAND PERSONALITY OF THE DESTINATION

Objective 9: To describe any differences in brand personality of Cape Town and
South Atrica.

The brand personality of a desrination s meulded by past marketing campagns, word-of-mouth from other
visitors, and information gathered from the media and other sources. The mosr influential factor, however,
is how the destination supra-brand 15 pesimioned internationally. The brand personality of Cape Town will be
influcnced ro a larpe extent by how Scuth Afoca 13 positoned. Brand Cape Town will reflect some of the
attributes of brand South Africa. To dentify the brand personality of Cape Town, respondents had to vision
themselves as being at a party where South Africa and Cape Town were invited as guesrs. 'They were then
asked to describe how these two persons are similar or different in terms of their gender, the way they look,
what they are wearing, the image they are trying to projecr, their activities/ interests, the car they drive, their

occupation, whether they have kids or not, the income they eam and lastly what kind of party it 1s. The
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responses were varied but clear brand personalities emerged depending on whether they viewed South
Africa as being young or old, black or white, and male or female. Cape Town has a much younger image

than South Africa as can be seen from the comments that follow.

3.2.10.1 SOUTH AFRICA BRAND PERSONALITY

OLDER BILACK MALE

37.1% of respondents described SA as being male. Of those who assigned a male gender to SA, 74.1% said
that he was black with 5.9% describing him as Mr. Nelson Mandela. None of the respondents described SA
as being a young white or coloured male. 76.9% of respondents thought that he is in his late forties or eatly
fifties. He is wearing a traditional Zulu or Xhosa dress with some sort of leopard skin motif or an old suit.
He is confident about his future because this is ‘new’ South Africa and he has hopes and dreams that will be
realised now but could not be realised in the past. He is very patriotic and more connected to his land than
his Cape Town counterpart. He lives in a village or some rural area. He enjoys good home-made food and
leads a simple life. He is sort of a charismatic person. He stays on a farm owned by a white.

How Does He Look?

He looks a bit stern and is very serious and responsible. He has a very positive outlook on the future and
tries to portray a far simpler image than his Cape Town counterpart.

His Activites/Interests?

Gardening, farming, enjoys walking, singing and dancing, helping others.

His Car?

No car or a Mazda/Datsun.

His Occupation?

Farm worker, gardener.

Number of Children?

Many, he is a family man.

His Income?

Low income — he is struggling

OLDER WHITE MALE

25.9% of respondents described South Africa as an old white male. He is in his late forties.
How Does He Look?

He is dressed in shorts and T-shirt. He enjoys eating biltong and speaks Afrikaans.
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His Activities/Interests?

He likes hanging out with friends at local pubs, enjoys drinking beer and watching rugby.
His Car?

He drives an old bakkie or 4X4.

His Occupation?

He owns a farm and employs black workers or he works for a mining company.
Number of Children?

He has either two or three children.

His Income?

Middle to high income.

YOUNGER BILACK MALE

Of those who said that South Africa as a person is black, 23.1% said that he is young. He is also good
looking and wears a soccer or rugby T-shirt and shorts but can be quite fashionable on occasions, he is
more likely to die of AIDS and is aware of past injustices but trying to move on. He is locking for new
opportunities in life to be successful.

How Does He Look?

Trendy, friendly and eager to please others, he has a keeping up with the Jones’ attitude, tries to portray a
wealthy image and is confident about his future.

His Activities/Interests?

Golf, eating out, clubbing, entertaining outdoors, sports, movies, enjoys drinking and gym.

His Car?

Audi, Polo Player, Golf, Toyota, BMW or Mercedes.

His Occupation?

Business man, banker, financial advisor, engineer, involved in IT, soccer player.

Number of children?

None or one young child.

His Income?

Middle income or rich.

146



University of Cape Town,/Cape Metropolitan Tourism
]

OLDER BLACK FEMALE

23.7% of respondents assigned a female gender to South Africa with 22.8% of sample assigning both gender
to South Africa. The remainder of respondents said that they could not assign a gender to SA because of its
diversity. None of the respondents described SA as a young white female. Of those who assigned a female
gender to SA, 75.1% said that she was black. She is in her late forties or early fifties as described by 74.7%
of respondents.

How Does She Look?

She is a strong woman with character and is wearing a traditional Xhosa or Zulu dress and usually dresses
conservatively. She is motherly and wears a head wrap and an apron. She is proud of who she is and is in
touch with her land and nature.

Her Activities/Interests?

Gardening, sewing, politics, cooking, looking after the children, going to church, socialising, dancing,
watching soap operas and is intensely involved in church activities. She sings at the church.

Her Car?

No car — she usually takes the train or bus

Her Occupation?

She works on a farm, housewife, teacher, domestic worker, she works at a laundrette and her husband could
be a taxi-driver.

Number of Children?

Many

Her Income?

Low — earns just enough money to make both ends meet

OLDER WHITE FEMALE

Of respondents, 24.9% assigned a female gender to South Africa described her as being white. She spends
lavishly and has achieved the goals that she set up for herself earlier in her life.

How Does She Look?

She is in her late thirties or early forties and is wearing a long low cut dress. She is trying to look younger
than she is. She always carries a handbag,

Her Activities/ Interests?

She enjoys reading and is wealthy. She enjoys shopping and often visits casinos. She enjoys being with

friends and family.
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Her Car?

She drives a BMW or Mercedes or Audi.

Her Occupation?

She is a tour operator or housewife or PR officer.
Number of Children?

She has one or two children.

Her Income?

She earns a middle income or relies exclusively on the husband pay cheque.

YOUNGER BLACK FEMALE

She is in her mid twenties (25.3% of respondents) and has braided hair. She is chubby.
How Does She Look?

She looks confidant and smart. She is wearing a long floral skirt and dresses better than her means. She is
successful and tries to portray an uncomplicated image.

Her Activities/Interests?

Cooking, reading, socialising with friends.

Her car?

Golf, Toyota Tazz

Her Occupation?

Waitress, social worker, works for the government, advertising company

Number of Children?

No children or one or two very young ones

Her Income?

Middle income or unemployed

3.2.10.2 SOuTrTH AFRICA BRAND PERSONALITY ANALYSIS AND POSITIONING

IMPLICATIONS

The brand personality of South Africa is very stereotypical and contains a significant number of clichés
influenced to a large extent by what international tourists see and hear from the media. Racial differences are
still perceived as being the predetermining factor of the position (occupation, income, and
activities/interests) that someone occupies in society. The ‘whites’ having the white-collar jobs and the

‘blacks’ having the blue collar jobs. However, international tourists seem to look at the younger generation
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with hope — they are going to be successful and fulfil their dreams. New South Africa is going to make it.
There is also a perception that SA as a person is older when compared to Cape Town. The charisma of the
former president, Mr. Nelson Mandela is a significant component of brand South Africa. Negative media
coverage about AIDS and apartheid in the past still dominates international visitors’ perceptions of the
destination. Respondents were also asked to describe the party Mr/Mrs/Miss South Africa is attending to
contextualise how the brand is percetved in a social setting that has implications on how the brand is
positioned cutrently and more importantly, on how it should be positioned. The party they are attending is
either a braai or cocktail party with friends and family. There is a variety of food with a homely atmosphere.
The party is quite simple with people talking and laughing, feeling comfortable with each other. They usually
have such a party quite often. The music that is being played could be Jazz and they are relaxed and happy.
The social setting that was described for South Africa suggests that the brand have a ‘feel-home’ aura,
connection to one’s roots, and a family type of destination. Perhaps these should be reflected in the brand

positioning statement via brand associations.

However, it must be noted that given the small sample size, and the sampling method used, it cannot be
ascertained that the above findings are representative of international tourists visiting South Africa.
Nevertheless, suggestions can be made on how South Africa could be positioned in the future. As a brand
South Africa could be positioned using ‘tradition’ as a background where traditional values and culture are
emphasised. The brand must convey feelings of ‘comfortable and homely country’ where there is a contrast
between the past and the future. The past emphasising where South Africans came from (hardships faced
during apartheid regime) and the courage of this nation to forget and forgive to move forward. The future is
bright, hopeful, and full of opportunities. In fact, the past is epitomised for example by a region such as
Northern Cape (underdeveloped, high unemployment, and poverty) and the future by Cape Town (modern
and vibrant city, good life, and cosmopolitan). The simple way of life, friendliness of people, traditional arts
and crafts are some of the brand associations that could be emphasised when positioning South Africa. The
charisma of the former president, Mr. Nelson Mandela, should feature prominently in the positioning of the
brand.

3.2.10.3 CAPE TOWN BRAND PERSONALITY

Cape Town as a brand is perceived to be younger than South Africa and racial differences still account for
how international tourists’ perceive the brand personality. None of the respondents described Cape Town

as a young black person. He or she is either white or coloured.
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YOUNG WHITE MALE

None of the respondents described Cape Town as a young coloured or black male but 41.2% of
respondents said that the gender of the brand is male and white. He is in his late twenties or early thirties.
How Does He Look?

He looks quite casual — board shorts and T-shirts but definitely wears the trendiest brand and latest fashion.
Hairstyle is the ‘messy look’. He has his sunglasses permanently on his head. He might be a smoker. He can
be condescending, over-confident, selfish, snobbish, arrogant and enjoys money. He is well spoken and
educated. He is good looking, dynamic, adventurous, sporty, thin, tanned, independent, smart, and
confident. He is laid-back and cool. He can be what the UK tourists call 2 ‘DINKIE’. He is stuck in old
South Africa and may or may not be married.

His Activities/Interests?

Golf, yatching, sundowners on the beach, cooking, loves wine and beer, hanging out with friends, eating
out, sports — rugby and cricket, fishing, clubbing and travelling.

His Car?

Mercedes, BMW, Audi, Ferrani, Porsche

His Occupation?

Graphic designer, works for an advertising agency, owns his own business, architect, marketer, businessman,
insurance broker.

Number of Children?

No children

His Income?

High Income

YOUNG WHITE OR COLOURED FEMALE

Of those who assigned a female gender (58.8%) to Cape Town, 70.2% said that she was white while the rest
said that she was coloured. She is in her late twenties or early thirties. If she is white, she is definitely blond.
If she is coloured, she has long dark hair and brown skin. She wears a summer dress, flip-flops and
sunglasses or a colourful sarong,

How Does She Look?

She is sexy, elegant, smart, trendy, fun, polite, hospitable, modern, tanned, attractive, materialist,

sophisticated, open-minded, care free, ambitious, confident, secure, relaxed and tries to project a very
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European image of herself. She is fashion and label conscious and wears anything from overseas. She could
be a beauty queen and enjoys being the centre of attraction.

Her Activities/Interests?

Partying, talking to others, clubbing, hiking, going to the beach, shopping, modelling, enjoys wine, reading,
dining out, movies

Her Car?

Toyota Tazz, Golf, Audi, Volkswagen, BMW, Mercedes

Her Occupation?

Works in the tourism industry, PR officer, consultant, chartered accountant, model or even Woolworth’s
teller, secretary, lawyer, sales person.

Number of Children?

No children

Her Income?

Middle to high income. She earns more than her South African counterpart.

3.2.10.4 CAPE TOWN BRAND PERSONALITY ANALYSIS AND POSITIONING IMPLICATIONS
Again, the positioning of Cape Town as a brand must be different to that of South Africa. South Africa as a
brand can be anchored in tradition, cultural values, birth-place of humanity, and African roots. Cape Town
as a brand epitomises youth, excitement, adventure, lavish lifestyle, wealth, and achievement. These are two
completely opposite destination experience that reflects the two different images that tourists hold in their
minds. The marketing of the two brands must convey the essence of this difference, where Cape Town is an
up-market destination that has an exclusivity aura whereas South Africa is more of a cultural experience than
anything else. This does not mean that the cultural experience of Cape Town should be downplayed but
rather it should be emphasised as being the synergy between the two brands. Cape Town should be a sub-
brand of South Africa but the reality is that there is a higher awareness of Cape Town as a destination as
opposed to South Africa among international travellers. The brand is almost like any other European city

brand with a major difference being its location at the Southern tip of Africa

To further contextualise how Cape Town is perceived as a person, respondents were asked to describe the
type of party Mr or Ms Cape Town is attending. The party is described as being well organised, high status
with people in tuxedos, smoking cigars at an exclusive club/pub. There is grilled food or braai with a variety

of other local and European dishes. The service is very good. The people attending the party seem to be
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pretentious, posh and stylish. There are even a few celebrities and everyone knows each other. They are all
relaxing and enjoying the good life. These findings reinforces that Cape Town s an exclusive destination for
glamorous people. They distinct way of life should be emphasised 1n marketing campaigns overseas where
‘getting away from the stress of everyday life’ could be a significant brand association. All the above are
merely suggestions, further research needs to be carried out to confirm the findings using a more rigorous

sampling technique and a larger sample.

3.2.11 PERCEIVED WEAKNESSES OF CAPE TOWN

Objective 10: To identify the perceived weaknesses of Cape Town as a holiday
destination.

Earlier findings indicate that crime and safety are perceived to be threats while visiting the destination.
Safety was mentioned by 8.2% of respondents as being a factor that influences destination choice. A
negative image is a deterrent in destination choice and could be a possible reason for the low tourism
growth in the Western Cape. Respondents were asked about whether they were warned about any negative
aspects of the destination and by whom. The results show that 61.1% of respondents were warned about
negative aspects of the destination compared to 38.9% that were not. By far crime is the one factor that
respondents were warned about before coming to Cape Town. The safety of tourists at night is another
major concem. Of those who were warned about negative aspects, 23.4% said that it came from friends,
4.7% from locals, 2.3% from hotel staff, 7.1% from travel agents, 3.5% from family, 11.7% from media,
5.9% from SA overseas, 5.9% from other travellers. Other negative aspects that were mentioned to visitors
before their arrival include the following:

e Stay away from townships

e Don’t use ATMs at night

® Beware of pickpockets

e Don’t forget the high incidence of AIDS

e Don't stop at red robots at night

e Bad service
Four respondents had been mugged while visiting Cape Town while another two had their car broken into,

one had her flat broken into and one was harassed by street kids. Despite these incidents, these tourists said

that their experience of Cape Town as a whole has been good but they are unlikely to ever forget about it
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though. Respondents were then probed on why did they come anyway despite having negative perceptions

about the destination. The following were said:

e 14.11% mentioned that every city has crime and one need to be cautious like anywhere else. I did not
believe the negative aspects and was curious to see whether it was true.

e The destination offers something different and is cheap.

e I tend to experience things for myself rather than believing other people.

e ] wanted to visit family and friends.

¢ The natural beauty of the country fascinated me.

e I don’t think that the situation is as bad as 1t seems to be.

To confirm negative factors affecting brand Cape Town, respondents were asked to describe their least
enjoyable experience. By far the poor public transport (12.9%) of Cape Town was the least enjoyable
experience of tourists followed by the unpredictable weather (11.7%), and feelings of unsafety at night

(7.1%). Other negative experiences mentioned by tourists include the following:

Many street children Car/accommodation broken into
Being mugged Poor road signs

Seeing somebody else getting mugged So many townships

Homeless people on the street Traffic congestion

Huge disparity between rich and poor Long flight to Cape Town

Long queue at immigration at Cape Town International Bad service at restaurants

The way white people talk about others

Moreover, respondents associated the following unfavourable qualittes with Cape Town: poor
transport/infrastructure (11.76%), crime (5.9%) and many poor people (4.7%). Other unfavourable qualities
include:

e The aty is too cosmopolitan.

e ‘The city lacks an African touch.

® There are too many beggars and street children.

e 'The city has less historical interests such as museums and art galleries when compared to Europe.

® Poor service standards.

e Litter everywhere and streets are dirty.
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* Poar sense of punctuahty among people.

¢ There is a feeling of unsafcty looming over the city.

Thus one can conclude that the major weaknesses of brand Cape Town are its infrastructure, especially
public transport, high number of beggars and street children, safety and perhaps poor service in some
instances. The issue of safcty was probed to find out how safe tourists felr tn Cape Town. Tourists felt
rather safe but they were concerned about their safety at mght. One must realise that the perception of
safety 15 relative to factors such as crime level in one’s own home country, safety perceptions in other
counfries one has nisited, occutrence of any incdent at the destination, and policing in the country amongst
others. ‘The findings showed in Figure 29 helow should be interpreted carefully in light of the factors
mentoned above. A tounst from Israel will feel safer in Cape Town than a tourist from Durope because
safery pereeptions in his/her home counery is worse than that in Cape Town, The threshold of shat 1s

considered a safe place 15 different for cvery person.

Toursts' Salcty Perceptions

Toot Mo
Completely 11,89 Ves
Safe | e 35,3%
12.9%
Bafer than
Bxpecplls Yes Lun
) 5 Luring
11.8% the Doy /N
at Night
28, 2%

Figure 29: Safcty Perceptions in Cape Town

These weaknesscs are not abways casily corrected as they mvolve the co-operation of many stakeholders
the industry. Warning visitors about safety and secunity before their visit, for example, may instill a sense of
fear among them but they cannot be left in the dark as well. This illustrates one of the many dilemmas that
toucism authoritics are faced with in this country. However, until tourism is given its duc recognition as an
engine of growth in the South Afnican economy, these weaknesses will remain as they are. International

travellers need to be made aware of these weaknesses as opposed o letting them to find out once they are
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here. They might be dissatisfied with the destination expericnee and thus it is a lost opportunity to spread

positive word-ofsmouth and indice repeat visits,

3.212 AWARENESS AND PERCEPTIONS OF LOGOS USED TO
MARKET CAPE TOWN

Objective 1i: To determiine awareness and percoptions of the varfous logos nscd o

marker Cape Town as a holiday destination.

Respondents were shown three Ingns — Cape Metropolitan Tounsm, Cape Town Tourism and Western
Cape Tounsm — and werc asked to comment on the design and feelings about the logos, They were not told

which logo belongs to which destination macketing organisation.

3.2.12.1 CAPE METROPOLITAN TOURISM LOGO

Only 4.7% of respondents had seen the loge before their arrival to Cape Town and 5.9% had seen it dunng
their tnp.
Positve comments about the logo

They like it.

o Ttis the most representative of Cape Town as it symbohses the product offering,

s Tt remunds them of the sun, sca, mountain, flowers/ fynbos, and vineyards.
¢ It cvokes a sense of Afnica and nature in gencral.

¢ 1t s eolourful and depicts the scenery of Cape Town,

o The terracotta colours give itan African feel.

s Itis catchy without being an cyesore.

Negative comments about the logo

o [tsmnds for Cape Town major attractions only and has no appeal due to lack of creanvity.
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e Iris not very obvious whart cach thing stands for.
e Iris roo siaple.
e It looks like a stamp.

= It s too segregared and o does nor How.

3.2.12.2 CarE TownN TourissM LOGO

-

Only 5.9% of respondents had seen the Cape Town tounsm logo before wisiting the destination while
preparing their trip and 3.5% of respondents had seen the lopo durng these trip.

Positive comments about the logo
* 'lThey like it

Tr reminds them of the sea, doods, waves and beachies.

e Irissimple.

e It s something harmonic and complere with nice colours.
o Tt represents the globe and Cape Town marine lifc.

¢ [ilooks like a whale,

MNegative comments about the logo

s Don't like it

e Itis too plan.

¢ They can’r see how it relates to Cape Town.
¢ Irlooks like a sloppy motif on a T-Shire.

e [t represents two dolphing jumping — is that appropriate for Cape Town or Hermanus or Durban?
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3.2.12.3 Tie CAre LOGO

The official site of the
Western Cape
Tourism Board

3.5% of respondents had seen the loge prior to their trip to Cape Town while 16.5% had seen the logo
during their trip.

Positive comments about the Jogo

o [t represents the colours of the SA flag, namre, Table Mountun and diversity.

e I symboliscs national pride.

* It depices the sea, sun, mountain, beach and fun.

e It is very colourful and catchy.

¢ 1t caprures the heart of Cape Town.

o They prefer it to the other lopos.

Megative comments aboul the logo

® 1t does not caprure the beauty 0F Cape Town.
o [tis too ohvious and overdone in a way,

® Itz abstract and looks ke a house.

» Iris atrractive but not emornve.

* Itis too commercial and has a ‘cheap’ feel.

Overall there seems to he a general preterence for the Cape logo but it needs some improvement to better
represent the diversity of product offenng. It can be something more abstract that caprures the beaury of
the province while leaving an ‘Aftican” feel that is emotive of the utigue expetience that the destination

offers. All logns have low awareness and perceptions are not always favourable. The unportance of brand
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clements such as logos were emphasised in the literature review and dearly the above logos contribute

munmally to a favourable image of the destination.

3.213 ATTITUDE OF TOURISTS TOWARD BRAND CAPE TOWN

Objective 12: To understand tourists’ attitude toward brand Cape Town.

A positve amtude towards a destiration gocs g long sy towards that destinatton being considered us a
holiday getaway, The maore positive the mage and expectanons, the greater the hkebhood that the
destination 15 selected as the next holiduy destination. However, expectubons must be rmoatched by
expurience in order for the visttor to dissermnate posinve word-ot-mouth, recommend the destiination o
others and plan furure visits, The overall attitude toward a destination brand sl influence the above
menticned factors, that 18, the more tavourable the overall attitude toward the brand, the greater the
hikelihood of positive word of mouth being disserninated, the destination being recommended to others and

the visitor revisiing the desunation,

When respondents were asked about their overall artitude towards brand Cape Fown, 1t scemed that they
held a positive attitude, Respondents said that they will definitely recommend the desrimation to others bt
mtate unporrandy, they will tell others the following scenic beanty (31.8%) of Cape Town, friendliness of
leculs (20%), the vanety of things to sec and do (15.3%) and the good value tor money {11.8%) as shown
Figure 30. Other rsponses nclude: coltueal diversity, amuzing atmosphere, difterent lifestyle, gaod
wather, good entertainment, wonderfid nighthte, tigh service standards, excellent restaurants, good wing,

safe: destnation, and cosmopolitan city.
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| What International ‘T curists'will say to Family/Friends/Colleagnes
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Figure 30: Positive Factors that International Tourigts will Mention to Others

When probed for positive or negative statements that they will make to others, the following interesting

ANSWELS Came up:

Positive comments

o Cape Town is not like the rest of Africa.

s Ir offers enough to keep anyone occupied and mterested for a long time.
¢ It is the ultimate holiday experience.

e The city is not third world ar all.

* Iris not as unsafe as people think it is.

¢  Thig is a place that everyone must visit.

¢ (arden route is God's coast and Cape Town i8 the gareway to it.
* The city 1s 2 world-hidden reasure/beaury.

¢  There is a strong sense of community that will help rebuwld SA.

¢ Make sure you get out of the city, there is more to see than just Cape Town.
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Negative comments

® You must be careful when you go out.

® You must hire a car to get around because lack of public infrastructure.

e People can be pretentious.

e The level of prostitution, begging, poverty and number of street children are disturbing.
® ] never really felt safe because there is a constant thought of crime.

e I will tell other people about the negative things as it makes for more sensational stories.
e Do not expect great service.

e There is lingering racism in the city.

® 'The weather can be very unpredictable.

As can be seen these comments clearly reflect the identified strengths and weaknesses of the brand. These
comments merely reconfirm earlier findings. Nevertheless, 83.1% of respondents said they would like to
come back to Cape Town. Those that would not revisit said the main reasons were that there are many

other places to visit in the world, the flight is too long to get here, and that they do not feel completely safe

3.2.14 CAPE TOWN VIS-A-VIS OTHER SOUTH AFRICAN CITIES

Objective 13: To determine perceptions of Cape Town vis-d-vis other cities in South
Africa.

Of respondents 63.5% had travelled to other cities/areas in South Africa. While 31.4% had travelled to
Johannesburg, 22.2% had travelled to Durban, and 20.3% to the Garden Route. Other areas visited
included: Northern Province, Eastern Cape, Transkei, Mpumalanga, West Coast, Drakensberg, Kruger Park,
Pretoria, Port Elizabeth and Pietermaritzburg. Respondents more or less thought that Cape Town is very
different from any other regions in South Africa. The only similarity was in terms of perceptions of poverty.
Respondents thought that poverty and begging can be seen anywhere in South Africa. More interestingly
though was respondents comments on how Cape Town is different from other places in South Africa.
Positive comments

e Cape Town is one of the safest cities in South Africa.

¢ Cape Town is more modern compared to the rest of the country.

® There is more cultural diversity in Cape Town.

e Cape Town people are friendlier and far more pleasant than their Johannesburg counterparts.
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e Cape Town is more cosmopolitan than Durban.

e (Cape Town has a much more diverse product offering,

e Cape Town is slightly wealthier than the rest of the country. Stellenbosch and Franschoek are seen as
being extremely wealthy.

e Cape Town is far more laid back than anywhere else.

e Cape Town has much more interesting natural and man-made attractions.

e Cape Town is more ‘touristy’ compared to Johannesburg which is very ‘bussiny’.

e (Cape Town has the best scenic beauty.

e Cape Town has much more vibrant atmosphere.

e [t is easier to get around Cape Town.

Negative comments

e Durban has a much better atmosphere than Cape Town.
e Communities live very separately in Cape Town.
® Drivers are ‘wilder’ in Cape Town.

e People are cliquey, insular and individualistic in Cape Town.

The above comments show that Cape Town compares favourably to other cities and areas in South Africa.
By far positive comments outweigh negative ones. Clearly, Cape Town offers a much better experience than
anywhere else in South Africa. The positioning of brand Cape Town must nevertheless have something in
common with other brands such as Durban or Johannesburg to create a positive and memorable link with
overall brand South Africa. The essence of having a supra-brand and sub-brands is that there must be a
meaningful link between all the brands. Despite Cape Town being the most recognised brand among
international travellers, the lack of meaningful positive associations thereof with brand South Africa is likely
to hurt brand Cape Town in the long-term through conflicting image and message projection. As such,
brands such as Cape Town, Johannesburg,, Durban and Garden Route should be sub-brands of South
Africa with each region or city positioned in such a way that they are complementary to each other rather
than being substitutes. The positioning must definitely emphasise on the uniqueness of the city or region

though.
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3.215 CONSTRUCTS FOR LOGO DESIGN AND BRAND
POSITIONING

Objective 14: To identify constructs that can be used for designing a logo and
positioning of brand Cape Town.

Destination marketing organisations can draw on three tools to implement an effective image of a place
namely, slogans/positioning themes, visual symbols/logo and events. While a catchy slogan or visual symbol
might capture attention, it cannot do the whole job of marketing a destination. The image of a destination
must be valid and communicated in many ways through several channels if it is to succeed and take root. In
fact, a good slogan and logo prowide a platform from which the image of a destination can be further
amplified. Destination marketing organisations typically find it difficult to choose a slogan, logo or
positioning theme because most destinations are multidimensional. The most effective

logo/slogan/ positioning themes are versatile and flexible, yet grounded in reality.

Respondents were asked to pick one thing that they would use to market Cape Town to their friends,
colleagues and relatives to identify the most memorable moments of their holiday that could be used in
positioning Cape Town. Table Mountain (32.3%) was by far the one thing that international tourists would
use to market Cape Town. While 18.4% of respondents said they would market the scenic beauty, 15.4%
would market the beaches along with 10.8% of respondents marketing the combo of
mountain/beach /wildlife. The variety of things to see and do would be marketed by 9.2% of respondents
and 7.7% would market the atmosphere. The cultural diversity (7.7%), the way of life (7.7%), the good
weather (6.2%), friendliness of people (6.2%), and the good value for money (4.6%) would also be
marketed. Other responses included: Cape Point, township tours, historical value, nightlife, wine routes, its
location at the tip of Africa. Clearly, there is no consensus among visitors on the single most appealing

benefit/characteristic of brand Cape Town.

Since Table Mountain was the most common answer, respondents were asked if Table Mountain embodied
what the destination had to offer. While 85.8% of respondents had visited Table Mountain only 57.7%
thought that it does embody what Cape Town has to offer. Further probing revealed the following views
expressed by respondents:

e Cities are associated with landmarks, Cape Town has Table Mountain and thus it represents the city

world wide.
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e There is so much more to Cape Town than Table Mountain, it is after all just 2 mountain.

e Table Mountain is scenically beautiful and a big monument in the city, it has the strongest association
with Cape Town.

¢ The city 1s so diverse and Table Mountain certainly does not embody the friendliness of local people.

e The people and culture is a better representation of the city than Table Mountain.

e Table Mountain is an oddity in Cape Town.

e Table Mountain provides a sense of how the people perceive themselves and the mountain embodies
the laid back atmosphere of the city.

e It represents Cape Town as from up there, you can see both the beauty of the city but also the
townships (poverty).

Thus, Table Mountain is an integral part of Cape Town’s offering and should be used as one of the
attributes to differentiate Cape Town from the rest of the world but it should not be the sole image that is
projected of the destination. The culture, scenic beauty and friendliness of the locals are as important to the
brand. The difficulty lies in projecting constructs such as friendliness, vibrant atmosphere and culture to

international travellers to create a memorable image of the destination.

Also respondents were asked to comment on the culture of Cape Town, 72.9% said that Cape Town has a

unique culture, 23.5% believed that the culture is not unique while the rest of respondents had no opinion.

The following msightful comments on culture emerged:

Positive comments

e It is a melting pot of English, African and Malay flavours — all brought together in a ‘vibey’, laid-back
atmosphere.

e Itis a true definition of a rainbow nation.

e It is cosmopolitan and has a blend of variety.

o It is very relaxed and assorted with respect to individual cultures.

® Itisan eclectic mixture of so many races and nationalities.

e The coloured community adds a lot of distinctiveness to Cape Town’s culture — they are friendly, warm
and loving,

® People are respectful and friendly — it comes naturally to them and is not an act as in my home country.
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e Itis a blend of ambition, wealth and youth, a city that is still exploring the possibilities of becoming a
first-class city while still remaining in touch with its African culture.

e The people have very little money but they still seem to be so happy- they have a lust for life.

e People don’t get upset easily and have a great sense of humour.

e FEverybody is so different but somehow they are uniquely Capetonian.

e They ‘braar’ all the time.

egative comm

e There is hectic racism in Cape Town.

® People seem to be so obsessed about having 2 unique culture but spend a lot of time imitating others
rather than creating their own identity.

e It is very European and has very little ‘Africaness’ in it.

e People don't like to talk — it seems to be a cultural thing.

e The culture of Whites, Blacks, Coloureds and Indians are too diluted to say that the culture is unique.

® People are conservative and seem to be stuck in the past.

Once more, positive comments far outweigh negative ones. The culture of Cape Town can be considered to
be unique and thus is an appropriate construct to be used in positioning the destination. The difficulty lies in
capturing the essence of that culture and projecting it through visual images, words and themes that are

simple to communicate and remember.

Furthermore, a projective technique was used to identify the feelings that brand Cape Town evokes among
respondents. The projective technique consisted of respondents having to visualise that they are walking
down a corridor with doors on the left and right hand side. On the doors names of regions/countries and
cities are written for example, Australia on the left door and Sydney on the right. Similarly, they come across
South Africa on the left and Cape Town on the right. They were then asked to open the Cape Town door
and describe what they see, feel, hear, smell and taste. They were then asked to describe the colours they
could see and what about the destination they associated with those colours. Finally, they were asked to

describe how they fit in the room and whether the experience was authentic or fake.
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WHAT RESPONDENTS SAW?

Nice scenery (3.6%) Mountains (18.1%)

Table Mountain (52.7%) City surrounded by sea, mountains and beach (9%)
Big houses/buildings (3.6%) V&A Waterfront (5.5%)

Harbour (3.6%) People of different colours (7.2%)

Many People (12.7%) Culture (3.6%)

Artefacts (3.6%) Food and fruits (3.6%)

Sun (7.3%) White beaches (23.6%)

Black people (3.6%) Blue sky (5.5%)

Green market square (5.5%)
The following were mentioned by one respondent only: Cape Point, Smog, Townships, Winelands, Street
Hawkers, Rain, Robben Island, Wildlife and Clock Tower. Thus respondents can recall popular tourist

attractions and Table Mountain being again the most dominant image in the tourist mind.

WHAT RESPONDENTS FELT?

Relaxed (20%) Pleasant (5.5%)
Good (5.5%) Excited (12.7%)
Happy (20%) Calm (9%)
Warm (31%) Windy (3.6%)
Exploring/ Adventure (3.6%) Positive (3.6%)
Uncomfortable (3.6%) Welcomed (5%)
Peaceful (7%)

The following were mentioned by one respondent only: Chilled out, Comfortable, Cool, Sea breeze, Fun,
Nice, Enthusiastic, Apprehensive, Scared, Hopeful, Indifferent, Cautious, and Intrigued. Some of these
words such as relaxed, happy, excited and warm need to be translated into positioning themes that convey
these feelings that eventually become word associations with Cape Town. The challenge remains to translate

these feelings into a slogan/logo or visual images that reinforce the uniqueness of brand Cape Town.

WHAT RESPONDENTS HEARD?

Variety of music (20%) Wind blowing (14.5%)
Noise made by animals/birds (7%o) Sea waves/Ocean (36.3%)
Nothing (5%) People chatting (18%)
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Sea gulls (5%) Traftic (12.7%)

Different languages (6%)

The following were mentioned by one respondent only: Stillness, Rain drops, Street noises, Laughter of
children, Harbour horn and Street hawkers selling things. These responses indicate the type of ambience
that prevails at the destination. It is a lively atmosphere with sea waves being the most prominent noise that

respondents could recalled.

WHAT RESPONDENTS SMELLED?

Fresh air (16.3%) Sea breeze (25.4%)
Salty ocean (27.2%) Good food (5.5%)
Seaweed/kelp (5.5%) Sweat (5.4%)

The following were mentioned by one respondent only: Fruits, Wine, Seafood, Curry, Spicy, Borewors,
Barbecue, Braai, Rootbos tea, Fresh bread, Jasmine, Nothing, Fresh flowers, Rain, and Dust. These words
add character to the destination brand and help to create a unique expenence for the visitor who wants to
know how Capetonians live on a daily basis. The sea is featured prominently once more in terms of what

visitors can smell at the destination.

WHAT RESPONDENTS TASTED?

Biltong (9%) Wine (25.5%)
Nothing (14.5%) Seatood (14.5%)
Fresh fruits (10.9%) Good food (9%)
Beer (9%) Salty air (18%)

Other responses include: Curry, Ostrich steaks, Traditional food, Ice cream, Cocktails and Buns. The variety
of local food available is not well marketed. Respondents struggled to answer the question. The obvious
response being wine as Cape Town is renowned world wide for its good quality wines. The local cuisine
must be emphasised more in future marketing campaigns to promote the destination. ‘Braar’ and ‘biltong’
are typically South African and it seems that respondents are aware of that. They should be used to position

the destination as tourists associate those words with Cape Town.

WHAT COLOURS RESPONDENTS SAW?
Respondents saw the following colours and associated the following words with the colours mentioned.

Blue (sea and sky) — 85.5%
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Yellow (sun, warm weather and people) — 29%

Green (nature and flora) — 78.1%

Grey (weather and city centre) — 7%

Red (war, past history and mightlife) — 20%

White/Beige (beaches and people) — 32.7%

Black (the past and people) — 12.7%

Brown (land) — 14.5%

Rainbow colours — 16.3%

Orange (sunsets and fruits) — 14.5%

Previous findings showed that respondents had a preference for the Western Cape Tourism Board logo that
incorporated most of the colours that respondents associated with Cape Town. The new logo for Cape
Town must be designed to reflect colours such as blue, yellow, green, red, white and black. It is then the
responsibility of destination marketing organisations, through their marketing campaigns, to associate the
desired words with those colours. Words such as excitement and relaxation can be conveyed through
colours such as red for the former and blue for the latter. The colour of a logo influences the attitude of a
potential visitor towards a destination. A colourful logo, for example, can evoke images of fun, diversity,
excitement, and happiness. These are words that will strengthen a destination brand. Colours are significant
in determining the emotional aspects that a brand conjures in the mind of a potential visitor. Thus colours
used for Cape Town logo must be in line with feelings and emotions that the destination is trying to covey

to potential visitors.

Finally respondents were asked to describe how they fit in the room. Of respondents 5% said that they were
only a few steps in the room and observing what was happening around them. Another 52.7% mentioned
that they were in the middle of the room and feeling very much involved within the environment they were
surrounded by. These might be the visitors who were very satisfied with the destination experience. Yet
5.5% of respondents said they were watching from outside the door and not really in touch with what was
happening around them. These might be visitors who did not have their expectations met and therefore
could be dissatisfied visitors. A further 29% were standing at the door still thinking of what was happening
in the room. These might be visitors who were unsure of what the destination had to offer which again
points to ineffective marketing campaigns overseas. Other responses included walking in the room and
feeling out of place but welcomed. Of respondents 34.5% mentioned that they were impressed by the

activities happening in the room and 54.5% claim that the destination offers an authentic and unique
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experience as compared to 9% who said that the experience was fake. It can thus be concluded that the
destination does offer an authentic experience but visitors are not always sure of what to expect. On the
whole although people found the experience authentic and pleasing, some of them still had a sense of
apprehension toward becoming too intrigued or involved with their stay in Cape Town. This could be
attributed to the attitude of some locals’ towards international tourists who felt that an insular and cliquey

vibe surrounded the people of the city.

This concludes the section on the findings of the in-depth interviews that were conducted in Cape Town
among international tourists. These findings together with the ones from the literature review will now set
the tone for the empirical research that was conducted among 585 international tourists. But before that, the

conclusions formulated from the above findings are reported.

3.3 PRIMARY QUALITATIVE RESEARCH CONCLUSIONS

The following conclusions are drawn from findings of the in-depth interviews.

3.3.1 FACTORS INFLUENCING DESTINATION CHOICE

e International tourists attach considerable importance to good climate /weather (32.9%) when selecting a
destination for holiday purposes. This is because Europeans plan their holidays to avoid the difficult
winter in Europe. On the other hand, weather in Cape Town can be quite unpredictable especially in
winter. Thus weather is an element that is outside the control of a destination and not much can be

done to control it.

e Value for money is an important consideration in destination choice as mentioned by 25.9% of
international tourists. This is a factor that underlies the competitiveness of Cape Town as a holiday
destination. It is an attribute that must be consistently marketed to establish it as a brand association

with South Africa and Cape Town.

e Culture (22.4%) is another important factor affecting destination choice. This factor is a strength of
Cape Town as it offers a unique cultural experience. This attribute must be emphasised in marketing

activities to create a rich image of the destination.
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Surprisingly in-depth (8.2%) interviewees seem to assign less importance to safety and security as being a
factor influencing destination choice. Yet there seems to be major contradictions in terms of how
international tourists perceive safety levels in Cape Town. Perceptions of safety seem to improve once
they get to the destination. This indicates the existence of a potential gap between expectations and

perceptions of safety among international tourists.

17.6% of international tourists considered scenic beauty to influence destination choice. This attribute is
not only a strength of the destination but also one that differentiates it. Nevertheless, what is considered
scenically beautiful differs from one tourist to another. Therefore emphasising the right attributes to

each segment of the tourism market is critical for success of a destination.

Demographic and psychographic characteristics of tourists influence the factors that they consider

important when selecting a destination.

3.3.2 IMPORTANCE OF DESTINATION IMAGE

International tourists underrate the importance of destination image in destination selection, as only
29.4% of them said that image was very important. This is perhaps due to the fact that their perceptions
of what constitutes the image of a destination are limited to the visual image of the place only. They
have limited understanding of the various components contributing to the overall image of a
destination. Nonetheless, it is one factor that influences destination choice as only 24.7% of tourists said

image has no or minimal importance in destination selection.

3.3.3 SOURCES OF INFORMATION

Family and friends are the most important source of information that potential travellers consult in their
decision-making process. These sources significantly influence expectations and perceptions of Cape
Town. Thus both positive and negative word-of-mouth are likely to be conveyed to the potential
traveller. Ensuring high satisfaction levels with destination experience is therefore key to create a

positive impression of Cape Town.

Family (17.6%) and friends (44.7%) are also the most important source of recommendation for Cape

Town. Attracting new customers is therefore dependent on how current visitors perceive the

169



University of Cape Town/Cape Metropolitan Tourism
L ]

destination. A negative experience will deter potential travellers to visit as their source of

recommendation will view the destination in a negative way and discourage them from visiting.

e Marketing activities through the use of above-the-line media to attract first time visitors seem to be
ineffective since only a few respondents heard of Cape Town from travel magazines (10%), TV (10%),
newspapers (7%) and guidebooks (6%). Marketing intermedianies such as travel agents are also not
pushing the destination to customers as only 4.7% of them said that the destination was recommended
by their travel agent. Perhaps better incentives will encourage them to push the destination as a holiday

base. Further research is needed to ascertain these findings.

3.3.4 TOURISTS’ EXPECTATIONS OF CAPE TOWN

e International tourists’ expect to see a city that offers scenic beauty (17.6%) and safety to be a concern
(14.1%). Yet 11.8% found the city safer than expected. On the whole international tourists have a fairly
good opinion of what to expect in terms of attractions. But of more importance is whether these
expectations are matched by reality. There seems to be a good correlation between what visitors

expected to see and why they chose Cape Town as 2 holiday destination.

e Table Mountain (35.3%), beach (22.4%) and wine farms (22.4%) are also what tourists expect to see
since these are the attractions that sources of recommendation emphasise to potential visitors. Yet, a
significant number (12.9%) of international visitors said that nothing was emphasised to them by
sources of recommendation prior to their visit. Thus, the unique attributes of Cape Town need to be

communicated more vigorously.

3.3.5 TOURISTS’ PERCEPTIONS OF CAPE TOWN

e Perceptions are not always matched with expectations as 68.2% of respondents mentioned that their
perceptions had changed while visiting the destination. They mentioned safety (18.8%), scenic beauty
(10.6%), friendliness of locals (5.9%) and the extent of ‘westernisation’ of the city (7.1%) as the primary
factors that contributed to this change in perception. These factors should be marketed more

consistently as they emphasise the positive aspects of the destination.
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Negative aspects of the destination that influenced perceptions were poverty (4.7%), poor weather
(10.6%), high number of street children (3.5%), poor infrastructure (4.7%), and poor perceptions of
safety at night (3.5%). Thus wrong expectations are created with regards to those factors. Marketing
communications must acknowledge that those factors are weaknesses of the destination but that the

strengths far outweigh those weaknesses to avoid customer dissatisfaction.

3.3.6 IMAGES USED TO CONSTRUCT CAPE TOWN AS A HOLIDAY
DESTINATION

41.2% of international tourists mentioned that Table Mountain is the image that the destination is most
associated with. Yet 22.4% of them said that they could not recall of any images that are used to market
the destination in their home country. This ties in with respondents that mentioned they had no
expectations prior to their visit. This is of serious concern as a destination with no image or confusing
images is most likely to be rejected as a potential holiday destination at the earliest stages of the decision

making process.

Images of scenic beauty (16.5%) and the beach (30.5%) are the other images that in-depth interviewees
associate with Cape Town. Brand associations of international tourists with South Africa revealed
similar findings but there is a more prominent association of the brand with wildlife (25.8%) and
safaris/game parks (14.1%). Of concern is the fact that 14.1% of respondents associate the supra-brand
(South Africa) with crime. This negative brand association is likely to influence perceptions of Cape

Town as well.

The diversity of opinions on which images to use to market the country suggest that the Joint Marketing
Initiative is far from reaching consensus among industry stakeholders on images to use. The images that
international tourists can identify the most with should guide this choice process. The image should be

simple and differentiated to avoid customer confusion with other destinations.
Negative brand associations with Cape Town include crime, unsafe and many street children. In contrast

to brand associations with South Africa crime is associated more with South Africa (14.1%) than with

Cape Town (2.4%). It was interesting to note that 17.6% of international tourists mentioned Cape Town
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as a brand association with South Africa. The former defines the latter to some extent and perhaps

should be the one brand that 1s marketed consistently on the international scene.

3.3.7 ATTRACTIONS ARE VIEWED POSITIVELY

® The attractions of Cape Town are viewed positively by international tourists. While 34.7% of
international tourists rated attractions as being good, 94.1% of respondents agreed that the appeal of

Cape Town is enhanced by attractions such as Table Mountain, Cape point and Kirstenbosch.

3.3.8 ACCESSIBILITY OF THE DESTINATION IS GOOD

e 61.2% of international tourists found Cape Town to be easily accessible but concerns were expressed in
terms of airfare that was perceived to be expensive and the long flight hours. It needs to be highlighted
that this survey was carried out off-peak season where accessibility should not be a problem as revealed
by the above findings. Yet the empirical research will confirm whether Cape Town is accessible during

peak season.

3.3.9 INFRASTRUCTURE IS PERCEIVED TO BE RELATIVELY
GOOD BUT PUBLIC TRANSPORT IS VIEWED NEGATIVELY

e Of international tourists, 52.9% rated infrastructure in general as good but 45.8% said that public
transport needs desperate improvement. This is an area that needs immediate attention to improve the

image of the destination and experience thereof.

3.3.10 ACCOMMODATION IS PERCEIVED TO BE GOOD

e None of the international tourists surveyed had any negative comments about their accommodation.
They rated their accommodation as being either excellent (23.5%) or very good (30.6%) or good
(42.4%). Respondents particularly liked the value for money, service, cleanliness, and friendliness of staff

at their place of accommodation.

3.3.11 SERVICE STANDARDS ARE PERCEIVED TO BE GOOD

International visitors (24.7%) perceived the service standards to be good in general. This is an attribute of
the destination that must be communicated to the various target markets more vigorously. Positioning a

destination along the lines of excellent service is a source of sustainable competitive advantage. It is difficult

172



University of Cape Town,/Cape Metropolitan Toutism
)

for any destination to emulate one that is positioned in international travellers’ minds as offering
outstanding service because such a perception is formed through many critical factors being performed

consistently well overtime.

3.3.12 AMBIENCE OF CAPE TOWN IS LAID BACK

e Of international visitors, 48.2% described the way of life in Cape Town be laid back. Yet the city also
evokes feelings of excitement, fun and relaxation that should feature prominently in future marketing

campaigns.

3.3.13 CAPETONIANS ARE PERCEIVED TO BE HOSPITABLE

e Only 8.2% of international visitors said that they were surprised by the friendliness of locals. Therefore
international visitors expect the city to be friendly as 11.8% of them described their most enjoyable
expedience as being the hospitality of locals, and 16.5% mentioned that friendliness of locals make Cape

Town unique as a destination.

3.3.14 FACTORS THAT DIFFERENTIATE CAPE TOWN

e Of international tourists, 29.4% described natural beauty as a factor that makes a destination special.
While 8.2% maintained their most enjoyable experience of Cape Town to be the scenic beauty, 23.5%
mentioned the same factor as being unique to Cape Town. Therefore this factor can be used to position

the destination as it has immense potential to sustain competitive advantage.

e Table Mountain is the strongest factor that differentiates Cape Town as mentioned by 22.4% of
international tourists. This attribute is one that 44.7% of international visitors associate with brand Cape
Town while 20% described it to be their most enjoyable experience. This is one image that has been

used successfully to position Cape Town and will continue to do so in the future.

e A unique culture makes a destination special as mentioned by 24.7% of international visitors. Cape
Town has a unique culture as mentioned by 10.6% of in-depth interviewees. This is an attribute that has
not been used properly to position the destination. Future marketing campaigns should emphasise the

unique melting pot of culture that gives Cape Town such a distinct personality.
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¢ Frendliness of locals (16.5%), variety of things to do (12.9%), and the beach (10.6%) differentiate the
destination as well. These attributes were thought to be unique to the destination by in-depth
interviewees. For some (16.5%) the combination of mountain and sea close to each other is unique to

the destination.

3.3.15 BRAND CAPE TOWN AS A PERSON

e When compared to brand South Africa as a person, brand Cape Town is younger and predominantly
white, better educated, earn more money, live a lavish lifestyle and has no children. Brand South Africa
on the other hand, is perceived to be older than Cape Town, black, earning a lower income than his/her
Cape Town counterpart and having many children while being employed in a blue-collar job. Race, age
and what the media portrays about the country largely influenced these brand personalities. They tend to
be stereotypical of the image that one would have in his/her mind during the apartheid era. As a result,
this shows that respondents cannot be expected to know much about the destination and perhaps the
rich histoty of the country along with the major transformation that has occurred should be emphasised

more in marketing communication campaigns.

® Brand Cape Town cannot be positioned in the same way as brand South Africa. There needs to be some
synergy between the two but clearly the brand personalities are distinct. Cape Town is perceived to be
an ‘exclusive’ destination for the rich by international visitors. It has nothing to do with wildlife because
of its cosmopolitan feel and therefore cannot be promoted along the lines of the ‘big five’. The one
attribute that both brands have in common is scenic beauty and could potentially be used to link the two

brands in visitors’ minds.

3.3.16 VARIOUS LOGOS ARE INEFFECTIVE

® The logos used by the various destination marketing organisations are not well understood by visitors.
They are not always associated with what the organisations want them to represent. The difficulty
international visitors had in coming up with ideas and images that the logos conjure up in their minds
indicate that the logos visual impact and value as branding tools are minimal. The low awareness
indicates the ineffectiveness of the logos to communicate something meaningful about the destination.
However, respondents had a slight preference for the Western Cape Tourism Board logo as they

thought the colours were representative of Cape Town’s product offering. It was felt that this particular
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logo is attractive but not very emotive. Tourists were also confused about Cape Town and the Cape,
which seem to suggest that Cape Town tourism industry is still not speaking with one voice. There are
too many messages contradicting each other leading to international tourist being confused about

whether ‘The Cape’ is another name for Cape Town or whether it is an entirely new destination.

3.3.17 ATTITUDE OF TOURISTS TOWARDS BRAND CAPE TOWN

e International tourists had an overall positive attitude towards brand Cape Town. Their high intentions
of revisit (83.1%) and willingness to recommend the destination to others suggest that they view the
brand in a positive light. They will tell family, friends and colleagues about the variety of things to see
and do (15.3%), friendliness of locals (20%) and value for money of the product offering (11.8%).

3.3.18 CAPE TOWN RATES FAVOURABLY AGAINST OTHER
CITIES IN SOUTH AFRICA

e Cape Town is considered to offer a better experience than any other cities in South Africa. Positive
comments about Cape Town’s experience far-outweighed negative ones. However, there should be
some consistency between how Cape Town and all other provinces or cities are marketed. Each brand
must be unique in its own way but they should all have a South African ‘flavour’ to create strong links in
the mind of the visitor and potential visitors. Johannesburg is perceived to be less safe than Cape Town

and respondents would hesitate to go there for holiday purposes.

3.3.19 CONSTRUCTS FOR A LOGO OR SLOGAN

e International tourists (42.3%) said that Table Mountain is a landmark of Cape Town but it should not be
used as the only logo or image of the city. The diversity of products and experiences on offer cannot be
captured through Table Mountain only. Culture and friendliness of locals should be incorporated in any
logo or slogan used to market the city. Yet it is more difficult to capture culture and friendliness as
constructs in a logo than Table Mountain. Industry stakeholders were of the same opinion since only
43% agreed that Table Mountain should be the logo for Cape Town. The essence of the city is diversity
of experiences in a beautiful environment surrounded by warmth and hospitality of people that display a
sense of pride for their country. A different way of life in a relaxing atmosphere surrounded by vast

open landscapes that have a unique flora and fauna.
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3.3.20 CAPE TOWN’S BRAND FINGERPRINT

SIGHTS SOUNDS
e Table Mountain ® Variety of music
e White beaches e  Wind blowing
e Diversity of people ® Seawaves
e Sun o People chatting
e Mountains e Traffic

FEELINGS SMELLS

e Relaxed ® Fresh air
e Happy e Salty ocean
e Warm ® Sea breeze
e Excited
e Calm

TASTE COLOURS
e Fresh fruits e Blue (sea, sky)
e Wine e Yellow (sun, warmth, people)
e Biltong e Green (nature, flora)
e Beer ® Red (war, past history, nighthfe)
e Seafood e White (beach, people)
e Salty air e Black (people, past history)

It can be concluded that Cape Town is a well-defined destination in the minds of international tourists
during their visit but not necessarily prior to their visit. Future marketing campaigns should communicate
images of Table Mountain, warmth of people, feelings of relaxation and excitement, winelands, blend of
different cultures, good weather and beautiful scenery. A logo should incorporate colours such as blue,

yellow, green, red, white and black as embodied by the South Africa national flag.

The city still needs to find a unique concept such as the ‘Big Apple’ for New York city around which it can
market itself and build the brand. Successful destinations are using not only their generic attractions but
combining them with the ambience and way of life of local people to market themselves and these are
having unprecedented effects. The marketed image at present is too restrictive since Table Mountain and
beaches are the strongest associations with the brand and many unique selling points such as culture,

diversity of experiences, warmth of people have to date been overlooked.

176



University of Cape Town,/Cape Metropolitan Tourism
e

The conclusions drawn from the in-depth interview findings are by no means representative of opinions of
international tourists visiting Cape Town. They serve merely as a guideline for understanding the research
problems in more depth. These findings can only be validated through the empirical research that must
confirm the opinions stated above through a rigorous sampling method. Nevertheless, these findings
combined with the literature review findings provide a sound base for formulating research hypotheses.

Consequently the following research hypotheses are proposed.

3.4 RESEARCH HYPOTHESES

Based on the findings from the literature review and in-depth interviews, the following hypotheses are
suggested for the quantitative study. The hypotheses are presented in null format so that the relevant

statistical analyses will lead to the rejection of the null.

3.4.1 FACTORS INFLUENCING DESTINATION CHOICE

Main Hypothesis: There is more than one factor that influences destination choice.

Sub Hypotheses:

¢ Good climate/weather is not considered to be an important factor influencing destination choice.
,;  Value for money is mot an important consideration influencing destination choice.

Scenic beauty 1s not an important consideration influencing destination choice.

L
X3

Personal safety is mot considered to be an important factor influencing destination choice.

Culture is not an important factor influencing destination choice.

wr
e

Destination image is the single most important factor influencing destination choice.

&
X

mOm L D&M Em X

There are no significant differences in mean importance rating of factors influencing destination

e
29

choice based on international tourists’ demographic characteristics.

7

There are no significant differences in mean importance rating of factors influencing destination

choice based on international tourists’ travelling characteristics.

3.4.2 SOURCES OF INFORMATION INFLUENCING THE CHOICE
OF CAPE TOWN AS A DESTINATION

Main Hypothesis: Word-of-mouth has the most influence on the choice of Cape Town as a destination.
Sub Hypotheses:

H,: Word-of-mouth is mot the most influential source of information on Cape Town.
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H,: There are no significant differences in international tourists’ perceptions of the most influential
sources of information based on demographic charactenistics.
H,: There are no significant differences in international tourists’ perceptions of the most influential

sources of information based on travelling characteristics.

3.4.3 INTERNATIONAL TOURISTS’ EXPECTATIONS OF CT

Main Hypothesis: International tournists have the wrong expectations.
Sub Hypotheses:

H,: International tourists do mot expect a city that 1s developed.
H,: International tourists do not expect a city that offers a unique experience.
H,: International tourists do not expect to see crime.

H,: International tourists do not expect to see poverty.

3.4.4 INTERNATIONAL TOURISTS’ PERCEPTIONS OF CT

Main Hypothesis: International tourists have better perceptions than expectations.

Sub Hypotheses:

H,;: International tourists do not perceive the city to be friendly.

H,: International tourists do not perceive the city to be beautiful.

H,: International tourists perceive the city to offer very little of an ‘African’ experience.

H,: Cape Town does not rate favourably on safety.

H,: Cape Town does not rate favourably on value for money.

H,: Cape Town does not rate favourably on destination image.

H,: Cape Town does not rate favourably on attractions.

H,: Cape Town does not rate favourably on accessibility.

H,: Cape Town does not rate favourably on infrastructure.

H,: Cape Town does not rate favourably on ambience.

H,;: There are no significant differences in international tourists’ mean ratings of attributes that influence
the choice of Cape Town as a destination based on demographic characteristics.

H,: There are no significant differences in international tourists’ mean ratings of attributes that influence

the choice of Cape Town as a destination based on travelling characteristics.
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3.4.5 CAPE TOWN BRAND IMAGE

Main Hypothesis: Cape Town has no appealing brand image.

Sub Hypotheses:

H,;:  Cape Town has no distinct image according to international tourists.

H,: Scenic beauty is not the most important attribute that differentiates Cape Town.
H,: Cape Town has an overall negative image as a destination.

H,;: Cape Town has an image worse than any other cities in South Africa.

346 ATTITUDE OF INTERNATIONAL TOURISTS TOWARDS
BRAND CAPE TOWN

Main Hypothesis: International tourists have a positive attitude towards brand Cape Town.
Sub Hypotheses:

H,,: International tourists are not likely to revisit.
H,;: International tourists are not likely to recommend the destination to others.

H,;: International tourists are not satisfied with the destination experience.
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This chapter begins with an overview of how the questionnaire for the quantitative research was designed.
The sample design section is then introduced to highlight the reasons behind international tourists being

chosen as respondents for this survey.

4.1 QUESTIONNAIRE DESIGN

The literature review and in-depth interview findings were the backbone of the various attributes that were
included in each sections of the questionnaire. The hypotheses for this study along with the funnel approach
that was suggested by Churchill (1995) were also used to design the questionnaire. The funnel approach is
an approach to question sequencing that gets its name from its shape, starting with broad questions and
progressively narrowing the scope. The questionnaire was structured and undisguised aiming at measuring
international visitors’ perceptions of brand Cape Town. The author made use mostly of close-ended
questions but open-ended ones were particularly necessary for the word-association technique that was used

to measure brand associations with Cape Town.

The questionnaire designed to capture international visitors perceptions of brand Cape Town can be seen in
Appendix C. Nominal, ordinal and interval scales were used to design the questionnaire. Predominantly
likert-type scales were employed to capture visitors’ perceptions and attitudes. The questionnaire comprised
of five sections. The first section covered respondents’ travelling characteristics followed by factors
influencing the choice of a destination in general and factors that influenced the choice of Cape Town as a
holiday destination. The influence that sources of information have on destination choice was also
measured. These sections were designed in order to prove hypotheses one to eleven and hypotheses

nineteen to twenty-seven.

As fieldworkers were being used to administer the questionnaire, the opening line on the questionnaire had
to be standardised to avoid fieldworker bias in getting co-operation from the sought target respondents.
Screening questions were used to identify international tourists. The first screening question was “Are you
an international tourist?” to identify the desired respondents. The second screening question “Have you
spent more than 4 days in Cape Town” was necessary to ensure that the respondents knew enough about
the destination to complete the questionnaire successfully. A similar question was used by George (2003) to
ensure that respondents had sufficient exposure of the various destination mix elements for his survey about

safety and security perceptions in Cape Town.
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Using the funnel approach suggested by Churchill (1995), the questionnaire was designed starting with
broad questions. Question 1 was aimed at eliciting the various destinations that international tourists had
visited in the last four years. Their perceptions of the quality experience provided by Cape Town would be
relative to the quality of experience enjoyed at other destinations that they had recently visited. Therefore it
was necessary to identify the other destinations that the respondents had visited recently. Question 2 and
Question 3 were included to identify whether travelling characteristics were a significant discriminator of

expectations and perceptions of respondents.

The in-depth interviews showed that 40% of respondents travelled with friends and 34.1% travelled with
family. Family and friends together were the most important source of recommendation about Cape Town.
Consequently to validate these findings it was necessary to find out if international visitors usually travelled
alone or with family and friends leading to the inclusion of Question 4 in the questionnaire. The Cape
Metropolitan Tourism visitor research for 2001 showed that on average the size of travelling party of
intentional tourists was 2.6 persons, which pinpoints to visitors not travelling alone. A similar question was
used by Vaughan and Edwards (1999) in their study to identify the size of travelling party to Algarve and
Cyprus. Question 5 is a word association technique used to identify top of mind awareness of attributes of
a destination. These attributes are usually the ones that differentiate a destination from its competitors
(Keller, 1998). The qualitative research has already shown that words such as Table Mountain (44.7%),
beaches/sea (30.5%) and scenic beauty (16.5%) tend to be strongly associated with the brand.

Question 6 was designed to measure the attributes that international tourists considered important when
selecting a destination as a potential holiday base. The literature review showed that factors such as climate
and scenery are universally important in destination selection while the importance of attributes such as local
cuisine, value for money are dependent on the destination under consideration (Hu and Ritchie, 1993).
Heung et al. (2001) found that safety, cultural diversity, variety of things to see and do, amenities, friendly
people influenced travellers’ choice of Hong Kong as a destination. Andreu et al. (2000) used similar
attributes to determine the factors that were important to tourists’ when selecting Spain as a holiday
destination. A number of other studies such as Baloglu (1997), Lubbe (1998), Vaughan and Edwards (1999),
Murphy (1999), Chen and Hsu (2000), Chaudhary (2000), Joppe et al. (2001) were used as references to
build the list of attributes used in Question 6. These attributes were further researched through the in-depth
interviews that showed good climate and weather (32.9%) as being the most important factor when selecting

a destination for holiday purposes. Attributes such as culture (22.4%), value for money (25.9%), scenery
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(17.6%) and many things to see and do (15.3%) were also of importance to international tourists when

selecting a destination. Hence these attributes were included in the questionnaire.

Question 7 was included to specifically identify why Cape Town was chosen as a holiday destination. The
question was designed in an open-ended question format. Question 8 was designed to reinforce findings
from the in-depth interviews that family and friends were the most influential source of information about
the destination. Vaughan and Edwards (1999) and Murphy (1999) used a similar approach to identify to
identify the most influential sources of information when international travellers are considering a number
of destinations for holiday purposes. In-depth interview findings showed that 61% of respondents heard
about Cape Town from word-of-mouth. Of respondents, 44.7% and 17.6% mentioned that friends and

family recommended Cape Town respectively.

Fchtner and Ritchie (1993) concluded that destination image is captured through functional and
psychological characteristics. Most destination image studies have used a list of attributes to measure image
(Pearce, 1982; Um and Crompton, 1992; Echtner and Ritchie, 1993; Walmsley and Young, 1998; Baloglu
and McCleary, 1999; Murphy, 1999; Andreu et al, 2000; Heung et al., 2001), this study is no different.
Consequently, the brand image of Cape Town was measured through the use of a list of attributes. The

attributes themselves were derived from the literature review and in-depth interview findings.

The above-mentioned authors were used as references to build the list of attributes to be used in Question
9 and Question 10. These attributes were further refined using in-depth interview findings. Keller (1998) is
of the opinion that brand image when elicited through a list of attributes leads to a2 more holistic picture of
the brand. However, such a list does not indicate the strength of association of these attributes to the brand.
Consequently, Question 11 was designed to measure the strength of association of the attributes used in

question ten with brand Cape Town.

Differentiation of brands lies at the heart of marketing (Winkler, 1999). Brand Cape Town should be
differentiated from other local and international brands for it to be successful. Such differentiation should
be based on attributes that are meaningful to consumers and highlights the uniqueness of a2 destination
(Bordas, 1994). In-depth interview findings showed that friendly people (30.6%), natural beauty (29.4%),
and culture (24.7%) were among the factors that make a destination special to visitors. With specific

reference to Cape Town, visitors thought that scenic beauty (23.5%), Table Mountain (22.4%), friendly
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people (16.5%), combo of sea and mountain (16.5%) were unique to the destination. Consequently, these
attributes were factored in Question 12 to identify attributes that differentiated Cape Town from other
international destinations. Question 19 was aimed at dentifying attributes that differentiated Cape Town

from other local brands such as Durban, Pretoria, and Johannesburg,

Section three of the questionnaire also aimed at quantifying visitors’ expectations and perceptions of Cape
Town. This was done through the use a battery of nineteen statements (Question 13). These statements
were derived from the in-depth interviews and would help to prove or disprove hypotheses twelve to
fifteen, sixteen to eighteen and twenty-four. The fourth section was designed to measure international
tourists overall attitude toward brand Cape Town based on hypotheses thirty-two to thirty-four. Overall
attitude of consumers towards a brand is the foundation for the actions and behaviours that consumers take
with the brand (Keller, 1998). A favourable attitude contributes to positive word-of-mouth, brand loyalty

and is a significant source of positive recommendation about a brand (Klenosky et al., 1998).

Consequently Question 14, Question 15, Question 16 and Question 17 sought to capture visitors’ overall
attitude towards brand Cape Town. These questions were intended to prove or disprove hypotheses thirty-
two to thirty-four. The fifth section measured how the city rates vis-a-vis other South African cities based

on hypothesis thirty-one while the final section measured respondents’ demographic characteristics.

4.2 SAMPLE DESIGN

The respondents for this survey were chosen based on a probability sampling procedure to obtain results
that were validated and reliable. The questionnaire was pilot tested to identify errors, omissions and
ambiguities relating to the various questions and projective techniques used. The survey instrument was
pilot tested among 20 international tourists at Camps Bay beach on a random basis. No major problems
occurred except for some international tourists who complained that the questionnaire was too lengthy. No
changes were brought to the survey instrument as the author felt that for all objectives to be met and all
hypotheses to be proved or disproved all questions in the survey instrument were relevant. The sample

design is now considered in more depth.
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4.2.1 SAMPLE POPULATION

The sample population was defined as all international tounists visiting the eight major attractions of Cape
Town during the months of October, November, December 2001 and January 2002. These attractions were
visited by the following number of international tourists - V&A Waterfront (83.3%), Table Mountain
(52.6%s), Cape Point (60.2%), Kirstenbosch Gardens (31.5%), Robben Island (20.7%), Hout Bay Harbour
(25.1%), Wine Route (42.6%) and Two Oceans Aquarium (23.5%) (CMT wisitor research, 2001). The

sampling frame was defined as the attractions and they were also the chosen sampling points for this survey.

However, due to the following limitations, some of the attractions were not sampled. Table Mountain was
left out due to their lack of co-operation in allowing fieldworkers to carry out the survey on their premises.
Due to time and budget constraints, the wine route was left out but replaced by Cape Town International
Airport departure lounge as a sampling point because it was thought to be an ideal location to get tourists’
perceptions of the brand once they have ‘wasumed’ their holiday. Hout Bay proved to be very limiting in
terms of the number of tourists visiting the place daily. Consequently, international tourists were interviewed
at the following beaches: Hout Bay, Camps Bay, Blaauwberg and Clifton. George (2003) used a similar
methodology to measure tourists’ fear of crime while on holiday in Cape Town. The locations chosen for
his study as sampling points are more or less similar to the ones chosen for this study. These ldcaﬁons as
suggested by George (2003) provide a reasonable representation of the target population bearing in mind

the constraints of randomly surveying dynamic and mobile tourists as respondents.

As mentioned before probability sampling was chosen as the sampling procedure but within probability
sampling, a systematic sampling procedure was used. This is not to say that a probability sample is more
representative than a non-probability sample but rather a probability sample allows for the explicit
measurement of the sampling error likely to occur. A systematic sample offers one of the easiest ways of
sampling the population of interest as it involves selecting every n® sampling element after a random start. A
systematic sample can often be made more representative than a simple random sample (Churchill, 1995:
614). In this case every 2™ person that was an international tourist was interviewed. Chen and Hsu (2000)
used systematic sampling in their study on perceived images of overseas destination by Korean tourists.

They systematically sampled every 10® individual that passed the surveyors in the airport main buildings.
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Given that a probability sampling procedure was chosen, it was essential to ensure that respondents were
systematically surveyed. The fact that no list of tourists visiting each sampling point was available to do a
proper systematic sampling, the method used by Vaughan and Edwards (1999: 360) was applied. They
suggested that sample selection should be based on interviewers drawing an imaginary line through which
people will walk, setting a start time for the first interview and that time stopping ever second person that
crossed that line. This method was particularly useful to exercise control at Hout Bay, Camps Bay,

Blaauwberg and Clifton beaches.

The screening question “Are you an international tourist?” helped to identify the target population.
Sampling points used at the V&A Waterfront included the Two Oceans Aquarium entrance, the Robben
Island Ferry entrance, and the VAT office. It was easy to control that every second person that was an
international tourist was interviewed because the screening question was asked to every person going
through the entrances of the above-mentioned attractions. The same procedure was applied at Cape Point
and Kirstenbosch Gardens. The target population was interviewed after they had visited those attractions.
Cape Town International Airport departure lounge proved to be the most efficient setting and sampling
source. All international tourists sitting in the lounge had completed their holiday and the physical setting of
the lounge provided a very good sampling list. The interviewers systematically sampled every second

international tourist.

To ensure that responses obtained were not biased towards any particular gender, a quota of 50% female
was imposed. There was no quota in terms of age and country of origin of respondents. This helped
fieldworkers to complete their task within the given time frame. Furthermore, in an attempt to get a
representative cross-section of visitors, the surveys were completed at different times and days during the

period November 2001 to January 2002.

The choice of a sample size is dependent on a number of issues that has to be weighed one against the other
to determine the optimal sample size given budget and time considerations. Methods of determining sample
size also rest on considerations such as type of sample and homogeneity of population. George (2003) used
a sample size of 438 to investigate tourists’ perceptions of safety and crime in Cape Town while Vaughan
and Edwards (1999) used a similar sample size to measure perceptions of Algarve and Cyprus as tourist
destinations. However, Baloglu (1997: 224) and Murphy (1999: 29) rightly suggest that more surveys have to
be distributed to get a representative sample. They distributed 1212 and 1080 surveys respectively to get a
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response rate of approximately 700 fully useable questionnaires. Thus there is a divergence of opinions on

how to determine sample size in a situation where the target population is dynamic and mobile.

International tourists are very difficult to sample as they constantly move around and are pressed for time as
Cape Town offers a lot of attractions. Cape Metropolitan Tourism uses a sample size of approximately 250
for their annual international tourists’ survey. Over the years they found that such a sample size generates a
margin of error of approximately 6% (CMT visitor research, 2001). Consequently a sample size of 500, twice
that of Cape Metropolitan Tourism, was chosen for this particular survey. Yet following Baloglu (1997) and
Murphy’s (1999) suggestion that more surveys needs to be completed to end up with 500 useable
questionnaires and given the likelihood of high refusals from international tourists to participate, the sample

size was increased to 650.

At this point the choice of a data collection method was critical. The choice is dependent on a number of
factors such as type of population, question form, question content, response rate, costs, available facilities,
and duration of data collection. Data collection spanned over seven weeks and three fieldworkers were
employed. Face-to-face (personal) interviews were considered to be the most appropriate method of data
collection as it gives the respondent an opportunity to clarify questions and concepts. A response rate of
90% (585/650) can be computed given that 585 international tourista completed the survey properly. The
break down in terms of the number of questionnaires that were filled in at each attraction is as follows:

e (Cape Point — 28.1%

® Beaches (Camps Bay, Hout Bay, Blaauwberg and Clifton) — 25.2%

o V&A Waterfront (T'wo Oceans Aquarium, Robben Island, VAT Office) — 20.3%

e Cape Town International Airport — 17.3%

o Kirstenbosch —9.1%

4.2.1.1 SURVEY ERRORS

Given that the questionnaire was pre-tested, survey errors were minimised. The only problems encountered
were communication difficulties between respondent and interviewer, unwillingness to complete the
questionnaire, lack of understanding of how to rank attributes and bad weather conditions that affected data

collection at Kirstenbosch.
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4.3 DATA PREPARATION

The raw data obtained from the questionnaires went through preliminary preparation before it can be
analysed using Statistica. The quality of results obtained from performing statistical analyses 1s dependent on
how well the data was prepared and converted into a suitable format for analysis. The field edit was
undertaken to identify omissions, ambiguities and errors in the responses. The field edit was followed by a
‘central office’ edit, which involves identifying inconsistencies and further scrutiny of the questionnaires to

ensure that the data is ‘clean’ enough to proceed to data coding,

4.4 DATA CODING AND CAPTURING

All open-ended questions were coded while close-ended questionnaires were already pre-coded on the
questionniaire. The monthly income of international tourists was converted from their home currency to

dollars. The raw data was captured in Statistica and checked for data entry errors.

4.5 DATA TABULATION AND ANALYSIS METHODS USED

The first step before using any multi-variate technique involves analysing each question or measure by itself.
This was done by tabulation of the data. Tabulation involves counting the number of cases falling into the
various categories (frequency counts and distributions), and generating descriptive statistics namely means
or percentages to locate outliers or mistakes in data capturing, Also, it involved representing the data in a

visual format through the use of bar charts, histograms and pie charts.

Cross tabulations were used to identify relationships between pairs of variables. The Pearson Chi-square
value showed whether there was a significant relationship between two categorical variables at a 5% level of
significance. The null hypothesis of no association between two variables was rejected if the p-level was less

than 0.05.

Factor analysis examines the associations among a large set of original measures and aims at reducing them
to a smaller subset of explanatory factors for easier interpretations. It is used to identfy underlying
constructs or dimensions within a large set of observable measures. This technique was used to identify

potential image dimensions that were discernible to international tourists.
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Cluster analysis like discriminant analysis is a classification technique. However unlike discriminant analysis
where the group classifications are known in advance, cluster analysis assumes unknown group
memberships of objects and proceeds to separate the objects into distinct groupings, each with its own
identity. This method allowed international visitors to be classified in different groups according to their

image expectations and perceptions.

Analysis of variance (ANOVA) for example, was used to test equality of means across image attributes
between first time and repeat visitors. On the other hand, correspondence analysis is a perceptual
mapping technique. It looks for associations between objects and the attributes, which describe the objects.
Perceptual map showing associations between cities of South Africa and attributes such as level of service,
safety, and quality of accommodation was useful to understand how Cape Town is positioned vis-a-vis its

domestic competitors.
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This chapter reports the findings of the empincal research conducted among international visitors. A total

of 585 questioanaires were used for data analysis. The results are displayed according to the specific
hypotheses developed carlier. The discussion of the findings will begin with profiling of respondents in
terms of gender, age, country of origin and income. Then the travelling characteristics of international

visitors are displayed. Thereafter all hypotheses are proved or disproved.

5.1 DEMOGRAPHIC PROFILE OF SAMPLE

The profile of the sample in terms of gender shows that the survey polled almost equal number of males
(49%) and females (51%). This was possible because of the quota imposed within the systematic sampling
method used to collect the data. The age disinbution (Figure 31) shows that 21.5% of respondents were
between the ages of 30 to 35 years old while 1.5% of the sample refused to diselose their age. The average
age of respondents for this survey was 40 years old, which indicates that the destination attracts a slightly
older target market. Tn contrast, the qualitative research polled younger respondents with an average age of
27 years old. However, it must be realised that usually elder travellers are the ones with the disposable
income and time to spend on fravel and leisure activities. The anoual Cape Metropobtan Toungm
internatinnal visitor research for 2001 showed that 61.4% of international tourists surveyed were between
the ages of 26 to 50 years old. Most respondents (71.7%) for this survey are between the ages of 24 10 53

years old.

Age Digtribution of Respondents

%a

<18 18-23 2439 3035 S6-41 4247 4853 5459
Age

Figuse 31 Age Distnibution of Respondents
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As with the gualitative rescarch that showed 51.8% of respondents were from the UK, this survey also
polled a significant number of UK respondents (44.3%). This can be attnbuted to the intensive marketing
campaign by SA Tounsm that was carried out recently in this particular tarpet market. The campagn scems
to have been successful in attracting more UK tourists to Cape Town given that the CMT international
visitor research for 2001 showed that only 28.3% of visitors were from UK compared to 44.3% for this
survey. A significant decrease in the number of Amenican respondents that visited the destination can be
noted. The qualitative research polled 16.5% of Amencans in contrast to 5.5% for this survey. This ¢an be
attributed largely to the September 11 terronist attacks on the US that has significantly affected the number
artivals from that destination. Findings from CMT nternanonal visitor research for 2001 showed that
24.3% of viitors surveyed were from Germany, Netherlands (6%0) and 10.8% fram other countrics. This
study supports these findings pven that wisitors surveyed were from Germany (20.2%) and Netherlands
(9.4%) as shown in Figure 32. It can be said that most mternational visitors to Cape Town are from

European countries but the diversity of visitors from ather countries (12%) cannot be ignored.
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Tigure 32: Country of Ongin of Respondents
Finally respondents were asked about their monthly income in US §. Respondents in general had a monthly

mncome of approximately between $3500-6499 as shown in Pigure 33. These fipures must be interpreted as

estimates only as they are subject to under and over cstimanon, Also 40% of the sample refused m disclose
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their income and this makes it difficult to interprer anything meaningtul from such estimates. This confirms
Baloglu and McCleary (1999) view that surveying tourists is very difficult particularly when pessonal

questions such as income have to be answered by the respondents.

Monthly Income in US $
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Figure 33: Monthly Income of Respondents

5.2 TRAVELLING CHARACTERISTICS OF THE SAMPLE

Regarding the teavelling characteristics of respondents, 77.1% stared holiday as their main purpose of
visiting Cape Town while 8.5% were wnisiting friends and relatives and 7.5% were on a business trip (Figure
34). This 1s not surprising given thar the survey was conducted primanily at leisure attractions. 1lowever,
comparison o the qualitative research findings, which showed that nearly 95% of respondents were either
on holidays or VFR, there are fewer respondents visiting family and friends (8.5%;) for this survey. This can
be attributed 10 seasonabity. The summer season attracts more wourists that visic for a much wider variety of

reasons than the winger season.
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Figure 34: Main Purpose of Visit

The average lenprh of stay in Cape Town was 109 days compared fo 169 days for South Africa. A
sipmificant number of respondents (38.3%) stayed m Cape Town between 6 and 10 days as shown in Table

.

NO. OF DAYS] COUNT | %
15 DAYS 105 18.2
6 10 DAYS 221 383
1-15 DAYS 133 234
16-20 DAYS 12 2.1
21-25 DAYS 15 78
26-3013AYS 13 2.3
>30 DAYS 46 8.}
Wot Ansaored 8 1.4
TOTAL 385 164

Table 4: Number of Days Respondents Srayed in Cape Town

Sinmlarly, a sigmificant number of international wisicors (27.8%) stayed in South Atnica between 11 and 15
days as shown i Table 5./ The CMT international visitor research tor 2601 showed that the average length
of stay in Cape Town was 9.1 days compared to 17 days in South Atrica, This survey shows a slight ncrease

in the number of days that mternational wswors spend in Cape Town.
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NO. OF DAYS| COUNT %

1-5 DAYS i3 2.2
6-10 DAYS 101 174
11-15 DAYS 161 27.8
16-20 DAYS 63 10.9
21-25 DAYS 115 19.8
26-30 DAYS 49 8.4
>30 DAYS 78 13.4
Not Answered 5 0.9
TOTAL 585 100

Table 5: Number of Days Respondents Stayed in South Africa

It is interesting to note that 65.5% of respondents were on their first visit to Cape Town. Of the 34.5%
that were repeat visitors, 45.5% were on their second visit, 20.5% on their third visit, 7.2% on their
fourth visit, 8.8% on their fifth visit while the rest had visited Cape Town more than five times before. In
contrast, the CMT international visitor research for 2001 reported a slightly higher number (71.7%) of first
time visitors to Cape Town. This study tends to confirm that the destination offers a product that is
conducive to repeat visits as shown by a lower percentage of first time visitors. International visitors to Cape

Town usually travel with family and friends mostly.

As can be seen in Table 6, 32.8% of respondents usually travel with friends while 28% travel with their
family. Only 5.8% of respondents travel as part of an organised tour. This seems to suggest that most
respondents do not rely on tour operators to plan their holidays and thus other sources of information are
critical in creating the right expectations. On the other hand, the qualitative research findings showed that
40% of respondents travel with friends when on holidays and 28.2% travel alone. It must noted that age of
respondents determine to a large extent who they travel with. The younger sample for the qualitative

research compared to this survey accounts for the significantly different figures for travelling patterns.
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TRAVEL % OF % OF
RESPONDENTS | RESPONSES
Family 28.0 20.7
Friends 32.8 24.2
Wife 8.4 6.2
‘Husband 11.5 - 85
Organised Tour 5.8 4.3
Girlfriend 4.3 3.2
Boyfriend 6.3 4.7
Parmer | 149 | 110
Alone 20.2 14.9
Business 2.4 1.8
Other 0.9 0.6
Valid N 585 792

Table 6: Respondents Travel Characteristics

5.3 FACTORS THAT INFLUENCE DESTINATION CHOICE

In order to prove or disprove the main hypothesis, all secondary hypotheses have to be proved or disproved

first. This section will begin with relevant analyses to prove or disprove the secondary hypotheses.

Secondary Hypotheses:

H;: Good climate/weather is not considered to be an important factor influencing destination choice.
H,:  Value for money i1s not an important consideration influencing destination choice.

H,:  Scenic beauty is not an important consideration influencing destination choice.

H,: Personal safety is not considered to be an important factor influencing destination choice.

H;:  Culture is not an important factor influencing destination choice.

The qualitative research showed that climate/weather (32.9%) and value for money (25.9%) were the most
important factors to international visitors when choosing a destination. The quantitative study confirms that
good climate is critical since 46% of respondents rated it as being very important. Similarly, value for money
is an important (51.2%) constderation when choosing a destination. However, the most important factor

when choosing a destination 18 beautiful scenery and natural attractions with 2 mean of 1.65. Personal safety
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is another very important factor as mentioned by 46.3% of respondents. Culture is also of importance since
52.1% of international visitors rated this factor as important while 24.7% rated it as very important. In
unspoiled environment’ are considered very important in influencing destination choice with a2 mean value

of 1.91 and 1.86 respectively. Thus all the stated null hypotheses above are rejected.

Similar studies on destination image showed that scenery and climate were the most important attributes
defining the attractiveness of a destination while culture was among attributes with the least importance (Hu
and Richie, 1993: 29). Andreu, Bigne and Cooper (2000: 58) found that the choice of a holiday destination
was significantly influenced by the following factors that were rated as very important (value for money —
61%, natural beauty — 59.2%, safety — 38.1% and culture — 27.7%). In the same light, Vaughan and Edwards
(1999: 363) found that weather was a very important factor in the choice of Algarve and Cyprus as holiday
destinations. Therefore, this study confirms that weather, value for money, scenic beauty and safety are

important factors that influence the choice of a holiday destination.

All other factors in Table 7 are considered as being important when choosing a destination with the
exception of ‘English speaking country — mean value of 3.31” and ‘Good nightlife and entertainment — mean
value of 3.05 that were rated as being neutral. However, it must be realised that the sample consists of more
older respondents than younger ones on average. The results might have been otherwise for factor ‘Good

nightlife and entertainment’ had the sample on average been younger.
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| Never been to 20.32 | 39.58 | 19.61 15.41 5.08 245 | 571
destination before
Value for money 23.43 | 51,22 | 18.53 6.12 0.70 209 t 572
Destination image | 1541 | 43.96 | 21.02 | 14.89 4.73 249 | 571

Beautiful scenery and} 43.88 | 47.55 | 7.52 1.05 0.00 1.65 | 572
|_natural attractions |

“Good climate | 45.98 | 38.99 | 1049 | 4.02 | 052 | 1.74 | 572

Interesting cultural | 24.65 | 52.10 | 18.53 | 4.20 0.52 204 | 572
and historical

attractions

Suitable 23.60 | 48.25 | 20.98 5.94 1.22 213 1 572
accommodations

Plenty of 19.93 | 45.80 | 26.22 | 7.34 0.70 2.23 | 572

mformation available
on the destination

"~ Great beaches and | 18.91 | 34.50 | 25.74 | 17.86 | 2.98 | 2.51 | 571
water sports

Quality transport and| 13.81 | 44.76 | 29.20 | 11.54 0.70 241 | 572
infrastructure

Personal Safety 46.33 | 43.01 | 8.39 1.75 0.52 | 1.67 | 572
English speaking 490 | 18.88 2937 3601 | 10.84 | 331 | 572

country
Good nightlife and | 7.87 | 22.03 | 35.14 | 27.10 7.87 | 3.05 | 572
entertainment
Interesting and 23.60 | 64.16 | 9.97 1.92 035 | 1.91 | 572
friendly people

Good service 18.18 | 57.69 | 20.63 | 3.32 | 0.17 | 2.09 | 572
Plenty of activities to} 13.81 | 52.97 | 2448 | 7.87 0.87 | 229 | 572

do
Appealing local 21.50 | 47.55}2185| 8.04 1.05 | 219 | 572
. Cuisine o b .
Good shopping 16.78 | 26.05 27271 2185 | 8.04 { 2.78 | 572
facilities

Easily accessible 927 14248127101 1696 | 420 | 2.64 | 572

Unpolluted and 30.18 | 55,61} 11931 193 035 | 1.86 | 570
unspoiled
environment

Table 7: Importance Ratings of Factors Influencing Destination Choice
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H,:  Destination image is the single most important factor influencing destination choice.

Based on the findings in Table 7, destination image is considered important when choosing a destination, as
its mean importance rating value is 2.49. The qualitative research indeed showed that this factor influenced
destination choice given that 56.5% of respondents mentioned that it was either important or very
important. Destination image was particularly important to respondents from UK, Germany and
Netherlands when choosing a destination (p= 0.0045). In fact 44.1% of British, 40.4% of Germans and 50%
of respondents from Netherlands rated this factor as being important. It is interesting to note that there was
no significant relationship between mean importance rating of destination image and age of respondents.
The qualitative research seemed to suggest a relationship between these two variables where younger
respondents attached less importance to this factor because they wanted to experience the destination for
themselves as opposed to relying on its image to form an opinion of it. Nevertheless such a relationship
cannot be ignored because the sample for the quantitative survey is much older on average than the one for

the qualitative research.

Consequently, the null hypothesis that destination image is the single most ixnportant factor influencing
destination choice is rejected at the 5% level of significance. It must be realised that it is difficult for
respondents to think of destination image in a holistic way. Most probably their interpretation of destination
image is limited to visual images, which leads to the above conclusion. Nevertheless destination image is a
critical component in destination selection (Baloglu, 1997; Hu and Rutchie, 1993). Scenic beauty and natural
attractions are the most important factors given their lowest mean importance score of 1.65. This s in line
with other research (Baloglu and McCleary, 1999; Murphy, 1999, Chen and Hsu, 2000) on destination image

that also showed scenic beauty as being among the most important factors influencing destination choice.
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Secondary Hypotheses

H,: There are no significant differences in mean importance rating of factors influencing destination
choice based on international tourists’ demographic characteristics.
Hg:  There are mo significant differences in mean importance rating of factors influencing destination

choice based on international tourists’ travelling characteristics.

No significant relationship could be established between either age or gender of respondents, and the mean
importance rating for good climate and weather. This is because most respondents considered this factor to
be either important or very important in choosing a destination. Similarly there were no significant
differences in mean importance rating of good climate and weather based on tourists travelling
characteristics. However, the age of respondents influenced how value for money was rated. Analysis of
variance revealed that the mean importance rating of value for money was significantly different
(p=0.01029) to those of other attributes. Yet, post-hoc comparison of means using Scheffes method of
multiple comparisons revealed no significant differences. Nevertheless, analysis of variance revealed that
there was a significant difference (p= 0.001394) in mean rating of this variable with respect to first time visit
or not at a 5% level of significance. Scheffes post hoc comparison revealed that first-time visitors attached
more importance to value for money than repeat visitors. Of course respondents who were on holidays in
Cape Town attached more importance to value for money as opposed to those visitors that were on a
business trip or visiting family and friends (p =0.044). This is largely due to the sample having
predominantly respondents that were on holidays in Cape Town. Also, it is interesting to note that 52.2% of
respondents who rated value for money as being very important were from UK while 34.3% of those that
rated the factor as being not important were from Germany. This tends to suggest that despite the pound

being strong on financial markets, British visitors are still concerned about value for money.

No significant differences in mean importance rating of scenic beauty with respect to either demographic or
travelling characteristics could be established at a 5% level of significance. However, analysis of variance on
personal safety revealed the existence of a significant difference (p=0.007856) in mean importance rating
with respect to gender. Scheffes method revealed that females attached more importance to personal safety
than males when choosing a destination. This is not surprising, as there is empirical evidence (George, 2003)
that women possess higher levels of fear when travelling in Cape Town. Age and travelling characteristics

had no impact on how personal safety was rated. The only significant difference (p=0.019648) in mean
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rating of interesting cultural attractions was attributed to first time visit or not. First-time visitors attached

morte importance to a destination having interesting cultural and historical attractions as opposed to repeat

visitors. Further analysis of significant differences in mean importance rating of destination choice attributes

with respect to demographic and travelling characteristics revealed the following;

Demographic Destination Choice Significant Explanation of difference in mean
[travelling Attributes Differences importance rating

characteristics)| , - ; _ i

Gender Good nightlife and 0.013262 |Males attached more importance to good

entertainment nightlife and entertainment than females.

Gender Good shopping facilities 0.00153 {Females attached more importance to good
shopping facilities than males

Age Information availability on the| 0.016705 |Older respondents attached more importance to

' destination availability of information than youngsters.
Age Great beaches and water 0.002659 [Young respondents attached more importance
sports to a destination offering great beaches and
watersports as opposed to older respondents.

Age Good nightlife 0.000019 |Young respondents attached more importance

7 7 to a destination having good nightlife and
entertainment as opposed to older respondents.

Age Good service 0.014293  |Older respondents attached more importance to
good service than younger respondents.

Age Plenty of activities to do 0.030953 |Young respondents attached more importance

" to a destination offering plenty of activities to
do as opposed to older respondents.

Country of Accommodation 0.04966 |British tourists attached more importance to

origin suitable accommodations in their choice of a
destination than German tourists.

First-time visit |Information availability on the| 0.026705 |First-time visitors attached more importance to

destination availability of information on a destination than
repeat visitors.

First-time visit Friendly people 0.027358 [Repeat visitors attached more importance to a
destination having interesting and friendly
people than first-time visitors.

First-time visit Plenty of activities to do 0.014111 |First-uime visitors attached more importance to
a destination offering plenty of activities to do
than repeat visitors.

First-time visit Local cuisine 0.019486 |First-time visitors attached more importance to
a destination offering an appealing local cuisine
than repeat visitors.

First-time visit |Good shopping facilities 0.033852 |Repeat visitors attached more importance to a

destination offering good shopping facilities

than first-time visitors.

Table 8: Significant Differences in Mean Importance Rating of Attributes
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Based on the above analyses, it can be concluded that demographic characteristics do have some influence
on ratings of attributes based on importance in the destination choice process. The same applies to

travelling characteristics. Consequently both null hypotheses are rejected at a 5% level of significance.

Main Hypothesis: There is more than one factor that influences destination choice.

Except for attributes ‘English speaking country’ and ‘good nightlife and entertainment’ in Table 7 that were

rated as neutral on average, all other attributes were rated either as very important or important. Beautiful
scenery received the highest mean importance rating followed by personal safety, good climate, unpolluted
and unspoiled environment, and interesting and friendly people. All secondary hypotheses were rejected.
Demographic and travelling charactenistics of respondents do influence the mean importance rating of
factors that influence the choice of a destination. Age, gender, first-time visit or repeat visits, and country of
origin have a significant influence on the choice process to some extent. Consequently, the null hypothesis

of the existence of more than one factor that influences destination choice is accepted.

MOST INFLUENCED THE CHOICE OF CAPE TOWN

Secondary Hypotheses:

H,:  Word-of-mouth is mot the most influential source of information on Cape Town.

H,: There are no significant differences in international tourists’ perceptions of the most mfluential
sources of information based on demographic characteristics.

H,: There are no significant differences in international tourists’ perceptions of the most influential

sources of information based on travelling characteristics.

The qualitative research showed that 38.8% of respondents relied on word-of-mouth to plan their holiday.
Most respondents (61%) heard about Cape Town from family and friends while the same sources also

recommended the destination. Respondents from this survey were asked to rank their four most influential
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sources of information in terms of how strongly they influenced their decision to visit Cape Town. As can
be seen in Table 9, word-of-mouth was the most influential source of information about the destination
with 45% of respondents ranking it on average as first. There were two second most influential source of
information namely travel guidebooks and the Internet. The third most influential was travel guidebooks

followed by brochures/pampbhlets in the fourth place.

SOURCE
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Travel Agent 25.81 6.8 4.6 5.5 8.9
Tour Operator 8.38 1.2 4.6 0.9 1.7
Word-of-Mouth 74.70 45 14 9.6 6.2
Internet 55.21 14.2 23.2 9.4 8.4
Travel Guide Books 64.10 10.4 24.6 23.2 5.8
Brochures /Pamphlets 25.64 1.5 4.3 9.6 10.3
Advertising/Promotion 11.11 0.3 2.2 4.3 4.3
Previous Visit to Cape Town 28.38 12.3 74 6.3 24
Information Centres 13.50 1.4 1.2 5.5 55
Work 2.91 1.9 0.5 0.3 0.2
Other 5.13 1.9 1 1 1.2

Table 9: Most Influential Sources of Information

Thus the power of word-of-mouth should not be underestimated. Respondents tend to seek advice from
family and friends when they are unsure of what to expect from the destination. In fact, 14.7% of
respondents mentioned this factor as one that had a significant influence on their decision to choose Cape
Town as a holiday base. Murphy (1999) reached a similar conclusion in her study on Australia’s image as a
holiday destination. She found that 89.5% of the 305 respondents surveyed indicated that the most
important source of information was people who had travelled to the destination before. Travel guidebooks
was used by 70.6% of her respondents while 67% used their own previous visits as a source of information.
Therefore both positive and negative word-of-mouth disseminated by family and friends are likely to have
the most influence on destination choice. Particularly negative comments are more likely to stick in the

potential visitor’s mind than information received from any other sources.
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Respondents were further asked whether there is enough information available on the destination in their
home country. Of respondents, 51.9% agreed that there was sufficient information. Consequently, the null
hypothesis that word-of-mouth is not the most influential source of information is rejected. Gender has a
significant influence (p= 0.032611) on how international tourists ranked their most influential sources of
information on average. Scheffes post-hoc comparison of means revealed that males on average are most
influenced by word-of-mouth and Internet. Females are most influenced by travel guidebooks and
information centres. This leads to the rejection of the null hypothesis for hypothesis ten. Also, one travelling
characteristic namely whether the tourist was a first-time or repeat visitor had a significant influence (p=
0.000) on how they ranked soutces of information on average. Of course repeat visitors were mostly
influenced by their previous visit. Obviously travel agents, word-of-mouth, Internet and travel guidebooks
were most influential on average to first-time visitors than repeat visitors. Consequently the null hypothesis

for hypothesis eleven is rejected at a 5% level of significance.

Main Hypothesis: Word-of-mouth has the most influence on the choice of Cape Town as a destination.

It has already been proved that word-of-mouth is the most influential source of information influencing the
choice of Cape Town as a destination. The qualitative research showed that word-of-mouth comes mostly
from family and friends. Yet the final choice is usually influenced by a combination of factors such as word-
of-mouth, attractions, accesstbility, climate and so on. Respondents were asked to mention the four main
factors that influenced their choice of Cape Town as a destination. The first word mentioned is usually the
one that influenced visitors the most. In this case, visiting family and friends was the most common
response (19.3%) for factor one, weather/climate was the most common response for factor two (22.2%)
and three (15.5%), and scenery (15.3%) for factor four. Table 10 shows that 38.3% of respondents chose
Cape Town because it offers a consistently good climate /weather, which reinforces previous findings, that
climate/weather is an important factor when choosing a destination. Visiting family and friends (26.8%)
influences this choice to a large extent. Scenery (18.1%), value for money (18.3%) and word-of-mouth
(14.7%) do affect to some extent the choice of Cape Town as a destination. Other interesting factors

include past visits to the destination (8.9%), which mdicates to some extent the loyalty of respondents
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towards the destination. The fact that 14.2% of respondents chose Cape Town on the basis of it being a

‘new’ destination seem to suggest that once the novelty factor is gone, repeat visits might decrease.

FACTORS % OF % OF
RESPONSES | RESPONDENTS
(1275) (585)
Previous Visit 4.08 8.89
Beach 212 4.62
Attractions in Cape Town 4.71 10.26
Local Cuisine 1.57 3.42
VER 12.31 26.84
Weather/Climate 17.57 38.29
Interest/Like Cape Town 4.39 v 9.57
Work/Business Purposes 4.86 10.60
Holiday 5.10 11.11
Value for Money 8.39 18.29
New Destination 6.51 14.19
Its Locaton 0.71 1.54
Scenery 8.31 18.12
Easy Accessibility 1.49 3.25
'Variety of Activities 3.29 7.18
Culture/Friendliness 3.53 7.69
Gateway to Other Places 0.71 1.54
Word-of-mouth 6.75 14.70
History of Country 1.65 3.59
Part of 2 Tour Group 0.94 2.05
Safari/ Wildlife 0.71 1.54
Political Stability 0.24 0.51
Shopping 0.08 0.17
TOTAL 100

Table 10: Main Factors Influencing Choice of Cape Town as a Destination

Respondents that were mostly influenced by attractions, weather, nterest in Cape Town, holiday, word-of-
mouth and scenery were first-time visitors. Previous visits and value for money mostly influenced repeat
visitors. Of course all respondents that were influenced by Cape Town being a ‘new’ destination were first-
time visitors. Therefore word-of-mouth is not the factor with the most influence on destination choice
though it is the most influential source of information for potential visitors. Consequently the null
hypothesis above is rejected. Visiting family and friends, good climate, scenery as well as word-of-mouth

significantly influenced the choice of Cape Town as a holiday destination.
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5.5 INTERNATIONAL TOURISTS’ EXPECTATIONS

Secondary Hypotheses:

H,: International tourists do not expect a city that is developed.
H,: International tourists do not expect a city that offers a unique experience.
H,: International tourists do not expect to see crime.

H,: International tourists do not expect to see poverty.

A likert scale was used to measure what international visitors expect from Cape Town prior to their visit.
They were asked to rate statements that pertained to some of the qualitative research findings using an
agreement/disagreement scale. Ten out of nineteen statements provide information on visitors’ expectations
and are highlighted in grey in Table 11. Of respondents, 52.4% knew what to expect prior to their visit to
Cape Town. Their expectations are that the city is modern and developed as shown by the high level of
disagreement (64.3%) with the staternent ‘T expected Cape Town to be more wild and underdeveloped'.
They expect Cape Town to offer a unique experience in terms of variety of things to see and do as shown
by the high level of agreement (58%) with statement four in Table 11. Indeed tourists are warned about
crime before their visit to Cape Town (strongly agree — 27.5% and agree — 44.8%) that confirms similar
findings from the qualitative research. Furthermore, international visitors expect to see poverty as shown by
the high level of disagreement (41.6%) with statement eleven. They also expect their trip to be informative
and a unique cultural experience (agree — 57.1%). Of respondents, 28.4% were expecting a third world

country but found first world facilities and amenities.

Analysis of variance revealed a significant difference (p= 0.000514) in mean level of agreement with
statement one based on whether international tourists were visiting for their first-time or not. First-time
visitors disagreed more with that statement than repeat visitors. A significant difference (p= 0.000049) was
also found between statement ten and first-time visit or not. First-time visitors agreed more to the statement
than repeat visitors. Similarly first-time visitors agreed more to statement twelve than repeat visitors did (p=
0.043739). Factor analysis revealed the existence of only two factors. The first factor was made up of two
statements — I expected Cape Town to be wild and underdeveloped, and I was expecting a 3™ world country

but found 1% world facilities and amenities. Factor loading for each statement was 0.7625 and 0.7413
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Table 11: Respondents” Ranunun: of Expectation and Perception Statements
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Futrthermore, analysis of varnance showed a signuficant difference between gender and statement one.
Females on average rend o disagree more than males on that statement. This 1 perhaps because males rend
to use more different and mudniple sources of nformarion than females o form expecrations. Based on the
tindings above, hypothesis nwelve 15 rejected given that on average (3.5) respondents disagreed with
statement ton. flypothesis thirreen is also rejecred given thar on average (2.1) respondents aprecd with
statement tour. Sumilarly, on average respondents were either neatral or disagreed with the statement that
they did not expect to sce high poverty levels. Consequently hypothesis fiftecn is rejected. However,
hypothesis fourteen 1s accepted given that on average (2.2) respondents agreed that they were warned about

the crime situanon in Cape Town, They expecr to see crime.

Main Hypothesis: Internanonal tounses have the wrong expecranons.

A significant mumber (15.7%) of wsitors were unaware of what 0 expect given that they disagreed with
statcment one, loternaronal visitors do nor always have the right expectatons as shown by 17.2% of them
expecting the airy to be wild and underdeveloped, 44.1% heng surprised by fricndhiness of tocals, 42.5%
finding the city more beantiful than expected, 33.5%. finding the wrmosphere more laid-hack than expected.
Theretore future marketing campaigns shoutd arn at creating the right expectations espectally wirh repards
to destination attnibutes such as scenc beauty and friendliness of locals that are considered importans in the
choice of a desnnation, Cluster analysis was performed on all nineteen sratements 1o idenrify any particular
groupings of statements or respondents based on level of sgreement or disagreement. There were no

significant findings when statermenis were clusrered.

However, three distinet dusters emerged as shown m Figure 35 when respondents were clustered using the
Kemeans method. Cluster one contained 174 respondents while cluster two and three contaned 270 and
14} respondents respectively. Respondents from cluster one and two agrecd to statement one while
respondents from cluster three were more Deural than agresing. Respondents from cluster one and mvo
agreed to sratement eight compared to respondents from cluster three thar were either neutral or disagreed
to the statement. Respondents from cluster two and three were nentral to statement nine while respondents

from cluster one agreed to strongly agreed. Statement ffteen provides some indication on how expectations
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differ among respondents and are not in line with reality. Cluster one agreed thar they were expecting a third
world country but found Brst world facilities and amenities. Respondents from cluster two and three were
erther neutral or disagreed. Simitarly respondents from cluster one and three agreed to statement seventeen

while respondents from cluster two were neutral.

Blot of Means for Each Cluster

= e Cluster
Mo 1
@ Cluster
Mo, 2
s Cluster
Mo, 3
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VARTHING A AINFOR LINICLILEX CTNTRRCP

YVariables

Tigure 35: Plot of Means for each Cluster
Based on the above findings, respondents from cluster rheee have slightly more wrong expectations than

those from cluster one and two. Consequently, the null hypothesis is accepted and 1t can be concluded rthar

international visitors to Cape Town do not always have the right expectations.
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Secondary Hypotheses:
H,.: Intrernatonal tounsts do not perecive the ciry fo be fnendly.
H,: International tourists do not perceive the city to be beaunirul.

H,:  Infernanenal tourlsts percerve the aty to offer very littdle of an “Aftcan’ expenience,

Based on the findings in Table 11, 16.4% of respondents disagreed wirh the statemnent that they were
surpriscd hy the fiendbiness of locals. ‘This means thar they expecred rthe city ro be froendly, Sirulardy, 12.4%
of respondents werc not surpriscd that the city 15 beannful. Respondents were further asked o rate Cape
‘Fown on a st of atmbures thar reflecred some of the Factors that usually intluence destnuton choice, This
helped to establish whether Cape Town 1s favourably rated on fnendliness and sceme heauty, As can be seen
from Figure 36, Cape "Town is rated good on frendhiness and execllent on scencry and natural attractions.
These two attnbutes on average had a mean rating of 4.31 and 469 respecuvely (Table 12), Consequently,
hypotheses sigteen and seventeen are rejecred. Intemnarionul toudss percoive the city 1o be friendly and
beauriful. Yer 46% of respondents agreed that Cape Town ofters very hitle of un Afnican expenence.
Findings from the Cape Metropoliran Tounsm infernational tourist research 2001, showed thar only 54.1%
of respondents surveyed agreed thar Afacan culmire i1s represented m Cape Town. Therefore. rhe destinanon
is pethups losing out on visitors that arelooking for an authenric African expericnce. Analysis of variance on
this particulur statement revealed a sigmbcant ditference (p= 0.000437) with respect to first-time visit or
not. Hirst-titne visttors agreed miore o this starement than repear vistroes. Js a resulr, hypothests eiphicen is

accepted at a 3% level of significance.

210



Dimension 2; Eigenvalue: 05350 (14.88% of Inertia)

1 i i B i W [ [
L N LT R L L ST
'

University of Cipe Town/ Cape Mecrapnlican Tourisin

2D Plot of Row and Colamn (cordmates; Dwnension: 1 < 2

Input Table (Rows x Celumns): 5x 19
Standardization: Row and column profiles

. Arch .
T o e | S"F@& llh-i:.l'lt:rlm

- InforifEy,
Aunbic : s
0 MW g Rt
. o

Abrant
L ]

3 ”m infrastr

) | Safetym

Poor &

Unaceep

3 =iy

=i
-

A=

-

=
=
()

Dimension 1; Eigenvalue: 26801 (74 54% of lnertia)

Raw Coords
# ColCoords

Figure 36 Percepiual Map of Attributes of Cape Town and their Ratings

Secondary Hypotheses

H,;:
IL,:
H,:
H,.:
Hu:
H,,:
Hy:

Cape Town does not rate favourably on satery.

Cape Lown does not rate Favourably on value for maney.
Cape Town does not rate favourably on destinanon image.
Cape Town docs not rate favourably on attractions,

Cape Town does not rate favourably on accessibihty.

Cape Town docs not rate favourably on nfrastmucture.

Cape Town does not rare favourably on ambience.

211



f e fiy i ¥ fal’ Jrrad |'___.~j'_'-‘-' e aI_'r-,fe-r'.l- 1 Flanisti)

e T B T e T e e R LT
As a rule of thumb, no relagonship can be established between arenibutes and ratings faliing between +0.2
and 1.2 in Fignre 36. Since dimension one explains most of the vanances m the dara ser (74.5%), the
tollowing analysis tocuses onapterpretations trom dimension anc anly. [t can be scen rhat scenery, value (or
money, and weather/climate have been rated as excellent while entertamment/mghilife, safery dunng the
day, archirecrurce /buildings, tmage of destinaion, and infrastructure bave left respondents fecling neutral.

Sufcty at might was rared nearral on average but a significant number of respondents rated it as poor. To

confirm these findings, the mean walue tor cach of the above atmibutes was computed. The results are

displayed in ‘Fable 12,
ATTRIBUTES o) -

: T

= = 3 &~ Z Z

o OB B
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Z Z %
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Wahae for Motwr 017 32 3.95 3340 | 3997 4.54 582 |
Sceneny / Natueal S lreactions 017 (.17 1.8 2646 | 7131 | 469 | 582
Woeather /Clmtate 0,17 [.20 4.64 3604 37.90 4.5i} a82
Accommodanon/ Restaacants L7 (oo 252 31.90 41.72 434 580
Mechitecture /Building 017 328 3331 44.66 | 1230 306 MU
Infrastructure/ Trunsport 297 L. 58 36.82 3545 B.20 324 373
Friendliness /Receptiveness of Locals | (134 (rGY 843 43.19 | 4234 | 431 ELY
Tnteranmonr, Migddife AR | 304 48.93 36,61 HETL 3.5 260
Safoty Lay i1.35 5487 1813 63.90 11.71 3.81 T
History /Cultiral Attractions 017 243 244k 50,96 17.34 383 )
Shopping Facilitics 07 121 [3.62 47.76 3724 4,21 S8R0
Taformmation Asadlalalery Lo t.50 1021 h4.33 3301 421 378
safoty Maghr 4,93 2280 42.61 2058 280 3.00 S6h
Servige Snndacd 017 230 0,74 G200 | 2850 4,14 574
Accessdalitr nv a.74 1088 3751 | 2470 4.00 374
I 1 Home Counrey 7 095 102 51458 1937 380 573
Local Cutsine [ v00 | _t7 | 1419 | 4567 | 3”4t | 421 | 578
Ambienre 10T .00 535 | 5423 | 4024 [ 434 | 5
Tonpeist Arpeactions S Beaches .33 052 (.93 42,81 | 49.39 440 877

Table 12: Ratings of Cape Town's Atttibutes
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Farher findmps showed thar visitors™ sufety mfluence to a large extent ther chowe of a destination.
Respondent: rmated Cape Town neutral to good on average (3.81) for safety during the day while sakety ar
night was rured from neutral to poor on average (3000}, Consequendy, hyporthesis ninereen is accepred.
Value for money was rated on average (4.34) good to excellent, wlich leads ro the rejection ot hypothesis
twenty. The inmge of Cape Town in respondents’ home country was rated as neutral to good on average
(3.8, Consequently hypothesis rwenty-one can neither be accepted nor rejecred. Attractions on the other
hand, were rared on average pood to excellent (4.6%). This attbute along with scenery had the lighest mean
rating vilue. Theretore hypothesis rwenty-two s rejected. This findimg confirms gualieative research finding
that the appeal of Cape "Town is primaridy based on ifs scenuc beauty and atiracrions. While the gualitative
rescarch showed rthat accessibiluy was problemanc durimg peak-season, respondents for this survey raged
accessihility on averape (4.00) © be good. Thus, hypothesis twenty-three 18 rejected. infrastucture and
transport were rated oo average (3.29) neutral ro poor, which leads to the ucceptance ot hypothesis rwenty-
tour. However, ambicace was rated on average (4.34) good to excellent, which leads to the wjecnon of

hypothesiz rwenty-tve.

An overall picture of Cape Town as a deshination based on the above hndings show that scenery, good
chmare/weather, wilue for money, and friendliness of lacals were rated Favourably as attrtbutes of the
destinason. But more unportantly though, these factors significantdy influence the chowce of any destination
in general. The Bctors on which Cape Town was rated maost tavourably must be communicared more
vigorously, There s no doube that the destinarion s endowed wath attributes that are sought afrer by
meternaniomal travellers but how these atttibutes are marketed make all the ditference between why a truveller
will or will not wisit. It soust be noted that sutety 3 of concern to tourses especrally given that they do not

rare Cape Tiown Fwourably on sutcty at night.

Taking this analysis further, a K-Mouns cluster analysis was atrempted to identily any particular groupings of
individuals baged on their percesved wmage of Cape Town. A threefold prouping was found 0o be most
usehul, cluster one contained 231 respondents, cluster two contaned 151 respondents while cluster theee
was mude up of 203 respondents, The only significant differences 10 ratngs were for ifrastruciure and
rransport, safety duting the day and safety at night. Cluster three is the group with the most posidve
perceprions on all atmbutes, As far as cluster two s conceroed, the respondents had the most pegative
perceptions of infrastructure and safety. Cluster one is characterised by respondents that rated all artnbutes

as erther pood or neutral, Figure 37 shows the means for each cluster. Factor analysis on the other hand,

213



Liniversity of Cape To wa/Cape Metropolitan Tourism

revealed the existence of only one construcy in the dara, This construct can be named ‘safety’ given that two
attributes safety day and safety night had lugh factor loadings on it. Thesr respective factor loadings were
0.796550 and 0.814056. This construct explained 22.7% of vanance in the data ser.

Plot of Means for Each Cluster
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Figure 37: Plor of Means for cach Cluster
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Secondary Hypotheses

H,: lhereare no sigmificant differences in internaconal toursty’ mean tanngs of attribures that mbuence
the choice of Cape Town as a destination based on demopraphic characterisiics.
Il:  There are no sgnifican: difterences n internakonal fourisis’ mcan ratngs of gitrthutes that mthaence

the chotce of Cape Town as a destination based on travelling characenistios.

With hypothesis twenty-six in mind, an analysis of varance was pedforned on quesdon nme in the
mtermanional tounsts’ survey nstrument using dermographic vanables as grouping vaviables and attributes as
dependent varizbles, This analysis revealed the exisience of 2 significant difference {p— .0NMY) in mean
rating of archiecture/buldings of Cape Town hased on age. Post hot comparigon of means revealed a
significant difference (p= 0.00047) berween respondents thar were older than fifty-nine years old and those
that they were between that ages of tharty wo thirty-tive. The tormer rated an average thes areeibutes as cither
good or excellent white the latter rated it on averags as neatral. "Thig sugeosts that the architecture is nos
appealing o younger visteors, as they perhaps do nof appregiate the ‘colonial’ architecrure of the aty,
Stilarly, there was g significant difference (p= 0.00182) in mean rating of enrertuinmen:, Respondenrs
butween rhe ages of twenty-four 10 twenty-nine meed this attribure sipmficantdy different (p= 0,02634 from
respondents that wete older than fitty-nine vears, The latter reted this attribuote as "neuteal” on average while
the former rated it as ‘pood’ on average. This result = fo be expected, as vounget wisttors tend o be more
adventurous and take part in nightlite chtectainment than older wisitors. Respondents between the ages of
thirty to thirty-five rared service on average sipnificantly ditferent {p= 0.0285) from those berween the ages
of cighteen to rwenty-theee, The former had better perceptions of service than the latter. Conscquently,
hypothesis rwenty-six 15 rejocted ar a 5% level of sigmficance. Age signiticantly influcnces mean ratings of

armributes of Cape Town.

Travelling charactetistics had the most influcnee on mean catng of attributes. Respondents” length of stay in
Cupe Tomm sigmbicantly influenced how they rated infrastruciure (p= DA0021Y), standards of service (p=
00000 and focal cunsne (p= (LUGLS). On average the longer respondens staved in Cape Town, the poorer
were theit percoptions of the infrastructure, the betrer were their perceptions of service standards and local
cutsing. The longer respondents staved in South Africa, the betfer were their perceprions of service
standards and local cuisme, Counrey of orpin had a significant intluence {p= 000) oo poreeptions of

value for money, Respondents from UKL Netherlands, and Germany have better perceptions of value for
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money of Cape Fown rhan respondents from any other countnes. Respondents classified as from orther
countries’ had op average more unfaveurable percepnons of friendhiness of locals than respondenss from
the UK. Fusi time visitor: on average bad 4 poorer perception of sceessibality than repeat visitors did.
Consequently, hypothesis mwventy-seven s rejecred at the 3% level of significance. Travelling charactenistics

of respondents do bave some sjgificant influence on thar ratngs of attribures of Cape Fown,

Main Hypothesis: Internanonal tourists have better perceptions than expectations.

Qualitative rescarch findings showed that internanonal visnors do not always have the nght expectations,
Findings from Table 11 show that a significant number of regpondents (17.2%) cxpect the city to be wild
and underdeveloped, H.1% are surposed by fhendliness of local peeple, and 42.5% are surprised by scenic
beauty. On the other hand, 31.1% of respondents agreed that the crime simation 15 not as bad as they
thoueht it would be, The ‘cosmopolitan’ najure of the ciry canniet Be demcd with 64.9% of visitors agrecing
that Cape Fown 15 wesiernised and 46% apreeing that it offers very little of an Afnican experience. The Cape
Mettopolitan "Tounsm visitor rescarch resubts for 2001 showed similar findings with 81.3% of nternational
visitors agrecing that Cape T'own is a cosmopolitan eity but ooly 30,94 agreeing that Cape Town i another
Curopean aty. Adding to this, Table 12 shows that 18 out of the 19 attnbutes defining Cape Town as a
destination, were rated positively wath the excepron of satety at night. Value for money, scenery/natuzal
attractions, and weather and climate were rated as ‘excellent’. Cluster analysis performed on the dura uging
the joining tree method (Figure 38) showed two distnct clusters of attributes if the cut-off potnt is set at
215. Closter analysis graup artributes that were rated swmilarly under one cluster and try 10 achieve
hererogeneity of clusters but homogeneity of attributes within one clusrer, The arrributes making up the first
cluster are value for money, scenery, accommodation, ambience, beaches, trendliness of locals, service
standard, weather/climate, local cusine, information wvallabdity on the desunation and shopping, These
represent a combination of both tangble and intangible clements of a destination. "Fhe second cluster

made up of attributes archtecture /buildings and historical/culiural attractions,
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Figuore 38: Clusters of Attributes

Based on the above findings, the main hypothesis is accepted. International tounsts have better perceptions

than expectations.

5.7 BRAND IMAGE OF CAPE TOWN

Secon H theses

»  Cape Town has no distinet image according to international tourists.

H
H,:: Scenic beauty is not the most important attribute that differentiates Cape Town.
H,,: Cape Town has an overall negative image as 3 destnation.

H

st Cape Town has an image worse than any other cittes in South Africa.
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A positive brand image is created by marketing programs that link favourable and unique associations to the
brand in the memory of the potential visitor. Brand associations are reinforced through direct experience
with the destination product. The brand associations that potential visitors have of a destination are largely
influenced by marketing campaigns, media and word-of-mouth from those that have been to the
destination. Therefore, respondents were asked to state their level of agreement or disagreement with the
statement - ‘Cape Town 1s mot marketed properly in my home country’. Respondents from this survey had
mixed feelings, only 2.7% strongly disagreed compared to 32.6% who disagreed and 38% who agreed with
the statement. Analysis of variance revealed that gender had a significant influence (p= 0.0019) on how
respondents rated this statement. Females on average tend to disagree more than males. This is perhaps
because male travellers’ information searching behaviour is different to that of female travellers. Male
travellers tend to use the Internet more than female travellers while the latter relies more on travel agents
and word-of-mouth. Also, male travellers tend to be more adventurous and venture beyond the ‘usual’
tourist attractions and therefore they spend more time searching for information on a destination. This
explains why they tend to agree to the statement. The same analysis also revealed that a significant
difference (p= 0.0384) between length of stay and the above statement. The longer respondents stayed in
Cape Town, the higher was their level of agreement. This is because they have the opportunity to visit other
places besides the ones emphasised by marketing campaigns such as Table Mountain, V&A Waterfront, and

Cape Point.

Respondents from Netherlands (53.7%) and Germany (46.9%) seemed to express stronger feelings of
disagreement with this statement compared to UK respondents who seemed to strongly agree (16.8%) and
agree (41%). This is surprising as South Africa had an intensive marketing campaign in the UK last year and
one would expect British respondents to disagree or strongly disagree with the statement above. On average
respondents seemed to agree with Cape Town not being properly marketed in their home country (mean-
value =2.77). This suggests that the image they hold of Cape Town in their memory prior to their visit may
not be one that particularly stands out from the images projected by competing destinations. Yet the
qualitative research findings showed that the image used to market Cape Town in their home country is
Table Mountain as recalled by 41.2% of respondents.

Moreover, respondents were asked whether Cape Town had a distinct image in their mind. Indeed 62.6% of

respondents agreed that the image (post-arrival) they hold of Cape Town is distinct. Analysis of variance

revealed a significant difference (p= 0.00351) between how first-time and repeat visitors rated this
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statement. Of course repeat visitors had a clearer picture of the destination in their minds than first-time
visitors since they agreed more to the statement than the latter. Of respondents that agreed with the
statement, a significant difference (p= 0.0431) could be established between how German and British
respondents rated the statement. Visitors from UK had stronger feelings of agreement than German visitors
did. Also, a significant difference (p= 0.00126) could be established between main purpose of visit and the
statement being discussed. In fact, respondents that were on holiday expressed stronger feelings of
agreement than respondents that visited Cape Town for any other purposes. On average respondents had
the same feeling of agreement as indicated by a mean value of 2. Consequently hypothesis twenty-eight is
rejected at the 5% level of significance. Thus, it seems that the problem is with the image used to market the
destination prior to arrival of visitors. However, this contradicts earlier findings that showed on average
(mean value of 3.8) respondents were either neutral to the image of Cape Town in their home country or

rated it as good.

However, the image that respondents hold of Cape Town in their minds needs to be clarified. They were
asked to mention the first five words that came to their minds when they think of Cape Town. In its
simplest form, this is a measure of brand associations but it also provides an indication of the relative
strength, favourability and uniqueness of these associations based on the order of elicitation. Associations
that come up first are usually the most powerful ones that respondents hold in memory about the
destination. In essence these words describe how Cape Town is positioned as a destination in their mind. As
can be seen in Table 13, Table Mountain is the word that was most often mentioned as a response (13.4%)
out of all words elicited by respondents followed by the sea/beach (9.5%) and sun (8.4%). This confirms the
qualitative research findings that showed Table Mountain (44.7%) to be the most strongly associated word
with Cape Town followed by beaches/sea (30.5%) and scenic beauty (16.5%). Similarly, 47% of respondents
from this survey mentioned Table Mountain as the strongest word they associate with Cape Town.
However, 25.5% of respondents disagreecl that Table Mountain symbolises what Cape Town has to offer
compared to 38.1% that agreed.

Unfavourable associations include ‘unsafe/crime’ mentioned by 4.1% of respondents followed by poverty.
Nevertheless, the range of favourable words used to describe the destination is proof of the unique
experience that the destination offers. Words such as ‘beautiful/lovely’, ‘inexpensive’, ‘friendly people’ and
‘exciting’ should be communicated consistently to position the destination favourably in major target

markets. On average respondents mentioned Table Mountain (26.5%) as the first word they associated with
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Cape Town followed by sea/ beach (11.5%) as the second word, sea/beach (7.69%) and sun (7.52%) as the
third words, dining/food (6.3%) as the fourth word and inexpensive (2.7%) and dining/food (2.7%) as the
fifth words. This confirms the findings of the qualitative research that showed the same words as above to

be associated with Cape Town.

The words above were elicited on a spontaneous basis and may not cover the entire range of attributes that
international visitors associate with Cape Town. Consequently, they were asked to choose from a list of
words the ones they associate with Cape Town. Words with both positive and negative connotations were
included in the list to get 2 more comprehensive picture of the strengths and weaknesses of the destination.
Table 14 shows that 70.1% of respondents associate ‘inexpensive’ with Cape Town. The value for money
offered by the destination cannot be compared to other places and is indeed a strength that needs to be
marketed more vigorously. The hospitality of Capetonians is another strength as it was chosen by 67.5% of
respondents as a word they associate with the destination. Beautiful scenery (74%), relaxed atmosphere
| (63.8%) and the good service standards (40.7%) are strengths too. These confirm findings from the
qualitative research that showed the favourable qualities of Cape Town to be its friendliness of locals, scenic

beauty, value for money and good service.

As Echtner and Ritchie (1993) found out in their research, respondents tend to recall more of the cognitive
components of brand image than affective components. The findings for this research are no different. In
fact, a number of different researches on destination image (Ahmed, 1991; Murphy, 1999; Joppe et al,
2001; Heung et al., 2001) came to the same conclusion that respondents tend to emphasise more on
cognitive attributes such as scenic beauty, value for money, and friendly people when describing a

destination brand rather than affective attributes such as happy, fun, and relaxed.
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Table 13: Spantineous Word Assoctrtions with Cape Town

221




Muoreaver, Table 14 alsa shows that [6.2% and 19.7% of respondents associated unsafe and crime
respectively wath Cape Town, Poverty (48.6%) 15 3 myor weakness followed by many street children
{26.7%), as they were sigpificant word-associanons with the destination. These are potential sources of
negative word-of-rmouth, Words such as ‘Fascinaning culture’, *vast/ spacious laindscapc’, “cosmopaolitan aty’,
varicty of activibes” and ‘vibrant ammosphers’ should featore prominently as concepts in future marketing

and advertising campaigns.

WORDS YES NO
Inexpensive 70.09 29.97
Fascinanng culmare 4085 o oL 2
Sub-standard service 4.62 95,38
Houpitalsle peaple (7.52 32,48
Supertictal attractions 10.77 89.23
Vast/ spacious Tandscape 53:33 46.67
Cosmopolitan city 56.07 43.93
Vibrant atmosphere 42,54 57.61
Poor road signs 9.4() 9).60
Linsafe 1624 83.76
Fxgiting amlience 36.58 63.42
Mew destination 3524 6474
Crowded Facilities 303 96,07
Many strect-children 26.67 73.33
Relaxed armosphere 63.76 36.24
World class Facilitees at.it OB.8Y
lash/ green environment 4718 S22
rme 19.66 50.34
Expensive 3.08 95,92
Outdosrfadventurons Feel 40,68 53952
Clean and hygienic facilines 32.14 47.86
Variety of activitics 5265 47.35
Pliverse people 5179 48.21
sleepy atmasphere 4.45 95,55
i ligh SCUVICE 6k 3932
Breathraking scenery 74.02 2598
Racil tension J4.53 35,47
Paverty 48.55 51,45
Unspoiled /unpolluted rounist sites| 3812 61.88
Conseovative amibicnce 10475 R9.91

Table 14: Probed Word Associations with Cape Town
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On the whole, there arc tmore positive words than negarive ones assoctated wath Cape Town as 2
destnation. The variety of words provide a significant opportuniry for desnnation marketing orpanisations
o brand the desrination using concepes that evoke these words in the most powerful way. Yet unfavourable
word associations cannot be ignored, as they are potentil sources of negative word-of-mouth. The
positiomng of Cape Town should be based on factors that are strengths such as value for money, scenic
beauty, foendliness of locals and relaxed armosphere through projected images of Table Mountain, beautdul
scenery, lovely beaches and sunny wearther. However, these attributes should ondy be used to the extent that
they differennate the destination from competing desrnatons. Artributes that are strengrhs o a destination
are not neceszarily those that will ennce potennal visitors to transkate ther interest in the degtination into an
actual vizit, hese armibutes will only arouse the interest of the potential vistor to tnd out more about the
destination. The final choice of 2 destinadon will evenmally depend on how attnibutes that are strengths rate
agamst other destinanons and whether these attobutes are vmique to 2 desgnation, Thus, Cape Town
should e positoncd using astribrices that are first and foremose strengths but inore rmportantly, they should

he unrque 1n terms of differentiating the destination.

Respondents were asked to rank four words from the hst of probed responses that they associate the maost
with Cape Town., The first word is the one they most serongly associate with Cape Town, next one bemg the
second most strongly assoctated word with the destinarion, so on and so forth, Tnexpensive’ i the word
that was the most otten mentioned as a response (12.3%) trom the hst. A significant number of respondents
(43.6%5) associared the same word wath Cape Town, Dased on strength of assecation, on average
respondents ranked ‘Tnexpenstve’ as tic word they mose strongly assoctaee (22.9%) with Cape Town
followed by ‘hospirable people’  (133%0) as the sceond most strongly assoctated word, ranked thied was
‘relaxced atmosphere’ (11.3%) and ranked fourth was *hbreathtaking scenery’ (10.6%0) as shown in Fable 15,
‘Therefore, these attributes are definitely strengths of the desrnation but they mast sall be evaluated against
ather destintations it terms of ther umiqueness. Words such as fascinating culture, vast/spacious landscape,
cosrmapolitan ciry, lush/green environment, and vanety of activenes are abso strengths that could porentially
be used in markerng the desenanon b the focus should be on words that were most strongly assocated
with {Cape Town, None of the words that could be descnibed as weaknesses ot the desnnaton came up

significantly in tertns of strength of agsociation. The fooug of respondents was mosily on positive anributes,
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‘Table 15: Strength of Word Associations with Cape Town

The next seetipn deals with analyses to prove or disprove hypothesis nwenty-nine, Previous findings show
that value for money, friendliness of people, atmosphere and scenic beauty are attributes rhat are most
strongly associated with Cape Town. These attribures were evaluated without taking into consideration how

they perform against competing destinations. Respondents were asked to mention atimbutes that they
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thought differentiared Cape Town as a destinanon when compared to other counrries they had visited The

responscs below are spontaneous ones without any probing,

ATTRIBUTES Uiy OF Y OF
RESPONSES |RESPONDENTS

(107) {5B5)

Scenery 2052 35,38
Cultore 614 160

Diverse/triendly people 15.36 26.50
Value tor money 11.20 19.32
Contrast between nich and poor 208 462
VA Waterfront (.29 JTE
Table WMountain 3.35 9.23
{ape Point 0.ad 1.20
I ocation at the southern tip of Afnca 2.28 3.0%
Mhtlife ()44} (LGS
Variery of things to see and do 6,03 10.43
Wine facrms ERAL, .71
Beaches fmonntaing close to each other 942 16.24
History 307 5.30
Litesivle 1.6G& 201
Combio of beach/mountun fweather .26 T35
Grod climate fweather 4.y B.33
Ammosphere 1.98 342
Cosmopnlitan city (.49 1.54
Kirstenbosch 0,20 {134
Nothing (.59 1.54

Table 16: Spontaneous Responses for Attrihutes thal Difterentiate Cape Town

As can he seen frarmn Table 16, scemc heauty (33.4%), tricndhness of locais (26.5%), value for money
(19.3%), beaches /mountains (16.2%), cubture (10.6%4) and variety of things to see und do (10.4%) arc
artributes that significantly differentate the destmabon. They can be used to build the sustainable
competitive advantage of the destoation. ‘The artrbutes that differentiate Cape Vown are those that siaad
out as being umique to the destnation when compared to other destinations. EHowcever, 1 needs to he
clarificd which other destinations have respondents visited. Figure 39 shows thal U3A (35.2%), Spain
(24.3%), France {25.1%0), and hialy {12.5%) are the countries that have been visited by a significsnt number
of tespondents in the last four years. Their evaluation of Cape Town on various almbures and what

differentiates it as a destination have been nfivenced to a large exten) by countries they bhave visited
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previously. Visitors tend to assess a destinanon’s offering based on how well it rares apanst other
destnanons. Consequently, the attribures thar differennate Cape Town can be used to position the aty
against countries such as USA, France, Iraly and Spain as these attmbures are thought to be unique.

s A ; e i
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Figure 39: Countes Visited by Intwrnational Tounsts in the 1.ast Four Years

Furthermore respondents were probed on attributes that differentiate Cape Town. Table 17 shows that
‘lable Mountain came up as the most frequent response (26.9%) followed by cultural diversity (18.4%%) and
seenic beauty (16.4%). Cultugil diversity has a significantly lower spontaneous response rate than probed
one. ‘Therefore this armribuge.is either not marketed enough or it does not necessanly srands out as being
unigque, Table Mountain, on the other hand, being a natural attraction is considered part of scenic beauty.
Scenic beaury has both a lgh spontaneous and probed response rates. This is an artribute that stands cut as
being unique and is at the forefront of respondents’ thoughts when asked abour Cape Town. This is the
attribure that will sustain Cape Town’s competitive advantage 1f it is marketed properly.
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ATTRIBUTES "a OF ¢y OF
RESPONSES RESPONDENTS

(278) (585)

Sconery 16.55 T.50
Culoare 1R.35 872
Dhiverse/ friendly people 5,40 256
Value fist maoney 252 1.20)
Rich and poor living alongsde 288 137
VA Waterfront 0.72 .34
Table Mountamn 26,98 12.52
l.ogcation ar southern tip of Aftca 1.08 (.51
Nightlife 108 .51
Variety of things to sec and do x52 1.20
Wine fwrms .30 .17
Beaches/mauntains close o each other 1.44 {165
Hastory 72 (1,34
Kirsrenboscl (.36 0,17
Combo aof all attrdbutes 6.12 291
Good climate fweather 047 A0
Atmousphoere 3.60 1.71
Cosmopolitan city 1.80 (.83
Cape Point 0.36 0.17
| afestvle 72 (1.3

Table 17: Probed Responses for Armributes that Differentiate Cape Town

‘These findings confinm the ones from the qualitative rescarch rthar showed scenic beauty (23.5%), Table
Maountain (22.4%) und friendly people (16.5%) were atiribures thar differentiated Cape Tosen. There must
e consistency across the vatious chunnels used o commuaicate these attributes 0 ensure that potental
visitors have a clear image of wwhut the destnation has to otfer and how 1t sahsties ther needs hetter than
any other competing destinations. Tn essence, these posiive brand assocrations must he reinforced each
nme potential visitors come across the desmmanon brand to create the desred brand knowledge.
Consequently hypothesis twenty -nine is rejecied, scenie beauty is the armibute that differentates Cape Town

the most from curnpcting desinuaiions,

Adding to the above, the overal! image of a destination s made up of the rotality of images that each and
every component of rhe destination expenence be it ambtence, armosphere, amentties, and attractons
project to the msttor. The overall image of a destinanon can either be positive of negative. Respondents

wore asked o evauate the overall image of Cape Town and 63.5%0 of them felt that the wmage 15 a postiive
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one, Figure 40 15 proot of the fact that the destmation expencnce is unigue as it leaves respondents with
only a posinve mmage of the destmagon, In fact, 45.6% of respondents who sad that the image of Cape
Terwn tn rheir home country i5 poor bad a very positive image of the destinanon. Adso of those respondents
whi agreed that Cape Town has a disanct unage 10 their mind, 68.8% had 2 very positve overall imape of
the destination. Of those thar did agree wirh rhe statement thar Cape Town 15 not marketed properly in thelr
home country, 67.3% had 4 very positive inage of the destinanon. This suggests thar the righr expectations
are not formed prior to respondents’ visit to Cape Town. They do not abways have a distinet and posttive

image of the destunanon before their visit but leave with a very positive tmage,

|
‘ International Visitors Overall lmage of Cape Town

Rt Somw hat
‘ Neganve Ncga?vc Neither Posthye
0.2%, 05 Nor Ny
Extromel i .“’; 5.8%
Positive " |
29 8% I

Yoy Posimvs
63.5%

Figure 40: Internanonat Visinors” Perception of Overall Image of Cape Town

Mareoyer, the more postteve weee respondents’ image of Cape Town, the more they agreced to the fact thar
the crime strxation is notas bad as they thoughr it would be, the city offers 4 unique experience in terms of
vartety of things o sce and do, the city 12 more beautitul than they expected, they expected therr rrip 10 be
inforrnative and a unique cudtural experience, and they have o distinet irnage of Cape Town in their minds.
However, the more posttive wore respondents’ image of Cape Town, the more they expected to see high
poverty levels and the more they cither agreed or wore neutral on the city ollcring very bttle of an *African’
expetience, The overall positive image rthat respondents have of Cape Town confributes sipnificantly
towards positive word-of-mouth, greater likelhood of recommendation and future visits. CF thosc
respondents that bad a very posinve inage of the destmaton, 53.1% strongly agreed thae they would

definitely say positeve things about the city to family, fends, snd colleagues, 65% were very likely 10

(B}
-2
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recommend the destination to othets, 81.5% were very satisfied with the desanation experience, and 44.6%

wre very likely to revisit Based on the findings above, hypothesis thirty is rejected and 1t can be concluded

that Cape Town has an overall positive inage as a destination,

The following analyses will prove or disprove hypothesis thirty-one. Respondents were asked firstly about
the different cities they had wsited within South Afeica. A significant number (63.6%) of them had not
visited any other cities. This suggests that cross selling of cities by destinarion marketing organisations have
heen ineffective so far, Respondents were further asked as a perception statement whether Cape Town i
different from the rest of South Africa. On average respondents agreed (mean value 2.35). Analysis of
variance revealed a significant difference (p= 0.00009) 1 mean rating of this statement based on first or
repeat visits. First-time visitors wete more neutral than repeat wisitors who mostly agreed. This 18 because
repeat visitors have had more opportunities to see other places i South Africa than first-time visitors. Of
course the longer respondents stayed in South Africa, the higher was thewr level of agreement with the
staternent. Now that it has been established that Cape Town is different from South Africa, it 1s crucial to
identify what makes Cape Town different. Of all respondents, only 26% and 14.2% had visied
Johannesburg and Durban respecavely as shown in Figure 41 Thus the following findings should be

interpreted with caution given that only 36.4% of respondents had visited other cities in South Africa.

Citics/ Regions Visited by International Visitors

| N TR ST )
I 60 : N
| 08 M g
2[1%_”' e - .
Wi A:i _ -
g Ll 5B e S o
DURBAN PRICTORIA  JOBURG PO NONE

Cities /Regions

Figure 41: Cines /Regions Visited by Tnternational Visitors
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Respondents were asked to rare the anes they had visited agansr Cape Town on a number of attnbutes

using the scale below.

1 = Berter than L.a;:u., Town 2= Simeir“n:; l._:n_]rm: Town 3= Wnr-s.t Than C 1pc Town
Figure 42 chows that dimension one explans most of the vanation in the dara and thus should be the only
dimension that is interpreted to identify significant associations. As a rule of thumb, there is no significant
relationship between row co-ordinates and column eo-ordinates falling berween +0.2 and —0.2. Thus on the
left hand side of the perceprual map there is a significant associaton between the following artributes
(Durhan s.uﬁty, Johannesburg safety, Pretocta activities, PE attractions, PI nightlife, Johannesburg activities,
PE activines, Pretoria arractions and Durban attmacnons) and worse than Cape Town, On average

respondents rated these artnbutes as being worse than Cape Town.

2D Piot of Row and Colurnn Coordinates; Dimension: 1 X2

input Table (Rows x Columns). 40 % 3
Standardization. Row and column profiles

PESeavhne
LS
VW sthes PretormSerrice

i )
DPrecbac: Meiendly

!'Lm rﬁ'%""

foburgSitesy T.'huhm;

Frtoris: Scrprgh Jo e PESsicty
_ ol el Facne

HE L reeridiy
Prear N
Pinloarimislvly
Dot il

Dimension 2: Elgenvalue: 04106 (24 55% of Inerhia)

-1 -1 -1 40 -0 1] 1] 4] 1 1 1
Dimension 1; Emenvalue: 12621 (75.45% of lnetiia)

Figure 42: Perceptual Map of Areribures Runng ot Cape Town vis-a-vis other Cines
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Simifarly, there 15 a weaker association between the foliowing attributes (Johannesburg infrastructure,
Johannesburg culture and Durban friendliness) and better than Cape Town. The other significant
association is the one between similar 1o Cape Town and the following attbutes (PE toendhiness, Pretoria
friendliness, Johannesburg accommodanon, Pretona accommedaton, Durban accommodation and PE
accommadation). Thus it can be deduced that accommodaton in general is percerved to be suntlar 1o Cape
Town while attractions, vanety of activitics and safety of other cities are considered worse than Cape Town.
The qualitative research showed more or less the same finding that Cape Town offers a better experience
than other citics in South Africa. Consequently hypothesis thicty-one is rejected. Cape Town has a berter

image than any other aties in South Aftica.

Main Hypothesis: Cape Town has no appeaing brand imagg.

Word associatons with Cape Town revealed that Table Mountain. beaches /sea and scemic beauty define the
destination. Probing of respondents revealed that 70.1% assocate ‘inexpensive’ while 67.5% associate
‘hospitable’ with the destination. Relaxed atmosphere (63.8%) and good service standards (40.7%%) were also
strongly associated with the destination. Scenic beaury was mentioned by 35.4% of respondents as the
attribute that differentiates the destination the most followed by fnendly people, value for money and
beaches. Aributes such as Table Mountain and diversity of anlture further define the image of the city.
Negative images ace primanly made up of attributes such as unsafe (16.2%}, crime (19.6%), many street
children (26.7%), and poverty. (48.5%). Yot the range of positive attributes mentioned by respondents on a
spontanecus basis far outwesghs the negarive ones and respondents focused on the negative aspects mostly
when probed. This suggests that negative aspects of the destination are aot of a major concern- They affeet
destination choice and expectations but perceptions are very positive. In fact, of respondents, 63.5% rated
the destination as having a very positive overall image. The aity 15 perceived to offer a better experience than
muany other cities in South Afnca. Consequently, the main hypothesis above is rejected, Cape Town has an
appealing brand imape. The guahntive study showed that the brand personality of Cape Town is defined by
words such as young, ambitinus, exaitement, fun, wealthy, and classy amongst others. The brand fingerprint
showed that the image of the destination is one of scenic beauty, mountains, and sea evoking feelings of

happiness, relaxation and warmth.
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58 AT'ITTUDE OF TOURISTS TOWARDS BRAND CAPE

TOWN

Seco Hypotheses:
H,: Internattonal tourists are not hkely to revisit.
H;,;: Inrernanonal toursts are not likely to recommend the destinabion to others.

H,: [Imernational tourisis are not sausfied with the destnation experience.

Research by Korak and Rimmungion (2000) showed a signibicant relanonship among tounist satisfachon,
intenton to retuth and postive word-offmouth communication. This means that favourable tounist
perceptions and attitudes are potentially an important source of competitive advanrage. OF all respondents,
54.8% are very likely to revisit Cape Town as shown in Figure 43. In fact, repeat visttors (69.8%) more than
first-time visitors {46.8%) are very likely to revisit, ‘There s also a significant relationship between sumber of
days stayed in Cape Town and likeliness of rewvisit {p= 0.00). The longer respondents stayed, the more likely
they were to revisit. Of respondents who stayed between one-to-five days, for example, only 32.4% were
very likely to revisit compared to 80.4% of those who stayed for more than thirty days in Cape Town,
Similarly, there was a sigmficant relationship (p= 0.624) between length of stay in South Africa and likeliness
ot revisinng Cape Town. The longer respondents stayed in South Africa, the higher was their hikelihood of
coming back to Cape Town. Of thoge who were likgly and very likcly to revisit Cape Town, a sigmificant
pumber of them were between the ages of twenty-four to thirty-five. The younger respondents were, the
more likely they were to revisit (p = 8.0012). Thus, hypothesis thirty-two s rejected at the 5% level of

significance, international tobnsts show strong intentions of revisiting Cape Town,
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Figure 43 Interational Visitors' Likcliness 10 Revisir

Moreover, most respondents strongly agreed (59.1%) and agreed (38.3%) that they will definircly say
positive things abour rhe city m fnends, relatives and collecagnes, This iz much-needed positive wotd-of-
mouth about the destination. OF rhose (hat strongly agroeed they would spread positive word of mouth,
66.6% were very bkely to revisic Cape 'l'own, Nevertheless, 69.4% of respondenrs were very bikely ro
recommend the desonation to others as shown in Figure 44 Repear visitors were moee likely to
recommend the destmanion than firsi-time, yigitors (p= 0.0032). The longer respondents stayed m Cape
Town, the more tikely they were to fCammend it to othars {p-value =0.0145). The younger respondents
were, the more likely they were o recommend the destination (p= 0.041), Of course thuse respondents that
were exrremely satsficd wath the destnanon experience were the ones most likely to recommend (90.6%0)
the desunation to others, Smmulacly, 70.4% of respendents who were very likely to recommend the
desnnarion to others were also very likely ro revisit, Consequently hypothesis thirty-three s rejected ar the

3% Jevel of significance. Internanenal visitors are very likely ro recommend the destimation to others,
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Figurc 44 Intermational Visitors’ Likeliness to Recommend Cape Town

In rerms of satisfaction levels with the destination expericnee, mast respondents were erther very sansfied

(61.1%%) or cxtremely saisfed (33.2%0) as shown in Figure 45.

International Visitors Overall Satisfaction With Destnation
Experience
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Figure 45: Internarional Visitors” Oversill Satisfacton with Destnation Experence
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In contradiction to previous findings, there was a significant relationship (p= 0.0072) between length of stay
tn Cape Teown and overall satisfaction wath the destnation experience. The longer respondents stayed 1n
Cape Town, the lower were their satisfaction levels with the destination experience, This 15 perhaps because
the risk of being exposed to the negative aspects of the destination such as cnime, street-children and
poverty becomes higher. Of respondents that were ether extremely satisfied or very satisfied with rhe
destination experience, the majonty were from UK. Furthermore, of those respondents that were extremely
satisfied with the destination experience, 79.7% will spread positive word-ofF-mouth, 78.7% are very likely to
revisit and 71.5% have an extremely positive image of the destination. Consequently, hyporhesis thirty-four
15 rejected at the 5% level of significance, International visitors are extremely sansfied and very satistied with

the destination experence.

Main Hypothesis: International tourists have a positive attitude towards brand Cape Town.

A positive overall brand athitude stems from favourable brand associations that are created by convincing
consumers that the brand has relevant attributes and benefits that sansfy their needs and wants. Pervious
findings showed that some of the most powertul brand associations with Cape Town were scenic beauty,
friendliness of locals and value for money. Brund attitudes are important because they otten form the basis
for actions (repeat purchase and brand choiee) and behaviour (positive word-of-mouth, brand preference,
and willingness to recommend) that consumers rake with the brand, The findings above suggest that
respondents have a very favourable attitude towards brand Cape Town. Their future behaviour (word-of-
miouth, revisit, and likeliness to recommend) idicates their very positive attitude towards the brand. The
qualirative report also showed simular findings that visitors have 4 very positive attitude towards the brand.
In some instances the brand exceeds expectations while in othees it falls short. Consequently, the main

hypothesis above is accepted.
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59 SUMMARY OF HYPOTHESES ACCEPTANCE AND

REJECTION

INTERNATIONAL VISITORS SURVEY

FACTORS INFLUENCING DESTINATION CHOICE

Nfactors  nfluencing destnanon  chotce based on  mrernational

rourlsrs’ teavelling charactenarics.

Main Hypothesis | There is morc than one factor that influences destination choice. | Accepted
Secondary Hypotheses
H, Good dimate/weather i3 not congidered to he an imporrant Factor Rejected
influencing destination choice.
5 Value for moncy is nor an wnportant consideranon nthencing Rejected
destmation chowce.
H, Scenic beoauty & not an impormanr considecation  influencing Rejected
destinarion choce,
H, Personal safety 15 not considered 0 be an mportant factor Rejected
influencing deshnation chue.
H. Culrure 15 noc an imporrant factor influencing deshnatiowrchoice. Rejected
H, Destination image # the single most important facror miluencng Rejected
destination choice.
H, There are no sipnificant differences in meap-dmpotinge tabing of] Rejecied
Factors mtluencmng  desttmation  chowe hdsed on international
- tounsts’ demographic characterishes.
H, There are no signiticant differences i wcan mporrance rafng of] Rejected

SOURCES OF INFORMATION INELUENCING THE CHOICE OF CAPE TOWN AS A

236

DESTINATION
Main Hypothesis |Word of mouth has the most influence on the choice of Cape Rejected
1oy a5 a destnarion,
Secondary Hypotheses
H, Word-of-mouth s not the most influcntil source of mformation Repected
on Cape Toam.
H,, Therts arc: no steruficant  differences i mrernational  tounsts’ Rejected
pereeptions of the most mtluental soorces of information hased on
demographic characteristics.
H, ‘There are no sigmbcant differences o snwrmational  tourisis’ Rejected
perceptions of the mast influgnnal sources of mformatton hased on
travelling characteristics.
INTERNATIONAL TOURISTS' EXPECTATIONS OF CAPE TOWN
Main Hypothesis | International tourists have the wrong expectations, ! Accepted
Secondary H Iypotheses
H,, International tounsts do not expect a city rthat 13 developed. Rejected
H,, Intcmational rourists do not expect a ity that offers a unigue Rejected
experience.
H,, Internanonal tourists do Aot expect o see crime. Accepled
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H, |Intem:lﬁ0na] touriats do not expect to ane iy om0 | Rejéziéd
INTERNATIONAL TOURISTS PERCEPTTONS OF CAPE TOWN
i Main Hypothesis [Interational tourists have betiur perceptions than expectations. | Aceepted
Secondary Hypotheses
i M International tourists do not percerve the cty to be friendly. Rejecred
| 11 International tounsts do not percerve the aty to be beautiful. Rejected
| I, Infernational tounsts perceive the city to offer very little of an Accepted
| ‘African’ experience.
! _H, {Cape Town does not rate favourably on safety. Accepted
: H,,  |Cape l'uwn does not rate favourably on value for money. Rejected
H.,, Cape Town dows not rate favourably on destination imagc Neither Accepued
Nor Rejected
H,;, Cape 'I'own does not rate favourably on attractions. Rejected
H,, Cape Town does not rate favourably on accessibility. Rejected
H,, Cape Town does not fate favourably on nfrasiructure. Accepted
H, Cape Town does not rate favourably on ambience. Rejected
H,, There are no significant differences in internatonal tounists’ meun Rejected
mtings of atmbutes that influence the choice of Cape Town as a
destination based on demographic charactenstics.
H,. ‘There are no significant differences n nfernational tounsts’ mean Rejected
ratings of atmbutes that nfluence the choice of Cape Town 2s a
destination based on travelling characteristics.
CAPE TOWN BRAND IMAGE
| Main Ilypothesis [Cape 'Iwn has no appealing brand image. I Rejected
| Secondary klypochescs —
| H,, {Cape Town has no distnct umage according to iI]Tf:fﬂ‘.’iﬁOlla]l Rejected
tourists.
El., Scenic beauty ts not the-most important attribute that differentiares Rejected
Cape T'own,
I, Cape Town has an oyerall negative inmage as a destination. Rejected
B I, Cape Town has an image worse than any other cities in South‘ Rejected
Africa,

'.A TTITCDE OF INTERNATIONAL TOURISTS TOWARDS BRAND CAPE TOWN

| Main I Eypothesis (Intermatonal tourists have a posmve artttude towards brand Cape Accepied
Jl-‘ﬂle]I AL atal aabidls
Secondary Hypotheses
i H,, Isiternational rourists arc aot likely to revisit, Reiected
H,, International tourists ace not likely to recommend the destination to Rejected
Uthm. . e e e
| - International  tourists are not satisfied with the destination Rejocted

|experience.
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CHAPTERG

OVERALL CONCLUSIONS
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6. CONCLUSIONS

Based on the findings from the qualitative and quantitative research components of this investigation, the

following conclusions can be drawn.

6.1 DESTINATION MARKETING CONCLUSIONS

Marketing of Cape Town for tourism purposes has been done on an ad-hoc basis so far with no clear
idea of what is being marketed and how it must be marketed to promote economic growth within the
province. The destination can only succeed through cooperation between the private and public sector

where roles and responsibilities of each are clearly defined.

A flexible framework is needed

Focused strategies that addressed the needs of both customers and stakeholders can only de developed
through a flexible framework that allows constant evaluation and feedback from all parties concerned.
Regular marketing research activities will allow the needs of customers to be addressed while various

tourism boards (local and regional) should address the needs of stakeholders.

Cape Town needs a co-ordinated strategy

The importance of strategy co-ordination across all sectors affecting the tourism industry is critical for
the success of the brand. The existence of various logos and slogans are examples of lack of co-
ordination. This creates confusion among potential visitors with regards to Cape Town and Western
Cape as destinations. International visitors surveyed had mixed feelings about whether Cape Town is
marketed properly in their home country. Of respondents, 38% agreed that the city is not well marketed
in their home country while 32.6% disagreed. The longer respondents stayed in Cape Town, the higher
was their level of agreement. This suggests there is more to the destination than what is emphasised in
marketing campaigns in visitors” home country. The longer they stayed, the better was their opportunity

to experience the various facets of the destination.
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dvantages are not really known
Given that many facets of the destination surprised international visitors, suggest that the right
expectations were not created. The distinctive advantages of the place need to be communicated more
vigorously. Tourists will choose places that offer the fullest realisation of their expectations (Goodall
and Ashworth, 1988). Therefore the various institutions marketing the brand currently need to be
combined to create one holistic body striving for a single goal. In this way problems and opportunities
can be dealt with a larger proportion of the budget. The JMI will hopefully reduce the perceived

fragmentation of the industry and the restructuring process will improve competitiveness.

Awareness of Brand Cape Town is low in some very profitable markets

Different countries have different mindsets and thus advertising messages need to be tailored to appeal
to each different country that is targeted. There is agreement that the budget allocated to tourism is
insufficient to market the destination properly. Therefore correcting existing negative perceptions about
the destination is often sacrificed for brand awareness. This is why South Africa needs to be established
as the dominant brand that makes people think positively about the country. Then Cape Town can
position itself as the sub-brand that offers excitement, adventure, and relaxation. Until such a
positioning is achieved, the impact of marketing campaigns in profitable markets such as USA, Australia
and Western Europe will be minimal. The propensity of confusing potential visitors will increase if Cape

Town and South Africa are not correctly positioned.

A holistic approach to destination management must be adopted to improve offering to tourists, attract

more visitors and generally help the industry to grow profitably and move in the right direction. The
variety of factors that influenced international visitors to holiday in Cape Town suggests that the brand
has diverse appeal. Knowing how to leverage each of these 'appeal' to different target markets will
undoubtedly improve competitiveness of the destination. Emphasising the right mix of tangible and
intangible elements in advertising and promotional activities will capture the attention of the desired

target markets.
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T T
Cape Town and South Africa as brands need fine-tuning

17.6% of international tourists interviewed for the qualitative research mentioned Cape Town as a word
association with South Africa while none mentioned South Africa as a word assoctation with Cape
Town. The latter was confirmed through the empirical research as well. Therefore South Africa is not
established as a destination supra brand. It makes sense to market Cape Town as the main brand and
South Africa as a sub-brand in the short term to create awareness of the latter. However there must be
no attempt to turn Cape Town into South Africa or Africa as the product is distinct and different and

needs no changing but mere fine-tuning,

In the long term, South Africa needs to be established as the supra brand. Cape Town, which is
currently marketed as a separate entity from the rest of South Africa and the region needs to be
marketed as the sub-brand. Linkages between the two brands need to be improved once negative
connotations with South Africa are addressed. Cape Town's link as the gateway to Africa perhaps needs

to be emphasised more in future marketing campaigns.

Cape Town has a distinct image post arrival

Has Cape Town got a clearly defined image? The city still needs to find a unique concept such as the
‘Big Apple’ for New York city around which it can market itself and build the brand. Successful
destinations are using not only their generic attractions but combining them with the ambience and way
of life of local people to market themselves and these are having unprecedented effects. The marketed
image at present is too restrictive since Table Mountain and beaches are the strongest associations with
the brand and many unique selling points such as culture, diversity of experiences, warmth of people
have to date been overlooked. International visitors (62.6%) agreed that the image (post-arrival) they
hold of Cape Town is distinct. Yet they do not always have a positive image of the destination prior to
their visit. Thus the image of Cape Town among international visitors is more positive after their visit.
This 1s clearly an issue that needs to be resolved as there is a gap between primary unage and actual
image of the destination as suggested by Lubbe (1998) and Chon (1990, 1992). Communication

campaigns must therefore address this gap between expectations and perceptions.
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Image of Cape Town through the media is not always positive

There is the need for a very strong media campaign aimed at different sectors of the media, positioning
the strengths of this country. Potential first time visitors are most affected as they are unaware of the
reality of the situation. Their concern in terms of safety and security must be more vigorously addressed
though proper communication and dissemination of information. Uncoordinated marketing of the
brand and negative word of mouth can even cause more damage. The media cannot be controlled but
achieving a balance between positive and negative reporting of news is critical to change the perceptions
of the international community towards the country in the first place. This will contribute toward

tourism brands being viewed more positively among international travellers.

“rime has tarnished br im of Town

From the qualitative research findings, international tourists associate crime more with South Africa
(14.1%) than Cape Town (2.4%). This does not suggest that negative perceptions about crime or safety
do not exist with regards to Cape Town. Only 4.1% of international visitors mentioned crime as a
spontaneous word association with Cape Town while 19.6% associated the same word with the
destination when probed. Tourists still needs to be informed that they have to treat Cape Town much
like any other cities in the world. The crime element is always present but tighter control needs to be
exercised on tounst safety. This should be done to prevent further negative word-of-mouth spreading

from current visitors to potential visitors.

6.2 INFORMATION SEARCH BEHAVIOUR CONCLUSIONS
Word-of-mouth is the most important informal source of information and recommendation about

the destination
e Consumers tend to rely more on informal sources of information in the final stages of their decision

making process to reinforce what was found through formal sources at the beginning of their search for
a holiday destination (Um and Crompton, 1992). The qualitative study showed that international visitors
(38.8%) relied on word-of-mouth to plan their holidays. Most (61%) of them heard about Cape Town
from family and friends. Family (17.6%) and friends (44.7%) were also the most important source of
recommendation. Therefore, word-of-mouth is an important source of information about Cape Town.
However, word-of-mouth is not the only factor that influences destination choice. Unfulfilled

expectations of current visitors will affect what they say to others, which in tum can lead to the
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destination not even being considered for a holiday. The converse is also true, positive word-of-mouth
can influence potential visitors to choose Cape Town for holiday purposes. The quantitative survey
confirmed that word-of-mouth is the most influential source of information about the destination with
45% of respondents ranking it on average as first. There were two second most influential source of
information namely travel guidebooks and the Internet. The third most influential was travel gutdebooks

again followed by brochures/pamphlets in the fourth place

Equally important is the fact that 15.3% of visitors surveyed for the qualitative research did not rely on
recommendations from anybody to visit Cape Town. Intermediaries such as travel agents and tour
operators do not influence these respondents either. Therefore marketing to these independent
travellers requires an understanding of sources of information they use. They are more likely to make
use of the Internet, guidebooks and information centres. Thus these mediums of information
dissemination must be comprehensive and paint a positive picture of the destination without ignoring its
weaknesses. However, it must not be assumed that travel intermediaries have no influence on
destination choice. Those that plan their holidays on their own (25.8%) will still make use of travel to
book for air tickets and accommodation. These intermediaries can therefore influence brand image and
brand expectations. Their advice can affect whether the wisitor has a positive or negative mindset

towards the destination prior to their visit.

Overseas information availability on the destination is neither rich nor poor

Information availability and quality influence consumers’ perceptions of a destination (Mansfeld, 1992).
These perceptions in turn affect destination choice. The qualitative research showed that above the line
media seemed to be ineffective in attracting first time visitors. Marketing intermediaries such as travel
agents were perceived as not encouraging potential travellers to choose the destination either. Yet the
quantitative research found that 25.8% of respondents made use of travel agents while 64.1% used
travel guidebooks. The Internet was used by 55.2% of respondents. Also, 51.9% of international visitors
agreed that there was sufficient information available on the destination in their home country.
Therefore there is no conclusive evidence that information availability on the destination overseas is

etther rich or poor.
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Media options to be used when marketing the destination

The empirical research showed that 74.1% of respondents made use of word-mouth at some point in
their decision to visit Cape Town. However, the impact of word-of-mouth is not measurable and that 1s
why industry stakeholders must strive to give tourists the best experience possible. Respondents also
used brochures/pamphlets (25.6%), travel guidebooks (64.1%) and the Internet (55.2%). The Internet is
thought to be critical for the success of a destination but on-line branding tactics must be integrated
with above the line and below the line marketing strategies. Thus multi-media options must be used to
effectively communicate to international travellers. These media must be co-ordinated to consistently

project the same image and message.

6.3 FACTORS INFLUENCING DESTINATION CHOICE

te, value for money, culture, scenic beau d personal safetv influence destination choic

Factors such as climate, personal safety and quality of accommodation affect the choice of any
destination (Hu Ritchie, 1993; Heung et al., 2000; Andreu et al., 2000). Th qualitative component of this
particular study shows that international tourists consider factors such as climate/weather (32.9%) and
value for money (25.9%) to be the most important when choosing a destination. Culture is 2 major draw
card if one considers that 21.2% of respondents mentioned their main activity at a destination to be
experiencing the local culture and 22.4% mentioned it as a factor influencing their choice of a
destination. Given that a significant number of respondents have visited countries such as France
(38.8%), Italy (20%), and Spain (28.2%) that are renowned for their distinct culture, tend to confirm the

proposition above.

Friendly people and unspoiled environment influence destination choice

The quantitative survey among international visitors confirms that good climate significantly influences
destination choice given that 46% of respondents rated it as being very important. Value for money is
important (51.2%) too. Yet the most important factor is beautiful scenery and natural attractions with a
mean of 1.65 Personal safety is another very important factor as mentioned by 46.3% of respondents.
Females attached more importance to personal safety than males when choosing a destination.
Therefore more emphasis must be placed on destination safety in marketing and communication
campaigns depending on the target market. Culture is also of importance since 52.1% of international

visitors rated this factor as important while 24.7% rated it as very important. ‘Interesting and friendly
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people’ and ‘unpolluted and unspoiled environment’ are considered very important too. Therefore
choice of a destination is influenced by a myriad of factors. This is further complicated by potential

visitors having a different set of factors for each destination considered (Um and Crompton, 1992).

Visiting family and fri influence the choice of Cape Town as a holidav base

I

Destination choice is dependent on the positiveness or negativeness of perceptions of potential visitors
towards a destination (Seddighi et al., 2001). The qualitative research showed that the main reason why
tourists visited Cape Town was scenic beauty (31.1%), good weather, product diversity and mere
curiosity. The quantitative study found that visiting family and friends (26.8%) influences this choice to a
large extent. Scenery (18.1%), value for money (18.3%) and word-of-mouth (14.7%) affect to some
extent the choice of Cape Town as a destination. Of respondents, 38.3% chose Cape Town because it
offers a consistently good climate/weather. There is good synergy between factors influencing

destination choice and factors that led to the choice of Cape Town.

mational visito € CONnCern ut safety of ination

Surprisingly in-depth (8.2%) interviewees seem to assign less importance to safety and security as being a
factor influencing destination choice in the qualitative study. Yet only 11.8% of international tourists
mentioned that the city is safer than expected. This indicates the existence of a potential gap between
expectations and perceptions of safety among international tourists. On the other hand, the empirical
research showed contradictory findings given that on average respondents rated personal safety as being
very important to important in destination choice. On average international visitors also agreed to
strongly agreed that the crime situation is not as bad as they thought it would be. Therefore there seems
to be a concern for safety prior to their visit but once in Cape Town, they perceived the city to be much

safer.

The threat of political instability, crime and violence are major deterrents to even consider a destination
as a potential holiday base because they influence safety perceptions (Goodrich, 1978). Cape Town rates
neutral on average for safety during day and night. This will influence what visitors say to others on

safety of the destination. Tourism growth is clearly hampered by such negative perceptions of safety.
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Uldmate chol f a destination is influenced by a complex set of facto

Nevertheless, the fundamentals of destination choice rest in satisfaction of needs for tourists such as a
need for relaxation or excitement ot novelty. Social agreement, which refers to, what social groups think
of the destination influence destination choice as shown by 14.7% of international visitors stating that
word-of-mouth was the main factor influencing their choice of Cape Town. Yet travelability factors
such as time, income and health determine whether the consumer can actually travel. All these
influences on destination choice make it difficult to pinpoint the most important factor when choosing a
destination. Repeat visitors, for example, have a different set of factors than first-time visitors when
choosing a destination. Repeat visitors have first hand experience with the destination product and
therefore have clear expectations. However, first time visitors are unsure of what to expect and they rely
predominantly on image and word-of-mouth to make their choice. In terms of consumer behaviour,
destination choice is the result of a congruity between three factors namely destination attributes,
destination image and self-image. The potential visitor evaluates and compares the destination attributes
and image with his or her self-image. The greater the congruity, the greater the likelihood that the
destination is chosen for holiday purposes (Ashworth and Goodall, 1990; Sirgy and Su, 2000).

6.4 DESTINATION IMAGE INFLUENCES DESTINATION
CHOICE

Image has been defined and interpreted by various authors in different ways. Destination image affects

destination choice (Gunn, 1972; Gartner, 1993; Baloglu, 1997). Consumers tend to evaluate destinations
on their projected images. Destinations with positive images are more likely to be considered for holiday
purposes than those with negative ones. First, a destination has no chance of being selected for holiday
purposes unless it figures amongst a potential visitor’s current set of mental images. Second, where the
destination does figure in the current set of images held by the potential tourist, this image must be a
positive one in order to be selected in preference to an alternative. Third, where the tourist is
successfully enticed to a destination it is equally important that the satisfaction derived from the
destination experience at least matches expectations created by the image. Otherwise the tourist is
unlikely to revisit or recommend the destination to others. Indeed the dissatisfied tourist may contribute

towards dissemination of a negative image of the destination. Personal images can therefore be
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influenced, manipulated and even created to position a destination favourably n consumers’ minds

(Goodall and Ashworth, 1988: 10).

Destination image affects destination choice

The qualitative study showed that destination image is considered important by 27.1% of international
visitors while 24.7% considered it to be unimportant. Those that considered image to be very important
said that they would not choose a destination if the image was not appealing. Those that considered
image to be unimportant said that image is not usually a true reflection of reality. A negative image is a
deterrent to even consider a destination as a possible holiday destination. The destination not having a
distinct image is 2 major source of concern. The lack of a clear image therefore does not help in
positioning the destination in the potential visitor’s mind. Perception of a place is more important than
reality. Yet image is subjective to experience levels, first time visitors are more influenced by image than
repeat visitors. Image is also dependent on the target market and the type of holiday/activities being
marketed. A business tourist assigns virtually no importance to image while holidaymakers are
influenced to a large extent by image. The quantitative study confirmed qualitative research findings
given that destination image was rated as important on average in choosing a destination. Destination

image was particularly important to respondents from UK, Germany and Netherlands.

im: forms a signi f the im £ ination
The city of London has been particularly good at creating a rich wvisual imagery of the place. A
combination of attractions that have historical appeal such as London Brdge, Buckingham Palace, Big
Ben and Victoria Station have been marketed simultaneously with new attractions such as the
Millennium Dome. A similar approach can be used to market Cape Town where historical assets such as
Robben Island and Bo-Kaap must be marketed in conjunction with the new convention centre and
Canal Walk. These create a rich imagery of the destination that offers a diversity of experiences. Though
attractions contribute greatly to attractiveness of Cape Town, there is scope to promote other aspects

such as ambience, culture, atmosphere, festivals, events and amenities to improve brand image further.

Destination image has both cognitive and affective components (Gartner, 1993; Baloglu and Brinberg,
1997; Baloglu and McCleary, 1999). The cognitive components are usually the beliefs or knowledge

about a destination’s attributes and are formed by external factors, which include various sources of
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information such as symbolic stimuli (promotional effort of a destination) and social stimuli (word of
mouth) (Baloglu and McCleary, 1999: 148). Destinations have been traditionally marketed in terms of
their specific tourist attributes (MacKay and Fesenmaier, 1997). The affective components refer to
emotions conveyed by those attributes. Thus destination image affects behaviour and attitude. The
cognitive and affective components of Cape Town’s image that were rated favourably by international

visitors are shown below.

Cognitive Components Affective Components
e Good value for money e Relaxation

® Scenery/Natural attractions e Happy

® Weather/climate o Warm

® Accommodations/Restaurants ® Peaceful/Calm
e Friendliness of locals o Welcomed

e Shopping facilities e Pleasant

® Service o Excitement

e Iocal cuisine

e Ambience

e 'Tourist attractions and beaches

Cape Town is chosen based on a complex interactions of both push and pull factors influencing

destination choice

® Destination image promotion should begin with an understanding of the push or pull orientation of
potential tourists. Push orientation of tourists referring to the attractiveness of a destination based
largely on its projected images. These images are subject to various interpretations by potential visitors.
The pull orientation referring to the basic needs and motivations of potential visitors to travel (Chon,
1990; Lubbe, 1998). International visitors did not choose Cape Town solely on its projected image even
though scenic beauty is a major pull factor of the destination. A significant number of visitors chose
Cape Town because they wanted to visit family and friends. This is clearly a push factor. Thus the
destination offering a diversity of experiences cannot be marketed along the lines of push or pull
orientation of potential visitors. The same visitor might be influenced to visit through a combination of
push and pull factors. This does not mean that the market cannot be segmented along push and pull
orientations of customers. This will require an in-depth understanding of the needs and motivations of

visitors, which is currently lacking,

248



University of Cape Town/Cape Metropolitan Tourism

6.5 DEMOGRAPHIC & TRAVELLING CHARACTERISTICS
INFLUENCE DESTINATION CHOICE

Socio-demographic and travelling characteristics of travellers have a significant impact on image
perceptions and travel experience perceptions. The more positive the perceptions of both, the more
positive are purchase decisions and the more preferred the destination will tend to be. Repeat visitors
have the most positive travel experience perceptions while first-time visitors rely to a greater extent on

image for destination choice.

Targeting first time-visitors need a different strategy from repeat visitors

There is a need for distinct strategies aimed at first-time and repeat visitors. The quantitative research
showed that first-time visitors attached more importance to value for money than repeat visitors.
Communication campaigns must therefore emphasise value-for-money to potential visitors. Equally
important is the fact that, first-time visitors attached more importance to a destination having interesting
cultural and historical attractions as opposed to repeat visitors. First-time visitors attached more
importance to availability of information, a destination offering plenty of activities to do and appealing
local cuisine than repeat visitors. Thus cleatly first-time visitors attach more importance to some

attributes when choosing a destination, these need to be marketed better to potential visitors.

Repeat visitors attached more importance to a destination having interesting and friendly people and
offering good shopping facilities than first-time wvisitors did. Repeat visitors have experienced the
destination and therefore know exactly what to expect. They are not influenced by some of the
attributes that influence first-time visitors such as value for money. Thus, communication campaigns
must emphasise a different set of attributes to repeat visitors. In the same way visitors and non-visitors
have different brand images of the same destination. It is therefore important to develop separate image

and positioning strategies for these two distinct groups to communicate and position the destination

favourably.

Country-of-origin of visitors have some influence on their perceptions and expectations as well as

attributes that are important to them when choosing a destination. British visitors attach more
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importance to value for money than German visitors. British tourists attached more importance to
suitable accommodations in their choice of a destination than German tourists. Thus, marketing and

communication campaigns must be fine-tuned according to the various countries targeted,

Gender has some influence on importance given to factors affecting destination choice

Gender has some influence on destination choice. Males for example, attached more importance to
good nightlife and entertainment than females. Females attached more importance to good shopping
facilities than males. Males were on average most influenced by word-of-mouth and Internet. Females

were most influenced by travel guidebooks and information centres. Thus marketing and

communication campaigns must be fine-tuned according to gender.

Int

Similarly age influence destination choice. Young respondents attached more importance to a
destination offering great beaches and watersports and having good nightlife and entertainment
compared to older respondents. Young respondents also attached more importance to a destination
offering plenty of activities to do that their older counterparts. Older respondents attached more
importance to good service than younger respondents. Architecture is not appealing to younger visitors
while older respondents were neutral on average to nightlife and entertainment. Thus the type of
marketing and communication campaigns developed for the brand should reflect the age of the target

market.

of s erceptions of the destination
On average the longer respondents stayed in Cape Town, the poorer were their perceptions of the
infrastructure, the better were their perceptions of service standards and local cuisine. The longer
respondents stayed in South Africa, the better were their perceptions of service standards and local
cuisine. Therefore the current destination experience should guide areas of current improvement and

future areas of tourism development.
diaries influence im erceptions of internati isitors

It is not only tourists that hold different images of a tourist destination but intermediaries such as travel

agents and tour operators may hold different images of the same place as well. Thus their propensity to
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influence potential visitors in a positive or negative way cannot be disregarded. They are a major source

of image dissemination. They influence brand expectations and perceptions.

6.6 INTERNATIONAL TOURISTS’ EXPECTATIONS

Intemational tourists have the righ ectation 1ms of cognitive attributes of the destinati

® Discrepancies between organic and projected images can arise from unrealistic naive images held by
tourists or from a failure on the part of the destination to meet expectations. The qualitative research
showed that tourists expect Cape Town to have beautiful scenery (17.6%) and expect safety (14.1%) to
be an issue. The empirical research showed that 52.4% of international visitors knew what to expect
prior to their visit. Their expectations were that the city is modern and developed. They expected Cape
Town to offer a unique experience in terms of variety of things to see and do. Indeed tourists were
watned about crime before their visit. They also expected their trip to be informative and a unique
cultural experience. International visitors did expect to see poverty and 28.4% of them were expecting a

third world country but found first world facilities and amenities.

International tourist eCctations on o ective attribut f the destination

e However, tourists also have the wrong expectations as shown by 17.2% of them expecting the city to be
wild and underdeveloped, 44.1% being surprised by friendliness of locals, 42.5% finding the city more
beautiful than expected, 53.5% finding the atmosphere more laid-back than expected. Therefore future
marketing campaigns should aim at creating the right expectations especially with regards to destination
attributes such as scenic beauty and friendliness of locals that are considered important in the choice of

a destination.

s betw ectations and reality m closed to provi isfying holida erienc

e The existence of dichotomies in expectations of tourists must be actively addressed by destination
marketing activities. This is important to achieve brand synergy across all tourism sectors. All potential
visitors must know exactly what the destination has to offer and the weaknesses of the destination.
These set the scene for expectations to be in line with reality. A combination of proactive and reactive
communication campaigns must be used to address such dichotomies. Proactive campaigns must be
aimed at setting the right expectations in terms of destination experience while reactive campaigns for

example, will seek to address negative media coverage on the destination.
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6.7 PERCEPTIONS OF INTERNATIONAL TOURISTS
Perceptions of international tourists change for the better during visit

@

The qualitative research showed that 68.2% of international visitors mentioned that their perceptions
had changed while visiting Cape Town. Interestingly, 18.8% of them said that they found the city much
safer than they expected, 10.6% said that the city is more beautiful than they expected, 5.9% said that
the locals are friendlier than expected while 7.1% found the city more westernised/cosmopolitan than
they thought it would be. The empirical research confirmed those perceptions as international visitors
rated Cape Town good on friendliness and excellent on scenery and natural attractions. Value for
money, and weather/climate were rated as excellent while entertainment/nightlife, image of destination,
architecture /buildings, and infrastructure left respondents feeling neutral. Thus scenic beauty, value for
money and friendliness of locals are attributes that must become brand associations of Cape Town. The

positioning of the brand must reflect these attributes.

Cape Town offers little of an African experience

In terms of negative perceptions, 46% of international visitors agreed that the destination offers very
little of an African experience. Definitely, those customers that expect to be on a safari/wildlife trip to
Cape Town are either misinformed or have the wrong expectations. The ‘cosmopolitan’ nature of the
city cannot be dented with 64.9% of visitors agreeing that Cape Town is westernised and thus the
offering is different to the rest of South Africa. Nevertheless, in aggregate international tourists have
better perceptions than expectations. The one attribute where this is more evident is personal safety.
Even though tourists expect safety to be a problem, 51.1% of them agreed that the crime situation is not
as bad as they thought it would be. This needs to be communicated more consistently and with more

vigour to the international community.

Agtractions of Cape Town enhance the appeal of the destination

Despite some negative comments on the attractions, most international visitors (94.1%) surveyed for the
qualitative research agreed that Cape Town’s attractions enhance the city’s appeal as a destination. They
said that the attractions enhance the city’s uniqueness and individuality. The empirical research
confirmed this finding since attractions were rated as good to excellent on average. However, caution
must be exercised when interpreting the word 'attractions’. For international visitors, attractions can be

only natural or physical but for industry stakeholders' attractions can also be emotional. The power of
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branding lies in conveying unique emotional benefits. Therefore further research needs to be undertaken
to qualify what "attractions' mean for international visitors. But in aggregate, no additional attractions are

needed in Cape Town, current ones need to be packaged and marketed better.

International visitors ive Cape Town to be accessible

e The qualitative research indicated that 61.2% of international visitors found Cape Town easily accessible
in terms of flight and visa requirements. The same attribute was rated good on average for the empirical
survey. First time visitors on average had a poorer perception of accessibility than repeat visitors did.
This needs to be addressed either through marketing campaigns or intermediaries such as travel agents

and tour operators.

Inf; re icularly trans is 3 major w s of the destination
e Infrastructure is another weakness of the destination as 45.8% of in-depth interviewees agreed that the
quality of transport needs desperate improvement. This finding confirmed by the empirical research

given that this attribute was rated neutral to poor on average.

Accommodation is a significant strength of the destination

e None of the qualitative interviewees had any negative comments about their accommodation. Similarly
international visitors rated accommodation as good to excellent on average for the empirical research.
Consequently, this is one attribute that exceeds expectations of tourists and rates most favourably

against competitors. It needs to be established as a significant brand association of Cape Town.

In ional vigitors perceive ambience of Cape T be both laid-back ibran
e The qualitative research indicated that 48.2% of international visitors associate the word ‘laid back’ with
the ambience (way of life) in Cape Town while 25.9% said that the ambience was vibrant. This finding

was confirmed by the empirical research given that ambience was rated as good to excellent on average.

e On the whole for destination marketing to be a success, a fusion of marketing mix and destination mix
elements is required. However, often this is not the case because marketing mix elements fall under the
control of individual suppliers that may not necessarily agree with destination marketing agencies on

how to price and market their products. Achievement of consensus based on mutual understanding
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rather than power driven decisions can ensure image and message consistency (Horner and Swarbrooke,

1996; Alford, 1998).

ice | neither nor b

The qualitative research showed that nternational visitors had mixed feelings about the service level in
Cape Town. While 24.7% described the service level as good, 17.6% described it as better than
elsewhere and 15.3% described it as below average. The empirical research however showed that on
average international visitors perceived that the service standard to be good. In fact, 95.4% of
respondents did not associate the word sub-standard service with Cape Town. Nevertheless, there seems

to be a gap in perception that must be addressed to ensure consistency in service delivery.

6.8 ATTRIBUTES DIFFERENTIATING CAPE TOWN

The extent to which a destination is associated with distinctive or unique characteristics can provide a

useful basis for developing competitive positioning and promotion campaigns. The more unique the
attributes, the more strength they have in sustaining competitive advantage because it is difficult for
competitors to emulate those characteristics (Hu and Ritchie, 1993; Echtner and Ritchie, 1993). By far
the variety of things to see and do (12.9%) and scenic beauty (12.9%) were the most favourable qualities
of Cape Town followed by the friendliness of locals (11.8%), value for money (9.4%) and good service
(3.5%). These were the findings from the qualitative research. International visitors were asked what
makes Cape Town unique as a destination. The scenic beauty (23.5%), Table Mountain (22.4%), and
friendly people (16.5%) were among the most common tesponses. Culture is another attribute that
differentiates Cape Town given that 72.9% of international visitors described the culture as being
unique. The empirical research reported similar findings on the basis that scenic beauty (35.4%),
friendliness of locals (26.5%), value for money (19.3%), beaches/mountains (16.2%), culture (10.6%)
and variety of things to see and do (10.4%) were reported as being attributes that significantly
differentiate the destination. They can be used to build the sustainable competitive advantage of the

destination.
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le Mountai nic beauty an iversi trongest di tiators of the bran

Spontaneous word associations with Cape Town revealed that Table Mountain (47%) followed by sun
(29.6%), sea/beach (33.3%), beautiful/lovely (29.9%) were the most common attributes of the
destination. Attributes that differentiated the destination were scenery (35.4%), culture (10.6%), friendly
people (26.5%) and value for money (19.3%). These were the findings from the empirical research that
supported qualitative research findings. The destination has the assets to be successful but not the
infrastructure to support those assets. The ongoing ffagmentation in the industry is undermining the
establishment of clear differentiators of the brand. This leads to the positioning of the brand being

unclear and confusing for both international travellers and stakeholders.

There is no consensus among stakeholders with regards to visual images to be used to market the
jestinati

At each stage of his visit, the potential tourist may hold different images of a destination, images that are
constructed by the amount, source and objectivity of the available information. This range of imagery
has been described as a hierarchy of place images, ranging from initial perceptions based on organic
sources, to a2 modified or re-evaluated image upon visiting the destination. This modification results in a
much more realistic, objective, differentiated, and complex image (Selby and Morgan, 1996: 288). The
diversity of opinions on which images to use to market the country suggest that the Joint Marketing
Initiative is far from reaching consensus among industry stakeholders on images to use. The images that
international tourists can identify the most with should guide this choice process. The image should be

simple and differentiated to avoid customer confusion with other destinations.

Echiner and Ritchie’s framework of ination i 11 1t

Using Echtner and Ritchie (1993) framework of destination image measurement where the image of a
destination must be measured along three continuums namely attribute-holistic, functional-psychological
and common-unique. On the attribute side are the numerous perceptions of the individual
characteristics of the destination, ranging from functional to psychological. It can be seen from the
figure below that Cape Town is perceived to be associated with many functional characteristics and to a
lesser extent with psychological characteristics. On the holistic side, the functional impressions of Cape
Town consist of imagery of the physical characteristics of the destination, while the psychological

impressions can be described as the mood of the place. This ties in with emotional branding as being a
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valuable tool to differentiate a destination. A destination can be branded on the particular type of mood

or atmosphere it wants to be associated with.

FUNCTIONAL
CHARAC}' ERISTICS
1.Mountain 2.Good accommodation Cultural diversity
3.Sun/Sea 4.Good shopping 16.Cosmopolitan
5.Scenic beauty 6.Good local cuisine 17.Variety of things
7.Good beaches 8.Clean/hygienic facilities 18.Value for money
9.Good weather 10.Poverty 19.Vast/spacious
11.Cape Point 12.Location at tip of Africa 20.Lush/green
13.Table Mountain ~ 14.Robben Island 21.Closeness of attractions
15.Wine/winelands
% ' 4

ATTRIBUTES HOLISTIC

(Imagery)
22 Friendly people 26.Pleasant/ peaceful/calm
23.Excitement 27.Beautiful/lovely
24 Relaxed/laid-back atmosphere 28.Fascinating/Vibrant
25.Happy people 29.0utdoor/adventurous

v
PSYCHOLOGICAL

CHARACTERISTICS

30.Unspoiled

® The common-unique continuum shown below highlights the idea that images of a destination can range

from those perceptions based on common characteristics to those based on unique features or auras.
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Functional Characteristics

1.Sun/sea T 7.Scenic beauty
2.Good beaches 8.Culture diversity
3.Good weather 9.Table Mountain
4.Good shopping 10.Cape Point
5.Clean/hygienic facilities 11.Winelands
6.Closeness of attraction 12 Location

13.Robben Island

14.Local cuisine

»
Common Unique
15 Relaxed 21 Friendliness
16.Laid back 22.Unspoiled
17 Pleasant/Peaceful /Calm 23.Fascinating/Vibrant
18.Beautiful /lovely
19.0utdoor/adventurous
20.Happy people
v
Psychological Characteristics

Attribute
7
24.5un/sea 35.Table Mountain
25.Good beaches 36.Cape Point
26.Good weather 37.Winelands
27.Good shopping 38.Location
28.Clean /hygienic 39.Robben Island
29 Relaxed 40.Scenic beauty
30.Laid back 41.Local cuisine
31.Excitement 42 Friendly
32.Mountain
33.Good accom.
34.Happy people
<4 L

Common Unique
43.Lush/green 48.Closeness of attract.
44.Adventurous 49 Fascinating
45.Pleasant/calm 50.Vibrant
46.Beautiful 51.Unspoiled
47.Cosmopolitan 52.Cultural diversity

53.Variety of things

54.Value for money

L 55.Vast/spacious
Holistic (Imagery)

e On one extreme of the continuum, the image of Cape Town is composed of many characteristics that

are common (attributes 1 to 6) to other destinations such as sun/sea, good beaches, good weather and

accommodation etc. The destination is also rated favourably on commonly considered psychological

characteristics (attributes 15 to 20) such as atmosphere and ambience. In this case Cape Town has a very

common atmosphere of laid-back and relaxation. It has 2 common outdoor-adventurous feel. Also, the

image of Cape Town includes unique functional characteristics (attributes 7 to 14) such as scenic beauty,
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cultural diversity and attractions such as Cape Point and Table Mountain. Psychological characteristics
that are unique to the destination (attributes 12 to 23) include friendly people, vibrant atmosphere and
unspoiled environment. These are important when developing communication campaigns. These
characteristics must be used to position the destination. They provide a clear direction in terms of
developing visual images and messages of the destination. The fact that respondents were surveyed in

Cape Town meant that these characteristics are detailed and accurate.

On the other end of the continuum, a destination 1s also made up of common attributes and holistic
elements together with unique attributes and holistic elements. The common attributes are more or less
the same as the common characteristics of the destination. The common holistic elements of the image
of Cape Town include lush/green environment, cosmopolitan vibe and a pleasant ambience amongst
others. Of more interest are the unique attributes and holistic elements. Of course attractions such as
Cape point, Table Mountain and Robben Island feature prominently as being unique to the destination.
The unique holistic elements such as cultural diversity, variety of things to see and do, closeness of

attractions must be communicated to potential visitors.

6.9 BRAND ASSOCIATIONS OF CAPE TOWN

Positi sociations

The qualitative research showed that positive brand associations with Cape Town include Table
Mountain (44.7%) followed by beaches/sea (30.5%), scenic beauty (16.5%) and wine (14.1%). The
empirical research on the other hand showed that ‘inexpensive’ (70.1%) was the most strongly
associated word with Cape Town. The hospitality of Capetonians is another, as it was chosen by 67.5%
of respondents as being a word they associated with the destination. Beautiful scenery (74%), relaxed
atmosphere (63.8%) and the good service standards (40.7%) were word associations too. These are
strengths of the destination that needs to be constantly reinforced to existing target markets and
communicated to potential target markets. Yet not all these attributes will sustain competitive advantage,
as other destinations might be strongly associated with those words as well. N evertheless, scenic beauty
is the one attribute that differentiates this destination from competitors as it was described as being

unique to the destination along with Table Mountain, Cape Point and Robben Island.
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Negative brand associations

The qualitative research findings showed that 61.1% of respondents were warned about negative aspects
of the destination compared to 38.9% that were not. Of those who were warned about negative aspects,
23.4% said that it came from friends, 4.7% from locals, 2.3% from hotel staff, 7.1% from travel agents,
3.5% from family, 11.7% from media, 5.9% from SA overseas, 5.9% from other travellers. By far crime
is the one factor that respondents were warned about before coming to Cape Town. The safety of
tourists at night is another major concemn. In-depth interviewees associated the following unfavourable
qualities with Cape Town namely, poor transport/infrastructure (11.76%), crime (5.9%) and many poor
people (4.7%). The quantitative study confirmed these attributes as being weaknesses of the destination.
Of international visitors, 16.2% and 19.7% of them associated unsafe and crime respectively with Cape
Town. Poverty (48.6%) is another major weakness followed by many street children (26.7%), as they

were significant word-associations with the brand.

The existence of such a dichotomy in image perceptions of a destination must be actively addressed by
destination marketing activities. On the one hand the brand is viewed positively with many unique
attributes while on the other crime, poverty and safety create a negative image of the destination. This
dichotomy must be eliminated to achieve brand synergy across all tourism sectors. A combination of

tangible and intangible assets of the city must be used to address such a dichotomy.

Overall image of the destination is positive

Of international visitors, 63.5% felt that the overall image of the destination is positive. The overall
positive image that respondents have of Cape Town contributes significantly towards positive word-of-
mouth, greater likelihood of recommendation and future visits. However, prior to their visit,
international visitors do not always have a positive image of many of the attributes of the destination.
There must be a coexistence of multiple images to covey an impression of a destination providing a rich
experience but not all images should be used at the same time or with the same message. Fach niche

market must use the images that will most appeal to their target market.
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6.10 LOGO FOR CAPE TOWN

urrent logos ineffective at co icati omethi i and pow:

brand

The logos used by the various destination-marketing organisations are not well understood by visitors.
They are not always associated with what the organisations want them to represent. The difficulty
international visitors had in coming up with ideas and images that the logos conjure up in their minds
indicate that the logos visual impact and value as branding tools are minimal. The low awareness
indicates the ineffectiveness of the logos to communicate something meaningful about the destination.
International visitors seemn to have a general preference for the Cape logo but it needs some
improvement to better represent the diversity of the product offering. There is however no conclusive

evidence to suggest whether the logo is appealing or not.

must capture diversity of e i in a ynique n and vironmen
The logo can be something abstract or well defined that captures the beauty of the province while
leaving an ‘African’ feel that is emotive of the unique experience that the destination offers. A good
slogan and logo provide a platform from which the image of a destination can be further amplified. For
Cape Town, the essence of the logo must be diversity of experiences in a beautiful environment
surrounded by warmth and hospitality of people that display a sense of pride for their country. A
different way of life in a relaxing atmosphere surrounded by vast open landscapes that have a unique
flora and fauna must also be portrayed in the logo or slogan. It is rather difficult to portray all these
attributes and elements in a logo but that is why the use of colours, textures, forms and shapes must be
chosen carefully to represent the above. Table Mountain should be an integral part of that logo given
that it is considered to be unique to the destination. A poorly designed logo and slogan will weakened

both expectations and perceptions of the brand.

Table Mountain must ed as an icon

Of international visitors, 35.3% mentioned that Table Mountain was by far the attraction that was most
emphasised to them by sources of information prior to their visit, followed by the beach (22.4%) and
wine farms (22.4%). The qualitative research also showed that Table Mountain was the image that
41.2% of international visitors could recall of Cape Town. Yet it is important to realise that 22.4% of

them have no distinct image of Cape Town in their mind despite the fact that they mentioned Table
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Mountain as bemyg one of the attracrions  that was emphasised 10 them by sourges of
information/ recommendation, While 858% of wnternanonal wsitors had wisied Table Mouwuam only
37.7% thought n did embady what Cape Town had to offer, The quantitatve study contirmed that
Table Mountan s a crieal element of the desnnation offering given thae i was the strongest word
mternational visttors assocated with Cape Town, However, 25.5% of them disagreed that Tahic
Moutitain: symbolises what Cape Town has 0 offer compared to 38,1% that agrecd, On its own
however, this icon s not enough 1o ger 1oursts o ravel to South Africa or Cape Town. It has o be
supported by a wide variety of other visual images such as Cape Pomt and benchits such as value tor

money 1o become a credible otfening,

6.11 CAPE TOWN’S BRAND FINGERPRINT

SIGITTS SOUNDS
» ‘labic Mountain *  Vanety of muse
o White beaches *  Wind blowing
o Diversity of people *  Sca wayes
s Sun »  People chatting
o Nouniraing s Trithe

FEELINGS SMELLS

s Relaxed #  Fresh ar
*  Happy »  Salty ocean
*  Warm ¢ Sei breese
s  E=xcited
s (Calm

TASTE COLOURS
s Fresh boots +  Dlue (sea, sky)
«  Wine *  Yellow (sun, warmth, people)
s Bitong +  Green (nature, flora)
+ Beer * Red (war, past history, mightlity)
o Seatond *  White (beach, people)
¢ Saliy air e  DBlick (people, pust history)

o It can be concluded that Cape Town is 2 well-defined destination in the minds of international tourists
dunng their wisit but not necessarlly prior to ther visit. Fuwree marketing campmgns  should

communicate images of Lable Mountwn, warmth ot people, teelinegs of relazation and excitemeal,
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winelands, blend of different cultures, good weather and beautiful scenery. A logo should incorporate

colours such as blue, yellow, green, red, white and black as embodied by the South Africa national flag.

6.12 BRAND PERSONALITY OF CAPE TOWN
Cape Town has a different brand personality from South Africa

When compared to brand South Africa as a person, brand Cape Town is younger and predominantly
white, better educated, earn more money, live a lavish lifestyle and has no children. Brand South Africa
on the other hand, is perceived to be older than Cape Town, black, earning a lower income than his/her
Cape Town counterpart and having many children while being employed in a blue-collar job. Race, age
and what the media portrays about the country largely influenced these brand personalities. They tend to
be stereotypical of the image that one would have in his/her mind during the apartheid era. As a result,
this shows that respondents cannot be expected to know much about the destination and perhaps the
rich history of the country along with the major transformation that has occurred should be emphasised

more in communication campaigns.

Cape Town must be positioned differenty from South Africa

The brand personality analysis and brand fingerprint clearly showed that the positioning of Cape Town
must be different to that of South Africa. South Africa as a brand can be anchored in tradition, cultural
values, birth-place of humanity, and African roots. Cape Town as a brand epitomises youth, excitement,
adventure, lavish lifestyle, wealth, and achievement. These are two completely different destination
experiences that reflect the two different images that tourists hold in their minds. The marketing of the
two brands must convey the essence of this difference. However, there needs to be some synergy
between the two. Cape Town is perceived to be an ‘exclusive’ destination for the rich by international
visitors. It has nothing to do with wildlife because of its cosmopolitan feel and therefore cannot be
promoted along the lines of the ‘big five’. The one attribute that both brands have in common is scenic

beauty and could potentially be used to link the two brands in visitors’ minds.

International visitors provided a positive description of the brand personality. Thus the brand
personality needs minor adjustments and mostly fine-tuning to reinforce the positioning of the brand.

The power of positioning lies in its ability to convey how a destination brand will satisfy the needs of
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potential visitors better than competitor brands. It should involve developing and communicating key

product and service attributes that are consistent with the brand image.

Secondary brand associations are particularly important for destination brands. This is because a
destination exists within a local, national and international context. Both positive and negative brand
associations with a supra-brand are likely to be transferred to the sub-brands. Therefore the sub-brands
can only be as successful as the supra-brand. The desired brand associations with South Africa will
influence how brand Cape Town is perceived. Favourable brand associations with South Africa such as
wildlife and safaris/game parks must not create expectations that Cape Town offers a similar product.
Therefore it is critical that communication campaigns emphasise this difference. Yet brand Cape Town
can benefit from brand associations with South Africa such as Nelson Mandela, history/apartheid, and
cultural diversity.

6.13 CAPE TOWN VS. OTHER CITIES IN SOUTH AFRICA

Town off better tourism ienc er cities in h Africa
The qualitative research found that international visitors more or less thought that Cape Town is very
different from any other regions in South Africa. The only similarity was in terms of perceptions of
poverty. The empirical research showed that accommodation in Cape Town is perceived to be similar to
other places, while attractions, variety of activities and safety of other cities are considered worse than
Cape Town. Despite Cape Town being the most recognised brand among international travellers, the
lack of meaningful positive associations thereof with brand South Africa is likely to hurt brand Cape

Town in the long-term through conflicting image and message projection.

6.14 ATTITUDE OF TOURISTS TOWARDS BRAND CT

International touri have a3 positive atd isplav positive future behavi ward the

brand

Of international visitors surveyed for the qualitative research, 83.1% said they would like to come back

to Cape Town. The empirical research found that 54.8% of international visitors are very likely to revisit

263



University of Cape Town/Cape Metropolitan Tourism

Cape Town. The longer respondents stayed, the more likely they were to revisit. The longer respondents

stayed in South Africa, the higher was their likelthood of coming back to Cape Town.

e International visitors strongly agreed (59.1%) to agreed (38.3%) that they would definitely say positive
things about the city to friends, relatives and colleagues. This is much-needed positive word-of-mouth
about the destination. Repeat visitors were more likely to recommend the destination than first-time
visitors. The longer respondents stayed in Cape Town, the more likely they were to recommend it to
others. In terms of satisfaction levels with the destination experience, most respondents were either very
satisfied (61.1%) or extremely satisfied (33.2%). These findings confirmed that international visitors

have a very favoutable attitude towards brand Cape Town.

6.15 POSITIONING CAPE TOWN USING THE BULLSEYE
MODEL

e The most important aspect of a brand is its single-mindedness. Therefore there must be branding
synergy between the destination brand and individual suppliers’ brands to create a powerful image of the
destination. The first stage in building a destination brand is to establish the brand’s core values that
should be durable, relevant, communicable, and hold saliency for potential tourists. Once these core
values have been established, they should underpin and imbue all subsequent marketing activity so that
the brand values are cohesively communicated. The brand values should also be reinforced by brand

elements, which ensure consistency of message and approach (Morgan and Pritchard, 2000: 281).

e The future of Cape Town is perceived to be optimistic but it is up to marketers of the city to convince
international tourists that the city offers an experience on par or better than competitors. This can only
be done through aggressive marketing and promotion campaigns in each targeted country to put the
destination on the world map and positioning the destination correctly for each segment of the market.
The product offering rates favourably against those of Sydney, Thailand, San Francisco, and Paris. The

destination is fast becoming a favourite and its world-class destination status will soon be recognised.
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BRAND VALUES
Beliefs and guiding principles

Brand can be positioned to be perceived as the premier leisure tourism destination in Africa.

The city offers an exceptional variety of unique, world-class natural tourist attractions and a spectrum of high
quality cultural and man made ones.

® The product rates among the best-known leisure tourism destination in Southern Africa.

e Cape Town offers good value for money compared to other destinations.

e  Major opportunities exist for expansion and growth in existing markets and new markets.

e Brand Cape Town is different from other sub-brands and brand South Africa.

e  Customers are very satisfied with the destination experience and have a favorable attitude towards the brand

e Perceptions of the brand are very positive in most cases.

Proposition
What it is and key reason for
buying?
New destination with unspoiled -
semcdie environment and breathtaking Substantiators
Emotionalf functional benefits? scenery at an affordable price Reasons to .bflz‘eve the
e Relaxation proposition?
e Friendly people ¢ Low exchange rate
e Adventure/Qutdoor feel against major currencies
e Excitement e  Well developed
e Different culture accommodation sector
e Vibrant ambience Essence of Cape Town e Fusion of diffe'rf_:nt
e  Good attractions What brand stands 5 cultures and cuisine
e  Good value for mone at brand stands for abore e  Variety of things to see
. v all? and do
e  Variety of 'flccormnodatxorx Diversity of e Unique natural
e Good service levels Experiences attractions /scenery
* Good climate ) Closeness of attractions
® Good local cuisine Cosmopolitan
e Laid-back atmosphere

BRAND PERSONALITY

Human characteristics ~ setting tone & feel of the brand

Young Dynarnic Ambitious
Trendy Adventurous Open-minded
Well educated Independent Care-free
Wealthy Smart Relaxed
Good Looking Confident Happy

Sophisticated
Modem

Sexy

Vibrant
Excitement
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'The diagram above is an application of the brand positioning Bullseye model to Cape Town

The model shows that the timeless essence of the brand is at the core of brand positioning. Brand
benefits, propositions and substantiators support the brand essence. These determine the brand values
and personality. The brand essence of Cape Town is the diversity of experiences provided within a
scenically beautiful and unspoiled environment. The brand offers significant emotional and functional
benefits. The most significant of which are feeling of relaxation and good value for money supported by
a laid-back atmosphere and low exchange rate against major currencies respectively. The benefits,
propositions and substantiators determine the brand values, the most important for Cape Town being
the opportunity to uniquely position this city as 2 premier African tourism and leisure destination. The
brand personality clearly shows that the brand is still young and the way it is positioned now will
influence how it is perceived in the next few years. The correct positioning now will increase the brand’s

appeal and attractiveness that can lead to future positive behaviour toward the brand.

6.16 AUTHOR’S PROPOSED MODEL OF DESTINATION
IMAGE FORMATION AND CHOICE

The author’s proposed model of destination image formation and choice showed that pull and push
factors, organic images and projected images affect the formation of the primary image of a destination
such as Cape Town. The pull factors as described by Chon (1990) are the attractiveness of a region and
its various elements. These elements fall into three basic categories namely: static factors, dynamic
factors and current decision factors. Static factors include the natural and cultivated landscape, the
climate, means of travel to the region and in the region, and historical and local cultural attractions.
Dynamic factors include accommodation, catering, personal attention and setvice, entertainment and
sport, access to the market, political, conditions and trends in tourism. Current decision factors include
the marketing of the region and prices in the region of destination as well as in the country of origin
(Lubbe, 1998: 24). The empirical research showed that Cape Town rates favourably on static factors
except for infrastructure and accessibility that influence means of travel to and within the region.
Dynamic factors rate favourably in general with accommodation being viewed in a very positive light.
The marketing of the region, which is a current decision factor, is not at its best but the destination

offers very good value for money.
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® The push factors on the other hand, are the needs and motives of consumers for travelling. Push factors
are considered as socio-psychological variables that predispose an individual to travel in general, and the
intangible or intrinsic desires of the individual (Baloglu and Uysal, 1996; Lubbe, 1998). Among these
factors, the literature emphasises motivation, preferences, objectives and perception. Chon (1990)
suggests that Maslow’s hierarchy of needs is the foundation for travel motivations. Visiting family and
friends-the need to be among loved ones-is an important push factor for Cape Town. The need to
experience something new and different is another push factor. The organic image of Cape Town is not
always positive given that a significant number of international visitors have the wrong expectations and
media do not always paint a positive picture of the destination. These might lead to the rejection of the
destination as a potential holiday base in the earliest stage of the consumer destination choice process.
Thus there is an urgent need to improve the organic image of Cape Town among international

travellers.

e For those visitors that were surveyed for both the qualitative and quantitative research, their primary
image of the destination is positive. There is congruity between the primary image and the tourist’s self-
image, which leads to Cape Town being chosen as a holiday base. Cape Town satisfies the need for
novelty, as it is a relatively ‘new’ destination, it satisfies the need for challenge as it offers adventure and
outdoor activities, it satisfies the need for relaxation through its laid-back atmosphere and calm/peaceful
surrounding and scenic beauty. Finally it satisfies the need for learning as the destination has a rich
history and a diverse culture. Cape Town rates rather favourably on travelability factots as it offers value
for money but some discomfort is felt with regards to the lengthy travelling time to get to the
destination. The destination primarily attracts visitors that rely on social group opinions given that a
significant number of international visitors mentioned that word-of-mouth from family and friends
influenced their choice of Cape Town as a holiday destination. Thus the model shows that Cape Town
rates favourably on most factors influencing destination choice. The high likeness of revisit and
recommendation to others, positive word-of-mouth dissemination, and high satisfaction levels show
that the actual image matches the ptimary image of the destination in most cases, which leads to the
formation of the complex image of Cape Town. International visitors therefore have a favourable

attitude toward the brand as expressed by their positive brand behaviour.
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CHAPTER 7

RECOMMENDATIONS
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7. RECOMMENDATIONS

Based on the above conclusions, the following recommendations are made to Cape Metropolitan Tourism

and other destination marketing organisations.

7.1 DESTINATION MARKETING

Practice touri ntation and rket m. en

e Achieving consistency in marketing requires an understanding of the target market. Destination
marketing organisations such as Western Cape Tourism Board and Cape Metropolitan Tourism must
practice tourism segmentation and target market management. They must use both demographics and
psychographics to profile market segments. They must distinguish between ‘maintenance markets’ and
‘growth markets’. Segmentation of target markets on the basis of demographic/travelling characteristics
is necessary because factors such as age, gender, country of origin, length of stay and purpose of visit

influence destination choice, expectations and perceptions.

e Visitors can also be segmented on the basis of needs or the importance they attach to particular factors
that influence their choice of a destination. This will improve the effectiveness of marketing activities
and ensure that the right features of a destination are being emphasised to the right segments of the

market. For example, international visitors can be segmented along nature-based activities that require a

different set of strategies as opposed to visitors that are attending a conference.

e Commission tourism market research and visitor satisfaction studies on a regular basis. Develop profiles
of destination vacationers of certain type salient to the province and city. Use visitor information centre
records and data from the accommodation industry to get a better understanding of demographic and
psychographic profiles of visitors. These will help fine-tune future marketing and communication

campaigns. It will also facilitate the use of direct marketing,

B W, must t

e Itis high time to market the city more aggressively and to market the diversity of offerings. The industry

must become more proactive and consistent in letting the world know 'who we are, where we are and

269



University of Cape Town/Cape Metropolitan Toutism
L ]

what we have'. In essence creating the necessary brand awareness and brand recognition. There are
tremendous opportunities that can be tapped into with the brand but not necessarily achievable in the
short term due to notable weaknesses such as infrastructure development, crime problem etc. There is
no point in repositioning the brand if such problems are not addressed as visitors will get here and
realise that their expectations are not met. This will affect repeat visits and spread bad word-of-mouth

about the destination.

e Brand awareness can also be created through the use of the supply chain, that is tour operators and
travel agents. Providing the right incentives to these critical partners will ensure that the brand has the
desired exposure. However, incentives by themselves are insufficient. They need to be supported with a
product offering that is uniquely packaged, competitive airfares, good pricing strategies that take into

account currency fluctuations, and good information provision from local and regional tourism boards.

e An institutional or umbrella marketing program is needed at the provincial or country level that provides
a framework within which the individual (local) destinations and attractions can feature their own brand.
The overall goal being consistency in message and image projection. South Africa needs to be

established in the long-term as the supra-brand while provincial and city brands must feature as sub-

brands.

® Transforming Cape Town into a power brand requires first of all co-operation between the private and
public sector to support government tourism policies, procedures and practices, with government
playing a leadership role. Tourism planning is critical for the success of Cape Town. Clearly co-ordinated
and focused strategies on each target market will ensure that needs of potential visitors are understood.
These can then translate into future tourism policies and developments in the destination. Integrating

quality of life objectives with tourism development is a winning formula for any destination.

e Accountability is key to make tourism planning easier and to establish a clear image of the destination.
The supra-brand and sub-brands must be clearly defined while organisations marketing the former and
latter must be accountable for their actions. All stakeholders must pool resources together for a

destination to be successful. Local residents must be an integral part of the development process. A
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flexible framework that guides tourism development and allows for constant information dissemination

about the process and feedback on achievements needs to be implemented

¢ Distinguish between ‘mature’ and ‘growth’ local destinations and between primary and secondary zones
of tourism development. This will maximise revenue eamned from tourtsm facilities/amenities and
channel expenditure on tourism development in a more efficient way. Do not force a branding system
on individual players. Such a top-down approach will be seen as restrictive and bureaucratic. Instead it is
important to offer data to support the positive effects of branding, and provide guidelines and resources

instead of rules and regulations.

Marketin s m const re-evaluate

e Develop and follow two-to-four year rolling marketing plans, supplemented by short-term plans with
specific measurable goals, objectives, strategies, and supported by a good information system. Set
measurable objectives and develop and use performance standards of effectiveness at all levels of the
marketing plan and subsidiary programs. Do not make changes to marketing programs too quickly. It
takes years to establish a brand image, brand name recognition and develop strong awareness of the
destination or product. Continually evaluate, monitor and adjust campaigns to reflect changing market

tastes and focus on monitoring changes in expectations and perceptions.

e Continually monitor changes in factors influencing destination choice. Adjust marketing programs to
emphasise factors that are particularly important to international travellers at a specific point in time. In
winter, for example, markets such as Europe and US attach more importance to a destination offering
good climate/weather. Consequently image and message dissemination must emphasise on such a

factor.

Brand South Afii be r itioned
® Brand South Africa must become a platform of which other sub-brands can be superimposed to create a
unique city or province identity while still retaining a degree of individuality. Each other province or city
then becomes a regional or city brand ensuring consistency with the umbrella brand. Fach regional or
city brand having its own positioning, image, target markets, competitive strengths, marketing mix,

product development and tourism strategies.
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In the short-term brand Cape Town should be the supra-brand as it has the most positive connotations
in the minds of international travellers. It has a higher level of awareness than brand South Africa. Brand
South Africa can draw on this awareness to build itself a reputation. Synergy can be achieved through

the use of scenic beauty and culture as the link between the two brands.

Expand/improve programs designed to educate local residents about the visitor industry and develop an
understanding of the industry’s positive impact on the province. Stress employment opportunities.
Locally stakeholders must be educated on the purpose of the existence of brand Cape Town and brand
“The Cape’. There needs to be more clarity with regards to the functions of each brand and how they

will improve the competitiveness of the province.

Educational outreach seminars need to be established in order to augment the marketing and customer
relation skills of small players and previously disadvantaged players. This will create the much-needed
consistency in marketing and communication. An annual or biannual tourism conference must be
promoted to encourage networking and information/technical assistance exchange for industry
members. Promulgate a city tourism-oriented newspaper or newsletter targeted at stakeholders in the

industry as an information exchange vehicle.

7.2 IMPROVING INFORMATION AVAILABILITY

A

Information search behaviour can be used as a segmentation tool. Consumers place varied level of
importance on sources of information that are more likely to influence their decision to visit a particular
place. Therefore communication strategies must be focused on the sources most frequently used by the

targeted consumers.

ifferentiated Internet presence is critical for the success of ran

A web presence is not enough to entice consumers to choose a destination as a potential holiday base.
Synergy is required between both on-line and off-line information sources to project a consistent
message and image. A web presence provides a unique opportunity to tailor information to customer

needs and pull together the information provided by various suppliers under one website. This is a

272



University of Cape Town/Cape Metropolitan Tourism

potential source of differentiation for a destination as it makes it easier for potential visitors to look for
information. Almost like word-of-mouth, the Internet provides the power of one-on-one
communication, but through a mass medium. Internet communication is more credible as it is deeply

personal, in that the Internet user ‘pulls’ information at his/her own discretion.

e Develop interactive video displays for tourist information centres and major airports. Develop a multi-
agency brochure to inform travellers of the specific functions of each tourism/traveller related agency to
enable the tourist to contact the proper needed agency. Also a sense of place and product are best
communicated by using pictures and few words. Greater use must be made of available digjtal satellite
and internet technology to distribute quality images into the computers of picture editors, input editors
and news editors in travel/tourism related publications and online newsrooms throughout the world.
This, coupled with the placement of expertly written editorials by well-respected individuals, will supply
hungry tourism-oriented publications with material that will communicate the destination’s unique sense

of place and associated product to a global audience.

® Improve media exposure- electronic and print media must be monitored to assess the extent to which
positive and negative articles about the city are being printed and have a media leverage strategy to
emphasise the positive articles to the international community while addressing the negative ones. Build
up database of complaints and compliments on the brand. This can be used as part of an advertising or

public relations campaign to create a positive image of the brand.

7.3 BUILDING THE BRAND EQUITY OF CAPE TOWN

Reduce confusion abou r on hol d visi

® The basic premise of brand equity is that the power of a brand lies in the minds of consumers and what
they have experienced and learned about the brand overtime (Keller, 1998: 594). At present Cape Town
can probably best be described as a confusing tourism destination as it does not appear to have a single
focused image or reputation as to what its primary attraction is to both the domestic and foreign tourist
markets. This can probably be attributed to the transitionary phase that it finds itself emerging from and
is therefore not suggested as being the fault of any institution, but rather as a result of its circumstances.
At present it appears to be marketing itself as offering everything to everyone, which is resulting in other

more focused competitive destinations gaining market share of the available tourist-source markets.

273



University of Cape Town/Cape Metropolitan Tourism
T A

e It is recommended that Cape Town needs to consider spatial sub-groupings of mini-destinations that
link certain hotel groupings with exclusive beach areas, which can then develop their own market image,
which can then be marketed to targeted tourist-source markets. An example in this regard, cluster the
hotels along the Sea point drive. Allocate the beach, or a part of, for the use of hotel guests and other

visitors willing to pay for the use of the facilities.

Sources of brand equity

Brand equity occurs when the consumer has a high level of awareness and familiarity with the brand and
holds some strong, favourable and unique brand associations in memory. Currently brand Cape Town has
low to high awareness depending on the target market. New markets must be tapped into to promote brand

growth.

Brand Awareness of Cape Town

e Currently low to high depending on the target market

Depth of brand awareness is determined by the ease of brand recognition and recall — cannot
be measured in the case of brand Cape Town. This requires a study among international
travellers that are still at the early stages of the destination choice process

Breadth of brand awareness is determined by the number of purchase situations from which
the brand comes to mind. This cannot be ascertained from this research. It requires presenting
international travellers with different purchase decisions and measure whether they associate
brand Cape Town with adventure, culture, eco-tourism etc. However, the possibility exists that
the brand can be linked with different purchase situations given the diversity of products offered.
Also this research revealed that words such as adventure and culture are associated with the

brand.

Strong Brand Associations
Marketing programs that convey relevant information to consumers in a consistent fashion at any
one point in time as well as overtime, create strong brand associations. Despite Cape Town lacking
consistency in marketing associations such as value for money, scenic beauty, variety of things to
see and do, cultural diversity have become strong brand associations. Therefore the equity of the
brand lies in the image of the destination being associated with scenic beauty, variety of products,

cultural diversity and value-for-money.
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Favourable Brand Associations
Favourable brand associations are created when marketing programs effectively deliver tangible
and emotional benefits that are desired by consumers. Brand Cape Town offers many tangible
benefits such as diversity of experiences, value for money, suitable accommodation and emotional
benefits such as relaxation, peaceful environment, and vibrant atmosphere. These benefits
constitute part of the brand equity of Cape Town. They must be managed efficiently overtime to

maintain the competitiveness of the destination.

Unique Brand Associations
Unique brand associations that are also strong and favourable create points of difference that
distinguish the brand from other brands. Scenic beauty and culture differentiates the brand. Brand
associations that are not unique, however, can create valuable points of parity to neutralise
competitive points of difference. Brand Cape Town offers value for money, suitable
accommodation, and good climate that can help in establishing points of parity with other

competing destinations.

Outcomes of Brand Equity
® Greater loyalty towards the brand
® Iess vulnerability to competitive marketing actions
e Less vulnerability to marketing crises
® Greater intermediary cooperation and support
o Increased marketing communication effectiveness

e Additional brand extension opportunities (Keller, 1998)

7.4 BUILDING BRAND IMAGE OF CAPE TOWN

se visual i d tion ding tools to enrich the brand image

® The JMI must work closely with all key government agencies to market and manage brand Cape Town’s
image and philosophy to its audiences. Brand Cape Town can be integrated into projects with a broad

community focus such as brand Cape Town vehicle number plates, vehicle registration stickers,
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welcome signage at city entry points, and brand Cape Town ‘welcome statements’ on the rear
windscreens of taxi cabs. These will reinforce the image of the destination in tourists’ minds and create
the desired awareness of the new logo/slogan for Cape Town. Similarly, a brand Cape Town
merchandise range incorporating clothing and souvenirs can be marketed to reinforce the brand and

create awareness of the brand. Have city logo label pins available for tourists free of charge.

Destination marketers for Cape Town must be in the business of delivering impact experiences, not
merely constructing a clever brand identity on paper with slick slogans and brand logos. Brand winners
are those places rich in emotional meaning, which have great conversational value and high anticipation
for tourists. The destination’s identified strengths are the starting point to build the brand. Tourism
boards must find ways to integrate the well known with newer concepts. In Cape Town’s case for
example, weaving culture and friendliness into the familiar image of the city’s natural beauty. If the
city/province is not perceived as providing a particular type of activity (adventure based, water-based
etc.) but in fact has substantial resources of this kind, develop a special promotional campaign to

increase awareness and change image/perception.

Overtime the brand needs to be visually and emotionally complex

As consumers become more familiar with brand Cape Town, they will seek more detailed knowledge.
As the brand develops a presence and position in its target markets, it therefore needs to continually
extend itself to build on its core personality. Consequently it needs to become more complex and multi-
layered to maintain its consumer appeal. This can be achieved through rich visual imagery and making
use of emotional branding tools. Cape Town must at all costs avoid presenting visitors with a 'shopping

list' of attributes. The brand must be built on emotional values.

Emotional and physical values must convey a sense of place to visitors. A picture of Table Mountain for
example evokes a certain response but i1s not enough to get potential travellers to choose the destination.
The same pictures coupled with hiking trails, cosy hotels nestling in the foothills, vibrant nightlife, and
smiling children create a ‘sense of place’. This sense of place is bound in with the product and creates an
emotional attachment thereby clarifying the image of the destination in the visitors' mind. This is the

true source of competitive advantage overtime.
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Reinforcing image using brand elements

Brand elements are an integral part of building a destination brand. The new logo for Cape Town must
be designed to reflect colours such as blue, yellow, green, red, white and black. It is then the
responsibility of destination marketing organisations, through their marketing campaigns, to associate
the desired words with those colours. Words such as excitement and relaxation can be conveyed
through colours such as red for the former and blue for the latter. The colour of a logo influences the
attitude of a potential visitor towards a destination. A colourful logo, for example, can evoke images of
fun, diversity, excitement, and happiness. These are words that will strengthen a destination brand.
Colours are significant in determining the emotional aspects that a brand conjures in the mind of a
potential visitor. Thus colours used for Cape Town logo must be in line with feelings and emotions that

the destination is trying to covey to potential visitors.

Slogans are useful in conveying both the physical and emotional aspects of the destination. Slogans
coupled with specially developed music and lyrics to use in promotional jingle to portray the experience
awaiting the tourist in Cape Town, can be a winning formula. Whatever proposition is used it must also
have the potential to last, to grow and to evolve in a long-term branding campaign, so it is essential to

get it right. Some suggestions for slogans are as follows:

Land of plenty, city of beauty-Cape Town
Treat your soul-Cape Town
Escape to the Cape-City of diversity

The Cape of pleasure and leisure

Maximise on cross-selling opportunities

Create and promote unique destination products to offer to the tourism market. Build or package
facilites and features, for example combine Garden Route with other tours outside of the city.
Aggressively promote cross selling of one region of the province with another for example the West
Coast with the Garden Route and vice-versa. Encourage different co-operating attractions such as Table
Mountain and Kirstenbosch Gardens to offer discounts for subsequent attendance at another attractions

in the package.

277



University of Cape Town/Cape Metropolitan Tourism
L ]

B

nality must be devel

A brand ownership campaign must be launched where approved licensees are able to use the visual
elements of brand Cape Town in their own marketing and promotional efforts, thus supporting the
brand identity. Stakeholders can then mix and match brand elements -logo/slogan- by choosing which
different brand elements will achieve different objectives but ensuring brand elements are mutually

reinforcing as possible so as not to dilute brand image and personality.

Developing a brand personality for Cape Town will require more than superficially constructing traits
such as 'friendly’, 'cultural’, and 'scenic’. These are popular descriptors for too many destination brands.
A brand personality has both a head and 2 heart- its head referring to the logical brand features, while
the heart referring to its emotional benefits. For Cape Town, the brand personality could reflect traits
such as youthful, refreshing, vibrant, stylish, adventurous, diverse, optimistic and fun. It should
encapsulate the spirit of the brand.

The new logo for the brand must use colours such as blue to depict the sea, yellow to depict year-round
sunshine, green to depict the scenery, red to reflect the history of the country and so on. These colours
will communicate the brand architecture making the brand look bold, exciting, energetic, sophisticated
and yet fun. However brand architecture goes beyond brand personality, it includes also the positioning
of the brand, its rational and emotional benefits along with brand differentiators. It is the blue print that

should guide brand building, development and marketing,

Leverage secondary associations to compensate for other wise missing dimensions of the marketing
program by linking the brand to other entities that reinforce and augment the brand image. For example,
the Garden Route and Cango Caves are part of the 'Cape’ brand as opposed to the Cape Town brand.
Thus leveraging those attributes along with the attractions of Cape Town will create a better sense of
place for the international traveller. These secondary associations will help to create a richer and

differentiated brand.
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7.5 MEDIA/COMMUNICATION STRATEGY

M

iz m ti ial for brand succe

Essentially it comes down to managing the county’s reputation through the media to ensure a positive
portrayal of the city brand and the country as a whole. Reputation management is an emerging discipline
whose central tenet 1s that strong reputations result from initiatives and messages that are in tune with
the distinctive values and personalities of a country. In today’s world, where ideas are increasingly
displacing the physical in the production of economic value, competition for reputation becomes 2
significant driving force, propelling an economy forward. Cape Town has a reputation, which has
suffered at the hands of a variety of largely uncontrollable internal and external factors, like crime, grime,
violence, HIV/Aids, and tardy infrastructure. This reputation needs to be clarified and changed

positively wherever possible. This can be done by:

Distinctiveness: a strong reputation will result when Cape Town owns a distinctive position/image in

the minds of its public.

Focus: a strong reputation will result when tourism stakeholders focus their attention and

communication around a single core theme.

Consistency: a strong reputation will result when destination-marketing agencies are consistent in their

marketing activities and communications to all their public.

Identity: a strong reputation will result when the various tourism boards and partners act in ways that

are consistent with established principles of identity.

Transparency: strong reputations are built when organisations are transparent in the way they conduct

their affairs.

Mix marketing communications options by choosing a broad set of communication options based on
their differential ability to impact on brand awareness and create, maintain, or strengthen favourable and
unique brand associations. Match marketing communication options ensuring consistency and directly
reinforcing some communication options with other communications options. Utilise a reach media

strategy for new markets and a frequency media strategy for maintenance or key markets
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nts as tform to build a 8 r ition of th
Develop and promote a unique holiday festival/event of Cape Town worthy for national media
coverage. Do its promotion in major international cities. Promote city and province as a location for
filming movie and television projects/series. Specifically address the foreign travel writer market.
Produce documentary films designed to highlight specific elements of the city/province’s heritage,

museum, community etc. These will create a positive perception of the brand.

! line advertisi thev are less cos

Publish general brochures about Cape Town in the major relevant foreign languages. Use billboards
both within the province and outside the province to encourage travel in the province. Use both
broadcast and print media to reinforce each other in key feeder markets such as UK, Germany and
Netherlands to create and maintain awareness of the destination. Align outdoor materials with
audiovisual materials, audiotapes, souvenirs and promotional gift-items. Target high visibility leader’
market segments such as celebrities and sports figures, which may positively affect ‘emulator segments’
and often attract free media coverage. Have separate media campaigns for international visitors,

domestic visitors and travel agents/tour operators.

Develop media campaigns to address negative brand associations such as lack of safety and crime.
Disseminate facts and figures on crime levels and stress on positive experience of visitors. International
community needs to be cautioned on safety but do not overemphasise on negative aspects of the
destination Communicate visitor research results that shows that crime and safety are not as bad as
‘people’ tend to think it is. However, communication campaigns to overcome negative perceptions of
crime and violence could also be counter-productive by alerting audiences to potential dangers that they

did not know about previously.

7.6 MANAGING BRAND CAPE TOWN OVERTIME

Managing brand Cape Town overtime requires the use of a brand assessment tool such as the one below to

fine-tune marketing and communication campaigns. This tool will help destination marketing organisations

to constantly re-evaluate the effectiveness of campaigns and make timely changes and adjustments.
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Brand Assessment Tool

1. Clearly define the position you want the brand to occupy

e Develop a brand positioning statement - explain what you want visitors to think when they think of
your brand. Destination marketing organisations must be able to clearly define this position, otherwise it

13 unlikely that the targeted visitor will consistently understand the brand’s strengths.

e The brand positioning statement is critical because it focuses promotional and marketing efforts. It
becomes the consistent message that is communicated over and over to the target markets. It is an

internal benchmark against which all communications to the targeted audiences are measured.

e Is the brand position simple and understandable to consumers?

2. Is the brand differentiated in the marketplace?
e Do consumers place value on the differentiation? Is it important and relevant to consumers? The

differentiation gives the brand an advantage only if it is valued.

3. Is the brand position defensible?

If the position can be easily and credibly duplicated, it is not defensible. The value of the differentiation

will be short-lived.

4. Has enough resources been allocated to support the brand and brand-building activities?

e Have the resources been efficiently used?

5. Does the brand reflect the destination’s strengths?

e How can the brand sustain its competitive advantage?

6. Have marketing and promotional messages been consistent over the last few years?

® Are the messages we communicate consistent with the desired brand position?

7. How do we measure the effectiveness of marketing, promotion, public relations and other brand-

building activities relative to the desired brand positioning?
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e What kind of performance standards and evaluations must be set in place?

7.7 AREAS OF FUTURE RESEARCH

This study focused on the perceptions of brand Cape Town among international tourists visiting the
destination. International tourists are not the only target markets for such a brand. Similar studies must be
carried to measure perceptions of domestic tourists and stakeholders. Looking at brand Cape Town from a
360 degrees angle requires an understanding of how domestic tourists and stakeholders perceive the brand
as well. Though the positioning of the brand will be different for the domestic market, consistency in image

and message communication is still necessary to avoid consumer confusion.

It is also necessary to conduct research among international and domestic travellers that are not considering
Cape Town as a potential holiday base. This will help to identify negative organic images that exist among
the international community about the destination. The opinions of those that are not buying into the brand
experience are critical to formulate growth strategies for any brand. The findings for this particular research
cannot be used to extrapolate that crime and safety are not affecting the image of the brand. Obwviously
those respondents that were surveyed at the destination have a different view on safety and crime levels

compared to international travellers that are not even considering the destinations as a holiday option.

The perceptions of intermediaries are even more critical for the success of a brand. Brand awareness and
brand image influence strategies of distribution channel management, particularly push and pull strategies
within the channel. Consequently, it is necessary to conduct research to find out perceptions of the brand
among local and international channel members (tour operators/travel agencies). Intermediaries to a large
extent influence brand choice and brand expectations. Therefore if they hold a negative image of the

destination, they will be most unlikely to recommend the destination to their customers.

Moreover, integration of on-line and off-line branding tactics is necessary to achieve consistency in image
and message projection. Given that brand Cape Town is adopting an on-line marketing strategy requires
research to be undertaken among domestic and international toutists alike to measure whether how the
brand is perceived off-line is the same as it is perceived on-line. Any discrepancies must be addressed to

avoid customer confusion.
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APPSNDTY &

Impa. - Analysis frtroduc-~ | Growth Maturity Saturation | Decline
tion
Life Cycle
Demand
SITUATION New trendy | More people | Maxirmum £ Oversupply, Reduction of
destination interestad visitation Original demand | demand
investment on | increasing Moves Specisl offers to
sccommodation | fecilities boost visitation
& fecilides
DESTINATION CHARACTERISTICS
Visiter Number of Tourists Paw Many Too Many Many Many
Growth rate Low Feot growth Faut growth Slow growth Decline
Aceormmodation Capacity Vary low Low High Very High Very Hinh
Oeeupancy levels Low Vary High Vary High High Low
Prices of Services High Vary High High Low Very Low
Expenditure per cepita High Very High Vary High Low Very Low
Visitor types Drifters Innovaters innovators Followers Chesp-mags market
imsge snd sittections Low Very High Hiah Low Very Low
Tourists ere perceived as Guests Guests Custormers Customars Forsigners
MARKETING REBPONGE '
Markotng Terget Awarensss inform Persyade Persusde Loyelty/new merket |
Strategic Foocus Expansion Penetration Defence Defence Reintraduce
Marketng Expenditure Growing High High Falling Consolidate
Product Basic improved Good Deteriorates Decay
Promotion Introdustion Advertising Travel Trade Travel Trade Travel Trede
Price High High Lowaer Low Below cost
Distribution independent Independent Travel Trede Travel Trode Travel Trade
ECONOMIC IMPACTS
Employment Low High Very High Hiagh Low
Foreign Exchenge Low Very High Vaey High High Low
Profitebility of privete sector Negstive Growing Very tigh High Decline
Incomne of residents Low Very High Very High 1ilew Vary Low
lnvestrments Low Vary High Very High Low Very Low
Stats revenue & Taxes Low Very High Very High low Very Low
Economie Struoture Belanced Tourism Tourism Tourism Unbslenced and not
orientsd deminated Depended -} seif sufficient
Dependency on intermadiaries | Negligible Low L] Qver-dependent | Over-dependent ‘
imports Low Very High Vary High Very High High
Infistion Low Very High Very High High Low
8OCIAL IMPACTS
Types of tousists Allocentrics Allocentrics Midoantrice Psychocentrics | Paychocentrics
Relationships between iocals | Euphoria Apathy irditating Antagonism Final
and tourists _ N
Demographics et destination Irvmigrations | Youth stays to | Balanced Balanced Immigrations as né-
and Older | work in tourism jobs svailable and
, residents More baisnced Older residents
Migration to ths destination Low High Very High High Low
Crime at the destination  Low High High Very High Very High
Family structure Traditdonal Effectad Modern Modem Modern
ENVIRONMENTAL IMPACTS
Enviconment snd landscepe Unspoilt Improved No respect Polluted Damagad
1 Conservation and heritsge Urnapoilt Improved No respesct Dsosy Damaged
Ecologicel digruption Unspoilt improved No respeot Dgoay Dameged
Pollution related 10 tounism Negligibie Low High Very High Very High
Water pollution Negligible Low High Very High Very High
Congestion and traffic Low Low Very High Very High Low
Erosion Low High Very High Vory High Very High

Destination life cycle and tourism impacts.
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IN-DEPTH INTERVIE W DISCUSSUION GUIDE
INTRODUCTION AND WARM UP

e Greetings and introduction.
e Explanation of the research being conducted and general topic of the interview.

e Inform the respondent of the confidentiality of the information and that it will be used
for the purpose of this research only.

e Inform the respondent that the interview will be taped to allow for further analysis of
the information provided.

e Encourage the respondent to be free in his/her answers and comfortable in expressing
his/her opinions and feelings about the different topics.

e Are there any questions?

GENERAL INFORMATION ABOUT THE TOURIST/TRAVEL ACTIVITIES

e How often do you travel overseas annually?

e Which foreign countries other than your own have you travelled to?

e Do you plan your holiday through travel agencies, tour operators, word-of-mouth etc?
e Do you usually travel alone, with your spouse or with your family?

o Tell me about your main activities and interests when you are on vacation?

DESTINATION CHOICE AND IMAGE

e What are the most important factors when you choose a destination?

¢ How important is a destination’s image when making the decision to travel somewhere?
o  What, if any, are your favourite destinations?

e What makes these destinations so special?

SOUTH AFRICA

Projective Technique: Verbal Map
When I say South Africa, what are the first few words to come to your mind?
CAPE TOWN

Projective Technique: Verbal Map
When I say Cape Town, what are the first few words to come to your mind?




e I want you to imagine you were back home, what will you tell your friends, family,
colleagues or anybody you come into contact with about Cape Town? Probe for both
positive and negative statements

e Have you been to Table Mountain? Do you think it really embodies what Cape Town
has to offer to you?

o Wil you revisit the country? If No, why not?

PROJECTIVE TECHNIQUE

Ask respondent to close their eyes and think about walking down a comdor. There are
rooms to the left and to the nght of the corndor. As you walk you notice that the doors are
labelled with the names of regions, countries and cities... you are walking quite quickly... you
see France on the left...Paris on the right... Australia on the left... Sydney on the
right... Switzerland on the left... Geneva on the rght... etc etc... suddenly you slow down
and see South Africa on the left... .Cape Town on the right.

You stop outside the Cape Town room... .open the door...

What do you see? No probing

What do you feel? No probing

What do you hear? No probing

What do you smell? No probing

What do you taste? No probing

What are the colours you can see? Probe blue, green, yellow, red and what specific

things about the destination they associate with these colours.

Ask respondents where do theyfit in the room? (at the door - standing outside; looking
from a distance at what is happening in the roomy; are intensively involved in what is
happening in the room; are they impressed/ unimpressed; do they feel the experience is
authentic or fake)

THANK RESPONDENT FOR THEIR TIME AND INPUT.

Name of Interviewer:

Date of Interview: Main Reason for Visiting Cape Town:

Nationality of Interviewee:
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CAPE METROPOLITAN TOURISM - CAPE TOWN BRANDING SURVEY 2001 |

Questionnaire No. [:‘___D

Hello, my name is.......ccoevvnnnnnn As part of enhancing the experience of tourists in Cape Town, Cape Metropolitan Tourism is

conducting research into the brandin g of Cape Town,

Are you an international tourist? YES - CONTINUE
NO ——3p THANK RESPONDENT (Terminate Interview)
Have you spent more than 4 days in Cape Town? YES =¥ CONTINUE

NO =i THANK RESPONDENT (Terminate Interview)

We value your opinion highly and would appreciate 15 minutes of your time to fill in this questionnaire. Thank You. ]

1. Which countries other than South Africa have you been on holiday to in the last 4 years?

2. Isthis your first visit to Cape Town?
2.1 Yes O (If Yes go to Q4) 22Neo 0O

How many times have you been to Cape Town before?

4. Who do you usually travel with? (Tick as many as they mention)

4.1 Family 4.6 Girlfriend

4.2 Friends 4.7 Boyfriend

4.3 Wife 4.8 Partner

4.4 Husband 4.9 Alone

4.5 Organised Tour 4.10 Other (please specify)

5. When I say the word ‘Cape Town’, what are the first 5 words that come to your mind?

DESTINATION CHOICE

6. Using the first scale on this card (Hand respondent the Show Card and point out to him/her the scale to be used) please tell
me how important do you consider each of the following factors when choosing a destination to visit?

(1=very important, 2=important, 3=neutral, 4=not important, S=not at all important)

1. Never been to the destination before 11.Personal safety

2. Value for money 12. English speakang country

3. Destination Image . 13. Good nightlife and entertainment

4. Beaunful scenery and patural attractions 14. Interesting and friendly people

5. Good climate 15. Good service

6. Interesting cultural and historical attractions 16. Plenty of activities to do

7. Suitable accommodations 17. Appealing local cusine

8. Plenty of information available on the destination 18. Good shopping facilities

9. Great beaches and watersports 19. Easily accessible

10. Quality transport and infrastructure 20. Unpolluted and unspoiled environment
21. Other (please specify) a

7. mee 4 main factors that influenced your decision to choose Cape Town as a destination?




8. From this list (Show respondent the list on the Show Card), please rank the 4 most influential sources of information in terms
of how strongly they influenced your decision to visit Cape Town? (1=the most influential, 2=the second most influential,

3=the third most influential, 4=the fourth most influential).

Rank

Travel agent

Tour operator

'Word of mouth from family/{nends
Information from the Internet

Travel guidebooks

Brochures/pamphlets

Advertising/ Promotion in your home-country
Previous travel to Cape Town

Information centres

Other (please specify)... ... e voe vve ver coe evaee

NOITOOINION W B W RO e

ot
o

9. Please indicate the level of performance of Cape Town on the list of attributes that I am going to read to you. Please use this
scale to indicate your opinion (Show respondent the scale io use on the Show Card).

(1=unacceptable, 2=poor, 3=neutral, 4=good, S=excellent)

1. Value for money.

2. Scenery and natural attractions

3. Weather/ Climate.

4. Accommodation/ restaurants

5. Architecture/buildings

6. Local infrastructure/ transport

7. Friendliness/ receptiveness of locals

8. Entertainment and nightlife

9. Safety duning the day

10. Histonical and cultural attractions

11. Shopping facilities

12. Availability of information on things to see and do
13. Safety at night

14. The standard of service in general

15. Accessibility of the destination from your home-country
16. The image of the destination in your home-country
17. Local cuisine

18. Ambience of the destination

19. Beaches and tounst attractions

DESTINATION IMAGE
10. Which of the following words (Show respondent list of words) would you use to describe Cape Town as a destination?

Tick Rank Tick Rank

1. Inexpensive 8. Vibrant atmosphere

2. Fascinating culture 9, Poor road signs

3. Sub-standard service 10. Unsafe

4. Hospitable people 11, Exciting ambience

5, Superficial attractions 12. New destination

6. Vast/ spacious landscape 13. Crowded facilities

7. Cosmopolitan city 14. Many street-children




15. Relaxed atmosphere 24. Sleepy atmosphere

16. World-class facilizes 25. High service

17. Lush/¢green environment 26, Breathtaking scenery

18. Crime 27. Racial tension

19. Expensive 28. Poverty

20. Outdoor/ Adventurous feel 29. Unspoiled/ Unpolluted tourist sites
21. Clean and hypienic facilities 30. Conservative ambience

22. Vanety of activities 31. Other (please specify)

23. Diverse people '

11. From the list of words that you associate with Cape Town, tell me 4 words that you most strongly associate with Cape Town,

The first word being the one that you most strongly associate with CT, the next word being the second most strongly

associated word with CT etc. (Give respondent the questionnaire so that he can see which words he/she has chosen)

12. Compared to other countries ybu have visited what differentiates Cape Town as a destination?

Spontaneous| Probed Spontaneous| Probed
Response | Response Response |Response
1 |Scenery 10 |Its location at the southern tp of Africa
7 |Calture 11 [Nightlife
3 |Diverse people 12 {Variety of things to see and do.
4 [Value for money 13 |Wine Farms
5 |Rich and poor living 14 |Beaches and mountains
alongside
6 |V&A Waterfront ' 15 |Rich history
7 | Table Mountain 16 |Different lifestyle
8 |Nothing really 17 [Kirstenbosch Gardens
9 {Cape Point 18 |A combination of all the above

13, Using this scale on the card (Show respondent the scale), please tell me the degree to which you agree or disagree with the

following statements that I am going to read to you.

(1=strongly agree, 2=agree, 3=neutral, 4=disagree, S=strongly disagree)

CT is very much what I expected it would be.

The crime situation is not as bad as I thought it would be.

I was surpnised by the friendliness of the local people.

BN RUS ] § 6] Y

Betore coming to CT, I was told that the city offers a unique experience in terms of the

variety of things to see and do.

The city is much more beautiful than I expected.

I was warned in my home country about the crime situation in CT.

CT is very westernized and has a European 'feel’.

QOO W

There is enough information available on the destunation in my home country.

Table Mountain symbolizes what CT has to offer.

I expected CT to be more wild and underdeveloped.

11

I did not expect such high poverty levels in CT.

12

I expected my trip to CT to be informative and a unique cultural expenience.

13

CT has a distinct image in my mind.

14

CT offers very little of an 'African’ expenence.

15

I was expecting a 3« world country but found 1t world facilities and amenities.

16

CT is not marketed properly in my home country.

17

CT is very different from the rest of South Africa.

18

The atmosphere 1s more laid back than I expected.

19

I will definitely say positive things about the city 1o my friends/ relatives/ colleagues.




OVERALL ATTITUDE

i4.

15.

16.

17.

On the basis of your experience in Cape Town, how likely are you to revisit the city using this scale. (Show respondent the
scale to use on the Show Card)

1. Not at all likely 0 2. NotLikelyO 3. Neutral [0 4. Likelyd 5. Very LikelyO

How likely are you to recommend the city to friends/family/colleagues?

1. Not at all likely 0 2. NotLikely 0 3. Neutral O 4. LikelyO 5. Very Likely O

What is your overall image of the destination using this scale. (Show respondent the scale 1o use)

1. Exn;emely Neg. 0 2. Somewhat Neg. [1 3. Neither Positive nor Neg. [ 4. Very Positive [ 5. Extremely Positive [
What is your overall satisfaction with the destination experience using this scale? (Show respondent the scale to use)

1. Not at all Satis. O 2. Somewhat Dissatis. O 3. Neither Satis. nor Dissatis. O 4. Very Satis. O 5. Extremely Satis. O

CAPE TOWN COMPETITORS

18.
19.

‘What other cities have you visited in South Africa?

How would you rate these cities on the following attributes when compared to Cape Town using this scale. (Show respondent
the scale to use on the Show Card)

(1=better than Cape Town, 2=similar to Cape Town, 3=worse than Cape Town)
Durban | Pretoria | Johannesburg

Frnendliness of people
Personal Safety

Weather

Activites to see and do
Service level

Tourist attractions and scenery
Culture

Nighthfe and entertainment
Transport and infrastructure
10]Accommodation

N =RR- TN R R KU ] NN RWR] § S 1§

DEMOGRAPHICS

20.
21.
22.

23.
24.
25.
26.

Gender Male O Female O

Where are you from (Country of Origin)?
What is your main purpose for visiting Cape Town?

1. Holiday O 2. Business (] 3.VFRO 4. Other

Your Length of Stay in Cape Town?
Your Length of Stay in South Africa?
Your Age?

What is approximately your monthly income in your home currency or US $?
1.<500 0 2. 500-3499 0 3.3500—-6499 0 4.6500— 9499 ) 5.9500— 124991 6. 12500~ 154990
7.15500- 18499 00 8. 1850021499 0 9.21500 - 24499 O 10.24500 - 27499 0 11.227500
THANK RESPONDENT FOR THEIR TIME AND WISH THEM A PLEASANT STAY IN CT





