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1. Introduction 
 
One of the core aspects upon which Tourism KwaZulu-Natal’s (TKZN) Marketing Strategy is 
based, is an effective understanding of the KwaZulu-Natal (KZN) tourism market and the 
careful selection of attractive segments within that market. 
 
Segmentation is one of the most important elements of a marketing strategy. This concept 
can be defined as the process of apportioning markets into segments of potential customers 
with similar characteristics who are likely to exhibit similar purchasing or travel behaviour.  
 
Market segmentation is based on assumptions regarding the behaviour of population 
subgroups. The key assumption is that not all groups will behave in the same way towards 
products since these groups have different needs, motivations, spending power and the like. 
Businesses can therefore be more effective if they concentrate their marketing efforts on the 
most likely buyer groups, these being the markets whose needs can be satisfied by the 
products or services offered by those specific businesses. 
 
Segmentation leads to more effective resource allocation since it usually leads to the 
targeting of fewer people and thus less marketing communication spend for each individual 
likely to purchase a particular product or service. 
 
Market segmentation is part of a three-step process that involves: 
 

- Studying the demand preferences of buyers; 
 

- Forecasting how many people will be likely to use a particular product or service; and 
 

- Breaking the overall population into groups of people with similar needs. 
 
Some of the key conditions or characteristics that each segment should portray are the 
following – they should be:  
 

- Measurable – size of the segment, how many buy certain products and services etc. 
 

- Accessible – must be able to reach them by advertising, sales promotions etc. 
 

- Substantial – must be large enough to provide a viable level of business. 
 

- Sustainable – must last for a reasonable period of time. 
 

- Actionable – must be possible to influence them. 
 
There are a number of methods that can be utilised to segment a tourism market: 
 

- Purpose of visit – holiday/leisure, business or visiting friends and relatives 
 

- Geographic location – place of residence 
 

- Socio-economic / demographic – age group, gender, income etc. 
 

- Channel of distribution – whether or not they use travel agents or tour operators to 
book a tourism trip. 

 
- Product-related – type of tourism experience or product that appeals to tourists. 
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- User frequency / seasonality – how often they travel.  

 
- Psychographic – values, attitudes, preferred and actual tourism activities. 

 
Segmentation is the first step required to develop a targeting and positioning strategy for a 
particular tourism destination. Targeting is the process of selecting the most attractive 
segment or segments to achieve desired objectives. 
 
A product’s position is the way the product is defined by consumers according to important 
attributes – the place the product occupies in consumer’s minds relative to competing 
products. There are a number of factors that can be used to position a tourism product or 
service: 
 

 Specific product attributes such as price and product features. There are two choices 
– cheap or providing right attractions. For example, the Hilton uses the reliability their 
brand provides to attract business customers. 

 

 Needs that products fill or the benefits they offer. Psychographic segmentation is 
useful when a product can appeal to a specific need. A restaurant can be positioned 
as a fun place, for example. 

 

 Certain classes of users. People, especially the right people, can be used to attract 
other people. By studying reference groups and identifying a product or service with 
them in a believable way, the right users can be attracted. 

 

 Against existing competitors. Advertising the competitive advantages of a product 
against those of its competitors. 

 
 
2. Background 
 
South Africa Tourism (SAT) conducted a market segmentation study of Botswana in 2012. 
Botswana is considered one of South Africa’s land markets. Arrivals from the African 
continent to South Africa between 2009 and 2011 were 6.11mn. In Africa, Botswana is 
considered a core market by SAT. In the tourism life-cycle, Botswana is considered to be still 
in the introductory stage. 
 
Most Batswana travellers spend their money on shopping, irrespective of the purpose of 
visit. There is scope increase the spend on leisure activities.  
 
Botswana has a population of 2.06mn people and a GDP US$14.9bn. Tourism contributes 
14% to the national GDP. Over 60% of Botswana’s population live in urban areas. The 
average disposable income is US$440 in urban areas. 
 
 
3. Batswana outbound travel 
 
In 2010, 46.5% of all Batswana travellers were outbound. This is expected to grow to 48% 
by 2015. Almost 90% opt to drive to South Africa or Zimbabwe. In 2010, 84% of travellers 
from Botswana travelled for leisure. This is expected to grow to 86% (1.91mn trips) in 2015. 
Out bound expenditure in 2010 was US$154.9mn. 
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The Botswana airline industry is undergoing liberalisation, opening up the domestic air 
market to competition from regional airlines and allowing selected domestic airlines to 
operate on regional routes. This move has resulted in increased competition and a reduction 
of airfares for travellers. In terms of the number of nights stayed, over 56% of the outbound 
travellers stay for more than 7 nights. Further, 4-7 night stays are also becoming popular. 

There are over 100 registered tour operators and over 30 registered travel agencies in 
Botswana. Approximately 53% of holiday travellers book their air tickets and 31% book 
accommodation through a travel agent. 
 
 
4. Travel to South Africa 
 
South Africa’s share of the outbound trips from Botswana was 58% in 2010. In terms of the 
volume of arrivals into South Africa, between 2006 and 2010 the number grew by 2.9% from 
765 000 to 857 000 trips. In 2010, KZN received 6% of the total nights.  
 
About 95% of those who travelled to South Africa have travelled 10 times or more. Thus 
there are between 95 000 and 100 000 individual travellers to South Africa annually. It is 
important to understand that, for domestic and SADC countries, the number of trips is 
undertaken by a relatively small number of people.  
 
In 2008, 57% of the 804 701 arrivals into South Africa stayed overnight for the following 
reasons: 

 There are a number of South African towns in close proximity to major towns in 
Botswana allowing for single day trips. Zeerust and Mahikeng are within a 2-hour 
drive from Gaborone, Kanye, Lobatse and Molepolole  

 Key borders between these towns open as early as 06h00 and close as late as 
24h00  

 Further, there are a high number of daily flights between Gaborone and 
Johannesburg allowing air travellers to fly in and out in the same day. About 71% of 
those who travel to South Africa by air live in Gaborone. The average traveller from 
Gaborone spends on average 2.6 nights and the average spend is R1 189 per day. 

 
The primary drivers for visiting South Africa are VFR (26.8%) and business interests 
(12.7%). The table below is a cross tabulation of purpose of travel by mode of travel.  
 
Table 1: Purpose of Travel by Mode of Travel 

 Land Air 

VFR 94% 6% 

Business 78% 22% 

Holiday 89% 11% 

Business Tourist 82% 18% 

 
Table 1 shows that travel, by land for whatever purpose, is the most common way of 
travelling to SA. Therefore those cities in close proximity will be the favoured destinations, 
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Table 2: Purpose of Travel 

Indicators Percentage 

VFR 32% 

Business traveller 20% 

Business shopping 11% 

Personal shopping 9% 

Business tourist 5% 

Holiday shopping 4% 

Medical 4% 

Other 14% 

 
Table 2 above indicates that travel for VFR is the most popular followed by business and 
shopping.  
 
Approximately 95% of the travellers to South Africa are between 25 and 54 years old, and 
predominantly male (70%). About 55% travel to Gauteng, 33% to North West and 6% to 
KZN. The months of April and December are peak periods. 
 
Most of the Batswana (48%) travel alone, 13% travel with family and 13% with a tour group. 
About 43% purchase accommodation through a travel agent, 22% stayed with VFR and 19% 
booked directly with place of accommodation. 
 
The activities mainly engaged by Batswana travellers are shopping (35%), nightlife (33%) 
and business (5%). 
 
Expenditure in South Africa by Batswana amounted to R2.69bn in 2010. Some 30% was 
spent on shopping, 19% was spent by business travellers, 15% by VFR and 20% was for 
‘other’ activities, which included religion.    
 
 
5. Access to South Africa 
 
5.1. Land 
Travelling by land between Botswana and SA is predominantly by car. There are 7 border 
posts between South Africa and Botswana. The high volume border posts (Tlokweng gate at 
Kopfontein, Ramotswa at Swartkoppie, Pioneer Gate at Skilpadshek and Ramatlabama) 
operate between 14 and 16 hours per day. The only cost of travelling to South Africa is that 
of automobile running costs including petrol, as there are no toll plazas. The roads to South 
Africa are tarred. Furthermore, four bus companies operate daily between Gaborone and 
Johannesburg. The cost is about R300 one way. There are no trains between the two 
countries. 
 
5.2. Air 
Air Botswana has 29 flights per week to Johannesburg from Gaborone, Francistown and 
Maun. There are no direct flights between Gaborone and Cape Town or Durban, although 
plans are afoot to have direct flights between Gaborone and Durban soon. 
 
South African Express has 41 flights per week between Gaborone and Johannesburg.  
  
5.3. Holiday Travellers 
The holiday traveller from Gaborone spends about 3.3 nights in SA and about R1 200 per 
day. Some 48% visit Gauteng, 28% North West and 14% go to KZN. 
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Table 3: Activities in Provinces  

Province Shopping Nightlife Social Sporting 
spectator 

Beach 

Gauteng 38% 33% 13% 7% - 

North West 37% 33% 13% 9% - 

KZN 31% 27% 6% - 25% 

 
Tables 3 indicates that the activities in each of these provinces are generally the same with 
the addition of the beach in KZN. 
 
The holiday traveller usually books the air tickets with a travel agent (53%), while 18% book 
directly with the airline and 16% directly with the airline via the internet. 
 
Hotel accommodation is mostly booked with the travel agent (31%), while 25% stay with 
VFR and 14% book directly with the accommodation via the internet and 13% directly with 
the accommodation.   
 
 
6. Segmentation 
 
Figure 1: Consumer Segmentation 

 
 
Figure 1 shows four segments that have been identified in the Botswana market that have 
been identified by South Africa Tourism. The descriptions and explanations of these 
segments are in figure 2. 
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Figure 2: Consumer Groups 

 
 
Figure 2 provides a brief description of each segment that has been identified within the 
Botswana market which will be targeted by South Africa Tourism. The desired travel 
experiences that can be accomplished by travelling to KZN are described in this figure. 
These will be discussed in more detail later. 
 
 

 Figure 3: Comparison of Consumer Groups 
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Each of the four segments in figure 3 is measured against eight stages that provide an 
indication of each segment’s purchasing behaviour and preferences. The stages are;  

 Purpose of travel 

 Price sensitivity 

 Destination consideration 

 Information gathering 

 Experiences sought 

 Mode of travel 

 Trip booking 

 Usage and assessment 

Within each of these stages are different ways in which each segments behaves. As such, 
the figure above provides a clearer picture of how to engage the preferred segment.   

  

Figure 4: Young Explorers 

 

The above segment travels to Mozambique which is considered a beach destination. 
Therefore Durban, with its shopping, entertainment and beach, should also be an attractive 
alternative.  
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Figure 5: Family Holiday-Makers 

 

The segment in figure 5 makes frequent trips regionally. Thus Durban and KZN would be an 
ideal option that will be new to this segment, because the visiting the beach, shopping and 
theme parks with children are desired experiences.  

 

Figure 6: Elder Travellers 
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This segment enjoys a more sophisticated experience. This experience is on offer in KZN 
such as the beauty of the Drakensberg Mountains, the beaches and the live entertainment in 
Durban. The coast north of Durban and the exclusive safari experiences, such as Phinda 
Game Reserve, will also be attractive options for this segment. 

 

Figure 7: Family Budget Seekers 

 

The Family Budget Seekers enjoy a family experience at the beach. KZN is famous for 
providing this experience, especially along the South Coast. 
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Figure 8: Improving Destination Awareness 

 

Although awareness of South Africa is high amongst Batswana, there does not seem to be a 
high awareness of the offerings of KZN. Three channels have been identified through which 
these segments can be engaged. These are; 

 Word of mouth 

 Mass media  

 Mobile technology 

These channels can be used to complement and leverage off of each other. 
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Figure 9: Routes to the Destination 

 

The cost of travelling to Durban is highest when compared to the other popular destinations 
in South Africa. Therefore the introduction of direct flights to Durban and affordable 
packages to target specific segments is important. 

 

Figure 10: Purpose of travel to KZN 
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Many Batswana travel to Durban by commercial bus. The segments that should be targeted 
would find this option too long, as there are no direct routes to Durban. The traveller would 
need to go to Johannesburg and then to Durban. Thus it is important to have a direct route 
to Durban, be it by commercial bus or aeroplane. 

 

Figure 11: Route to KZN 

 

Again the need of having to stop in Johannesburg presents a challenge in terms of cost and 
the need to spend a night, which would add to the cost of getting to the coast. Direct travel 
options are a necessity if this market is to be successfully engaged. 
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6.1. Opportunities to Attract the Batswana Market 

 Figures 12:  

 

Due to the low number of Batswana travelling to South Africa, it is important to maintain high 
volumes of travellers by leveraging events and friends and relatives. 

 

Figure 13 
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Figure 14 

 

In figures 13 and 14 it is clear that major events, sporting and music, can be packaged to 
attract the Batswana. However, it must be considered that the event must be unique to KZN, 
because it would be easier and less costly to travel to Johannesburg for the same event 
when compared to travelling to Durban.  

 

Figure 15 

 

Although many Batswana have friends and relatives in South Africa this does not translate 
into visiting SA in large numbers. It is through KZN’s dominant domestic market share, that 
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TKZN should capitalize on engaging the Batswana, by encouraging the friends and relatives 
to spread the ‘good’ word of KZN. A “Tell a friend, tell a relative” marketing campaign could 
be initiated.  

 

Figure 16 

 

Figure 16 indicated the holiday offers for three segments. This has highlighted the need to 
have packaged deals to overcome the challenge of distance and time taken to travel to 
Durban.  

 

7. Conclusion 

The Batswana market is not a large market, but one that travels to South Africa regularly. 
Almost half (46.5%) of the population that are able to travel are outbound travellers. Over 
80% of these travellers travel for leisure and they usually stay for over 7 nights. 

However, the Batswana travel to South Africa consists mainly of VFR and business 
travellers. Over 850 000 trips were made into South Africa in 2010 by Batswana travellers.  

The majority of the Batswana are land arrivals with 94% of the VFR and 78% of the business 
and 89% of the holiday travellers arriving by vehicle. It is the business traveller (22%) and 
business tourist (18%) that travels by air. 

Almost half of the Batswana travel alone and about 43% purchased their accommodation 
through a travel agent and 22% stayed with VFR.  

The expenditure by travellers to South Africa was R2.69bn in 2010. About 30% was spent on 
shopping. 

In KZN, the most popular activities are shopping (31%), nightlife (27%), and the beach 
(25%). The long distance to Durban makes it expensive. In order to get to Durban using 
commercial transport such as busses or aeroplanes, travellers need to go via Johannesburg. 
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The cost of travelling by private vehicle is also more expensive. In figure 10 almost 85% of 
the business traveller that travel to KZN travelled by bus. There are no direct commercial 
bus routes, therefore travellers need to go via Johannesburg. Almost 37% of the business 
travellers travel by private vehicle.  

The consumer segmentation of the market identified four segments. These were the Young 
Explorers, Elder Explorers, the Family Budget Seekers and the Family Holiday Makers. All 
the segments would find that which KZN has to offer appealing. It was only the Young 
Explorers that do not specifically seek a beach experience. However, their desired 
experiences can be fulfilled in KZN with such events as the Vodacom Durban July and the 
beach as additional attractions. 

Most travel to South Africa by the Batswana market is to VFR, for shopping and for 
business. However, as indicated above, 84% of the 1.61mn trips undertaken in 2010 by 
Batswana were for leisure. Therefore, it is important that KZN offers all the elements that are 
important to this market. That is, shopping, nightlife and business in addition to the beach.  

Generally major events are a draw card for the Batswana market as indicated in figures 13 
and 14. Therefore unique events such as the Vodacom Durban July can be packaged to suit 
this market. The Batswana market also attends major concerts, which unfortunately are 
more available in Johannesburg, which is also closer and easier to get to. Major sporting 
events also need to be unique to Durban in order to attract a larger portion of this market. 
Therefore as mentioned below the Elder Explorers, Family Budget Seekers, and Family 
Holiday Makers are the most attractive segments for KZN.  

 

8. Recommendations  

In light of the fact the most Batswana who travel to South Africa do not travel for leisure 
purposes, the small size of the market and declining number of tourists into South Africa 
*(2010: 507 042 and 2012: 452 158), it may be prudent to see Botswana as an investment 
market at this time. Many of these visitors are VFR who travelled to SA on multiple 
occasions. Over 95% have been to SA more than 10 times.  
 
However, if an investment into this market is made, the focus should be on the Elder 
Explorers, Family Budget Seekers, and Family Holiday Makers segments. These segments 
desire a beach experience which KZN offers, along with a focus on family, tranquillity, 
culture, and live entertainment. The Elder Explorers would be able to travel outside of the 
popular holiday periods and would thus alleviate some of the seasonality troughs. The 
Family Holiday Makers would be ideal targets for the holiday seasons and beach 
experience. The Family Budget Seekers visit the beach and theme parks which are major 
attractions in Durban. Shopping is important for all these segments of which there is plenty in 
Durban. These three segments do make long-haul trips and thus the distance to KZN would 
not be deterrent. 
 
It is important to keep in mind that these segments are still cost conscious and are driven by 
the cost of accommodation, the activities, and the size of the family travelling. Thus, 
packaging is an important part of attracting this market. Accommodation for the Elder 
Traveller is generally 3 to 4 stars, while for the Family Budget Seekers is 2 to 3 stars. 
Packages should also be linked to activities.  
    
The Batswana market are keen travellers in Southern Africa. The small market size and 
access to Durban as opposed to Johannesburg need to be considered when engaging this 
market.   
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There is a need to create a more direct route to Durban, be it by commercial bus or 
aeroplane. Further packages need to be affordable enough to overcome the distance and 
time constraints in getting to Durban. Word-of-mouth has been considered the most 
important method of increasing awareness thus leveraging off the domestic market to 
encourage their Batswana friends and relatives to travel to Durban is important.  
 
 
*Note: These figures are from table A, which is released by South Africa Tourism monthly. They differ 
from those in the segmentation report which states that there were 857 000 trips in 2010. Therefore, 
in 2010, each of the 507 042 tourists travelled to South Africa approximately 1.69 times. 

 


