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i. List of Acronyms 

 

AGM 

 

Annual General Meeting 

CAMPFIRE Communal Areas Management Program for Indigenous Resources 

 

CBNRM Community-Based Natural Resource Management 

 

CHASA 

 

The Confederation of Hunting Associations of South Africa 

CTC 

 

Canada Tourism Commission 

EDTEA Department of Economic Development, Tourism and Environmental Affairs 

  

GDP 

 

Gross Domestic Product 

GTW 

 

Global Tourism Watch 

HAC 

 

Hunting Advisory Committee  

IUCN 

 

International Union for Conservation of Nature 

K 

 

Zambian Kwacha 

Km 

 

Kilometres  

KZN KwaZulu-Natal (Province) 

 

KZNTMP 

 

KwaZulu-Natal Tourism Master Plan 

NDT National Department of Tourism 

 

NWU 

 

North West University 

PH 

 

Professional Hunter 

PHASA Professional Hunting Association of South Africa 
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PMB 

 

Pietermaritzburg 

R South African Rand 

 

SA South Africa 

 

SAT South Africa Tourism 

 

SCI 

 

Safari Club International 

SSC 

 

Species Survival Commission 

Stats SA Statistics South Africa 

 

TAMS 

 

Travel Activities and Motivation Survey 

TFDS Total Foreign Direct Spend 

 

TIES 

 

The International Ecotourism Society 

TKZN Tourism KwaZulu-Natal 

 

TMP Tourism Master Plan 

 

TREES 

 

Tourism Research in Economic Environs & Society 

UNWTO 

 

United Nations World Tourism Organisation 

US$ 

 

United States Dollar  

VFR 

 

Visiting Friends and Relatives 

WTTC 

 

World Travel and Tourism Council 

ZAWA 

 

Zambia Wildlife Authority 

ZIM$ Zimbabwean Dollar 
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ii. List of Definitions 

 

Adventure Tourism A leisure activity that takes place in an unusual, exotic, remote, or 
wilderness destination and tends to be associated with high levels of 
involvement and activity by the participants, most of it outdoors. The 
activities may also have some level of risk/danger involved. 
 

Conservation The responsible and sustainable use of natural resources (such as trees, 
animals, etc.) to prevent them from being lost or wasted. 
 

Direct Impact [… of tourism] is a result of the total amount that is spent by tourists in 
an area and it refers to any businesses that receive direct payment from 
tourists. 
 

Domestic Tourism Tourism that takes place between and within regions of a particular 
country.  It effectively includes inter-regional tourism and intra-regional 
tourism. 
   

Ecotourism  
 

Responsible travel to natural areas that conserves the environment, 
sustains the well-being of the local people, and involves interpretation 
and education. Education is meant to be inclusive of both staff and 
guests.  
 

Holiday An extended period of leisure and recreation, especially one spent away 
from home or in travelling. 
 

Hunting Tourism 
 

Leisure travel undertaken for the purpose of hunting game animals, 
either in the wild or on tracts of land created especially for hunting. 
 

Indicator 
 

Measurable variable used as a representation of an associated (but non-
measured or non-measurable) factor or quantity. 
 

Indirect Impact 
 

[…of tourism] is concerned with the consumption of goods and services in 
the tourism sector. Otherwise known as the ‘indirect spend’ of tourism 
 

Induced Impact [… of tourism] occur when the locals, who have earned money through 
tourism either directly or indirectly, spend their income on goods and 
services, thus stimulating the local economy. 
 

International Tourism Travel which involves leaving the borders of one country to enter 
another. 
 

Long-Haul Travel Travel which covers a large distance and usually involves the use of a 
variety of transport types in order to cover many different areas. 
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Multiplier 
 

A factor that is applied to any estimation of the direct economic impact 
of tourism in an area and it makes it possible to estimate the impact of 
indirect and induced impacts of tourism. 
 

Niche Tourism/Market  
 

Consists of tourism based on ‘special interests, culture and/or activity 
based tourism involving small numbers of tourists in authentic settings’. 
 

Tourism Comprises the activities of persons travelling to, and staying in places 
outside their usual environment, for not more than one uninterrupted 
year, for leisure, business and other purposes. The usual environment of 
a person consists of a certain area around his/her place of residence, plus 
all other places he/she frequently visits. 
 

Tourist A person who travels away from their home and stays away for at least 
one night (more than 24 hours) at their destination and they may travel 
for different purposes including business, leisure and exploration.  

 Domestic Tourist: For example resident of Johannesburg staying one 
night in Durban.  

 International Tourist: A resident of Germany staying one or more 
nights in the North-West Province in South Africa. 

 

Traveller Someone who moves between different geographical locations for any 
purpose and any duration. Note: in this publication, the geographical 
locations are countries. Hence in this report, the term traveller refers to 
an international traveller. 
 

Region A region is an area of land that has common features. A region can be 
defined by natural or artificial features. Language, government, or 
religion can define a region, as can forests, wildlife, or climate. Regions, 
large or small, are the basic units of geography. 
 

Visiting Friends and Relatives  
 

A form of travel involving a visit whereby either (or both) the purpose of 
the trip or the type of accommodation involves visiting friends and/or 
relatives/family (VFR). 
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Visitor Any person travelling to a place other than that of his/her usual 
environment for less than 12 months and whose main purpose of the trip 
is other than the exercise of an activity remunerated from within the 
place visited. 

 Same-day (Day) Visitor: a visitor who visits a place for less than one 
night. 

 Overnight Visitor (Tourist): a visitor who stays at least one night in 
collective or private accommodation in the place visited for less than 
twelve months. 
 

Wildlife Tourism 
 

Trips to destinations with the main purpose of visit being to observe the 
local fauna. This therefore implies that wildlife tourism includes other 
niche markets such as bird watching, and the exploration of marine life. 
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1. Introduction 

 

The Tourism Master Plan (TMP), which was developed for the province of KwaZulu-Natal 

(KZN), specified the need for the development of a number of research studies to determine 

the baselines from which to set growth targets. In this regard, Tourism KwaZulu-Natal 

(TKZN) has attempted to assist in the development of those baselines by undertaking some 

of the research studies. The baseline for accommodation in Durban has been completed, 

along with the study on adventure tourism in KZN and avitourism in KZN. This is the fourth 

study in this series, and deals with one of the niche markets for which a baseline is required 

before any targets for growth can be set.  

 
A central part of tourism is the many different types of attractions which act to lure people 

to a destination in order to enjoy them. Some of these are natural attractions, products of 

the environment, and include such marvels as the Grand Canyon, Mount Everest, the Great 

Barrier Reef and massive game migrations of the Serengeti. Others are man-made and 

include such diverse wonders as the pyramids of Egypt, the Great Wall of China, the Eiffel 

Tower, the Sydney Opera House, Peru’s Machu Picchu and the Coliseum in Rome. Any of 

these attractions has a very general appeal and really have become must-see attractions for 

anyone calling themselves a well-travelled tourist in the global sense. 

 
Niche tourism is quite a different variety of tourism altogether. It is based upon attractions 

or activities with a much more limited and very specific appeal. It is a more specialized type 

of tourism in that it is aimed at a very precise segment or segments of the tourism pool. Just 

as the above two types of mass tourism attractions vary enormously one from another, so 

too do the various niche attractions and activities. Furthermore, just as every place has its 

own characteristics, so too do those offerings appeal to different people. A location offering 

fine ice climbing would very likely not appeal to a person looking for places in which to go 

deep sea diving, or hunting.  

 
The attraction of the development of niche tourism is exactly that varied appeal which can 

be linked to the particular attractions in a destination. Where one area could provide for the 

needs of trout fishermen, another could provide for the needs of ‘twitchers’ (people who 

enjoy bird watching). Where a particular area might be extremely rich in butterflies and 

attract people to see them, another might well be highly attractive to mountain bikers. 

 
In South Africa, it was envisioned that the development of a range of niche tourism markets 

would go a long way towards helping spread tourists and the benefits of tourism away from 

the main centres and out into other areas which had very different offerings. Such offerings 

would appeal in different ways to different niche markets. With the release of the latest 
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tourism statistics, the opportunity arose to compare the aims of developing niche tourism 

markets in South Africa with the results in terms of increasing geographic spread. This 

report is in response to, and considers, that situation. 

 

2. Background and Context 

 

The development of tourism in South Africa has a variety of aims. The increase of 

geographic spread is part of both the national tourism sector strategy of the National 

Department of Tourism and part of the Domestic Tourism Growth Strategy 2012-2020 (NDT, 

2012).  

 

Figure 1: The Mandates and Objectives for Tourism in South Africa  

 
Source: National Department of Tourism (NDT), 2012 

 

In terms of geographic spread, the development of niche tourism was identified as one of 

the prime ways of increasing the spread of tourists out of the primary tourism destinations 

and into less frequented and often more rural locations, thereby increasing the spread of 

the benefits accruing from the tourism sector.  

  

3. Niche Tourism 

 

Over the years tourists have become more sophisticated, experienced and demanding in 

terms of how they wish to spend their money and leisure time. This has resulted in more 

segmented, specialised and sophisticated market segments and thus the development of 

various niche tourism markets so as to meet these consumer’s needs (Novelli, 2005). 

 

There are various definitions of niche tourism, but perhaps the most widely accepted is that 

of the UNWTO. Niche tourism consists of tourism based on ‘special interests, culture and/or 
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activity-based tourism involving small numbers of tourists in authentic settings’. The 

following diagram, in a publication by the UNWTO and edited by Maria Novelli, outlines a 

graphic description of what constitutes ‘niche tourism’: 

 

Figure 2: Niche Tourism and Micro-Niches 

 
Source: (Novelli, 2005) 

 

Novelli further notes that ‘mass tourism, despite some unifying characteristics, has always 

been a combination of highly varied experiences, tastes and behaviours. Now, even the 

most extreme corners of human imagination can be catered for in a packaged way’ (Novelli, 

2005). 

 

The author further notes, that ‘besides niche tourism based around what tourists do, there 

is also a geographical dimension by means of which locations with highly specific offerings 

are able to establish themselves as niche destinations. Thus, for example, ‘a wine growing 

region can position itself as a niche destination offering tourist of its specific wines’ (p 6). It 

is this notion which has led to the perception that niche tourism can be used as a means of 

increasing geographic spread, enticing tourists away from the mainstream destinations and 

into new or less frequently visited areas permitting such areas also to benefit from tourism. 

This is certainly true of hunting tourism as it is dependent upon certain natural resources 

and ecosystems which provide specialized habitats and thus opportunities to hunt for 

particular species of animals and birds.  

 

The creation and further development of niche tourism can also be seen as part of a 

destination’s competitive strategy where such destinations increasingly seek to gain a 
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competitive advantage. Again, with niche tourism appealing to a wider ‘audience’ of 

tourists, the potential to attract new participants can be significant, and more so, in that 

such specific offerings also hold the potential to attract tourists seeking a particular 

experience within new areas. All of this leads on to the idea of geographic spread and its 

benefits for lesser visited locations within a destination.  

 

South Africa is able to offer the vast majority of the niche market options and micro-niche 

attractions noted in the diagram above. Many of these have been developed to some or 

other degree. Despite these initiatives, however, to date they appear to have had little 

effect on the issue of increased geographic spread.  

 

In Figure 2 above, it is clear that hunting tourism is one of the niche markets attracting a 

particular interest group to, and also within, South Africa. The situation is similar for KZN, 

with its array of hunting locations and hotspots, and this will be discussed in more detail 

later in this report. 

  

4. Geographic Spread: South African Tourism  

 

The benefits of tourism frequently accrue firstly to any destination’s primary city which is 

also where the major forms of transportation and accessibility are located. These would 

include the destination’s airport, the major roads, rail links and in the case of coastal 

destinations - ports. Tourists then tend to spread outwards from these central point/s to 

take advantage of a wider range of attractions. The areas often the last to be visited by 

tourists or the least visited, are often those in the more rural or even wilderness areas. In 

order to encourage the spread of tourism spend and other associated benefits across a 

wider section of the destination, the National Department of Tourism (NDT) has identified 

the development of niche tourism as a method to address such inequalities. While it is 

clearly understood that not every area or location, nor every natural feature of the 

landscape has tourism potential, there is certainly a great deal of potential for the 

development of a wide range of niche tourism opportunities across the country as well as in 

KwaZulu-Natal (KZN).  

 

What needs to be investigated at this point, however, is whether, or to what extent, the 

development of niche tourism has been successful in addressing the issue of geographic 

spread. This issue was also raised in another TKZN niche tourism baseline study, i.e. 

avitourism, and the same approach is utilised for this study. 

 

An overview of the foreign tourism situation in South Africa, for 2014-2015, is outlined in 

Figure 3, on the next page. 
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Figure 3: Foreign Tourism in South Africa, 2014-2015 

 
Source: (SAT, 2016) 

 

Some of the key points to note from Figure 3 is that even though the number of foreign 

tourists had decreased by 6.8% between 2014 and 2015, the total revenue had increased by 

6.2% along with a 15.7% increase in the average spend. In addition to this the average 

length of stay of foreign tourists had increased by 10.5% in 2015, while the average number 

of provinces that were visited increased from 1.12 in 2014 to 1.18 in 2015. 

 

An overview of the domestic tourism situation for 2013-2015 is provided in Figure 4. 
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Figure 4: Domestic Tourism in South Africa, 2013-2015 

 
Source: (SAT, 2016) 

 

The most important aspect of the table above is the proportion of people who travel for a 

holiday compared with the proportion who travel for VFR purposes. As the most likely 

participants of niche tourism initiatives are those tourists on holiday, niche tourism does not 

appear likely to be a factor responsible for or capable of increasing domestic tourism at 

present. 
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5. Latest Tourism Statistics (2014/2015) 
 

5.1. Tourism in South Africa  
 

5.1.1. Foreign Tourism 
 

In 2015, South Africa was visited by a total of 8.9 million foreign tourists (down by 6.8% 

when compared to 2014) who stayed, on average, for 9.5 (up by 10.5% when compared to 

2014) nights during their total trip (SAT, 2016). These tourists spent an average of ±R8 100 

per person, per trip or approximately ±R830 per person, per day. The Total Foreign Direct 

Spend (TFDS) was equal to R68.2 billion in 2015, which was a 6.2% increase when compared 

to 2014 (SAT, 2016). 

 

Figure 5 shows a comparison of the top five overseas/long haul markets that visited South 

Africa in 2014 and 2015. It shows that the majority of these tourists are from Europe, 

barring the USA. However, it is clear that the UK, USA, Germany and France are the top 

crucial markets for the country, and even for KZN (see section 5.2). 

 

Figure 5: Number of tourists from FIVE leading overseas countries, 2014-2015 

 
Source:  (Stats SA, 2016) 

 

Table 1 shows South Africa’s top five average spending markets per trip (excluding Capital 

Expenditure) in 2015. It is interesting to note that the top two markets are African markets – 

i.e. DRC and Angola. 
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Table 1: Top Five Average Spending Foreign Markets in SA, 2015 
1. DRC R31 000/trip 

2. Angola R26 000/trip 

3. Zambia R22 300/trip 

4. Nigeria R19 600/trip 

5. USA R19 000/trip 

 (SAT, 2016) 

 

Figure 6 shows the breakdown of the main purpose of visit by all foreign tourists in South 

Africa from 2013-2015. It is therefore evident that the large majority (37.4%) of foreign 

tourists visit South Africa for the purpose of visiting their friends and relatives (VFR). This is 

then followed by tourists who come for a holiday/leisure1 (16.5%) and for business tourism 

(11.4%). 

 

Figure 6: Main Purpose of Visit, All Foreign Tourists, 2013-2015 

Source: (SAT, 2016) 
 

Figure 7 outlines the top ten activities that foreign tourists take part in during their trip in 

South Africa. It is evident from the table that the top three activities are all associated with 

                                                 
1
 These are most likely the African Land markets who cross the borders to buy goods. 
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the top three purposes (as outlined above). It is important to note that only 10.7% of the 

tourists took park in ‘wildlife activities’ (up by 1.9% from 2014) and 6.1% took part in 

adventure activities – both of these are therefore underrated/untapped in terms of what 

the country has to offer, especially in the context of this study. 

 
Figure 7: Foreign Tourist Activities, 2013-2015 

Source: (SAT, 2016) 
 

Figure 8 shows the trend of South Africa’s annual overseas visitors which shows a general 

growth pattern since 2005. Within the last ten years (2005-2015), the number has 

continued to grow but there have been a few years where the numbers had declined. Since 

2012, the decline in the number of visitors has not recovered. It is also important to note 

that there have been a couple of occasions where the research methodologies have been 

altered. In 2009, the methodology was changed in order to omit day visitors from the total. 

In 2013 and 2014, the methodologies were changed in order to omit ‘transit passengers’ 

from the totals. 
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Figure 8: South Africa’s Annual Overseas (Long Haul) Visitors 2005 - 2015 

Source: (SAT, 2016) 

 

5.1.2. Domestic Tourism 

 

In 2015, there were a total of 24.5 million domestic trips in South Africa, which was a 12.5% 

decrease when compared to 2014. The average stay of a domestic tourist was 4.2 nights (up 

by 5.0% when compared to 2014) and the average spend per trip was ±R960 (which is 

approximately ±R240 per day) (SAT, 2016). The total market value of domestic tourists in 

South Africa was R23.6 billion (down by 12% when compared to 2014) and this was from the 

direct spend of these travellers (SAT, 2016).  

 

Figure 9 shows the top five domestic source markets in SA based on their value to the 

tourism economy. It is evident that the main source domestic source markets in SA were 

Gauteng (1), Limpopo (2) and KZN (3) (SAT, 2016). 
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Figure 9: Top 5 Domestic Source Markets in SA, 2010-2015 

Gauteng Limpopo KwaZulu Natal Eastern Cape Western Cape

2010 9 609 000 2 752 000 7 112 000 3 043 000 3 170 000

2011 9 630 000 2 465 000 6 167 000 2 229 000 2 675 000

2012 10 112 000 3 772 000 5 614 000 1 638 000 2 008 000

2013 10 827 000 2 905 000 5 418 000 1 402 000 2 350 000

2014 9 962 000 5 089 000 4 328 000 3 131 000 1 420 000

2015 8 519 000 4 730 000 3 608 000 2 645 000 1 643 000

 -

 2 000 000

 4 000 000

 6 000 000

 8 000 000

 10 000 000

 12 000 000

 Source: (SAT, 2016) 
 

Figure 10 shows the main purpose of the domestic tourist’s trip in South Africa. It is evident 

that VFR is by far the most popular reason to travel for domestic tourists. The most probable 

reason for the high number of VFR tourists is due to the dispersion of friends and relatives 

across the country, i.e. many people who live in Johannesburg/Gauteng have moved there 

to work and have left their family in other areas of the country. It is also imperative to 

understand the methodology of measuring these types of trips and the definition of a ‘VFR’ 

tourist. The second most popular activity for domestic tourists is going on a holiday. The 

figures displayed in the table are the total number of domestic trips per purpose of trip.  
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Figure 10: Main Purpose of Domestic Trips in SA, 2013-2015 

Holiday VFR Business Medical Religious

2013 3 050 000 17 900 000 2 045 000 117 000 1 842 000

2014 2 844 000 20 664 000 1 835 000 220 000 2 221 000

2015 2 719 000 17 422 000 2 386 000 278 000 1 700 000

 -

 5 000 000

 10 000 000

 15 000 000

 20 000 000

 25 000 000

 Source: (SAT, 2016) 

 
5.2. Tourism in KwaZulu-Natal 

 

NOTE: Some of the tourism statistics that are discussed for KZN are based on the 2015 data 

as the most recent data (2016) was not available at the time of writing this report. The most 

recent data that was available was thus used for this section on the general tourism trends 

in KZN. 

 

5.2.1. Foreign Tourism 

 

In 2015, approximately 718 624 foreign tourists visited KZN during the year (8.4% of all 

foreign tourists in South Africa). These visitors spent an average of R6 338 per trip (which is 

about R2 000 less than the SA average) and this is equal to about R737 per day (R100 less 

than the SA average (SAT, 2016). The total market value of foreign tourists in KZN, based on 

direct spend, is equal to R4.7 billion (SAT, 2016). The average stay of foreign tourists in KZN 

was estimated to be 8.9 (9) nights – thus, being lower than SA’s average (SAT, 2016). 

 

Table 2 has shown that KZN’s biggest foreign market is Swaziland with 279 894 visitors being 

recorded in 2015 (33.4% of all visitors). However, it could be argued that the majority of 

these tourists are cross-border shoppers or are engaging in other cross-border activities. 
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The rest of the top five are made up of Lesotho, the UK, Zimbabwe, and Germany (SAT, 

2016). It is understood that a high number of visitors from Swaziland visit KZN due to its 

close proximity. However it is not understood how many of these are technically defined as 

‘tourists’, as previously mentioned. The largest overseas market is the UK, followed by 

Germany (5th) and the USA (6th). 

 

Table 2: KZN’s Top Ten Foreign Tourist Markets, 2014 

Source Market No. of Arrivals 

1. Swaziland   279 894 

2. Lesotho 48 822 

3. UK 45 638 

4. Zimbabwe 45 619 

5. Germany 39 267 

6. USA 35 667 

7. Mozambique 27 608 

8. France 20 550 

9. Netherlands 20 476 

10. India 17 245 

Source: (SAT, 2016) 

 

In addition to the information above, Table 3 shows the trends of KZN’s top six long haul 

visitors from 2011 to 2015. It is extremely interesting to note (as above) that the UK market 

overtook the German and USA markets in 2015 (when compared to the previous year). 
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Table 3: KZN’s Top Six Long Haul Source Markets, 2011-2015 

 

 

 

 

 

 

 

 
 
 
 
 
 

Source: (SAT, 2016) 
 

Figure 11a outlines the main purpose of overseas trips were for a holiday (30%) and for VFR 

(41%), while the main purpose of Africa Air trips were for a holiday (51%), ‘VFR’ (21%) and 

for business (20%) (SAT, 2016). It is important to note that ‘other’ purposes include aspects 

such as medical, religious and educational type purposes. 

 

Figure 11a: Purpose of Visit to KZN – Overseas and Africa Air Markets, 2015 

Source: (SAT, 2016) 

 

Furthermore, Figure 11b outlines the main purpose of visit by the (Africa) Land markets. It is 

evident that the large majority of the visitors are visiting friends and relatives (53%) while 

2015 2014 2013 2012 2011 

1. UK 1. Germany 1. USA 1. UK 1. UK 

2. Germany 2. UK 2. UK 2. USA 2. USA 

3. USA 3. USA 3. Germany 3. Germany 3. Germany 

4. France 4. France 4. India 4. India 4. France 

5. Netherlands 5. India 5. Australia 5. Netherlands 5. Netherlands 

6. India 6. Netherlands 6. France 6. Australia 6. Australia 
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19% are visiting KZN for business purposes. It is important to note that 18% of the total land 

visitors were in KZN for a holiday. Due to the close proximity of the majority of the land 

markets, it is expected that there will be a large VFR market as it makes it easier for the 

tourists to travel into KZN to visit their friends and relatives, as well as for business 

purposes. 

 

Figure 11b: Purpose of Visit to KZN – Land Markets, 2015 

 
Source: (SAT, 2016) 
 

Table 4 outlines the regional share of foreign tourists to KZN in 2015. The results show that 

Durban is the number one destination in the province with over 430 000 (59%) foreign 

tourists having visited the region. For the purpose of this study, it is interesting to note that 

two of the main regions, in which hunting takes place in KZN, are ranked in the top five 

destinations. First of all, Pietermaritzburg and the Midlands is the third most visited 

destination, by foreign tourists with over 80 000 having visited the region in 2015. Following 

this, the Elephant Coast is ranked as the fourth most visited destination with just over 

70 000 having visited in 2015. 
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Table 4: Destinations Visited in KZN by Foreign Tourists, 2015 

Tourist Region Approx. No. % of Visitors 

Durban 438 733 59.0 

North Coast 96 670 13.0 

Pietermaritzburg/Midlands 81 798 11.0 

Elephant Coast 74 362 10.0 

Zululand 37 181 5.0 

Drakensberg 7 436 1.0 

Battlefields 7 436 1.0 

South Coast 1 487 0.2 

Source: (SAT, 2016) 

 

Table 5 outlines the main activities that foreign tourists took part in, in KZN during 2015. It is 

evident that some of the most popular activities include ‘nightlife’, ‘shopping’, ‘visiting 

natural attractions’, ‘beach’ and ‘social’. For the purpose of this study, it is important to note 

that, on average, 29% of the foreign visitors visited natural attractions, 18% took part in 

‘wildlife’ activities, 11% took part in ‘adventure’ activities and only 0.9% took part in 

hunting (which is only made up on the overseas market). However, the percentages below 

are based on a probability sample and it is often not a clear reflection of the actual number. 
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Table 5: Main Activities by Foreign Tourists in KZN, 2015 

  Africa Land (%) Africa Air (%) Overseas (%) 

1. Nightlife 30.5 65.6 64.2 

2. Shopping 49.5 74.9 78.1 

3. Visiting natural attractions 3.8 28.9 55.5 

4. Beach 32.0 52.0 58.5 

5. Social 60.2 38.9 26.4 

Wildlife 1.6 12.2 40.6 

Cultural, historical and heritage 4.5 19.3 31.3 

Business 7.2 31.4 15.8 

Theme parks 1.9 17.4 20.7 

Adventure 1.0 7.3 24.2 

Visited a Casino 1.6 8.0 2.9 

Sporting - spectator 1.5 3.1 2.1 

Education 4.0 15.4 3.5 

Sporting - competed 0.6 1.6 1.2 

Hunting 0 0 0.9 

Medical 1.3 1.5 0.6 

Health 0.7 3.0 2.1 

Trading 6.7 1.0 0.7 

    

Source: (SAT, 2016) 

 

Figure 12 shows the general trend of foreign tourist arrivals in KZN. The figure has revealed 

that the key months for foreign tourist arrivals are April, August/September, October and 

December. One of the main reasons for such trends could be down to reasons such as 

international vacation/holidays, visiting friends and family during peak holiday seasons (e.g. 

Christmas in December), and the climate in the source country may also influence the travel 

to KZN (e.g. during August/September it is often getting colder in Europe and USA and thus 

tourists come to KZN for the warmer climate). 
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Figure 12: Monthly Foreign Visitors to KZN, 2010-2015 
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5.2.2. Domestic Tourism 

 

In 2015, there were ±4.9 million domestic trips within KZN (19.9% of SA’s total) and these 

tourists stayed in the province for an average of 4.8 nights (up by 12.5% from 2014) (SAT, 

2016). However, TKZN’s Omnibus Survey for 2016 revealed that the average length of stay of 

a domestic tourist in KZN was 8.02 nights. Therefore, a more conservative way of looking at 

it is to suggest that a domestic tourist stays between 5 days and 7 days (a week) in the 

province (TKZN, 2016). The average spend per domestic trip in KZN was estimated to be 

±R979 which means that the total direct value of domestic tourism in the province is 

estimated at ±R5.5 billion (up by 6.3% from 2014, and 23% of SA’s total value) (SAT, 2016). 
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KZN’s top five (overall) domestic markets in 2015 were: 

 

1. Gauteng 

2. KZN 

3. Western Cape  

4. Eastern Cape 

5. Free State  

 

In addition to this, KZN’s top source markets for HOLIDAY makers in 2015 were: 

 

1. Gauteng 

2. KZN 

3. Western Cape 

4. Eastern Cape 

5. Limpopo/Mpumalanga 

 

Figure 13 outlines the weighting of the main purpose of the domestic trip in KZN, in 2015. It 

is therefore evident that, once again, the large majority of the domestic tourists are visiting 

friends and relatives (58%) while 32% are here as ‘holiday makers’. Only 7% of all domestic 

tourists are in the province for business purposes (a large majority are here for MICE 

tourism, especially conferences at venues such as the Durban ICC).  
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Figure 13: Main Purpose of Domestic Trip in KZN, 2015 

Source: (SAT, 2016) 

 

Table 6 shows that the large majority of KZN’s domestic tourists take part in beach activities 

(58%) when visiting the province. Following this, a combined 46% of the tourists either 

enjoy watching a live sports event (26%) or taking part in a sports event (20%). In the 

context of this study, it is interesting to note that ‘hunting’ does not feature in the table. 

Although, this might be seen as a negative aspect it is more aligned to being an opportunity 

for the growth of the sector. 
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Table 6: Activities Undertaken in KZN - Domestic Visitors, 2015 

Activity % 

 Art and crafts festival 14 

 Attend a conference, workshop or training session 9 

 Bird watching 7 

 Fly-fishing 6 

 Food and wine fair 23 

 Go backpack/hostel travelling 10 

 Go hiking or mountain climbing 16 

 Go to a live show, theatre or concert 17 

 Go to the beach 58 

 Horse riding 10 

 Mountain biking or other cycling 8 

 See bushman paintings 4 

 Take part in a sports event 20 

 Take part in any water sport 22 

 Tour of the battlefields 9 

 Visit a health spa 19 

 Visit a museum, art gallery or historical building 16 

 Visit a nature or wildlife or game reserve 19 

 Visit an African township or cultural village on a tour 12 

 Visit an arts or craft outlet 13 

 Watch a live sports event 26 

Source: (SAT, 2016) 
 

Figure 13 outlines that approximately 2.2 million domestic tourists visited Durban in 2015. 

Following this, and in keeping with the context of this study, ±1.1 million visited the Zululand 

region along with ±630 000 who visited the Elephant Coast region.  The data that was used 

for the graph below was obtained from the Omnibus Survey and this data is based on a 

probability sample – hence the figures are conservative estimations.  
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Figure 13: Destinations Visited in KZN, Domestic Tourists, 2015 

Source: (SAT, 2016)
 

 

Table 7 shows the percentage breakdown of the number of domestic trips to KZN in 2015. It 

shows that out of all domestic trips in KZN, Durban was the highest with almost 40% of all 

trips. The Zululand region accumulated close to 20% of all trips while the Elephant Coast 

only had 7% of all domestic trips in 2015. 

 

Table 7: Percentage of Domestic Trips Taken in KZN, 2014 

Region % 

Durban 39 

Zululand 19 

PMB/Midlands 11 

S. Coast 8 

N. Coast  7 

Elephant Coast 7 

Battlefields 5 

Drakensberg 4 

Source: (TKZN, 2016) 
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6. Hunting Tourism 

 

Hunting Tourism has been defined by ABSA Group Economic Research division, as the 

following (ABSA Group Economic Research, 2003): 

 
Leisure travel undertaken for the purpose of hunting game animals,  
either in the wild or on tracts of land created especially for hunting. 

 

The commercial hunting industry operates to different degrees in approximately 14 African 

countries, with the major countries being South Africa, Tanzania, Zimbabwe and Botswana 

(Booth, 2010). Although, hunting is Botswana has now been officially banned and this was 

not the case at the time of the publication of V. Booth’s report. This aspect will be discussed 

at a later stage in this study. Furthermore, the hunting industry, and especially trophy 

hunting, attracts a lot of attention mainly due to the nature of its ‘business’. In other words, 

many people are often against the industry as it involves many foreign tourists, who are 

sometimes aided by foreign hunting companies, killing wild animals, sometimes ones that 

are endangered or protected, in low-income countries/provinces which have limited 

governance (Economists at Large, 2013).  

 

Following on from the statement above, the term ‘hunting’ is often one that holds many 

negative connotations with individuals around the world and many of them claim that it is 

not only highly immoral but it is in direct conflict to the values of a ‘humane society’ (Deere, 

2011). However, on an alternative note, S. Mahoney has argued that hunting has played an 

influential role on our survival as a species and that the morals of modern-day society have 

actually disconnected us from the processes of the natural world (Mahoney, 2008). Due to a 

growing public concern and increased pressure from politicians, hunters are said to have 

begun to recognize the need for change in order to ensure the sustainability the hunting 

industry, in order to make it more acceptable (Damm, 2004). This point is now extremely 

relevant when considering the latest (at the time of writing) public outrage against hunting 

– i.e. the case of ‘Cecil the Lion’ being shot and killed by an American dentist, who was aided 

by a Professional Hunter (PH) in the Hwange National Park, Zimbabwe.   

 

6.1.  Hunting Tourism on a Global Scale - Benchmarking 

 

At a global level, a case study from Canada was used for the purpose of understanding best 

practice examples and international baselines. Hunting tourism in the context of southern 

Africa was also discussed. 

 



 

 

A Study to Develop a Baseline for the Development of Hunting Tourism in KwaZulu-Natal 
1

st
 Quarter 2017/2018 

 
 

31 

6.1.1. Hunting Tourism in Canada 

 

In terms of game hunting in Canada, it is important to note that the research and data is 

coupled with sport fishing – in other words, the two are seen as going ‘hand-in-hand’ with 

each other in the Canadian context. Canada has taken full advantage of its vast land and 

beautiful landscapes and wilderness which offers tourists a large variety of outdoor 

activities (CTC Research & Evaluation, 2012). From its vast lakes and rivers to its inland 

forests and mountain ranges, Canada has been able to offer visitors some of the best 

outdoor experiences, all year-round (Canada Tourism Commission, 2011).   

 

Various studies, conducted by provincial authorities in Canada, have confirmed that sport 

fishing and game hunting are a significant power that drives tourism and economic growth 

during off-peak seasons as well as to parts of the country that receive minimal tourism 

benefits. The sport fishermen and hunters assist the local economies by generating 

economic prosperity as they not only purchase gear and equipment or rent boats, but they 

also buy food, gas [petrol] and other supplies for their trips as well as using the local 

accommodation establishments (CTC Research & Evaluation, 2012). In other words, the 

impact of these visitors is extremely positive when considering the overall revenue that is 

generated from their expenditure during their trip(s). For many communities, especially the 

rural ones, the revenue from sport fishing and hunting tourists keep their economy going 

even during tough economic periods. Without the persistent economic input from these 

tourists, the rural businesses that rely on tourism would suffer significantly (CTC Research & 

Evaluation, 2012).   

 

The sport fishing and hunting industry in Canada is further boosted by the US market 

(regional markets). With this being said, studies that were conducted over a period of 2004 

to 2005 showed that 9.2 million American citizens went hunting while on an “out-of-town” 

trip in Canada, during an average stay of 1.5 nights (CTC Research & Evaluation, 2012). This 

same study also revealed that a total of 32.1 million Americans went fishing during their 

trips. The findings from this study showed that there are great opportunities for tourism and 

that the various authorities should tap into the markets from regional neighbours, such as 

the USA. Furthermore, the following statement emphasises the potential of the American 

market (CTC Research & Evaluation, 2012): 

 

Like baseball and hockey, these outdoor activities are an American tradition shared  
by young and old, rich and poor, regardless of socio-economic status. They are  
healthy activities for them, steeped in their heritage as it is to Canadians, touching  
the most important aspects of their lives… 
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Another study revealed that Canadians, along with US tourists, spent a total of $11.7 billion 

on nature-related activities in Canada, during one calendar year (Federal-Provincial-

Territorial Task Force, 1996). Of this amount, it was estimated that over $800 million was 

spent specifically on hunting and its related expenditures, such as equipment. It is also 

important to note that the sport fishing and hunting industry in Canada not only generates 

large amounts of revenue which is injected into the economies but it also provides 

increased job opportunities and support for numerous small and medium sized businesses 

(Federal-Provincial-Territorial Task Force, 1996).  

 

A Travel Activities and Motivation Survey (TAMS), which was conducted in 2006, examined 

the recreational activities and travel habits of American tourists (CTC Research & Evaluation, 

2012). This study revealed the following about Americans, who took part in game hunting 

and sport fishing while on a trip to Canada: 

 

It was revealed that (and as mentioned previously), between 2004 and 2005, 9.2 million 

adult Americans went hunting during their overnight trip to Canada. Of these 9.2 million, it 

was revealed that 73% stated that hunting was the main reason for taking at least one trip 

in the past two years. Figure 14 shows the division of the type of game that was hunted 

during these trips. 

 

Figure 14: Game Hunted in Canada, 2005-2006 

 
Source: (CTC Research & Evaluation, 2012) 
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Drawing from a 2008 study by Global Tourism Watch (GTW), it was concluded that Canada is 

an excellent destination for outdoor enthusiasts and there are many markets that have 

great potential for tapping into (CTC Research & Evaluation, 2012). Table 8 shows that 

Canada’s potential market was sitting at 32.2 million in 2008 with 18.4 million (57%) of that 

market being from the USA. The table also shows that there is an overall potential market of 

13.8 million that was still to be considered, from nations such as Japan, South Korea and the 

UK (CTC Research & Evaluation, 2012). This shows that a country’s most fruitful market is 

often a regional one, or one in close proximity, while your other international markets can 

all add up and be just as important. 

 

Table 8: Potential of Canada’s Hunting Tourism Market 
 Estimated Total 

Market Size  

(Million) 

% of hunting & fishing 

segment interested in 

Canada in next 2 years 

Estimated Potential 

Market Size  

(Million) 

USA 23.3 79% 18.4 

Mexico 1.1 83% 0.8 

UK 2.2 82% 1.8 

France 2.0 83% 1.6 

Germany 2.1 82% 1.7 

Australia 1.5 75% 1.1 

Japan 2.3 86% 2.0 

S. Korea 3.4 79% 2.7 

China 2.8 76% 2.1 

TOTAL 40.7 79% 32.2 

Adapted from, Source: 2008 Global Tourism Watch (GTW) 

 

Figure 15 shows the opportunities and challenges that Canada faced in 2012. In addition to 

the opportunities listed below, another opportunity may stem from the limited number of 

recent assessments on the hunting industry in Canada. In other words, opportunities may 

exist in terms of refreshing the intelligence on the potential of the sport fishing and game 

hunting industry in order to assist in the development and implementation of a potential 

marketing strategy. This strategy would then potentially aim to attract more international 

visitors with a motivation for hunting and sport fishing (CTC Research & Evaluation, 2012). 
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Figure 15: Opportunities and Challenges for Canada’s Hunting Industry 

 
Source: (CTC Research & Evaluation, 2012) 

 

6.1.2 Hunting Tourism in southern Africa 

 

The African continent offers a diverse range of landscapes, cultures and natural resources, 

all of which form ‘pull factors’ that contribute towards attracting international and regional 

tourists (Southwick Associates, 2015). Many of these tourists travel to Africa to take part in 

hunting activities, and considering the high costs that are involved in hunting, when 

compared to other forms of tourism, hunting therefore provides significant economic 

benefits to the country and its local communities (Southwick Associates, 2015). 

 

In the context of southern Africa, there are a number of countries who benefit from the 

hunting and trophy hunting industry and these include Botswana, Namibia, Zambia, 

Zimbabwe, and Tanzania. The Safari Club International (SCI), amongst others, has identified 

some key trends and statistics relating to the hunting industry in these countries and these 

has been adapted and outlined in Table 9. 
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Table 9: Hunting Industry in Southern Africa  
Country Hunting Industry Conservation Program(s) (if any) 

 

 

 

Botswana* 

 Trophy hunting is worth US$20-million per year 

 It creates more than 1 000 jobs per annum 

 US$6.7-million is generated from trophy fees alone 

 Approx. 75% of all hunting revenue remains in Botswana, while only 27% of all tourism 

revenue does 

 Trophy hunting generates 28.2% of all income for Community-Based Natural Resource 

Management (CBNRM) 

- In 1993, the Chobe Enclave 

Conservation Trust district 

council produced US$12 000 in 

revenue by sub-leasing resource 

rights to safari operators 

- In 1994, the Trust’s revenue 

more than doubled to $27 000. 

In 1995 it jumped to $77 000 and 

in 1996 it earned close to 

$100 000. 

 

 

 

 

Namibia 

 In 2004, trophy hunting was estimated to have contributed US$28.5-million, which was equal 

to 14% of the total tourism revenue and 2.3% of the GDP 

 When compared to South Africa’s economy, the Namibian economy is 38 times smaller and 

therefore, the income from hunting is 9 times more important 

 By 2003, local communities had assigned 74 000km
2
 into 29 different conservancies, which is 

equal to 75% of all hunting lands in Namibia 

 These 29 conservancies provide jobs to over 150 000 people and they are involved through 

trophy hunting, conservancy management or secondary industries 

 It is interesting to note that the fee for hunting a single elephant (although they are 

endangered and protected) is far greater than what could be generated by 30 households 

from agriculture or livestock in a single year 

LIFE: 

Living in Finite Environment 

 

 

 

 

Zambia 

 By 1999, trophy hunting contributed close to US$4-million on an annual basis, but with the 

indirect contribution added to this, the figure rose to close to US$10-million 

 In 2004, the Zambia Wildlife Authority (ZAWA) disbursed K1.8-billion** to 49 local 

communities that live within and around Game Management Areas 

 The Zambia Wildlife Act of 1998 states that all revenues of trophy hunting will accrue back to 

the state, this includes: 

ADMADE: 

Administrative Management Design 

Program 
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- Hunting rights fees 

- Lease of land 

- Permit fees for hunting 

 In addition to the above, the Zambian government allocates funds on a quarterly basis for 

Wildlife Management (45%), Community Development (35%) and Administration (20%) 

 ZAWA have many contractual requirements for safari operators and they must comply with 

these to enhance the economic benefits and overall living standard of the communities. These 

include: 

- Development and management of roads and other infrastructure 

- Employment of Zambian Professional Hunters or Apprentice Hunters 

- Minimum of 80% of all labour must come from neighbouring communities  

- Fulfillment of contractual agreements to develop schools, clinics etc. 

- Employment of Zambian game scouts to manage both wildlife and poaching 

 

 

 

 

Zimbabwe 

 The economic contribution of trophy hunting in Zimbabwe hit its peak in 1998 whereby 

US$22.3-million was earned. 

 However, since 1999, when the political instability in the country began, the revenues 

declined due to factors such as land seizures and the decline in tourism 

 In 2000, 20-30% of income from trophy hunting was produced on private lands, where 70-

80% was produced on communal lands 

 In 2004, trophy hunting still managed to generate ZIM$12-billion (not worth much today) and 

was responsible for 60-90% of all revenues for the Department of National Parks and Wildlife 

Management 

CAMPFIRE: 

Communal Areas Management 

Program for Indigenous Resources 

- Trophy hunting generates 

approx. 85-90% of all income 

from wildlife in CAMPFIRE areas 

- CAMPFIRE aims to restore 

natural resource rights to over 

600 000 people 

- From 1989-1994, CAMPFIRE 

earned approx. US$6-million. 

 

 

 

 

 

 Tanzania has the second largest share of trophy hunting in Africa, after South Africa (Hurt & 

Ravn, 2000) 

 Between 1988 and 1996, the revenues generated by hunting increased by 325% 

 In 2001, trophy hunting was estimated to be worth between US$27-million and US$36.1-

million (Baldus & Cauldwell, 2004) 

- In the Selous Game Reserve 

(community reserve), the fees 

for trophy hunting contribute 

over 60% of all hunting income 

(Baldus & Cauldwell, 2004) 
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Tanzania  The trophy hunting industry in Tanzania employs approximately 3 700 people on an annual 

basis. Of these, 2 282 are permanently employed while approx. 2 000 are seasonally 

employed – who in turn support a minimum of  88 240 families when combined (Hurt & Ravn,  

2000) 

 A total of 33% of all hunting revenues are accrued to the state, while only 8% are accrued 

from ecotourism. These revenues are used to support the government (Baldus & Cauldwell, 

2004) 

- The reserve management have 

agreed that 50% of all revenue is 

retained for management and 

infrastructure development  

(Baldus et al, 2003) 

- Due to this agreement, the 

district councils have received 

approx. US$5-million from 2000-

2005 (Kayera, 2005) 

- 50 of 80 villages around the 

Selous Game Reserve have 

created Wildlife Management 

Areas where sustainable wildlife 

utilization is the primary land use 

with tourism 

(Safari Club International, 2008) 

*It is important to note that since 2008, the ban on sports hunting in Botswana has come into effect (in 2015) and these figures/facts may not be relevant anymore. 
**’K’ is the symbol for the national current of Zambia which is the ‘Zambian Kwacha’. K1.8-billion is equal to US$346 500. 
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The estimated annual revenue generated by hunting in southern Africa, as discussed by P. 

Lindsey et al, is US$201 million (over R2.5 billion) which stems from approximately 18 500 

hunters  (Lindsey, Roulet, & Romanach, 2007). This figure is much more substantial that 

revenues that are generated across Eurasia, which is estimated to be between US$33 million 

to US$39 million from approximately 60 000 hunters (Lindsey, Roulet, & Romanach, 2007). 

These figures show that, on average, one hunter in southern Africa brings in just over 

US$10 000 (approximately R135 000) while in Eurasia, one hunter only brings in 

approximately US$600.  

 

The figures below have been adapted from the work by Lindsey et al. Figure 16a and Figure 

16b shows a comparison of the revenues that are generated from hunting tourism between 

four countries in southern Africa. The graph shows that South Africa is the ‘dominant force’ 

(US$100 million) when considering the amount of revenues that are generated per year. 

Tanzania, Namibia and Botswana* are all on par when it comes to the revenue that is 

generated (an average of US$26 million).  

 

Figure 16a: Annual Revenue Generated from Hunting, 2007 

 
Source: (Lindsey et al, 2007) 
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Figure 16b: Percentage of Revenue in southern Africa, 2007 

Source: (Lindsey et al, 2007) 
 

Furthermore, Figure 17a and Figure 17b show that South Africa generates the high revenues 

due to the fact that they have a much larger number of animals (over 53 000 per year) that 

are hunted when compared to the other three countries. In terms of the most popular 

species, that generate the highest revenue and that are hunted in each country, the 

following can be said: 

 South Africa – Kudu (13.2%), Lion (8.2%), and Gemsbok (8.7%) 

 Tanzania – Buffalo, Lion, Leopard (42% collectively) 

 Namibia - Gemsbok, Kudu, Warthog (no data available) 

 Botswana* - Elephant (42%), Impala and Steenbok (no data available) 

 



 

 

A Study to Develop a Baseline for the Development of Hunting Tourism in KwaZulu-Natal 
1

st
 Quarter 2017/2018 

 
 

40 

Figure 17a: No. of Animals Hunted per Annum, 2007 

 
Source: (Lindsey et al, 2007) 
 

Figure 17b: Percentage of Animals Hunted per Annum, 2007 

 
Source: (Lindsey et al, 2007) 
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6.2 Hunting Tourism: Supply Side (Companies and Tour Operations) 

 

Besides the supply side of hunting tourism in terms of places where a rich variety and 

number of animals/birds may be hunted, the other side of the coin is also important. This 

relates to those specialist tour operators who concentrate on and aim their businesses at 

hunting tours and expeditions. There are a number of such tour operators and initiatives 

that exist where some are generalists, organizing tours world-wide, while others specialize 

on a particular continent, region or even country.  

 

For further information on this, please refer to the following links: 

 

 KZN Hunters - http://www.kznhunters.co.za/ 

 PHASA - http://www.phasa.co.za/ 

 SA Hunters - http://www.sahunters.co.za/ 

 Ezemvelo KZN Wildlife - http://www.kznwildlife.com/ 

 Safari Club International Hunting Expo - https://www.showsci.org/ 

 Safari Club International - https://www.safariclub.org/  

 TKZN - http://www.zulu.org.za/ 

 

6.3  Hunting in Southern Africa  

 

The history of hunting in Africa and South Africa dates back longer than many people may 

actually realise. During the time of the early settlers and explorers in Africa, the hunting of 

wild animals was mainly uncontrolled and this led to the extinction of species such as the 

‘quagga’, ‘blue buck’ and the ‘cape lion’ (Adams, 2004). Due to the extinction of these 

species, hunters began to make major contributions towards the establishment of protected 

areas for wildlife during the early 20th century. Also during this time, a large majority of 

private landowners permitted the hunting of game within their territories (possibly linked to 

the development of hunting farms for tourists). However, it was not until the 1970s that 

landowners realised the economic potential of providing hunting packages to foreigners 

(Radder, 2006). During the late 1990s, hunting had become a major component of economic 

growth strategies around the globe, and especially in southern Africa. Initially during this 

period, the revenue that was generated through hunting was accrued to government and 

private land owners, but over the years a proportion of these revenues have been assigned 

to the two previously mentioned sectors as well as local communities (Safari Club 

International, 2008).  

 

Since then, hunting and trophy hunting has been considered as a key factor in wildlife 

conservation in Africa by creating [financial] incentives to promote and retain wildlife as a 

land use area that may cover vast region (Safari Club International, 2008). In 2011, N. Deere 

http://www.kznhunters.co.za/
http://www.phasa.co.za/
http://www.sahunters.co.za/
http://www.kznwildlife.com/
https://www.showsci.org/
https://www.safariclub.org/
http://www.zulu.org.za/
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had noted that in southern African there was a total area of 1 394 000km2 that was utilised 

as game ranches for trophy hunting. Furthermore, the author noted that 1 087 320km2 of 

protected areas were used as national parks (Deere, 2011). Table 10 outlines the difference 

between the areas covered by national parks compared with the game ranches, while Figure 

18 shows the percentage of these within each country – both of these have been adapted 

from Deere’s article. It is important to note that these percentages are equal to the 

percentage of land area covered in relation to the overall land area in each country. 

 

Table 10: Areas Covered in Southern Africa 
Country Area Covered by 

Game Ranches (km2) 

Area Covered by 

National Parks (km2) 

South Africa 160 000 56 500 

Tanzania 250 000 134 881 

Botswana 133 451 104 120 

Namibia 94 052 107 125 

Source: (Deere, 2011)  
 

Figure 18: Percentage of Areas Covered 

Source: (Deere, 2011) 
 

It is interesting to note that the percentage of land for game ranches is higher, than the land 

for national parks, in all countries except Namibia. Furthermore, it will also be interesting to 
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analyse how the ban on hunting in Botswana will have an influence on the use of their land 

areas for game ranches as they cover a larger area than national parks.  

 

It has been estimated, by Economists at Large amongst others, that trophy hunting alone 

(this is not counting other sectors such as ‘biltong hunters’) brings in 18 500 hunters to 

Africa per year, which is equal to approximately US$200 million (±R2.6 billion) in terms of 

economic benefits (Campbell, 2013). This figure, though, is the centre of a lot of debate 

amongst various stakeholders either directly or indirectly involved in hunting. Furthermore, 

these figures are said to be the intake within remote rural areas of 23 African countries – 

thus, they do not consider other areas of Africa where hunting takes place such as more 

developed wildlife regions. It is also estimated that private hunting operations in Africa 

conserve their wildlife on approximately 870 000km2 of land, which is estimated to be 22% 

more land than is found in the national parks in Africa (Lindsey, Roulet, & Romanach, 2007). 

 

In a more recent study, for Safari Club International, it was estimated that hunting tourism 

contributed over $420 million2 (±R6.3 billion) to the total GDP (value added) of eight African 

countries.3 These countries formed part of a study area and they were considered as the 

countries with the highest levels of hunting activities (Southwick Associates, 2015). Table 11 

outlines the details of the economic impact of hunting in these countries, on an annual basis 

from 2012-2014. All of the figures have been adapted and set out as Rands (i.e. converted 

from US$ by using the exchange rate, US$1 = R15), thus the figures are approximations. 

 

Table 11: Economic Impact of Hunting in 8 African Countries, Annual Figures, 2012-2014 

Country Spend in 

country, per 

hunter 

Spend in 

country, all 

hunters 

Contribution to 

GDP (value 

added) 

Total jobs (full 

time and part 

time) 

Botswana* R309 030 R108 161 055 R121 140 375 316 

Ethiopia R309 030 R6 489 660 R9 669 600 503 

Mozambique R309 030 R132 265 515 R181 203 750 10 690 

Namibia R222 600 R1 575 116 460 R232 628 100 8 367 

South Africa R252 525 R2 117 956 695 R3 092 216 775 12 742 

Tanzania R309 030 R245 371 065 R431 853 090 14 161 

Zambia R309 030 R122 994 570 R156 203 100 782 

Zimbabwe R432 885 R589 147 050 R671 627 640 5 861 

TOTAL R2 453 160 R4 897 502 070 R4 896 542 430 53 423 

*Note: Botswana completely banned all hunting activities in 2014 
 

                                                 
2
 It should be noted that it is unclear how much of this is actually declared. 

3
 These eight countries included: Botswana, Ethiopia, Mozambique, Namibia, South Africa, Tanzania, Zambia, 

and Zimbabwe. 
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It is therefore evident from the data that hunting tourism contributes over R3 billion to the 

economy of South Africa on an annual basis, which is also a far greater amount than any of 

the other seven countries that were included in the study. 

 

In South Africa, the majority of game ranches are found on privately owned land and this is 

due to certain changes within legislation that allowed landowners to obtain ownership of 

wildlife and they are permitted for its consumptive use for the generation of income (Krug, 

2001). However, the private land owners are legally required to hold a ‘hunting outfitters 

permit’, which attempts to regulate the industry by ensuring that only professionals can 

authorise and oversee any hunting operations (Deere, 2011). It is stated, in the legislation, 

that all hunting fees must be paid directly to the landowner, who is not required to pay any 

fees to the government.  Furthermore, the landowner is under no legal obligation to 

monitor the wildlife populations as all hunting practices are supervised and reviewed by the 

nine provincial administrations that have the power to suspend hunting if it is perceived to 

be done in an unsustainable manner (Deere, 2011).  

 

The ABSA Group Economic Research report, entitled Game Ranch Probability 2003 Edition, 

had outlined a number of crucial facts about the hunting industry in South Africa – these will 

be discussed below, along with other relevant and more up to date statistics and facts:  

 

1. In 2002, there were approximately 5 000 game ranches and more than 4 000 mixed 

game and livestock ranches in South Africa. These aforementioned ranches cover 

over 13% of the country’s total land area, compared to the 5.8% represented by 

declared conservation areas such as national parks (ABSA Group Economic Research, 

2003). 

2. In 2002, the ecotourism sub-sector was estimated at a value of approximately R1-

billion in terms of value added services. Furthermore, the indirect contribution of 

ecotourism (which includes airlines, taxidermists, 4x4 vehicles and equipment, and 

hotels) equals the direct contribution in size – thus, the combine value was 

estimated to be around R2-billion.  It was estimated, in the same year, that the game 

ranch sector expanded at a rate of 25% per annum and has continued this trend over 

the last decade (i.e. up until 2002).  

3. The percentages of income that are derived from game auctions, hunting and 

ecotourism often vary between the various regions/provinces and it is also 

dependent on the distance between the cities and the rural areas as well as the 

availability of the Big Five and other game animals that are sought after by hunters. 

For example, it was measured that, in the ‘bushveld’, 60-65% of the total income 

from game ranches is derived from hunting (trophy or venison) whereas only 5-10% 
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of the income is generated from game viewing. The balance of this is therefore 

derived from game auctions. 

4. The average length of stay of trophy hunters was estimated to be between 7-10 days 

and their average spend for this period was approximately R50 000.00, on various 

fees.   

5. It was noted that, out of all legal trophy exports in Africa, 85% of these are from 

South Africa. In 2000, it was calculated that US$100-million was generated by foreign 

trophy hunters in South Africa (Anderson, 2003). In addition to this, it was estimated 

that hunting should contribute over US$137-million per year if multiplier effects and 

secondary industries are considered (Damm, 2004). 

6. Also, in 2000, more than 17 000 heads of game were sold at around 48 various live 

auctions at a total value of R62 000.00. This is one example of how the hunting 

industry has an economic contribution as a whole and not just from the “shooting of 

animals for recreational purposes”.  

7. In terms of the most current state of tourism in South Africa, the total value 

(including business travel) was estimated to be about US$375.5-billion in 2015 (the 

direct contribution was US$118.6-billion) or 9,4% of the country’s GDP, which 

compares to a global average of 9,8% of the World’s GDP (WTTC, 2015). In 2015, the 

South African tourism sector, both and directly and indirectly, employed 

approximately 1,5 million people - which is 9,9% of the total employment figures 

(WTTC, 2015). 
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6.4 Hunting in KZN 
 

6.4.1. Hunting Data for KZN 
 

This section has analysed what can be considered as ‘baseline’ data for hunting tourism in 
KZN. This data was obtained from Ezemvelo KZN Wildlife and it is has been analysed for the 
main purpose of providing baseline information for the hunting tourism sector as no other 
previous data was obtained during the research process. Included in this analysis are 
comparisons between two subsequent calendar years and also an adaption of economic 
figures for the purpose of outlining a presumed economic value of the sector. 
 
In the years 2006-2007, from 1st of January to 31st of December, the following figures were 
presented as “Hunting Figures for KwaZulu-Natal 2006/2007” by Ezemvelo KZN Wildlife: 
 

Table 12: KZN Hunting Figures, 2006-2007 
2006  2007  

No. of active hunting 

outfitters (HO) 

89 No. of active hunting 

outfitters (HO) 

106 19% 

Active professional 

hunters (PH) 

186 Active professional 

hunters (PH) 

211 13% 

No. of clients 692 No. of clients 882 27% 

Total animals hunted 3 985 Total animals hunted 4 061 19% 

Average animal(s) 

per client 

5.8 Average animal(s) 

per client 

4.6 -21% 

Average client(s) per 

HO 

7.8 Average client(s) per 

HO 

8.3 6% 

Average clients per 

PH 

3.7 Average clients per 

PH 

4.2 14% 

Total hunting days 5 849 Total hunting days 7 183 23% 

Total observation 

days 

0 Total observation 

days 

0 - 

Average length of 

hunt (days) 

7.6  Average length of 

hunt (days) 

7.3  -4% 

Source: (Marshall, 2016) 

 
2006 
 

Figure 19 shows a ranking of the most popular species that were hunted in 2006 – ranked by 

the total numbers that were hunted. As is evident in the graph, the most popular species 

were Southern Impala, Warthog, Nyala, Greater Kudu and Blue Wildebeest. 
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Figure 19: Species Hunted, 2006 

 Source: (Marshall, 2016) 

 

Figure 20 shows the ranking of the most popular species by their value in 2006. The most 

valuable species are evident in the graph and they were the Nyala, White Rhino, Greater 

Kudu, Blue Wildebeest, and the Southern Impala. 
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Figure 20: Species by Total Value, 2006 

 Source: (Marshall, 2016) 

 

On a side note, when considering the total value of hunting tourism for KZN, Table 13 

outlines a perceived value of merely the fees for the hunting of specific species. The total 

value for all species that were hunted in 2006 was estimated as just above R3,32 million (in 

the present day, this is equal to approx. $250 000). This is already a decent economic figure 

for KZN and this is not considering any other fees that the hunting tourist may have to pay 

and thus contribute to the local economies. 
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Table 13: Total Value of Species in 2006 
Species No. Hunted R/Species Total Value 

Nyala 450 R1 655,00 R744 750,00 

White Rhino* 21 R33 075,00 R694 575,00 

Greater Kudu 296 R1 100,00 R325 600,00 

Blue Wildebeest 267 R880,00 R234 960,00 

Southern Impala 709 R290,00 R205 610,00 

Burchells Zebra 216 R880,00 R190 080,00 

Black Rhino* 1 R150 000,00 R150 000,00 

African Buffalo 27 R5 515,00 R148 905,00 

Warthog 520 R260,00 R135 200,00 

Elephant* 6 R22 050,00 R132 300,00 

Common Reedbuck 201 R610,00 R122 610,00 

Blesbok 263 R330,00 R86 790,00 

Black Wildebeest 97 R880,00 R85 360,00 

Bushbuck 103 R641,00 R66 023,00 

TOTAL VALUE     R3 322 763,00 

*Note: these species are considered as “critically endangered” in the present day and  
thus there value or availability to be hunted will have changed since 2006. 
Source: (Marshall, 2016) 

 

2007 

 

Figure 21 shows a ranking of the most popular species that were hunted in 2007 – ranked by 

the total numbers that were hunted. As is evident in the graph, the most popular species 

were Warthog, Southern Impala, Nyala, Blesbok and Blue Wildebeest.  
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Figure 21: Species by Number Hunted, 2007 

 Source: (Marshall, 2016) 

 

Figure 22 shows the ranking of the most popular species by their value in 2007. The most 

valuable species are evident in the graph and they were the Nyala, White Rhino, African 

Buffalo, Greater Kudu, and the Blue Wildebeest. 
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Figure 22: Species by Value of Species, 2007 

 
Source: (Marshall, 2016) 

 

Once again and on a side note, when considering the total value of hunting tourism for KZN, 

Table 14 outlines a perceived value of merely the fees for the hunting of specific species. 

The total value for all species that were hunted in 2006 was estimated as approx. R3 million 

(in the present day, this is equal to approx. $225 000). Once again this is a decent economic 

figure for KZN without considering any other fees that the hunting tourist may have to pay 

and thus contribute to the local economies. 
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Table 14: Total Value of Species in 2007 

Species No. Hunted R/Species Total Value 

Nyala 380 R1 655,00 R628 900,00 

White Rhino* 19 R33 075,00 R628 425,00 

African Buffalo 46 R5 515,00 R253 690,00 

Greater Kudu 228 R1 100,00 R250 800,00 

Blue Wildebeest 246 R880,00 R216 480,00 

Southern Impala 683 R290,00 R198 070,00 

Warthog 711 R260,00 R184 860,00 

Burchells Zebra 196 R880,00 R172 480,00 

Lion* 6 R20 000,00 R120 000,00 

Common Reedbuck 183 R610,00 R111 630,00 

Blesbok 297 R330,00 R98 010,00 

Bushbuck 136 R641,00 R87 176,00 

Grey Duiker 129 R220,00 R28 380,00 

TOTAL VALUE     R2 978 901,00 

*Note: these species are considered as “critically endangered” in the present day and  
thus there value or availability to be hunted will have changed since 2007. 
Source: (Marshall, 2016) 

 

Comparing 2006 and 2007  

 

Figure 23 shows a comparison between the numbers of the certain species that were 

hunted in 2006 and 2007. It is important to note that only the same species that were 

hunted in both years were included in this comparison.  
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Figure 23: Percentage Hunted (2006-2007) 

 Source: (Marshall, 2016) 

 

Figure 24 shows a comparison between the total value of the species that were hunted in 

2006 and 2007. Once again, only the species that were hunted in both years were used for 

the comparison. 
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Figure 24: Value of Species Hunted (2006-2007) 
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 Source: (Marshall, 2016) 

 

Table 15 outlines the comparison between the years, 2006 and 2007. The figures displayed 

include, for each year, the total number of each species that were hunted, price per 

individual of that species (R/species), and the total value of that species. The percentile 

increase/decrease is also included along with the sub-total of the total value and the 

combined total value of the two years. The results show that there was a 10% decrease 

from 2006 to 2007 when looking at the total value of all species. Furthermore, this 

combined total shows that between the 1st of January 2006 and the 31st of December 2007, 

the revenue that generated from the fees per species was just over R6.3 million (this, by 

using the present day exchange rate, is equivalent to approx. $475 000). 
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Table 15: Value of Species 2006-2007 
Species No. Hunted R/Species Total Value 

   2006 2007 2006 2007 2006 2007 

 African Buffalo 27 46 R5 515,00 R5 515,00 R148 905,00 R253 690,00 70% 

Black Rhino* 1 - R150 000,00 - R150 000,00  - 

Black Wildebeest 97 -  R880,00 - R85 360,00  - 

Blesbok 263 297 R330,00 R330,00 R86 790,00 R98 010,00 13% 

Blue Wildebeest 267 246 R880,00 R880,00 R234 960,00 R216 480,00 -8% 

Burchell’s Zebra 216 196 R880,00 R880,00 R190 080,00 R172 480,00 -9% 

Bushbuck 103 136 R641,00 R641,00 R66 023,00 R87 176,00 32% 

Common Reedbuck 201 183 R610,00 R610,00 R122 610,00 R111 630,00 -9% 

Elephant* 6 - R22 050,00 - R132 300,00  - 

Greater Kudu 296 228 R1 100,00 R1 100,00 R325 600,00 R250 800,00 -23% 

Grey Duiker - 129 - R220,00  R28 380,00 - 

Lion* - 6 - R20 000,00  R120 000,00 - 

Nyala 450 380 R1 655,00 R1 655,00 R744 750,00 R628 900,00 -16% 

Southern Impala 709 683 R290,00 R290,00 R205 610,00 R198 070,00 -4% 

Warthog 520 711 R260,00 R260,00 R135 200,00 R184 860,00 37% 

White Rhino* 21 19 R33 075,00 R33 075,00 R694 575,00 R628 425,00 -10% 

SUB-TOTALS          R3 324 769,00 R2 978 901,00 -10% 

TOTAL VALUE 2006-2007         R6 303 670,00 

 *Note: these species are considered as “critically endangered” in the present day and thus there 
value or availability to be hunted will have changed since 2007. 
Source: (Marshall, 2016) 
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6.4.2. Opportunities and Challenges for Hunting Tourism in KZN 

 

Table 16 outlines the key opportunities and challenges that the hunting industry and the 

hunting tourism sector, in KZN, is facing. It is therefore imperative to take advantage of the 

opportunities along with mitigating the negative aspects. 

 

Table 16: Opportunities and Challenges for Hunting Tourism in KZN 

  

Opportunities 

  

  

Challenges 

        Abundance of natural resources, as 

well as supporting tourism 

infrastructure. 

 

         Negative images of hunting on social media 

and in the news – for example: ‘Cecil the 

Lion’, and the Rhino poaching issues. 

        A number of key stakeholders, and 

functioning authorities and 

organizations to support the 

development of the sector. 

         A costly hobby/sport for many consumers, 

which is increasing annually and with the 

corresponding downturn in the economy 

many recreational hunters are finding the 

cost unaffordable. 

 

 Venison is generally regarded as the 

most natural free-range red meat 

source available to consumers and is 

also regarded as a more healthy option 

than normal stock animals processed 

via an abattoir. 

  

         Access to hunting areas is sometimes 

limited due to the lack of developed 

infrastructure such as proper road networks 

(i.e. accessibility issues)  

 Game farming and selective breeding 

has become a major industry with an 

increasing population of game animals 

available to hunters each year. 

         A misunderstanding, due partly to the lack 

of education, of the sector/industry from 

both the public sector, and especially from 

the general public. 

 

 A large tract of farmland that has been 

reclaimed is well suited to game 

farming and could provide hunting 

opportunities and revenue for local 

communities. 

 

 Certain species of animals are of greater value 

to breeders and will therefore be overpriced 

for the local hunter. 
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  Lack of knowledge of game farming as well as 

limited training of the recipients of reclaimed 

land has resulted in much of the land not 

being utilised to its full potential. 

 

  The average age of the traditional 

recreational hunter is above 40 years old and 

a limited number of young hunters are now 

participating. The “Brain Drain” has an effect 

of the numbers of prospective younger 

hunters resident in SA. 

 

  The provincial regulations relating to hunting 

need to be reviewed and revised as there is 

too much “red tape” with the current 

legislation. 

 

Source: Author & (Jennings, 2017)  

 

In addition to the table, the following statement by the International Union for Conservation 

of Nature (IUCN) outlines the true objective of hunting, one which is often misinterpreted or 

ignored by the general public – it reads as follows (IUCN, 2012): 

 

Trophy hunting is a form of wildlife use that, when well-managed, may  
assist in furthering conservation objectives by creating the revenue and  
economic incentive for the management and conservation of the target  
species and its habitat, as well as supporting local livelihoods. 

 

Therefore, based on the statement above, it is evident that the main principles behind 

hunting tourism are purely based on sustainability and responsible practices. There are 

obviously individuals who do not follow these principles and in turn degrade the status of 

hunting in the public’s eye, but there are very few cases of these incidents. In KZN, there 

have been no reported cases of unethical hunting practices with regards to public 

knowledge. The most recent story that has caused an outrage, and one that does not follow 

the principles above, was that of the unethical and illegal shooting of “Cecil the Lion”. 

However, this was an international case (i.e. USA and Zimbabwe), and not related in any 

way to the practices that occur in KZN – yet, it still had an impact due to the international 

media coverage which fuelled negative perceptions of hunting – however ‘ignorant’ they 

may have been. 
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6.5 The Estimated Value of Hunting Tourism to KZN 
 

6.5.1.  Background 
 

The estimated value, or the direct economic impact, of hunting tourism in KZN has been 

measured using a sampling-survey technique that assists in determining the direct spend of 

all visitors to the various areas in which they took part in hunting-related activities – i.e. 

hunting tourism.  

 

In other words, if an individual has travelled outside of their area of residence, for a specific 

reason such as to hunt game, they are then considered to be, by definition4, a tourist. When 

a visitor/tourist spends their money (on accommodation, food and supplies) within a certain 

area, they are essentially having a direct impact on the local economy, whereas if a local 

resident spends their own money in the same area in which they reside, they are merely 

recycling money within the economy. The value of tourism – in this case, hunting tourism – 

is thus determined by the direct spend of all visitors who have travelled to a certain 

destination for a specific purpose. For example, if a visitor has travelled from their place of 

residence to hunt for a week in Zululand, KZN, they are then considered as a hunting tourist. 

All the money that they spend will be a direct contribution to the local economy and thus 

add value to hunting tourism in that region. 

 

6.5.2. Methodology  

 

The data that is outlined below was collected from a survey that was sent out through 

various channels.  A total of 360 paper-based surveys were sent out to members of the KZN 

Hunting and Conservation Association. In addition to this, emails, with a link to an online 

survey, were sent to these members as well. The online survey was also sent to members of 

the SA Hunting and Conservation Association. However, the response rate proved to be very 

low and only 83 surveys were completed over a period of 12 months. This survey is 

therefore considered to be “preliminary” and thus needs to be taken further in order to 

achieve more accurate and measurable results/profiles. This is discussed further in the 

recommendations. 

 

The numbers relating to the total hunts in KZN, along with other relevant data, were 

obtained from Ezemvelo KZN Wildlife (Hunting Permit Office), the KZN Hunting and 

Conservation Association (KZNHCA), and from the Professional Hunting Association of South 

Africa (PHASA). Data was also extracted from other studies that were done by other 

                                                 
4
 The UNWTO definition of ‘tourism is, “Tourism comprises the activities of persons traveling to and staying in 

places outside their usual environment for not more than one consecutive year for leisure, business and other 
purposes." 
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organisations such as ‘TREES’ from the North West University (NWU). Further to this, at the 

Ezemvelo Conservation Symposium, held in Howick in November 2016, members from the 

NWU research unit had confirmed similar findings as per the findings from the TKZN survey 

(as below).   

 

6.5.3. Survey Findings  

 

6.5.3.1. Demographics 

 

The results of the survey have revealed that the majority of the respondents are 30 years 

and older, with the majority (29%) falling into the ‘40-49’ age group. Following this, 24% 

were 60 years and older while 23% are ’30-39’ and 18% are ’50-59’. This shows that the 

sector is dominated by older generations who are assumed to have “time on their hands”.  

 

Figure 25: Age  

 
Figure 26 indicates that almost all of the respondents were Male, while only 1% of the respondents 

were female. These results show that hunting is a male dominated sport and this is aligned with the 

traditional and historical characteristic whereby men are viewed as “hunters” or “bread-winners”.  
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Figure 26: Gender 

 
 

Figure 27 shows that the large majority (96%) of the respondents were ‘White’ while 3% 

were ‘Indian/Asian’ and only 1% were ‘Coloured’. Thus, the Figures 25, 26 and 27 show a 

clear demographic outline of a hunting tourist – a ‘White” male, who is 30 years or older. 

This shows that the hunting tourist is quite “stereotypical” in a way, and it will make the 

development of marketing and promotional campaigns a lot easier for many tour and 

hunting operators or businesses.  
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Figure 27: Population Group 

 

 

When asked about their occupation, the majority of the respondents (81%) were either 

‘self-employed’ (36%), or they hold a high powered position such as a ‘manager’ (24%) or 

they are ‘professionals’ such as a lawyer or doctor (21%). This shows that these respondents 

not only are assumed to be in a high income bracket, but they may also be more flexible in 

terms of time and may also seek to travel more than once a year to get away from the 

stresses of their jobs.  
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Figure 28: Occupation 

 

Following on from Figure 28, Figure 29 shows that 71% of the respondents earn a monthly 

income of R35 000 or more and this complements the fact that many of the respondents 

hold a high powered position in terms of their occupation. Furthermore, 89% of the 

respondents earn over R20 000 per month as 18% of these earn between R20 001 and 

R30 000 per month. This is an extremely positive finding as it shows that hunting tourists 

have a flexible income and they most likely have a large amount money to spend during 

their hunting trips in certain areas that they are visiting. Also, these hunters will also aid in 

the stimulation the economy within their area of residence as they will often buy gear and 

supplies, and petrol, before heading out of their local area to the area of their hunt.   
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Figure 29: Monthly Income 

 
 

6.5.3.2. Profile of the Visitors 

 

Figure 30 shows that 98% of the respondents were classified as ‘Visitors’ to the region in 

which their hunting trip or was taking place, while only 2% were local residents in the area 

of their hunt. This is an extremely positive finding as only visitors are included in the 

calculations to determine the economic value of an activity, while local residents are 

excluded. In other words, the high number of visitors should directly result in a higher 

overall economic impact. Further to this, Figure 31 shows that 96% of all of the respondents 

were overnight visitors, while only 2% were day visitors. This is another important finding as 

overnight visitors are considered to be more ‘valuable’ due to the fact that because they are 

staying overnight, they have higher spend than both local residents or day visitors. 
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Figure 30: Local Residents vs Visitors 

 
 

Figure 31: Breakdown of Visitors 
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In Figure 32, the provinces from which the respondents have come from have been 

outlined. It shows that the majority of the respondents (54%) were from Gauteng. This is 

followed by Mpumalanga (19%), the Free State (12%), and the Eastern Cape (8%). Only 4% 

came from the North West province and Limpopo respectively. There were no (0%) 

respondents from the Western Cape or the Northern Cape. It is not surprising that a large 

majority have come from Gauteng as they are the number one domestic source market for 

KZN. 

 

Figure 32: Provincial Breakdown (Excl. KZN) 

 

In terms of the respondents who stayed overnight during their trip, 37% had stayed for 3 

nights while 26% had stayed for 4 nights. Following this, 21% had stayed for 2 nights and 

12% had stayed for more than 4 nights. The average length of stay is therefore estimated to 

be in the region of 3.5 nights (i.e. 3-4 nights). This finding is also considered to be very 

positive as it shows that the tourists are staying for a long period of time which means that 

their total spend per trip should be high.  
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Figure 33: Length of Stay 

 

Figure 34  shows that 85% of the overnight respondents stayed in either self-catering 

establishments (57%) or in a safari tent/camping (28%). This shows that tourists prefer to 

stay in more low-cost types of accommodation.5 However, this does not have an influence 

on their overall spend as they still spend a lot of their budget on other aspects of their trip. 

These accommodation types also reveal that most of these tourists like to be “in touch” 

with the bush and it also allows them to cook their own meals and to operate on their own 

time – i.e. hunt whenever they want to and not have to worry about meal times. It is also 

important to note that the accommodation type is also a factor of the type of activity 

undertaken 

 

                                                 
5
 It is also worth considering that the type of accommodation may also be related to other purpose of travel 

besides from hunting. 



 

 

A Study to Develop a Baseline for the Development of Hunting Tourism in KwaZulu-Natal 
1

st
 Quarter 2017/2018 

 
 

67 

Figure 34: Accommodation Types 

 

6.5.3.2. Estimated Economic Impact 

 

A number of the key statistics that were obtained from the survey are outlined in Table 17. 

It was estimated that a hunting tourist in KZN spends an average of R34 374 per trip, which 

is equal to ±R9 821 per day. It was also found that a hunting tourist goes on an average of 3 

hunting trips per year. In saying this, it was estimated that the total number of hunting 

tourists in KZN was 15 000 – meaning that there was a total of 46 500 hunting trips in KZN 

on an annual basis. 

 



 

 

A Study to Develop a Baseline for the Development of Hunting Tourism in KwaZulu-Natal 
1

st
 Quarter 2017/2018 

 
 

68 

Table 17: Spend per Trip 

  

Total Average Spend per TRIP R34 374 

Total Average Spend per DAY R9 821 

  

Average Number of Annual Trips  3.1 

Estimated Number of Hunters in KZN 15 000 

Estimated Number of Annual Trips 46 500 

 

In Table 19, the spend patterns of a hunting tourist is broken down into various categories. 

As is evident in the table, the higher amounts of money are spent on meat 

processing/trophy fees (R18 630), on accommodation (R6 890), and on gear/ammunition 

costs.  

 

Table 18: Breakdown of Spend 

Spend Category Average Amount 

Accommodation* R6 890 

Transport R2 188 

Food & Beverages R2 725 

Meat/Trophy Fees R18 630 

Permit Fees/Hunting Costs R3 883 

Gear/Ammunition Costs R5 476 

Gate Fees R73 

Other Expenses R3 753 

*For overnight visitors only 

 

Table 20 outlines the figures relating to the economic value of hunting tourism in KZN. It 

was revealed that the direct economic value was estimated to be around R1.6 billion and 

the indirect or total value to be around R3.2 billion – thus, the overall economic value of 

hunting tourism in KZN was estimated to be in the region of R4.8 billion annually. It is 

further important to note that this figure does not include any ‘induced’ impacts of the 

hunting sector, thus this figure below is considered as ‘conservative’. The induced impacts 

include aspects such as employment compensation (wages/salaries), business fees, as well 

as other expenses by the various role players in the hunting sector.  
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Table 19: Estimated Overall Economic Impact 

  

Total Average Spend per TRIP R34 374 

Estimated Number of Annual Trips 46 500 

  

Direct Economic Impact R1 598 391 000 

Indirect Economic Impact* R3 196 782 000 

OVERALL ECONOMIC IMPACT R4 795 173 000 

*Calculated by using a multiplier of 2.0 
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7.        Conclusion 

 

7.1. Concluding Remarks  

 

Despite all the negative perceptions and ‘bad’ press that the hunting sector, both locally and 

on a global scale, receives it is very positive to see that such a seemingly small industry is 

able to contribute over R4-billion to the local economy in KZN. A lot of people distance 

themselves from the whole notion of hunting, but little do they know that the sector is a 

multi-billion Rand industry that goes about its business without causing any negative 

environmental or social impacts – unlike other mass tourism activities. Not only is hunting a 

sustainable practice but it also contributes to the socio-economic status of a local area or 

region – this is evident from the findings in this report. However, there are still a number of 

‘lingering’ negative connotations with the industry and further research is recommended in 

section 7.3 below.  

 

The baseline information that has been researched and discussed in the study proves that 

there is a need, as well as potential, for further development of the hunting sector in KZN, 

as well as the need for collaborative partnerships and alliances to be made moving forward. 

Key stakeholders such as the EDTEA, TKZN, Ezemvelo KZN, and the KZN Hunting and 

Conservation Association need to work together in terms of developing this crucial sector of 

the local economy. Developments are needed for both tangible and intangible aspects of 

the sector – for example, the tangible aspects include infrastructure improvements such as 

road networks, while the intangible aspects include the ‘PR’ aspect of hunting by painting it 

in a more positive light than currently the case. 

 

As discussed in the KZN Tourism Master Plan, this baseline study is key to developing crucial 

niche markets in the province whereby achieving goals such as increased geographic spread, 

increased number of tourists, and the growth of the local economies through tourism. 

 

7.2. Limitations of the Study 

 

a. Firstly, the response rate for the surveys proved to be a limitation of the study and it 

also added on to the time in which the study was able to be completed. The method 

used for the surveys was mainly online surveys which proved to have had a very low 

response rate – as is the case normally. ‘Face-to-face’ surveys were also conducted 

at the AGM of the KZN Hunting and Conservation Association in November last year. 

Although surveys were completed, the time constraints and the general ‘lack of 

interest’ from the population proved to be the main limitations in this case.  
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b. The availability, or access, to key information or data also proved to limit the 

outcomes and objectives of the study. For example, there was a range of data, 

statistics, and information that was in the possession of a certain stakeholder but 

due to internal policies, and other regulations, this information was not made 

available to the TKZN nor the author.  

 

c. The time constraints with this study were definitely a limitation but they were once 

again linked to the access of information and the access to respondents/hunters 

during the course of the study. In other words, although there was not a strict 

deadline on this study, it came to a point where a decision was made regarding the 

‘cut-off’ date for the study. The time it took to obtain the findings from the survey 

and the need to obtain other key information appeared to drag on and it was 

eventually decided that an end-point was needed in order for the report to be 

written. As this is a report on baseline information, it was necessary to stop at some 

point. However, the opportunities for a more detailed/extensive research project on 

the same topic are definitely possible.  

 

d. There were also a select number of hunters (i.e. the population) who did not show 

any interest in the study and were not inclined to complete the survey. There was 

also a lot of scepticism from respondents and the general population about the value 

or purpose of this study. It was thus envisaged that the outcomes of this report 

should show how valuable hunting tourism is to the local economy in KZN, and that 

this study will aid in the development of hunting tourism in a more positive light.  

 

7.3. Recommendations (for Further Research) 

 

The following recommendations for further research have originated from the findings 

above: 

 

 Include the induced impacts in the economic calculations (e.g. how the spend by 

local hunting businesses will add to the overall economic impact of the sector). 

 

 Formalise a concrete research and project plan for the surveys. In other words, there 

is a need to strategize the survey process in order to achieve the maximum results in 

terms of sample size, response rate, and the reliability of data. 

 

  It may be necessary to sign collaborative agreements or MoUs with various 

stakeholders. Not only will this allow for more concrete outcomes, but it will also 

allow for the sharing of data, statistics, and other key information sources that are 

needed in the research process.  
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 Extensive research should focus on the negative connotations and aspects of the 

hunting tourism sector and detailed plans on how to mitigate these should be 

developed. Proposals should also be formed on a way forward with the mitigation of 

these aspects. In addition to this, a complete set of legal policies should also be 

researched in order to determine what are right (ethical) and what are wrong 

(unethical) practices when it comes to hunting activities. 
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7
 Website - http://www.kznwildlife.com/  

8
 Website - http://www.phasa.co.za/  

9
 Website - http://www.sahunters.co.za/  

http://www.kznhunters.co.za/
http://www.kznwildlife.com/
http://www.phasa.co.za/
http://www.sahunters.co.za/


 

 

A Study to Develop a Baseline for the Development of Hunting Tourism in KwaZulu-Natal 
1

st
 Quarter 2017/2018 

 
 

73 

References 

 

ABSA Group Economic Research. (2003). Game Ranch Profitability in Southern Africa. 

Johannesburg, South Africa: ABSA. 

 

Adams, W. (2004). Good Hunting. In W. Adams. Against Extinction. (pp. 19-23). London: 

Earthscan. 

 

Anderson, H. (2003). MSc Thesis. ‘An econometric analysis of the wildlife market in South 

Africa’. Cape Town, Western Cape, South Africa: University of Cape Town. 

 

Baldus, R., & Cauldwell, A. (2005). ‘Tourist hunting and its role in development of wildlife 

management areas in Tanzania’. Proceedings of the 6th International Game Ranching 

Symposium. Paris, France: International Foundation for the Conservation of Wildlife. 

 

Baldus, R., Kibonde, B., & Siege, L. (2003). ‘15 Years of Conservation Partnerships in the 

Selous Game Reserve and Ecosystem in Tanzania’. PARKS, 13(1), 50-61. 

 

Booth, V. (2010). Contribution of Hunting Tourism: How Significant it this to National 

Economies. FAO & CIC. 

 

Campbell, R. (2013). The $200 million question: How much does trophy hunting really 

contribute to African communities? Melbourne, Australia: Economists at Large. 

 

Canada Tourism Commission. (2011). Explorer Quotient Segmentation Research. Vancouver. 

 

CTC Research & Evaluation. (2012). Sport Fishing and Game Hunting in Canada: An 

Assessment on the Potential International Tourism Opportunity. Yukon, Canada: Canadian 

Tourism Commission. 

 

Damm, G. (2004). ‘Hunting creates financial benefits in Zambia’. African Indaba, 1(4), 3. 

 

Damm, G. (2007). Trophy Hunting: Past, Present and Future. International Council for Game 

and Wildlife Conservation. Budakeszi. 

 

Deere, N. (2011, August). ‘Exploitation or Conservation? Can the Hunting Industry in Africa 

be Sustainable?’ Retrieved September 16, 2015, from Environment Magazine: 

http://www.environmentmagazine.org 

 



 

 

A Study to Develop a Baseline for the Development of Hunting Tourism in KwaZulu-Natal 
1

st
 Quarter 2017/2018 

 
 

74 

Federal-Provincial-Territorial Task Force. (1996). Importance of Nature to Canadians. 

Canada: Federal-Provincial-Territorial Task Force. 

 

Hurt, R., & Ravn, P. (2000). ‘Hunting and its benefits: An overview of hunting in Africa with 

special reference to Tanzania’. In H. Prins, J. Greootenhuis, & T. Dolan, Wildlife Conservation 

by Sustainable Use, Conservation Biology Series (pp. 295-314). London: Kluwer Acadamic 

Publishers. 

 

IUCN: Species Survival Commission (SSC). (2012). IUCN SSC Guiding Principles on Trophy 

Hunting as a Tool for Creating Conservation Incentives. Version 1.0. 

 

Jennings, C, chris@kznhunters.co.za, 2017. Hunting Study. [E-mail] Message to RS Wyllie 

(richard@zulu.org.za). Sent 06/04/2017. Available at: Microsft Outlook [Accessed 06 April 

2017] 

 

Kayera, J. (2005, November). ‘Conservation and Trophy Hunting Activities’. Presentation at 

the IV AWCF Meeting. Mauritius: AWCF. 

 

Krug, W. (2001). Private Supply of Protected Land in Southern Africa. A Review of Markets, 

Approaches, Barriers and Issues (pp. 18-24). Paris, France: World Bank/OECD International 

Workshop on Market Creation for Biodiversity Products and Services. 

 

Lindsey, P., Roulet, P., & Romanach, S. (2007). ‘Economic and Conservation Significance of 

the Trophy Hunting Industry in Sub-Saharan Africa’. Biological Conservation, 134, 455-469. 

 

Mahoney, S. (2008, October). Sustainable Hunting Tourism Workshop. Budakeszi: 

International Council for Game and Wildlife Conservation. 

 

Marshall, N, Noleen.Marshall@kznwildlife.com, 2015. Hunting Study. [E-mail] Message to RS 

Wyllie (richard@zulu.org.za). Sent 26/01/2016. Available at: Microsft Outlook [Accessed 26 

January 2016] 

 

National Department of Tourism (NDT). 2012. Domestic Tourism Growth Strategy 2012-

2020. Pretoria: South Africa. 

 

Novelli, M. 2005. Niche Tourism: Contemporary Issues, Trends and Cases. Routledge: United 

Kingdom. 

 



 

 

A Study to Develop a Baseline for the Development of Hunting Tourism in KwaZulu-Natal 
1

st
 Quarter 2017/2018 

 
 

75 

Radder, L. (2006). The South African Hunting Industry: Opportunities and Challenges, 

Volume 1. Florence, Italy: Business and Economics Society International. 

 

Safari Club International. (2008). ‘The Benefits of Hunting’. Retrieved September 2015, from 

SCI: First for Hunters: http://www.safariclub.org 

 

South Africa Tourism (SAT). (2016). Annual Report. Johannesburg, South Africa. 

 

Southwick Associates. 2015. The Economic Contributions of Hunting-Related Tourism in 

Eastern and Southern Africa. A Report for Safari Club International. Florida: USA. 

 

Statistics South Africa (Stats SA). 2016. Tourism 2015. Report No. 03-51-02 (2015). Pretoria: 

South Africa. 

 

WTTC. (2015). Travel and Tourism Economic Impact 2015: South Africa. London, UK: World 

Travel and Tourism Council. 

 

WTTC. (2015). Travel and Tourism Economic Impact 2015: World. London, UK: World Travel 

and Tourism Council. 

 

 
  

 
 


