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DAY ONE: 17 SEPTEMBER 2025

Theme: Tourism Matters - Growth, People, Policy
Programme Director: Dorcas Dlamini Mbele

Summary: Day One of the TBCSA Tourism Leadership Conference 
started with an afternoon session, examining tourism trends, key 

insights and reflections from SA Tourism, SATSA, the MICE industry and 
TBCSA. 
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1. Opening Remarks
Dorcas Dlamini Mbele

Key Insights: 
• The challenge to industry stakeholders is to work 

together to elevate the sector, foster inclusive 
growth and the national mission.

• All stakeholders must understand the industry and 
its impact on business and the economy. The 
greater mission to unlock potential, create 
inclusive growth and position South Africa as a 
premier destination for leisure tourism on a global 
scale remains. 

• Tourism accounted for 8.9% of GDP in 2025 - 
indicating yet again the importance of this sec-tor 
in the local economy.

• Actionable solutions to drive the strategy to 
achieve 15 million arrivals by 2030. The 
confer-ence offers a platform for sharing insights 
on the initiatives being put in place to ensure we 
meet our goals.

2. Siyabonga Mthethwa
Chief Strategy Officer - South African Tourism
Topic: Trends, Key Insights and SAT Corporate 
Strategy

Summary: The leisure travel industry has rebounded 
strongly globally and is expected to be more robust by 
2029, when compared to 2023 levels. There has been 
a steady increase in global travel since 2021. There 
has also been a shift in consumer behaviour as far as 
tourism is concerned. Before the pandemic, tourism 
used to be a long-term event that happened only 
when people had saved up some money. That trend 
has changed considerably, with people now willing to 

crucial as the cost of travel to SA is not cheap. SA 
is a long-haul destination, but people will still visit 
if the experiences are personalised. Start thinking 
about how to involve local com-munities to 
ensure authentic experiences.

• A clear understanding of sustainability is key for us 
as a sector. Sustainability is an entire value chain 
that also involves local communities. 

• Visa reforms are some of the advancements used 
to bring more people to the country. 

Recommendations: 
• Develop global campaigns underlying SA’s unique 

strengths, such as nature, wildlife and cultural 
experience.

• Curtail leakages in the brand journey and build 
stronger associations with consistent mes-saging.

• Optimise media mix by leveraging online 
platforms - social media as well as online 
commu-nities to enhance reach.

• Work with social media influencers to boost 
awareness and consideration.

Segmentation Study Findings: 
• People want fresh and authentic content. They 

want something they have never seen or 
ex-perienced before.

• People want to travel to experience new things 
which are different to what is familiar.

• Inspiration to travel to a destination is in 
everything, everywhere, always.

• Solo trips are becoming popular.

pay a premium if the experience is life-changing. 
Sun and sea, along with cultural exploration, remain 
popular among travellers, with wellness and 
icon-tourism emerging as niche segments. Consumers 
are increasingly prioritising new experiences, driving 
the demand for niche offerings such as sports and 
eco-tourism. They are willing to invest more in such 
experiences as they see more value in unique and 
immer-sive activities.

Key Insights:
• The major leisure source markets are expected to 

remain largely unchanged in the coming years, 
with the US and China being key markets. 

• China remains a key source market, despite a 
slowdown in its expected recovery, driven by 
increasing disposable income and growing 
appetite for international travel, as its economy 
stabilises.

• Future growth is expected to be driven by travel 
becoming a priority, the emergence of new 
traveller profiles and segments, as well as the 
advancement of travel technology. Geopoliti-cal 
instability is fast becoming a challenge. Some of 
the afflicted places are stopover loca-tions.

• There are changing trends in the manner in which 
people curate their tourism experiences. AI works 
on the data available on the internet. Thus, the 
lesson going forward is to ensure that data is 
available online for those who want to curate 
certain experiences. In addition to tradi-tional 
media, social media has become an important 
factor in ensuring travellers are exposed to 
establishments and the country as a whole.

• Products that offer value for money need to be 
readily and easily available. This is especially 

SAT Corporate Strategy…
What role do we play as SAT to inspire and attract 
local and global travellers to explore and experience 
the richness of SA and its people?
Mission Statement - more intentional - Marketing SA 
internationally and domestically to in-crease the 
volume and value of both leisure and business event 
travellers, while promoting quality and excellence 
across all tourism experiences.

• Strategic Pillars: 
A Tourism Brand, Sustainable Development and 
Advisory role, and an in-sights-led organisation 
that attracts, nurtures, and retains top talent, 
while leveraging tech-nology to deliver 
exceptional results and operational excellence.

• Everyone in the value chain has a role to play. 
Ours is to bring everyone together.

• Attract the right kind of people to the 
organisation.

3. David Frost
SATSA
Topic: Actioning TOMSA Funds

Summary: Growth in some of South Africa’s 
traditional source markets has been lagging. There has 
been growth in markets such as the USA and the 
Netherlands; however, South Af-rica has been slow in 
regaining the status quo before the pandemic set in. 
China and India are now the second biggest tourism 
markets; they have shown growth over the last few 
years. We will have to position ourselves to secure 
these emerging key markets and find in-novative ways 
to regain lost ground in our previous key source 
markets.

Key Insights
• As the private sector, we are overstating the US 

market. That market is more interested in 
multi-destination travel. They prefer the SADC 
experience as opposed to just visiting SA on its 
own.

• The geographical spread of tourism in SA has 
become acute. Greater Kruger and the West-ern 
Cape account for the lion’s share of tourism 
activity.

• Cape Town has recovered beyond the COVID-19 
period slump. The recovery has largely been 
driven by consistent marketing. Entities in the 
Kruger have also recovered from the pandemic 
slump.

• As an industry, there ought to be a reflection on 
the over-saturation of Cape Town as a tour-ism 
destination. This has created a new challenge that 
the private sector will have to grapple with. 

• Challenges of infrastructure development and 
maintenance, safety and security, and the loss of 
skills in our outbound markets continue to plague 
the industry.

• The challenges facing the sector are not 
insurmountable. We just need to find each other 
again as TBCSA and SAT, and collectively come up 
with solutions to these problems. 

SA’s Key Source Markets:
China
United Kingdom and Ireland
German-speaking EU
North America 
India 
Africa

Some strategic issues that need urgent attention are 
SA’s global brand marketing, trade shows and road 
shows, skills and training. Various task teams have 
been set up to target re-covery in the key source 
markets. 

The greater plan is to bolster joint marketing 
agreements that will accommodate the com-plexity of 
marketing a complex destination such as South Africa. 
We do not want one-off deals - we should aim to 
secure three-year deals. The great thing about 
marketing agree-ments is that they are deliverable 
and measurable.

4. Glenton de Kock
SAACI
Topic: MICE Industry-led Initiatives

Summary: Meetings and events are held every year, 
so we know ahead of time about the movements and 
patterns in the industry. The business events sector 
understands its role in the value chain. This sector is 
not comprised of travel agents, but change agents. 
When people meet, change happens. 

Key Insights
• Meetings do not just bring people together; they 

create opportunities for the destination to be 
promoted as well. At the meeting, there will be 
hashtags and other references to that ven-ue. In 
academia and other formations, references are 
often made about the city or location where the 
meeting is taking place - especially when it 
pertains to key decisions, presenta-tions and 
findings.

• Planning is fundamental in the MICE industry; 

however, early planning is a game-changer. 
• The challenge for the industry is to ensure that 

more work gets done to position South Africa as a 
leading destination for international business 
events and meetings. 

• South Africa has submitted 95 bids for 
international business events taking place 
between 2024 and 2029. These may potentially 
attract 60,0400 international and regional 
delegates. We have to hone this potential and 
mine it to benefit everyone across the industries. 

• Not being visible is a travesty that all countries 
want to avoid.  The global MICE industry for 
meetings was valued at over $500 billion in 2024, 
and it is expected to grow exponentially.

• Destination SA focuses on attracting MICE in the 
Economic Sector

• Existing Market Focus  
• New Market Focus 
• SA National Convention Bureau Programmes
• Bid Support Programme
• National Association Programme
• Subvention Funding

5. Tshifhiwa Tshivhengwa 
TBCSA CEO
Topic: The state of Tourism in SA

Summary: One of the key objectives of the TBCSA is 
to ensure that industry goals, plans, mission and 
interventions are actioned. Hence, whenever there 
are gaps in terms of actiona-ble and delivery, it is 
incumbent on TBCSA to fill those gaps. These 
industry-led interven-tions are to ensure that business 
is not left behind. At the same time, these 
interventions do not replace the functions of the 

bodies or structures tasked with doing the work - the 
inter-ventions are to ensure that the work gets done. 

Key Insights
• The TBCSA has identified some provinces that are 

lagging in terms of their marketing activa-tions 
due to a lack of funds. This ultimately means there 
is no support for marketing and domestic tourism 
campaigns. 

• The industry-led intervention in this regard will 
result in a repository of marketing products that 
can be accessed by all, so that no province, metro 
or region is left behind in terms of doing the work 
of attracting more visitors to the country. 

• It is important to galvanise the domestic tourism 
market, as it is the backbone of domestic 
travelling. It is important to get domestic travellers 
visiting and sightseeing in their own country. 
Although we know that domestic travellers are 
facing household spending chal-lenges, the 
potential remains. 

• The interventions will augment the work already 
done by SAT via some of the campaigns aimed at 
demand creation. We need to inject more zeal 
into those campaigns, looking at lei-sure and 
corporate travel, MICE and business travel as well. 
We need to put our heads to-gether and come up 
with messaging and campaigns that are relatable 
to everyone. 

• TBCSA has invested R1.5million to ensure that 
South Africa is represented at the IMAX in the 
United States. Funds have also been allocated to 
ensure SA's presence at the IBTM in Barcelona.

• We cannot reach our goals without certain 
actionables. The training of agents in the markets 
where we sell our Destination SA is also 

paramount. We need to ensure that the new 
fraterni-ty of tour operators understands us as a 
destination. We need to train and do more on the 
global stage.

• Perhaps at some point, there ought to be an 
SMME Indaba, where discussions on the 
trans-formation agenda and the state of SMEs in 
the tourism industry take place. We need to ask 
the right questions about whether our models are 
working.
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meeting is taking place - especially when it 
pertains to key decisions, presenta-tions and 
findings.

• Planning is fundamental in the MICE industry; 

however, early planning is a game-changer. 
• The challenge for the industry is to ensure that 

more work gets done to position South Africa as a 
leading destination for international business 
events and meetings. 

• South Africa has submitted 95 bids for 
international business events taking place 
between 2024 and 2029. These may potentially 
attract 60,0400 international and regional 
delegates. We have to hone this potential and 
mine it to benefit everyone across the industries. 

• Not being visible is a travesty that all countries 
want to avoid.  The global MICE industry for 
meetings was valued at over $500 billion in 2024, 
and it is expected to grow exponentially.

• Destination SA focuses on attracting MICE in the 
Economic Sector

• Existing Market Focus  
• New Market Focus 
• SA National Convention Bureau Programmes
• Bid Support Programme
• National Association Programme
• Subvention Funding

5. Tshifhiwa Tshivhengwa 
TBCSA CEO
Topic: The state of Tourism in SA

Summary: One of the key objectives of the TBCSA is 
to ensure that industry goals, plans, mission and 
interventions are actioned. Hence, whenever there 
are gaps in terms of actiona-ble and delivery, it is 
incumbent on TBCSA to fill those gaps. These 
industry-led interven-tions are to ensure that business 
is not left behind. At the same time, these 
interventions do not replace the functions of the 

bodies or structures tasked with doing the work - the 
inter-ventions are to ensure that the work gets done. 

Key Insights
• The TBCSA has identified some provinces that are 

lagging in terms of their marketing activa-tions 
due to a lack of funds. This ultimately means there 
is no support for marketing and domestic tourism 
campaigns. 

• The industry-led intervention in this regard will 
result in a repository of marketing products that 
can be accessed by all, so that no province, metro 
or region is left behind in terms of doing the work 
of attracting more visitors to the country. 

• It is important to galvanise the domestic tourism 
market, as it is the backbone of domestic 
travelling. It is important to get domestic travellers 
visiting and sightseeing in their own country. 
Although we know that domestic travellers are 
facing household spending chal-lenges, the 
potential remains. 

• The interventions will augment the work already 
done by SAT via some of the campaigns aimed at 
demand creation. We need to inject more zeal 
into those campaigns, looking at lei-sure and 
corporate travel, MICE and business travel as well. 
We need to put our heads to-gether and come up 
with messaging and campaigns that are relatable 
to everyone. 

• TBCSA has invested R1.5million to ensure that 
South Africa is represented at the IMAX in the 
United States. Funds have also been allocated to 
ensure SA's presence at the IBTM in Barcelona.

• We cannot reach our goals without certain 
actionables. The training of agents in the markets 
where we sell our Destination SA is also 

paramount. We need to ensure that the new 
fraterni-ty of tour operators understands us as a 
destination. We need to train and do more on the 
global stage.

• Perhaps at some point, there ought to be an 
SMME Indaba, where discussions on the 
trans-formation agenda and the state of SMEs in 
the tourism industry take place. We need to ask 
the right questions about whether our models are 
working.
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Dorcas Dlamini Mbele

Key Insights: 
• The challenge to industry stakeholders is to work 

together to elevate the sector, foster inclusive 
growth and the national mission.

• All stakeholders must understand the industry and 
its impact on business and the economy. The 
greater mission to unlock potential, create 
inclusive growth and position South Africa as a 
premier destination for leisure tourism on a global 
scale remains. 

• Tourism accounted for 8.9% of GDP in 2025 - 
indicating yet again the importance of this sec-tor 
in the local economy.

• Actionable solutions to drive the strategy to 
achieve 15 million arrivals by 2030. The 
confer-ence offers a platform for sharing insights 
on the initiatives being put in place to ensure we 
meet our goals.

2. Siyabonga Mthethwa
Chief Strategy Officer - South African Tourism
Topic: Trends, Key Insights and SAT Corporate 
Strategy

Summary: The leisure travel industry has rebounded 
strongly globally and is expected to be more robust by 
2029, when compared to 2023 levels. There has been 
a steady increase in global travel since 2021. There 
has also been a shift in consumer behaviour as far as 
tourism is concerned. Before the pandemic, tourism 
used to be a long-term event that happened only 
when people had saved up some money. That trend 
has changed considerably, with people now willing to 

crucial as the cost of travel to SA is not cheap. SA 
is a long-haul destination, but people will still visit 
if the experiences are personalised. Start thinking 
about how to involve local com-munities to 
ensure authentic experiences.

• A clear understanding of sustainability is key for us 
as a sector. Sustainability is an entire value chain 
that also involves local communities. 

• Visa reforms are some of the advancements used 
to bring more people to the country. 

Recommendations: 
• Develop global campaigns underlying SA’s unique 

strengths, such as nature, wildlife and cultural 
experience.

• Curtail leakages in the brand journey and build 
stronger associations with consistent mes-saging.

• Optimise media mix by leveraging online 
platforms - social media as well as online 
commu-nities to enhance reach.

• Work with social media influencers to boost 
awareness and consideration.

Segmentation Study Findings: 
• People want fresh and authentic content. They 

want something they have never seen or 
ex-perienced before.

• People want to travel to experience new things 
which are different to what is familiar.

• Inspiration to travel to a destination is in 
everything, everywhere, always.

• Solo trips are becoming popular.

pay a premium if the experience is life-changing. 
Sun and sea, along with cultural exploration, remain 
popular among travellers, with wellness and 
icon-tourism emerging as niche segments. Consumers 
are increasingly prioritising new experiences, driving 
the demand for niche offerings such as sports and 
eco-tourism. They are willing to invest more in such 
experiences as they see more value in unique and 
immer-sive activities.

Key Insights:
• The major leisure source markets are expected to 

remain largely unchanged in the coming years, 
with the US and China being key markets. 

• China remains a key source market, despite a 
slowdown in its expected recovery, driven by 
increasing disposable income and growing 
appetite for international travel, as its economy 
stabilises.

• Future growth is expected to be driven by travel 
becoming a priority, the emergence of new 
traveller profiles and segments, as well as the 
advancement of travel technology. Geopoliti-cal 
instability is fast becoming a challenge. Some of 
the afflicted places are stopover loca-tions.

• There are changing trends in the manner in which 
people curate their tourism experiences. AI works 
on the data available on the internet. Thus, the 
lesson going forward is to ensure that data is 
available online for those who want to curate 
certain experiences. In addition to tradi-tional 
media, social media has become an important 
factor in ensuring travellers are exposed to 
establishments and the country as a whole.

• Products that offer value for money need to be 
readily and easily available. This is especially 

SAT Corporate Strategy…
What role do we play as SAT to inspire and attract 
local and global travellers to explore and experience 
the richness of SA and its people?
Mission Statement - more intentional - Marketing SA 
internationally and domestically to in-crease the 
volume and value of both leisure and business event 
travellers, while promoting quality and excellence 
across all tourism experiences.

• Strategic Pillars: 
A Tourism Brand, Sustainable Development and 
Advisory role, and an in-sights-led organisation 
that attracts, nurtures, and retains top talent, 
while leveraging tech-nology to deliver 
exceptional results and operational excellence.

• Everyone in the value chain has a role to play. 
Ours is to bring everyone together.

• Attract the right kind of people to the 
organisation.

3. David Frost
SATSA
Topic: Actioning TOMSA Funds

Summary: Growth in some of South Africa’s 
traditional source markets has been lagging. There has 
been growth in markets such as the USA and the 
Netherlands; however, South Af-rica has been slow in 
regaining the status quo before the pandemic set in. 
China and India are now the second biggest tourism 
markets; they have shown growth over the last few 
years. We will have to position ourselves to secure 
these emerging key markets and find in-novative ways 
to regain lost ground in our previous key source 
markets.

Key Insights
• As the private sector, we are overstating the US 

market. That market is more interested in 
multi-destination travel. They prefer the SADC 
experience as opposed to just visiting SA on its 
own.

• The geographical spread of tourism in SA has 
become acute. Greater Kruger and the West-ern 
Cape account for the lion’s share of tourism 
activity.

• Cape Town has recovered beyond the COVID-19 
period slump. The recovery has largely been 
driven by consistent marketing. Entities in the 
Kruger have also recovered from the pandemic 
slump.

• As an industry, there ought to be a reflection on 
the over-saturation of Cape Town as a tour-ism 
destination. This has created a new challenge that 
the private sector will have to grapple with. 

• Challenges of infrastructure development and 
maintenance, safety and security, and the loss of 
skills in our outbound markets continue to plague 
the industry.

• The challenges facing the sector are not 
insurmountable. We just need to find each other 
again as TBCSA and SAT, and collectively come up 
with solutions to these problems. 

SA’s Key Source Markets:
China
United Kingdom and Ireland
German-speaking EU
North America 
India 
Africa

Some strategic issues that need urgent attention are 
SA’s global brand marketing, trade shows and road 
shows, skills and training. Various task teams have 
been set up to target re-covery in the key source 
markets. 

The greater plan is to bolster joint marketing 
agreements that will accommodate the com-plexity of 
marketing a complex destination such as South Africa. 
We do not want one-off deals - we should aim to 
secure three-year deals. The great thing about 
marketing agree-ments is that they are deliverable 
and measurable.

4. Glenton de Kock
SAACI
Topic: MICE Industry-led Initiatives

Summary: Meetings and events are held every year, 
so we know ahead of time about the movements and 
patterns in the industry. The business events sector 
understands its role in the value chain. This sector is 
not comprised of travel agents, but change agents. 
When people meet, change happens. 

Key Insights
• Meetings do not just bring people together; they 

create opportunities for the destination to be 
promoted as well. At the meeting, there will be 
hashtags and other references to that ven-ue. In 
academia and other formations, references are 
often made about the city or location where the 
meeting is taking place - especially when it 
pertains to key decisions, presenta-tions and 
findings.

• Planning is fundamental in the MICE industry; 

however, early planning is a game-changer. 
• The challenge for the industry is to ensure that 

more work gets done to position South Africa as a 
leading destination for international business 
events and meetings. 

• South Africa has submitted 95 bids for 
international business events taking place 
between 2024 and 2029. These may potentially 
attract 60,0400 international and regional 
delegates. We have to hone this potential and 
mine it to benefit everyone across the industries. 

• Not being visible is a travesty that all countries 
want to avoid.  The global MICE industry for 
meetings was valued at over $500 billion in 2024, 
and it is expected to grow exponentially.

• Destination SA focuses on attracting MICE in the 
Economic Sector

• Existing Market Focus  
• New Market Focus 
• SA National Convention Bureau Programmes
• Bid Support Programme
• National Association Programme
• Subvention Funding

5. Tshifhiwa Tshivhengwa 
TBCSA CEO
Topic: The state of Tourism in SA

Summary: One of the key objectives of the TBCSA is 
to ensure that industry goals, plans, mission and 
interventions are actioned. Hence, whenever there 
are gaps in terms of actiona-ble and delivery, it is 
incumbent on TBCSA to fill those gaps. These 
industry-led interven-tions are to ensure that business 
is not left behind. At the same time, these 
interventions do not replace the functions of the 

bodies or structures tasked with doing the work - the 
inter-ventions are to ensure that the work gets done. 

Key Insights
• The TBCSA has identified some provinces that are 

lagging in terms of their marketing activa-tions 
due to a lack of funds. This ultimately means there 
is no support for marketing and domestic tourism 
campaigns. 

• The industry-led intervention in this regard will 
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of attracting more visitors to the country. 
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travelling. It is important to get domestic travellers 
visiting and sightseeing in their own country. 
Although we know that domestic travellers are 
facing household spending chal-lenges, the 
potential remains. 
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corporate travel, MICE and business travel as well. 
We need to put our heads to-gether and come up 
with messaging and campaigns that are relatable 
to everyone. 

• TBCSA has invested R1.5million to ensure that 
South Africa is represented at the IMAX in the 
United States. Funds have also been allocated to 
ensure SA's presence at the IBTM in Barcelona.

• We cannot reach our goals without certain 
actionables. The training of agents in the markets 
where we sell our Destination SA is also 

paramount. We need to ensure that the new 
fraterni-ty of tour operators understands us as a 
destination. We need to train and do more on the 
global stage.

• Perhaps at some point, there ought to be an 
SMME Indaba, where discussions on the 
trans-formation agenda and the state of SMEs in 
the tourism industry take place. We need to ask 
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if the experiences are personalised. Start thinking 
about how to involve local com-munities to 
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that also involves local communities. 

• Visa reforms are some of the advancements used 
to bring more people to the country. 
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experience.
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Sun and sea, along with cultural exploration, remain 
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the demand for niche offerings such as sports and 
eco-tourism. They are willing to invest more in such 
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immer-sive activities.
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with the US and China being key markets. 

• China remains a key source market, despite a 
slowdown in its expected recovery, driven by 
increasing disposable income and growing 
appetite for international travel, as its economy 
stabilises.

• Future growth is expected to be driven by travel 
becoming a priority, the emergence of new 
traveller profiles and segments, as well as the 
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instability is fast becoming a challenge. Some of 
the afflicted places are stopover loca-tions.
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on the data available on the internet. Thus, the 
lesson going forward is to ensure that data is 
available online for those who want to curate 
certain experiences. In addition to tradi-tional 
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factor in ensuring travellers are exposed to 
establishments and the country as a whole.
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readily and easily available. This is especially 

SAT Corporate Strategy…
What role do we play as SAT to inspire and attract 
local and global travellers to explore and experience 
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traditional source markets has been lagging. There has 
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China and India are now the second biggest tourism 
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these emerging key markets and find in-novative ways 
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multi-destination travel. They prefer the SADC 
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own.
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driven by consistent marketing. Entities in the 
Kruger have also recovered from the pandemic 
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• As an industry, there ought to be a reflection on 
the over-saturation of Cape Town as a tour-ism 
destination. This has created a new challenge that 
the private sector will have to grapple with. 

• Challenges of infrastructure development and 
maintenance, safety and security, and the loss of 
skills in our outbound markets continue to plague 
the industry.

• The challenges facing the sector are not 
insurmountable. We just need to find each other 
again as TBCSA and SAT, and collectively come up 
with solutions to these problems. 
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not comprised of travel agents, but change agents. 
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international business events taking place 
between 2024 and 2029. These may potentially 
attract 60,0400 international and regional 
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want to avoid.  The global MICE industry for 
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