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• Of the respondents who were visitors, 86% of them stayed overnight – of which the 

majority (64%) stayed for 4 nights or more  

 

• 97% of the visitors indicated they were in Durban specifically for the event 

 

• 81% of the respondents were influenced to attend by either “word-of-mouth” or the fact 

that they had attended before. 

 

• 92% of the respondents were satisfied with information provided about the event 

 

• 87% of the respondents said they would attend the event again 

 

• 87% of the respondents had either a good or an excellent experience 

 

• 96% of the respondents did NOT experience any problems at the event 

 

• 99% of the respondents said they would recommend the event 

Positive Highlights 



In terms of the questions that were included on behalf of the organisers, the following can be 

said: 

 

• 77% of the respondents had either a good or excellent experience with the registration 

process 

 

• 85% of the respondents noted that there was sufficient ‘Africana’ content 

 

• 64% of the respondents felt that DIFF had a high standard when compared to other film 

festivals in South Africa and around the world. 

 

Positive Highlights (cont’d.) 



Methodology 

 

• Face to face survey with a probability sample of 212 respondents.  

 

• Respondents were systematically selected throughout the entire event (from the 

16th until the 26th of June), using the internationally accepted methodology of 

‘representative sampling’ (please see slide 6). 

 

• The event was held from the 16th to the 26th of June 2016. 

 

• The methodology and research plan was changed in 2016 based on the 

limitations from the 2015 event. 

 



Methodology (Limitations thereof) 

 

• It was a challenge to determine the total attendance at the event.  

 

• The number of tickets bought will not give a clear indication of how many people 

attended the event because most people would have bought more than one ticket. 

Information would thus need to be obtained by the organisers on this.  

 

• Also, there needs be a buy-in from all parties involved with this EIA study in future. 

Without the attendance data, the economic impact of the event cannot be 

calculated – thus, it is crucial that this information is supplied to TKZN for any 

future studies. 

 

• It is important to note that, to date, the attendance data has not be supplied to 

TKZN and this has caused the delay in the completion of the report (since August 

2016). If the attendance data is supplied in future, this report will be revised and 

updated. 

 



Methodology (cont’d.) 

Representative Sampling 

A small quantity of something such as customers, data, people, products, or 

materials, whose characteristics represent (as accurately as possible) the entire 

batch, lot, population, or universe. 

 

Two advantages 

1. Saves time (not enough time to interview 1 000 people during an event) 

2. Saves money (fieldworkers are paid per survey/questionnaire –  

E.g. 1 000 surveys @ R25 = R25 000) 

 

National Department of Tourism: Accepted Standards 

10 people in a room – interview all 10. 

100 people in a room – safe with 40-50 surveys. 

1 000 people in a room – safe with 100 surveys. 

10 000 people in a room – safe with 150-200 surveys. 

i.e. If the sample size grows to more than 400 (in relation to the population), any 

addition to the sample size becomes statistically irrelevant.  

 



Methodology:  

Survey Locations 

Of the 212 surveys that were conducted in 

2016, some 39% were completed at 

Musgrave Centre while 24% were completed 

at the Playhouse Theatre. Only 1% were 

completed at the Pavilion Shopping Centre. It 

is important to note that some venues were 

used in 2016 for the first time, as well as 

some venues being favoured in 2016 due to 

the availability of respondents. 

 

*Suncoast Casino was NOT included as a 

venue for screenings in 2016, hence why no 

surveys were conducted at this venue. 

2015 2016 

Suncoast Casino* 43% - 

Elizabeth Sneddon 29% 18% 

Elangeni/Maharani 14% 6% 

Musgrave 12% 39% 

KZNSA Gallery 2% 0% 

Pavillion Nu Metro - 1% 

Wavescape Festival - 12% 

The Playhouse - 24% 



Nature of DIFF Respondents:  

Local vs Visitor 

There was a 10% increase in the number of local residents in 2016, which meant that there was a 

10% decrease in the number of visitors. This may have a negative impact on the economic impact of 

the event. The change in the venues where the interviews took place may have also had an impact. 



Nature of DIFF Respondents: 

Local/Visitor Breakdown 

It is once again evident that the majority of the visitors stayed overnight, while only a small number of 

visitors attended DIFF for the day. This shows that the respondents were obviously attending 

screenings on more than one day of the event. 



Breakdown of Respondents 

2016 Sample % Total Attendance* 

Local Residents 182 86 No data available 

Day Visitors 4 2 No data available 

Overnight Visitors 25 12 No data available 

TOTAL 212 100 No data available 

The table outlines the breakdown of the overall estimated attendance at the 

event. The breakdown of the numbers is based on the proportion of local 

residents and visitors, which has been obtained from the surveys. 

 

*Data was provided by the organisers and the estimated attendance was then 

calculated by TKZN. 

2015 Sample % Total Attendance* 

Local Residents 122 76 3 813 

Day Visitors 5 3 150 

Overnight Visitors 33 21 1 053 

TOTAL 160 100 5 016 



Length of Stay:  

Overnight Visitors 

When comparing the data from 2015 and 2016, it is evident that there was a 7% increase in the 

number of overnight visitors who stayed for more than 4 nights. There was also an increase in the 

number who stayed for 3 nights. There was a decrease in the number who stayed for 1 night (0%), 2 

nights and 4 nights. Yet, the majority (84%) stayed for 4 nights or more. 



Province of Origin:  

All Respondents 

Due to the increase in local residents, it is expected that there would be an increase in the number of 

respondents from KZN. There was a decrease in the number of respondents from other provinces. 

For example, respondents from Gauteng were down by 17%. There were also 5% of the respondents 

from outside of SA. 



Province of Origin:  

Visitors Only, 2016 

When considering only the visitor respondents, in 2016, the majority came from outside of SA 

(37%), while 33% came from Gauteng – thus proving that Gauteng is still a major source market for 

domestic tourism. 



Primary Reason for Visiting Durban  

There were no significant changes when comparing 2015 and 2016. The majority (97%) of the 

respondents were in Durban at the time of the event, for DIFF. 



Visit Coincide with the Event 

When the respondents, whose primary reason was not the event, were asked about whether or not 

their visit was aimed at coinciding with the event, the majority of the respondents indicated that they 

had planned their visit to coincide with it. This means that 37% of the respondents had not planned to 

attend the event, but still attended it – thus showing the capacity of the event to attract new 

participants. However, the number who had not planned to coincide their visit with the event decreased 

by 44% in 2016. 



Accommodation Types: 

Overnight Visitors 

There has been an increase in the number of respondents who stayed with ‘Friends/Family’ from 4% in 

2015 to 23% in 2016. This is an indication of the current state of the economy in SA. There was a 

decrease in the number of respondents who stayed in ‘Family Hotels’ (by 27%), ‘Self-Catering’ (by 6%) 

and ‘Holiday Flats’. There was an increase in those staying in ‘Luxury Hotels’ and in ‘B&Bs’ 



Transport to Event/City:  

All Respondents  

Once again, as the large majority of the respondents were local residents, it is not surprising that 

majority of people came to Durban and the event with their own vehicles (71%). However, as a selection 

of the respondents were overnight visitors and from outside of SA, the finding that 10% used an airplane 

was not surprising either. The increase in the use of private vehicles can be attributed to the increase in 

the number of local residents. 



Influenced to Attend 

When the respondents were asked what influenced them to attend the event, the majority indicated 

that they had attended the event previously (47%). It is interesting to note that there was a 11% 

increase in the number of respondents who attended the event due to ‘Word-of-Mouth’. Thus, 81% of 

the respondents were influenced to attend the event by non-traditional advertising means (i.e. word 

of mouth and their previous attendance). 



Information Satisfaction 
 

• Problems with the booking of tickets 

• Incorrect/inaccurate information supplied 

• Problems with the website 

• The festival was not given enough coverage 

When the respondents were asked if they were 

satisfied with the information about the event prior to 

attending, 92% said that they were. This was a 5% 

increase from 2015. Of the 8% who were not 

satisfied, their areas of dissatisfaction were: 



Previous Attendance 

There were no significant changes when comparing the data from 2015 and 2016. the 34% of the 

respondents who had not attended the event before still shows that the event has the potential to 

attract ‘new-comers’, as well as maintain the support from regular attendees (66% in 2016). 



Previous Attendance (contd.) 

There has been a decrease in the number of local residents who had 

attended the event before, while there was also a decrease the number 

of visitors who had attended the event before. This shows that the event 

is still able to attract a wide variety of ‘new-comers’ to attend. It is also 

good that the locals increased their attendance as it will make the event 

more ‘financially stable’.    

  
  

2015 
  

2016 
  

Yes 
 

No 
 

Yes 
 

No 
 

Residents 
 

71% 
 

29% 
 

69% 
 

31% 
 

Visitors 
 

54% 
 

46% 
 

45% 
 

55% 
 



Previous Attendance: 
Number of Times 

There was an increase in the number of respondents who had attended DIFF ‘once’ before as well as 

those who had attended the event between 6 and 10 times before. The majority (60%) of the 

respondents in 2016 had attended DIFF between 2 and 10 times before. There was a decrease in the 

number of respondents (by 11%) who had attended DIFF more than 20 times before, this should be 

analysed futher. 



Future Attendance 

In 2016, the majority of the respondents (87%) still indicated that they would be attending the event 

again in the future. It is also positive to note that none of the respondents said that they would not 

attend again. The 13% who ‘Don’t Know’, shows that the respondents are still thinking about 

attending again. 



Experienced Problems? 

It is positive to note that, that only 4% of the respondents experienced problems at the event – which 

was a 11% decrease when compared to 2015. The problems that these respondents experienced is 

listed on the next slide. 



Problems Experienced 

 

 

• Some of the telephone numbers that were listed in the programme were 

incorrect and did not go through to the relevant ticket offices. 

 

• The timing of films was an issue for some as it caused some clashes 

 

• The pricing of the films changed without warning 

 

• “Politics from management” - It is assumed that this respondent had an issue 

with how the event was run from a operational perspective. 

 

 

 

 

 



Experience Rating 

Overall, 87% of the respondents had a good or excellent experience at the event (down by 6% from 

2015). There was a decline in the number of respondents who had an excellent experience but there 

was an increase in those who had a good experience. However, there was also an increase in the 

those who had a fair experience.  



Registration Experience 

The majority of the respondents (77%) had either a good or excellent experience with the registration 

process. However, it is negative to note that there was a 17% decrease in the number who had an 

excellent experience and an increase in those who had an average experience. This will need to be 

addressed by the organisers.  



Degrees of Satisfaction  

There were no significant changes when comparing 2015 and 2016 as the vast 

majority were still very satisfied with all of these. The only aspect whereby 

“satisfied” outweighed “very satisfied” was Event Enquiries and Logistics. 

Furthermore, respondents were most satisfied with the venues. 

2015             

  1 2 3 4 5 6 

Event Enquiries 1% 1% 6% 18% 40% 34% 

Ticket Sales 1% 2% 8% 10% 36% 42% 

Logistics 0% 1% 7% 11% 36% 45% 

Program Content 0% 1% 3% 16% 36% 45% 

Venues 1% 1% 4% 8% 34% 52% 

Film Selection 1% 2% 3% 13% 37% 45% 

2016             

  1 2 3 4 5 6 

Event Enquiries 2% 1% 16% 19% 34% 27% 

Ticket Sales 1% 1% 11% 16% 40% 32% 

Logistics 1% 1% 9% 14% 45% 32% 

Program Content 1% 1% 11% 15% 38% 34% 

Venues 0% 1% 7% 8% 41% 44% 

Film Selection 0% 1% 9% 13% 38% 39% 

Rating Scale: 

 

1 – Very Unsatisfied 

6 – Very Satisfied 



Movie Theme Preference 

In 2016, 24% of the respondents still preferred Documentaries. There was an increase in those who 

favoured documentaries, art, action and adventure movies. There was decrease in those who favoured 

drama, romance, thriller, and ‘other’ movies. Once again, there was a fairly wide spread but there are 

indications for improvements and opportunities.  



Africana Content 

When asked about the amount of Africana Content at DIFF, 85% of the respondents felt that the 

content was sufficient, while only 15% felt that there was insufficient content. There were no changes 

recorded when comparing 2015 and 2016. 



Other Film Festivals 

Examples of other Film Festivals: 

• Berlin Nala 

• Cannes Film Festival 

• European Film Festival 

• Film Festivals in: 

• Morocco 

• San Francisco 

• London 

• Johannesburg 

When the respondents were asked if they had attended another film festival, 80% said that they had 

NOT. Of the 20% that said that they had, the examples are listed above. This question was only 

introduced in 2016, so there is no 2015 data with which to compare the findings. 



Other Film Festivals (cont’d.) 

Standards Compared to DIFF 

Following on from the previous slide, for those who had attended another film festival, the majority (64%) 

rated DIFF as being of a higher standard when compared to the other film festivals. 



Activities Outside of DIFF 

When the respondents were asked what activities they took part in outside of the core functions of DIFF, 

the majority (38%) indicated that they took part in ‘Beach’ activities, while 24% of respondents took part 

in ‘Nightlife/Social’ activities. There was an increase in the number who took part in ‘Beach’ activities as 

well as those who took part in ‘Adventure’ tourism activities (by 11%). 



Recommend the Event  
to Family & Friends? 

Once again, almost all of the respondents indicated that they would recommend the event to 

others. This shows that the respondents enjoyed the event enough to recommend it. It will be 

interesting to note the influence, “Word-of-Mouth”, at future events as most people have said they 

would recommend the event to others. There were no changes between 2015 and 2016. 



Reasons: Recommending the Event  
 
Respondents said they would recommend the event for the following reasons: 

 

• A different and unique experience 

 

• A fun and enjoyable experience 

 

• The event is both informative and entertaining 

 

• Exposure to films that may not be screened otherwise 

 

• “Lovely, excellent films, that stretch imagination” 

 

• To meet and network with other people in the film industry 

 

• A great film festival 

 

 

 

 

 

 



Event Improvement Suggestions 
 

SUGGESTIONS 

Better organisation and facilitation of the event 

Don’t show films on DSTv while the films are shown at the cinemas 

Development of a mobile app for DIFF – can provide regular updates of the event 

Lessen the number of screenings and venues, there are just too many 

The information desks should help customers with more recommendations 

The timing of certain screenings should be re-visited in order to avoid clashes 

The information desk should also be trained more as some were “clueless” 

Sort out the organisation and operations of the event 

Increase the number of workshops and community screenings 

Reach out to the underprivileged communities in terms of film industry training 



Travel to KZN? 

The respondents were asked if they travel to, or within, KZN in the next 12 months for a holiday. It is 

positive to note that 53% said that they would, with a further 7% saying that they were ‘Unsure’. Note: 

this question was only asked in 2016, hence there is no data for 2015. 



Familiar with TKZN Slogan 

The respondents were asked if they were familiar with TKZN’s slogan, “Zulu Kingdom. 

Exceptional.”. The majority of the respondents (69%) indicated that they were NOT familiar with 

the slogan. This is a negative finding for TKZN as it is a reflection of the lack of awareness of 

elements of the brand, but it is also related to the change in the logo and slogan a few years ago. 

There was an increase (by 12%) in those who were not familiar with the slogan, between 2015 

and 2016. 



Associations with  

TKZN Slogan 

There were a few significant changes when comparing 2015 and 2016. Firstly, there was a 

decrease in the number of respondents who associated the slogan with ‘Zulu 

History/Heritage/King Shaka’, and with ‘Tourism/Holidays’. There was an increase in those who 

associated it with ‘KZN’ in general, and there were a large number or were unsure. 



Noted TKZN Logo 

Apart from a slight increase in the number of respondents who had NOT noted the logo, there were 

no other significant changes between 2015 and 2016. The majority of the respondents still do not 

recognise the TKZN logo and this is a negative finding in terms of TKZN’s brand awareness. 



Noting of TKZN Logo 

There were a couple of significant changes between 2015 and 2016. Firstly, there was an increase in 

the number of respondents who had seen the logo at Airports, as well as those who were ‘Not Sure’ 

where they had seen it. In 2016, none of the respondents had noted the logo at a Tourism Information 

Office.  



Spectator Estimate(s) 

2015 2016 

Preliminary Spectator Estimate* 

 

17 906 No data available 

*provided by the organizers. 



Average Spend Breakdown 

(Local Residents Only) 

Item 2015 2016 

Accommodation* - - 

Transport R237 R100 

Food & Beverage R386 R139 

Tickets R169 R161 

Souvenirs/Other  R258 - 

Total Mean Spend R388 R399 

*not applicable 

There was a general decline in the spend across most categories. However, 

the total average spend by the local residents increased slightly. The spend by 

the local residents is still deemed to be very low when compared to the 

visitors. 



Average Spend Breakdown (contd.) 

(Visitors Only) 

Item 2015 2016 

Accommodation* R5 343 R1 963 

Transport R3 046 R2 281 

Food & Beverage R1 825 R1 028 

Tickets R455 R175 

Souvenirs/Other  R1 160 R500 

Total Mean Spend R3 778  R4 463 

*overnight visitors only 

There was a general decline in the spend across most categories. However, 

the total average spend by the visitors had increased. It is also worth noting 

that a number of respondents noted that they were sponsored to attend the 

event and thus they did not know they exact figures of their spend. 



Estimated Economic Impact 

Total Attendance 

2015 2016 

Local Residents Visitors  Local Residents Visitors 

Number 4 536 480 Not available Not available 

*Low  Estimate R 1 799 610 R 2 094 809 Not available 

 

Not available 

 

**Middle Estimate R 2 541 361 R 3 061 655 Not available 

 

Not available 

 

***High Estimate R 3 283 107 R 4 028 501 Not available 

 

Not available 

 

*Low estimate of margin of error of mean at 95% confidence level 

 

**No Margin of Error 

 

***High estimate of margin of error of mean at 95% confidence level 



Estimated Economic Impact: 

Direct Spend* 

*Please note that the direct spend is equal to the VISITOR’s spend only 

 

The economic impact of the event, based on direct spend, is therefore 

estimated between R__._ and R__._ million. Thus, the economic impact 

has increased/decreased in 2016, when compared to the 2015 DIFF. 

2015 

Direct Spend Multiplier of 2,0 

*Low  Estimate R 2 094 809 

 
R 4 189 618 

***High Estimate 

 

R 4 028 501 R 8 057 002 

2016 

Direct Spend Multiplier of 2,0 

*Low  Estimate 

 

Not available Not available 

 

***High Estimate 

 

Not available 

 

Not available 

 



Demographics: Gender 

There was no significant change in terms of the gender groups that attended the event in 2015 and 

2016. The majority of the respondents, in 2016, were female (59%). 



Demographics: Population Groups 

There were no major changes when comparing 2015 and 2016. Thus in 2016, the majority of the 

respondents were “White” (53%, up by 10%). This was followed by “African” (28%) and then 

“Indian/Asian” (14%, down by 11%). This information is also useful for any future promotional 

activities.  



Demographics: Age 

There was an increase in the younger to middle age groups (18-49 in 2016, along with a decrease 

in the number of respondents from the older age groups (50-60+). There was a 9% increase in the 

number of respondents aged, 18-29. 



Demographics: Occupation 

(General Public) 

In 2016, a selection of the respondents fell into the occupation group, “Professional” (22%). This was 

followed closely by “Self-employed” (14%). The group that followed was “Student/Scholar” consisting 

of 13% of the respondents. There were no significant changes between 2015 and 2016. Overall, 

there was a wide spread of occupations amongst the respondents. 



Demographics: Occupation (cont’d.) 

(Film Industry) 

In terms of the occupation groups from the film industry, the majority (44%) were employed in 

general positions within the Film Industry. Following this, 23% of the respondents were either a 

director or a producer. A total of 10% were actors/actresses. 



Demographics: Income Group 

In 2016, the majority of the respondents fell into the income group of “R35 000+” (24%). 

Furthermore, 11% of the respondents also fell into the group, “R1 000 – R5 000”, This corresponds 

with the “Student/Scholar” occupation group. The fact that 24% of the respondents earn more than 

R35 000 also coincides with the previous slide whereby 34% of respondents were “Professionals 

e.g. Doctor”.  



Findings 

1. The majority of the respondents were local residents (86%), while 14% were visitors.  

 

2. Of these 14% (of visitors), only 2% were day visitors while 12% were overnight visitors. 
This should bode well for the economic impact as overnight visitors will have a higher 
spend.  

 

3. In terms of the overnight visitors, the majority (64%) of the respondents stayed for more 
than 4 nights, while 20% stayed for 4 nights. The average stay of the overnight visitors 
was 5,9 nights. There was an increase in the number of respondents who stayed for 
more than 4 nights, which is a positive finding. Overall, 84% of the respondents stayed 
for 4 nights or more. 

 

4. As many of the spectators were local residents, it is not surprising that 88% of the 
respondents were from KZN. This was followed by Gauteng (5%), Western Cape (2%) 
and the Eastern Cape (1%). There were also 5% of the respondents from International 
countries. In terms of visitors ONLY, the majority (37%) came from outside of SA, while 
33% came from Gauteng. 

 

 

 

 

 



Findings (cont’d.) 

6. It was noted that 97% of the respondents visited Durban, at the time of the event, 
primarily for attending the event itself.  

 

7. Furthermore, when the respondents, whose primary reason was not the event, were 
asked about whether or not their visit was aimed at coinciding with the event, the 
majority of the respondents indicated that they had planned their visit to coincide with it. 
This means that 37% of the respondents had not planned to attend the event, but still 
attended it – thus showing the capacity of the event to attract new participants. 

 

8.  The majority of the overnight visitors stayed in luxury hotels (31%), while 23% stayed 
with either friends/family or in a family hotel. There was an increase in the number of 
respondents who stayed with friends/family and a decrease in those who stayed in a 
family hotel, when comparing 2015 and 2016. 

 

9. Once again, a large number of respondents travelled to the event in their private vehicle 
(71%), while 11% used a mini-bus taxi and 10% arrived via air transport. 

 

10. It was positive to note that 81% of the respondents were influenced to attend the event 
by either “word-of-mouth” or by the fact that they had attended the event before. This 
shows that traditional forms of advertising were not the main influence. It also shows that 
the event holds a good reputation. 

 

 

 

 

 

 

 

  



11. It was positive to note that 92% of the respondents were satisfied with the information 
provided by the event. This was a 5% increase from 2015. Some of the issues with 
the information were noted as: 

 Booking system for tickets 

 Incorrect/inaccurate information supplied 

 Website issues 

 

12. It was noted that 66% of the respondents had attended the event before. Thus, the 
event attracted a total of 34% that were new-comers – showing the potential of the 
event to attract new attendees. 

 

13. When asked how many times they had attended the event before, 36% of the 
respondents had indicated that they had been between 2 and 5 times before. 
Following this, 24% had attended the event between 6 and 10 times before. 10% (a 
decrease of 11% from 2015) of the respondents had attended the event more than 20 
times before. 

 

14. It was positive to note that 87% of the respondents said that they would attend the 
event in the future, along with 13% of the respondents who were still not sure. None 
of respondents indicated that they would definitely NOT attend the event again. 

 

 

Findings (cont’d.) 



15. Only 4% of the respondents experienced problems at the event. Thus, 96% of the 

respondents had indicated that they did not experience any problems – this was a 

11% increase when compared to 2015. Some of the problems were listed as: 

 Incorrect contact details 

 Timing of the films 

 Pricing changes 

 

16. Some 87% of the respondents had either a good or excellent experience at the event, 

with 33% having an excellent experience and 54% having a good experience. There 

was a increase in those who had a good experience but there was a decrease in 

those who had an excellent experience. 

 

17. It was noted that 77% of the respondents had either a good or excellent experience 

with the registration at the event. However, this number had decreased in 2016 and 

this was mainly due to a 17% increase in the number of respondents who had an 

average registration experience. 

 

18. The respondents were asked to rate their degrees of satisfaction regarding a number 

of different aspects, such as logistics and event enquiries. The vast majority indicated 

that they were either ‘satisfied’ or ‘very satisfied’ with all of the aspects. 

 

Findings (cont’d.) 



 

19. Once again, the majority of the respondents indicated that documentaries (24%) were the 

top choice for their favourite movies theme/genre. This was followed by comedy (14%), 

drama (14%) and then art (12%).  

 

20. The majority of the respondents (85%) indicated that the event has a sufficient amount of 

Africana content, in terms of the selection of films. 

 

21. When asked about whether or not they had been to another film festival, 80% of the 

respondents said that they had not been. Of the 20% who had been to another festival, 

some of those were: 

 Berlin Nala 

 Cannes Film Festival 

 

22. In terms of the standards of DIFF when compared to other film festivals, 64% of the 

respondents noted that DIFF had a higher standard than the other film festivals that they 

had attended. 

 

23. Once again, the majority of the respondents took part in beach activities (38%) or 

‘nightlife/social’ activities, with regards to activities outside of DIFF’s core functions. 

Findings (cont’d.) 



 

24. Once again, 99% of the respondents said that they would recommend the event to their 

family and friends. Thus, showing the event holds a good reputation. Some of the reasons 

that were noted for recommending the event include: 

 A unique event 

 A great film festival 

 A fun and enjoyable event 

 

25.  The respondents had listed the following suggestions for improving the event in future: 
 Better organisation and facilitation of the event 

 Lessen the number of venues and screenings, there are too many 

 Information desk staff should be better trained 

 Increase the number of workshops and community screenings 

 

26. General Finding - A large majority of people at the public venues, such as Musgrave and 

the Pavilion, did not know or had not heard about DIFF. This may be a sign of a scope of 

advertising activities for the festival. 

 

27. The total average spend for both the local residents and the visitors had increase slightly, 

but the average spend across the categories had decreased. The total economic impact 

of the event was unknown due to the attendance data not being made available. 

Findings (cont’d.) 



28. In terms of the demographics, the following can be said: 

 

a. 41% of the respondents were male, while 59% were female 

 

b. 53% of the respondents were ‘White’, 28% were ‘African’ and 14% were 

‘Indian/Asian’ 

 

c. The majority of the respondents were of the younger to middle age groups – 36% 

were between 18-29 years of age, while 21% were between 30-39 years of age 

 

d. 22% of the respondents were “professionals”, 19% were in a management or “admin” 

position, and 14% were self-employed 

 

e. In terms of respondents from the film industry – 44% were general employees in the 

industry, while 23% were either a director or a producer, and 10% were 

actors/actresses 

 

f. The majority of the respondents were from a middle to high income group – 55% 

earned between R10 000 or more. 24% of the respondents wished to keep their 

income confidential 

Findings (cont’d.) 



Findings for Tourism KwaZulu-Natal 

 

29. It was noted that 53% of the respondents said that they plan to travel to, or within, KZN in 

the next 12 months for a holiday, while 7% were unsure if they would. Further, 40% of the 

respondents indicated that they do NOT plan to travel to, or within, KZN. This is a 

negative finding for TKZN. 

 

30. In 2016, only 31% of the respondents said that they were familiar with the TKZN slogan, 

“Zulu Kingdom. Exceptional”. This is a negative finding for TKZN as it is a reflection of the 

lack of awareness of elements of the brand, but it is also related to the change in the logo 

and slogan a few years ago. There was an increase (by 12%) in those who were not 

familiar with the slogan, between 2015 and 2016. 

 

31. The majority of the respondents who were familiar with the TKZN slogan, associated it 

with ‘Zulu History/Heritage/King Shaka’ (22%), ‘KZN’ (20%), or they were unsure (20%). 

Only 14% associated it with tourism or holidays, while only 2% associated the slogan with 

TKZN. 

 

32.  In 2016, only 41% of the respondents had noted the TKZN logo. The logo was mainly 

noted at airports (28%) or the respondents were not sure where they were noted (17%).  

Findings (cont’d.) 



The following aspects were regarded as limitations during the event: 

 

 

1. It was challenging to conduct surveys at Musgrave Centre and the Pavilion Shopping 

Centre as there were often large crowds but not everyone was there for DIFF movies. 

Thus, it was difficult to identify the correct respondents. 

 

2. Respondents were only available for short periods of time – i.e. they arrive shortly 

before movie, get tickets, get snacks and they move into the cinema. There were no 

respondents available in between the movie times and during the period in which the 

movie was showing (i.e. there was minimal contact time). 

 

3. There were often conflicting times with venues in terms of getting access to all 

respondents, i.e. not enough time to get to all of them and this adds to the above. 

 

 

 

 

 

 

 

 

Limitations 



 

4. The nature of the event is such that surveys began from Day 1, until the closing day. 

This means that many of the respondents cannot answer accurately. For example, 

someone cannot state exactly how much they have spent or will spend only two days 

into the event. Essentially more surveys should be conducted near the end of the 

event. However, the nature of event prohibits this as a large number of people, mainly 

visitors, leave by Tuesday. So there's a conundrum - answer more inaccurate surveys 

at the start or have fewer but more accurate numbers towards the end. 

 

5. Once again, there was an issue with the number of fieldworkers. For example, if too 

few were used, an insufficient number of respondents would be interviewed, if too 

many respondents would be overwhelmed. This could also waste the fieldworker’s 

time. There is a very fine balance with this issue. 

 

6. The transport/logistics for the event was a major limitation for the fieldwork manager. 

The fieldworkers battled to work past certain times due to transportation issues. 

Providing lifts to the fieldworkers late at night caused a few problems. 

 

 

 

 

 

 

 

 

 

 

Limitations (cont’d) 



The following recommendations are directed at the organisers: 

 

1. It is advised that the organisers (both UKZN and KZNFC) assist the TKZN research 

team with information on the best venues and times, as mentioned in the 2015 report. 

Also, it is requested that a meeting takes place between UKZN, KZNFC and the 

TKZN Researcher in order to strategize for the surveys in 2017 and to iron out these 

various issues and limitations. 

 

2. The marketing and promotional activities for the event should be expanded into areas 

outside of Durban in order to increase the number of visitors (both day and 

overnight). The more awareness that is created for the event, the greater the number 

of visitors and thus a higher direct spend. Furthermore, the event has shown that it 

has potential to attract visitors from outside of KZN and efforts should be made to 

increase these numbers because this again increases the spend in the province. 

 

3. It is recommended that the questionnaire should be reviewed and that only essential 

questions are included. The reason for this is that the time with respondents during 

the event is already limited and if the questionnaire is too long, then the total number 

that is completed is bound to be adversely affected. 

 

 

 

 

 

 

 

 

Recommendations 



 

3. There could be special packages that are arranged and offered to the film-making 

role players. In other words, packages that include hotel specials and tours of the 

area could be arranged for the directors/producers as well as for their families. The 

film-making fraternity are considered as “high income groups” and if these individuals 

feel encouraged to spend more time in the area then it is possible that they will. Thus, 

the direct spend should increase significantly. TKZN could also assist with this.  

 

4. The staff that are situated at the information desks need to receive more training 

regarding aspects such as where each venue located and how one gets there, which 

are the most popular films/which films are recommended, how one books and then 

collect one’s tickets. This recommendation stems from some complaints about the 

information officers who could not supply this information. 

 

5. The website, along with the social media platforms, could be enhanced in order to 

offer participants updated information regarding the films. A forum could also possibly 

be set up whereby people could discuss and recommend the recent films that they 

have watched – engagement between the participants could bode well for the event. 

These platforms could also be used to encourage the participants, especially 

international ones, to visit the various activities and attractions that Durban and KZN 

have to offer.   

 

 

 

 

 

 

 

 

 

 

Recommendations (cont’d) 



 

6. Film goers and other film industry professionals should also be encouraged to explore 

more of Durban, and KZN as a whole, during their time at DIFF. As was indicated in 

the surveys, a large selection of respondents participated in activities outside of DIFF 

such as “Nightlife/Social”, “Beach” and other activities. If the visitors, especially the 

foreign ones, can see that Durban and KZN have a lot more to offer, it may increase 

their length of stay or it may encourage a repeat visit during another season. It may 

also encourage people to return to DIFF the following year but stay for more nights as 

they will now know that they may explore a lot more than just a movie venue. TKZN 

could also assist with this. 

 

 

 

 

 

 

 

 

 

 

Recommendations (cont’d) 



The following recommendations are directed at TKZN: 

 

1) It is advised that TKZN’s Marketing and PR teams find a way to partner with the 

organizers of this event as it has the potential to grow into an even better-known 

event in KZN. 

 

2) Once again, it is advised that TKZN work towards a branding strategy whereby the 

brand awareness of the organization is increased. This suggestion arose from the 

results relating to the noting of both the TKZN slogan and logo.  

 

3) The research team should keep in contact with the organizing committee of the 

event and discuss the possibility of returning to the event in future to conduct more 

surveys. The reason for this is because results of previous years may then be 

compared and trends will start to emerge. These trends are important as they will 

help to monitor the growth and reputation of the event. However, there are a 

number of limitations that will need to be attended to, prior to this. 

 

4) The research team should conduct a separate and specific study on the branding, 

i.e. the slogan and logo of TKZN. 

 

 

 

 

 

 

 

 

Recommendations (cont’d.) 


