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FROM ‘REVENGE’ TO REPRIORITISATION

Global Leisure Travel Spending, 

2020-29E, USD Bn

Going forward, the growth is expected to be 

driven by experience-driven travel, the 

emergence of new destinations, and increased 

technology-driven personalization

After the pandemic, revenge travel 

became prevalent, leading to an 

increased demand for leisure travel

The recent growth is propelled by 

the increase in disposable income, 

particularly in emerging markets, 

and the willingness to travel more

2020

5,130

2021

5,541

2022

5,932

2023

6,340

2024

6,773

2025E

7,235

2026F

7,723

2027F

8,227

2028F

8,761

2029F

9,332

The leisure travel industry has rebounded strongly and is expected to be 

~1.5x by 2029 compared to 2023 levels
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PROMINENT TRAVEL ARCHETYPES
Sun and sea, along with cultural exploration, remain popular among travellers, 

with wellness and eco-tourism emerging as niche segments
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LEISURE PACKAGES BY CATEGORY 2024E-29F, USD BN

Sun and 

Sea

Culture and 

Heritage

Adventure Wellness Sports Eco-

tourism

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 immersive activities

Travel intermediaries are developing products in 

line with consumer needs and are shifting 

towards a consumer-centric model
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KEY OUTBOUND MARKETS

The US is expected to remain the biggest 

source market in the coming years, with a 

preference for international travel, particularly 

to Europe, Asia, and the Caribbean 

The major leisure source markets are expected to remain largely unchanged in 

the coming years, with the US and China being key markets

TOP SOURCE MARKETS BY SPENDING 2024-29F, USD BN

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 

their economy stabilises

India is rapidly emerging as a key outbound 

market, with travellers increasingly inclined 

to spend more during their trips
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The future growth is expected to be driven by travel becoming a priority, emergence of new 

traveller profiles and segments, as well as advancement of travel technology

Arrivals from China are 

expected to reach at least pre-

pandemic levels in 2024

The UNWTO states that the 

fastest growing outbound 

tourism markets are India, 

Indonesia and Vietnam 

Sports and eco-tourism 

package sales are expected to 

grow 15% between  2023-24

EVOLVING TRAVELLER 
PROFILES

NEW AND EMERGING
TRAVEL SEGMENTS

TRAVEL TECHNOLOGY 
ADVANCEMENTS

Fast-growing middle classes in 

India and China, are creating 

new traveller patterns and are 

set to reach more than 25% 

share of total international trips 

by 2030

New segments will emerge and 

become growth drivers – e.g. 

live events tourism (16% 

CAGR), ecotourism (14% 

CAGR), and wellness (8% 

CAGR)

Travel tech market (~USD 10 

Bn in 2024) is expected to 

double, serving as an enabler 

for new visitors with continuous 

focus on flexibility and 

transparency
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TRAVEL BECOMES AN 
ESSENTIAL PART OF LIFE

64% of travellers plan to 

reduce other spending to 

prioritise leisure travel in 2024
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However, growth can be marred by headwinds, including increasing travel costs, 

overtourism, a weakening global economy, and labour constraints
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OVERTOURISM

Many destinations are facing 

overtourism, with visitor-to-

resident ratios expected to rise 

by ~50%, highlighting the need 

to promote harmonious 

coexistence & spaces for both

LABOUR AND SKILLS 
CONSTRAINTS

By 2034, 100 million+ more 

jobs will have to be filled; in the 

UK, the sector turnover is 

>50%, far exceeding other 

sectors

GEOPOLITICAL
INSTABILITY

Increased sensitivity to global 

disruptors such as geopolitical 

tensions and wars, trade wars, 

climate change and 

demographic shifts could reach 

USD 6 Tn losses by 2030

Globally, travel prices are on 

the rise with 60% of travel 

experts highlighting high 

transport and accommodation 

costs as major barriers

8

HIGHER
TRAVEL COST



South Africa’s 

Leisure Global 

Brand Health



Key Takeaways | 2024 – Global

Develop global campaigns 
underlining South Africa’s 
unique strengths such as 
nature, wildlife and cultural 
experience

Curtail leakages in brand 
journey and build stronger 
associations with 
consistent messaging ​

Optimise media mix by 
leveraging online platforms 
– social media as well as 
online communities – to 
enhance ad reach​

Work with social media 
influencers to boost 
awareness and 
consideration

RecommendationsSA’s Performance on Brand Journey

SA’s Performance on Brand Knowledge & Meta-Perception

Copyright @ 2025 South African Tourism — Confidential

Brand Strength Score 
consistently improving since 2022

46.2
+2.4 pt.

Preferred Media ChannelsKey Barriers Key Triggers

Online media (news, blog etc.)51%Another destination being more 
appealing

33%Beautiful scenery45%

Social networking46%Personal safety concerns27%Good value for money38%

+3 pt. -1 pt. +1 pt.

Note: Triggers are analysed based on past visitations to SA. Barriers are based on those who don’t intend to return to SA in the future

Travel brochures/posters etc.46%Uncertain political climate17%Recommendations from friends/
family

34%

+2 pt. +3 pt. 0 pt.

+1 pt. +7 pt. 0 pt.

; +/- Change Since 2022

Continues to 
maintain strong 

perception on Adventures 
and Nature & Wildlife

Perception on 

Safety & Security, 
Enriching and 
Breathtaking consistently 
declining since 2022

Ratings on 

Uniqueness 
consistently declining since 

2022. Trajectory declined 

since 2022

Perception on 

Value for Money 
consistently improving 
since 2022

Ratings on Stature, 
Affordability and 
Suitability improved 
marginally since 2022

Awareness improved since 2022, 
despite a marginal decline (-1pt) 
from 2023

70%
+2 pt.

Information Seeking Intent 
improved marginally since 2022

30%
+1 pt.

Long-term Consideration 
declined in 2024

28%
-2 pt.

Recent Visitation (Past 18 
Months) remained the same as 
in 2023, but declined from 2022

19%
-1 pt.

Recommendation remained the 
same as in 2023, but declined 

from 2022

16%
-1 pt.

Closure Ratio consistently declining 
since 2022 (1 in 1.25)

1 in 1.36Sought Information in the Past 
improved marginally since 2022

26%
+1 pt.



Competitor 

Landscape: 

SA vs Key 

Competitors 



WHERE THE COMPETITORS STAND – KEY 
STRATEGIC FOCUS
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WHERE THE COMPETITORS STAND – FOCUS 
ON KEY TECHNOLOGIES
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Preliminary 

Segmentation 

Study Insights & 

Future Trends



TRAVEL PREFERENCES REDEFINED
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Attract me with fresh content. 
Give me what I have not seen before

I want to travel to experience ‘new’ things, 
which are different to at home this helps me 

grow as a person while I enjoy the local sites 

and culture

My new travel partner is 

ChatGPT it helps me to get the 

most out of my budget

Inspiration to travel to a destination is in 

everything everywhere always

What stands out in my feed inspires me to 

investigate more to verify the 
authenticity of the images and videos 

of interesting and beautiful places

Cost will not affect my destination choice but 

maximising value for money makes me 

feel like a savvy traveller. I want deeper 
experiences tailored to me



FUTURISTIC TRENDS

INCREASE IN
MULTI 

GENERATIONAL 
TRIPS

EXPERIENTIAL 
TRAVEL ON THE 

RISE

SUSTAINABLE 
TRAVEL CHOICES 

ARE HERE TO 
STAY

SOLO TRIPS 
ARE BECOMING 

POPULAR
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FUTURISTIC TRENDS (1/2)
SOLO TRIPS ARE BECOMING POPULAR

Travellers intend to 

take 2–5 solo 
trips in 2025, up 

from 58% in 2024
62%

Millennials and 

Gen-Z travellers 
plan to solo travel 

vs. 69% global 

travellers

76%

483

1,508CAGR 13.5%

Global Solo Travel Market, 2024E-33F, USD BN

2024E

2033F

INCREASE IN MULTI GENERATIONAL TRIPS

BEACH

Preferred Destination Types, 2024

COUNTRYSIDE THEME PARK

22% 17% 15%

plan to spend more on 

family travel in the 
coming year

36%

grandparents are 

trying to plan these 
trips and pay for them

54%

plan to engage in a 

multi-generational trip 

55%



FUTURISTIC TRENDS (2/2)
EXPERIENTIAL TRAVEL ON THE RISE

Travellers are prioritising unique experiences over conventional 

holidays

SUSTAINABLE TRAVEL CHOICES ARE HERE TO STAY

Experiences Influencing Destination Selection

Gen Z, millennials value 

experiences over 
expenses

79% 
travellers seek 

destination-unique 
experiences

85% 
travel providers saw 

rising demand for 
experiential travel

89% 
DINING NIGHTLIFE

CULTURAL/NATURAL SHOPPING

62% 

63% 

50% 

39% 

travellers take 

measures such as 
turning off air-

conditioning/ heaters 

in their 
accommodation 

when they aren’t 
there

67%

travellers are taking 

overcrowding into 
account and planning 

trips during non-peak 

months, while 36% 
are choosing 

alternative 
destinations

39%

travellers believe 

travelling more 
sustainably is 

important to them84%

travellers want to 

make more 
sustainable travel 

choices and to 

some extent have 
already done so

93%
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WHAT DOES IT MEAN FOR

SOUTH AFRICAN TOURISM?

28% of travellers say that 

Safari was a key motivation 

for them to visit South 

Africa. Develop ‘Safari+’ 

itineraries, which combines 

safari with other 

experiences.

45% of Eco-Adventurers will 

pay more than 30% for 

sustainable travel features 

like energy efficiency. 

Develop campaigns and 

promotions on sustainability, 

conservation, and eco-

tourism

23% of travellers say that 

South Africa’s cuisine and 

wine were key reasons to 

visit South Africa. Focus 

communication around 

experiences, with a priority 

towards South Africa’s 

culinary offerings and events

78% of high-income 

travellers prioritise travel, 

and 36% travellers plan to 

spend more on family travel. 

Target the luxury and multi-

generational segments, 

driven by their propensity to 

have new experiences

Build on Sustainability in the 

Marketing a Promotional 

Narrative

Promote Experiential 

Offerings Built Around 

Culinary and Events 

Explore Opportunity to 

Target High-Value Traveller 

Segments 

Safari+: Create Itinerary that 

builds on Safari Experience



SAT Corporate 
Strategy & Market 

Prioritisation & 
Investment 
Framework



Our True North

To Inspire And Attract Local And Global Travelers To Explore And Experience 
The Richness Of South Africa And Her People

VISION

A leading tourism brand, attaining a 
dominant market share and 

becoming a preferred destination 
for travelers worldwide

A global leader in tourism management, with a well-established high-performance culture, continuous innovation, and stakeholder trust. Our operational model becomes a 
benchmark for other tourism organisations worldwide

A seamless and highly accessible tourism 
information ecosystem, with smart, integrated data

 that informs travel solutions, policies 
that consistently drive tourism growth, and market 

intelligence systems that anticipate and adapt 
to global trends effectively

South Africa becomes a global benchmark
 for sustainable and inclusive

 visitor experiences, known for its 
balance of cultural, environmental, 

and economic benefits

Excellence Sustainability Innovation Integrity Respect

MISSION

STRATEGIC PILLARS

KEY RESULTS

VALUES

Marketing South Africa internationally and domestically to increase the volume and value of both leisure and business event travelers, while promoting quality and 
excellence across all tourism experiences

A TOURISM BRAND with increased market share, 
differentiated through compelling narratives, and 
strategic investments in target markets to drive 

sustainable growth

SUSTAINABLE DEVELOPMENT in the tourism sector 
through enhanced product quality, innovative visitor 

experiences, and robust stakeholder collaboration

An insights-led ORGANISATION that attracts, nurtures, and retains top talent, while leveraging technology to deliver exceptional results and operational excellence

A trusted ADVISORY role within the tourism sector, 
building mutually beneficial partnerships that drive sector 

transformation, advancement, and address barriers to 
growth



Countries that adopt Smart DMO principles have demonstrated 
resilience during tough time and reported significant growth in Arrivals 
and Spend

23

Refers to efforts aimed at integrating advanced technologies into the fabric of destinations in order to enhance their innovation capacity, generate value creation 
opportunities, and mitigate the negative effects of tourism while providing tourists with superior experiences.

To lobby and maybe even partly sponsor the development of smart tourism infrastructure, to curate and manage smart tourism data, to facilitate development and 
uptake of smart tourism-related applications within the digital business ecosystem, to support tourists in learning about and consuming smart tourism experiences, 
and, finally, to link smart tourism with overall quality of life and sustainability development goals.

Smart 

Tourism

Role of 

Smart 
DMO
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Resources, capacities 
and buy-in of internal 
and external 
stakeholders. It 
requires lobbying as 
well as smart 
destination branding. 

Mobilizing

Activities aimed at 
facilitating 
connections among 
the multitude of 
actors within and 
beyond the permeable 
smart tourism 
ecosystem.

Match-making

Facilitating and 
coordinating smart 
tourism activities at 
the destination and 
therefore most closely 
matches what DMOs 
already do.

Managing

Implement predictive 
capacities and 
authority to take 
corrective actions to 
keep smart tourism 
development on track 
and to create a 
resilient smart 
destination. This will 
allow SA Tourism to 
be more stakeholder-
centric and adopt a 
real-time service 
mentality.

Sensing

SA Tourism need to 
ensure that data and 
human capital flow 
freely and that 
partnerships can be 
formed easily so that 
the smart tourism 
ecosystem remains 
agile as well as 
permeable.

Shapeshifting

Balance the objectives 
for economic growth 
with the wider 
adoption of 
sustainability goals 
and their 
embeddedness in the 
country.  

Stewardship



SAT is adopting a dynamic approach to market selection to achieve accelerated 
arrivals of over 15 million by 2030.

0.55
0.71

3.09

10.61

All Other
Watchlist (not included in Portfolio)

Growth

Defend

14.95

• 2030 estimates are based on activated growth
• These 8 Defend markets will account for 71.0% arrivals to South Africa8

• 2030 estimates are based on activated growth
• These 17 Growth markets will account for 20.6% arrivals to South Africa17

• 2030 estimates are based on baseline growth
• These 19 Watchlist markets will account for 4.7% arrivals to South Africa
• Including these additional markets will give diminishing returns. For instance, 

including all of these 19 markets in the portfolio will lead to incremental arrivals of 
~15,000

19

• The portfolio markets are selected based on overall arrival target of 14.95 million; increasing the spread of markets further will start 
giving diminishing returns

• The portfolio includes 8 Defend markets, 17 monitor markets. 

No. of Markets

CAGR (2023-30) – 8.4% 

Arrival Estimates, 2030 (in million)



Source: Oxford Economics (Data Extracted in August 2024), SAT Internal Data

SAT IS FOCUSING ON a DYNAMIC APPROACH TO mpif for ACCELERATED  2030 ARRIVALS 
to surpass 15 million arrivals.



For more information, 

please contact:

Siyabonga Mthethwa

Chief Strategy Officer, South 

African Tourism

siya@southafrica.net
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