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Brand Journey | Longitudinal Analysis of Conversion Curve in USA
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South Africa's Conversion Curve: USA, 2005-24
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Acceptance Ratio: Ratio of % of travellers who are aware of the destination to % of travellers who plan to visit the destination in the next 18 months to

Closure Ratio: Ratio of % of travellers who have sought information about the destination in the last 18 months to % of travellers who have visited the destination in the last 18 months
Note: Feb'24 wave data has been used for 2024; results for 2005, 2007 to 2019 and 2023 are based on Feb, Jun and Nov waves, respectively. Nov and Sep'22 waves data have been used for the year 2022.
Feb’20 wave has been used for the year 2020; while results for 2006 are based on the Nov wave; Recommendation is calculated based on the respondents who have recently visited South Africa.

Source: SAT Brand Tracker Data, 2005-24
SAT - Feb-24 - USA Market Report
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Brand Knowledge | Key Emotional and Functional Attributes: USA

South Africa’s Scores on Emotional and Functional Attributes: USA, 2005-24
Il 2005 I 2024

563 998 5,71 805 540 _5:85 562

593 6,16 5,90
5,25

549 574 5,31 5,50

Memorable Adventurous Breathtaking Enriching Variety Welcoming Wildlife Authentic
2005 5.63 571 5.40 5.25 5.49 855 5.93 5.50
2006 5.83 5.90 5.50 5.35 5.64 4.70 6.15 5.80
2007 5.94 5.94 5.65 5.56 5.79 4.88 6.28 5.85
2008 5.82 5.89 5.62 5.56 5.69 4.81 6.21 5.81
2009 6.00 6.03 5.76 5.64 5.83 4.93 6.34 5.96
2010 5.77 5.87 5.54 5.40 5.66 4.84 6.20 5.72
2011 6.01 5.98 5.78 571 5.78 5.21 6.16 5.93
2012 6.01 6.01 5.83 5.68 5.83 5.29 6.28 5.91
2013 5.98 6.02 5.77 5.58 5.77 5.04 6.27 5.81
2014 5.96 6.04 5.78 5.68 5.79 5.22 6.23 5.82
2015 5.98 6.06 5.78 5.66 5.69 5.18 6.20 5.79
2016 5.95 5.96 5.81 5.64 572 5.24 6.23 5.81
2017 6.04 6.10 5.83 5.65 5.78 5.10 6.33 5.79
2018 5.95 6.02 5.71 5.60 5.76 5.10 6.29 5.79
2019 6.00 6.02 5.77 5.64 5.67 5.10 6.20 5.74
2020 5.92 5.87 572 5.58 5.60 5.37 6.17 5.77
2022 5.91 5.95 5.80 5.66 5.64 5.22 6.04 5.74
2023 6.03 6.03 574 5.65 5.77 5.31 6.21 5.76
2024 5.98 6.05 5.85 5.62 5.74 5.31 6.16 5.90
2005-24 0.35 A 034 0.45 M 037 025 M 0.76 023 040 MW

Note: Feb'24 wave data has been used for 2024; results for 2005, 2007 to 2019 and 2023 are based on Feb, Jun and Nov waves, respectively. Nov and Sep'22 waves data have been used for the year

2022. Feb’20 wave has been used for the year 2020; while results for 2006 are based on Nov wave; Recommendation is calculated based on the respondents who have recently visited South Africa. N
Source: SAT Brand Tracker Data, 2005-24
SAT - Feb-24 - USA Market Report 4 vl
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South Africa Rank Versus All Destinations | Longitudinal

South Africa Ranks Across Waves

Nov-22 Feb-23 Jun-23 Oct-23 Feb-24
(n=266) (n=258) (n=131) (n=266) (n=264)

Memorable

Welcoming People You Can Interact With

Offers a Wide Variety of Experiences 8 4 8 6 6
Enriching 6 7 8 7 8
A Very Authentic Travel Experience 6 6 9 7 2
Offers Excellent Value for the Money 9 8 8 5 5
Is a Safe & Secure Environment 7 7 7 8 7
[ Top Desirable Performance and Personality Associations for Feb-24 Highest Rank B Significantly Above Average (at 95% confidence level)
x Lowest Rank [ significantly Below Average (at 95% confidence level)

Based on a random selection of total aware of each country as an international destination for leisure purposes
Performance Ratings (Q22): How well do each of the following attributes describe this country? Use a scale of 1-7 where 1 is “Does Not Describe at All” and 7 is “Describes Extremely Well". N
Personality Ratings (Q23): How well do each of the following attributes describe this country? Use a scale of 1-7 where 1 is “Does Not Describe at All” and 7 is “Describes Extremely Well". W

SAT - Feb-24 - USA Market Report 6




7 - Describes Very Well

0 - Does Not Describe at All

South Africa Performance Associations | Total

Performance Associations
(based on random selection of total aware of South Africa)

[ Nov-22 B Feb-23 [ Jun-23 [l Oct-23 [l Feb-24 mmmm Mean

Has beautiful Is a Safe & Is Easy to Offers a Offers Offers a Offers A Very Welcoming Conserves Offers Offers a Offers a  Offers less  Excellent Has good Offers a Has Offers a Offers Offers
scenery Secure Get Around Wide Excellent Cultural ~ Opportunity  Authentic  People You its Natural Opportunity — Historical ~ Relaxation crowded Year-Round healthcare beach  Environment-  Wildlife Sustainable  wellness
Environment Variety of ~ Value for  Experience  to Break Travel Can Interact and Cultural to Experience Experience getaways / Travel infrastructure experience friendly Experience travel retreat
Experiences the Money Away from  Experience With Heritage  Experience remote to manage Practices options
Routine the Natural locations any medical
Attraction(s) emergencies

Based on a random selection of those aware of South Africa: Nov-22: (n=266) Feb-23: (n=258) Jun-23: (n=131) Oct-23: (n=266) Feb-24: (n=264)
Mean: The average rating for all destinations on this measure in February 2024 within the market

N
Performance (Q22): How well do each of the following attributes describe this country? Use a scale of 1-7 where 1 is “Does Not Describe at All” and 7 is “Describes Extremely Well".
SAT - Feb-24 - USA Market Report 7 yd




7 - Describes Very Well

0 - Does Not Describe at All

Sou

5,96

th Africa Personality Associations | Total

Personality Associations
(based on random selection of total aware of South Africa)
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Memorable Fun Friendly Breath-taking Exciting Enriching Adventurous Exotic

Based on a random selection of those aware of South Africa: Nov-22: (n=266) Feb-23: (n=258) Jun-23: (n=131) Oct-23: (n=266) Feb-24: (n=264)

Mean: The average rating for all destinations on this measure in February 2024 within the market

Personality (Q23): How well do each of the following attributes describe this country? Use a scale of 1-7 where 1 is “Does Not Describe at All” and 7 is “Describes Extremely Well".
SAT - Feb-24 - USA Market Report 8
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South Africa Rank Versus All Destinations | Longitudinal

South Africa Ranks Across Waves

Total Awareness

Unaided Awareness 8 9 8 8 8
Positivity 7 8 8 8 8
Likely to Visit in Future 7 8 8 8 8
Likely to Seek Info 7 8 8 8 8
Stature 7 7 8 7 7
Sought Info 7 8 8 8 8
Familiarity 8 9 7 9 8
Suitability 6 7 6 7 7
Likely to Visit in Next 18 Months 7 8 8 8 8
Closure Ratio 7 11 K 11 &K 9 10
Highest Rank % Lowest Rank B Significantly Above Average (at 95% confidence level) [ Significantly Below Average (at 95% confidence level)

Based on all respondents: Nov-22: (n=800) Feb-23: (n=800) Jun-23: (n=400) Oct-23: (n=800) Feb-24: (n=800) N
SAT - Feb-24 - USA Market Report 10 v
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South Africa Longitudinal Conversion Curve | Total

South Africa Conversion Curve Across Waves — Total

Closure Ratio

100% 1 Nov-22  (1in2.59)
i — Feb-23 (1in3.41)
i == Jun-23 (1in 3.93)
75% i = Oct-23 (1in3.81)
— Feb-24  (1in5.04)
50% - i
25% - i
0% i ¥
Total Awareness Likeability/ Positivity =~ Consideration Plan to Gather Plan to Visit in ! Have Gathered Have Visited in Recommendation
Information in Next 18 Months i Information in Last 18 Months
Next 18 Months ! Last 18 Months
Nov-22 (n=800) 80% 40% 29% 19% 10% ! 20% 8% 6%
Feb-23 (n=800) 7% 36% 28% 16% 8% i 15% 4% 4%
Jun-23 (n=400) 76% 36% 20% 18% 6% E 14% 4% 3%
Oct-23 (n=800) 74% 34% 25% 14% 9% i 15% 4% 3%
Feb-24 (n=800) 76% 36% 24% 17% 7% i 15% 3% 3%
Nov-22 to Feb-24 4% ¥ 4% Y 5% ¥ 2% ¥ 3% $ 5% @ 5% 3% @

Closure Ratio: Ratio of % of people who have gathered the information about the destination in last 18 months to % of people who have visited the destination in last 18 months
Customer Conversion (Based on Q9, Q29, Q14, Q17, Q15, Q16a, Q16b and Q32): Based on those that have travelled internationally in the last 5 years; Respondents to likeability limited to quota;
Likeability/Positivity, Plan to Gather Information in Next 18 Months, and Plan to Visit in Next 18 Months based on ratings of 6 or 7 on a 7-point scale.

Note: For all questions, the percentages are based on total respondents not the awareness base for the destination; Recommendation is calculated based on the respondents who have recently visited N
South Africa
SAT - Feb-24 - USA Market Report 12 d
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Total Awareness and Familiarity | By Segment

Total Awareness and Familiarity
(based on all respondents)

Il Top-of-Mind Awareness Exclusive Unaided Awareness [l Exclusive Aided Awareness =O= Percent Very Familiar With

100% -

87% 85%

80% 80% 80%
/7% 76% 74%

75%

50%

25%

0%
Nov-22  Feb-23  Jun-23 Oct-23 Feb-24 Nov-22 Feb-23  Jun-23 Oct-23 Feb-24 Nov-22 Feb-23  Jun-23 Oct-23 Feb-24
Percent very Total WL NSSA
familiar with 19% 13% 15% 12% 15% 28% 20% 25% 20% 24% 21% 16% 17% 15% 18%
Based on all (n=800) (n=800) (n=400) (n=800) (n=800) (n=240) (n=240) (n=120) (n=240) (n=240) (n=240) (n=240) (n=120) (n=240) (n=240)

respondents
Aided (Q9): Which of the following countries have you heard of as an international destination for leisure purposes prior to this survey? (Select all that apply)

Unaided (Q7): | would like to begin by asking you about international destinations for leisure purposes. By this we mean “foreign countries that you may consider visiting for leisure and enjoyment". When

you think about “international destinations for leisure purposes”, which countries come to mind? Top-of-Mind (Q7): First mention to unaided awareness question. N

Percent “Very Familiar” with Each Country (Q11): Of all respondents, the percentages who are “very familiar” with each as an international destination for leisure purposes. W
” |

SAT - Feb-24 - USA Market Report 14



Aided Advertising Brand Recall | By Segment

Aided Advertising Brand Recall
(based on all respondents)

I south Africa Australia
100% 1
9 73% 73% 73% 73%
P e esw  6T% 68% 67% 69% 69%
0 64% 0
° 62% 60% 63%
50% A
25% 1 48% 47% 48% 48% 48%
44% 43% 39% 41% 40% 43% ()
0% -
Nov-22  Feb-23  Jun-23  Oct-23  Feb-24 Nov-22  Feb-23  Jun-23  Oct-23  Feb-24 Nov-22 Feb-23  Jun-23  Oct-23  Feb-24
Total WL NSSA
Based on all
respondents (n=800) (n=800) (n=400) (n=800) (n=800) (n=240) (n=240) (n=120) (n=240) (n=240) (n=240) (n=240) (n=120) (n=240) (n=240)
Aided Advertising Brand Recall (Q10): Which of the following international destinations for leisure purposes have you ever seen or heard travel information about? (By travel information we mean: )
advertisements on different media including social media, special offers, brochures, website information, articles, travel posters, television programs, etc.) (Select all that apply)
SAT - Feb-24 - USA Market Report 15 v



Brand Media Channels

Media Channels for South Africa
(based on aided advertising brand recall)

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=349)  (n=340)  (n=155)  (n=326)

Social networking websites (Facebook, Instagram, Snapchat, Twitter, etc.) — 26% 16% 21% 23% 24%

Online news, articles, web pages, blogs, travel booking / review websites, etc. — 20% 21% 20% 19% 16%

Travel brochures/ posters from travel agents, tour operators, tourist information centre, etc. _ 14% 15% 13% 14% 18%
Newspapers, Magazines, Travel magazines and booklets - 10% 16% 12% 13% 11%

TV channels - 9% 11% 13% 13% 10%

Video streaming websites (YouTube, Vimeo, etc.) - 8% 7% 8% 8% 10%

Mobile applications, News alerts via mobile feeds (using phone, tablet, mobile devices, etc.) _ 5% 5% 5% 7% 3%
Cinema _ 3% 2% 3% 2% 3%

Radio channels F 2% 3% 3% 1% 3%

Other - 3% 3% 2% 1% 1%

O(I)/o ZC;% 4OI%

Based on aided advertising brand recall: (n=319) N
Brand Media Channels (Q10b): Where did you last see the marketing communication for the following international destination(s) for leisure purposes? (Single select)
SAT - Feb-24 - USA Market Report 16 rd




Sources of Awareness

How Did You First Become Aware of South Africa as a Leisure Travel Destination

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=638)  (n=612)  (n=303)  (n=592)

Recommended by a friend/colleague/family member 27% I 3500 31% 33% 38% 33%

Saw locations of South Africa in a movie/TV Show  [12% I 1°% 17% 17% 15% 20%

Used a search Engine  [[710% I 16% 17% 15% 18% 17%

Read about South Africa in a travel book/travel magazine  [[5% N 14% 18% 16% 17% 17%

Read about or saw photos of South Africa on community sites  [[7% N 14% 10% 10% 10% 13%

Read an article on a website describing South Africa (4% I 12% 11% 12% 12% 12%

Read a magazine/newspaper article describing South Africa  |[15% I 10% 13% 11% 11% 12%

Saw an advertisement in a magazine/newspaper  |14% I 10% 8% 6% 6% 9%

Saw an advertisementon TV [16% M 10% 10% 8% 10% 12%

Visited a friend/family member who stays in South Africa  [3%Illl 6% 7% 6% 6% 5%

Airline advertised the location .2%- 5% 7% 5% 8% 5%

Informed by travel agent or South Africa was part of a travel package 1:%- 5% 5% 3% 4% 5%

Went for a specific recreational purpose (e.g., scuba diving, trekking, safari, golfing, sailing etc.) 1:%. 3% 4% 3% 4% 4%

Had previously visited South Africa for business ::L%I 2% 3% 2% 3% 3%

Went for a specific event (e.g., wedding, concert, sports etc.) 1:%| 2% [ First Mention 2% 1% 3% 3%

Saw an advertisement at the cinema 1:% 2% '@ Total Mentions 3% 1% 2% 3%

Other _ 10% 10% 11% 10% 8%

0% 20% 40%

Based on respondents who were aware of South Africa as a leisure travel destination: (n=610)

Sources of Awareness (Q33a/b): How did you FIRST become aware of South Africa as a leisure destination? (Select all that apply). Please rank the order in which each of these sources contributed ~
to you FIRST becoming aware of South Africa as a leisure destination. (Please select one response per column)
SAT - Feb-24 - USA Market Report 17 v




Future Consideration | By Segment

100%

75%

50%

25%

0%

Based on South
respondents Africa
who are total

aware of Australia

55%
54% 520

36% 36%

26%
1 @ 20% 19% 19%

13% 11% 8%

Nov-22  Feb-23  Jun-23

34%

Destinations Intend to Visit for Leisure in the Future

(based on total aware of respective destination)
Il South Africa - Intend to Visit in the Future

Australia - Intend to Visit in the Future

I South Africa - Likely to Visit in Next 18 Months — A — Australia - Likely to Visit in Next 18 Months

0
52% 49%

31%

D% W17%

—_—

11% 9%

Oct-23  Feb-24

Total
(n=638) (n=612) (n=303)

(n=725) (n=718) (n=377)

(n=592) (n=610)
(n=733) (n=738)

67%
61% 60%
56%

56% 54% 53%

23% 22%

21%

=

20%
W ol 5% 15%

Nov-22  Feb-23  Jun-23  Oct-23  Feb-24
WL

(n=192) (n=174) (n=92) (n=176) (n=193)
(n=209) (n=206) (n=115) (n=215) (n=224)

54%

35%

19%

—

59%

39%

219 2305 23%

55%

58%
54%

39%
34%

26%
~ 19%

15%

9%

Oct-23  Feb-24

9% 9% 9%
Nov-22 Feb-23  Jun-23
NSSA

(n=208) (n=205) (n=96)
(n=229) (n=227) (n=114)

Blue Sky Consideration (Q14): Which of the following international destinations do you intend to visit for leisure purposes in the future even if you have been there before? (Select all that apply)

Short-term Consideration (Q15): Please rate your likelihood to visit each of the following international destinations for leisure purposes in the next 18 months? (Percent rating of 6 or 7 on a 1-7 scale) W

SAT - Feb-24 - USA Market Report
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Information Gathering Intent | By Segment

100%

75%

50%

25%

0%

Based on South
respondents Africa
who are total

aware of Australia

40% 38%

35%

35%

33%

Nov-22  Feb-23  Jun-23 Oct-23  Feb-24
Total

(n=638) (n=612) (n=303) (n=592) (n=610)

(n=725) (n=718) (n=377) (n=733) (n=738)

Likelihood to Seek Travel Information (Q17): Thinking about the future, how likely are you to seek information in the next 18 months on the following international destinations for leisure purposes?

Il south Africa

44%

45%

Australia

45%

38%

Plan to Gather Information about South Africa
(based on total aware of respective destination)

38%

Nov-22  Feb-23  Jun-23  Oct-23  Feb-24
WL

(n=192) (n=174) (n=92) (n=176) (n=193)

(n=209) (n=206) (n=115) (n=215) (n=224)

35%

42%

42%

42% 41%

Oct-23 Feb-24

Nov-22 Feb-23  Jun-23
NSSA

(n=208) (n=205) (n=96)

(n=229) (n=227) (n=114)

Please answer on a scale of 1-7 where 1 means “Definitely Will Not Seek Information” and 7 means “Definitely Will Seek Information”. (Percent rating of 6 or 7 on a 1-7 scale)

SAT - Feb-24 - USA Market Report
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Meta-perceptions Snapshot

Meta-perceptions
(based on arandom selection of all respondents who are total aware of South Africa as an international leisure destination)

[ Nov-22 I Feb-23 [ Jun-23 [l oct-23 [l Feb-24 mmmm  Mean

s
N
N~ N~ 528 (e} o
o 9 v o <
6 S_ o) [Ty} To) ©
<

Stature Trajectory Uniqueness Affordability Suitability

Based on a random selection of all respondents who are total aware of South Africa as an international leisure destination: Nov-22: (n=405) Feb-23: (n=386) Jun-23: (n=200) Oct-23: (n=386) Feb-24: (n=401)
Mean: The average rating for all destinations on this measure inFebruary 2024 within the market

Stature (Q24): To what extent do you think each of the following is “One of the Best or Worst Destinations for Leisure Purposes” using a 1-7 scale where 1 means “One of the Worst International Destinations for Leisure
Purposes” and 7 means “One of the Best International Destinations for Leisure Purposes"?

Uniqueness (Q26): Some international destinations for leisure purposes are more unique and distinctive in terms of the overall travel experience they offer. Please rate each international destination according to how
unique and distinctive you think the leisure travel experience is using a 1-7 scale where 1 means “Not Unique or Distinctive” and 7 means “Very Unique and Distinctive".

Affordability (Q27): Some international destinations for leisure purposes are more affordable than others and some are less affordable. Please rate each of the following international destinations according to how
affordable you believe it is (including airfare) using a 1-7 scale where 1 means “Not at All Affordable” and a 7 means “Very Affordable".

Suitability (Q25): Some international destinations for leisure purposes meet the needs of many different types of leisure travellers (i.e., travellers seeking relaxation, travellers seeking a cultural experience, travellers
seeking adventure, etc.), while others are suitable for only specific types of leisure travellers. Rate each of the following international destinations according to its suitability for you as a leisure traveller. Rate each using a 1—
7 scale where 1 means “Less Suitable for Many Types” and 7 means “More Suitable for Many Types".

Trajectory (Q28): Some international destinations for leisure purposes are growing in popularity while others are not. Please rate each of the following international destinations for leisure purposes N
according to your belief that it is growing in popularity. Using a 1-7 scale where a 1 means “Declining Reputation” and 7 means “Improving Reputation".

SAT - Feb-24 - USA Market Report 20
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Information Sources | All Destinations

Sources of Travel Information
(based on all respondents)

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=800)  (n=800)  (n=400)  (n=800)
Used a search engine  [30% " NG 500 75% 77% 79% 80%
Recommended by a friend/colleagueffamily member  [19% NG 5020 58% 60% 59% 63%
Read about or saw photos of the country on community sites 3% I /7% 41% 43% 48% 49%
Searched for information about a recreation activity  [12% I 21% 35% 39% 37% 39%
Read about the location in a travel book/travel magazine  |[Z0%/EEEEEEEEE 36%0 41% 40% 37% 39%
Saw locations of the country in a movie/ TV show  [7% I 36% 39% 40% 36% 39%
Read an article on a website describing the country  [9% I 35% 35% 41% 38% 33%
Was visiting a friend/family member who stays in that country  [Z2% I 34% 30% 30% 31% 30%
Searched for information about an event taking place in the country  [O%/IEEEEEE 33% 28% 29% 28% 28%
Visited the country’s website  [7% /I 27% 28% 29% 25% 30%
Read about the country in a travel brochure  6YG N 27% 28% 30% 24% 31%
Read a magazine/newspaper article describing the country ':5%_ 25% 30% 29% 26% 29%
Airline advertised the location 4:1%- 22% 20% 20% 19% 20%
Informed by travel agent or the location was part of a travel package :6%- 20% 23% 25% 21% 23%
From an advertisement on TV A:f%- 19% 19% 18% 17% 20%
From an advertisement in a magazine/newspaper 3:%- 17% ] Most Useful Source 17% 18% 20% 19%
Saw an advertisement at the cinema 1:%. 10% M Total Mentions 12% 12% 11% 12%
Other [3%M 9% 11% 9% 10% 9%

0% 20% 40% 60% 80% 100%

Based on all respondents: (n=800)
Information Sources (Q16d/c): Which of the following sources of information have you used/ came across to obtain leisure travel information about each of these countries in the last 18 months? N
(Select all that apply). Which of the following was the most useful source of information that you used/ came across to seek leisure travel information about these countries? (Single Select) W

SAT - Feb-24 - USA Market Report 22




Reasons for Leisure Visits | Total

Reasons for Considering a Leisure Destination
(based on all respondents who have visited at least one of the travel destinations in the past 5 years)

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=596)  (n=606)  (n=290)  (n=580)

Have previously visited this country for vacation or visiting friends and family — 37% 42% 38% 31% 38%

Recommended by a friend/colleague/family member — 33% 31% 32% 40% 36%

Was visiting a friend/family member who stays in that country — 23% 20% 21% 24% 22%

Read about or saw photos of the country on community sites _ 22% 20% 21% 23% 25%

Read about the location in a travel book/ travel magazine — 19% 23% 19% 25% 20%

Saw locations of the country in a movie/ TV show — 19% 19% 19% 23% 21%

Read an article on a website describing the country _ 14% 18% 14% 16% 17%

Went for a specific event _ 13% 13% 12% 17% 15%

Went for a specific recreational purpose _ 13% 14% 16% 17% 14%

Have previously visited this country for Business _ 11% 13% 14% 12% 13%

Read a magazine/ newspaper article describing the country - 10% 12% 11% 11% 12%

Informed by travel agent or the location was part of a travel package - 8% 10% 10% 7% 9%

Saw an advertisement in a magazine/ newspaper - 8% 8% 6% 8% 8%

Saw an advertisement on TV - 7% 9% 8% 9% 9%

Airline advertised the location - 5% 8% 6% 7% 8%

Saw an advertisement at the cinema _ 3% 5% 3% 4% 6%

Other [ 6% 5% 7% 6% 7%

0% 20% 40% 60%
Based on all respondents who have visited at least one of the travel destinations in the past 5 years (n=580; 73% of all respondents) N
Trigger for Leisure Visits (Q12c): What prompted you to consider visiting this/these international leisure destination(s) on this trip? (Select all that apply)

SAT - Feb-24 - USA Market Report 23 m




SA Tourism BrandTracker

‘ GENERAL TRAVEL BEHAVIOUR

2>




Travel Habits | Number of Trips and Individuals

Average Number of International Trips per Year Number of People on Typical International Leisure Visit
(based on all respondents) (based on all respondents)
7 or More No Trips | Travel with an Organized Tour

) ) | Travel Alone
| Travel with My Family

| Travel with Friend(s)

| Travel as a Couple

Average: 2.1 Trips

Based on all respondents: Feb-24: (n=800)

Number of Trips (Q45a): On average, how many international trips for leisure purposes do you take every year requiring a plane ride of 5 or more hours? N
Number of Individuals (Q45b): When you travel internationally for leisure, who do you usually travel with?
SAT - Feb-24 - USA Market Report 25 rd




Preferred Time for Travel

Month of Recent International Trip for Leisure Purposes
(based on respondents who travelled for leisure purposes in the last 5 years)

Nov-22 e Feh-23 == Jyn-23 == QOct-23 == Feb-24

16% 16%

10%

9%
8%
5%
4% S%
- 3%
2% 206 2%
January February March April May June July August September October November  December

Based on respondents who travelled for leisure purposes in the last 5 years:  Nov-22: (n=800) Feb-23: (n=800) Jun-23: (n=400) Oct-23: (n=800) Feb-24: (n=800)

Month of travel (Q12a_2): Please select the month of travel for your most recent international trip for leisure purposes? (Choose one) N
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Planning and Finalizing the Trip

Start
planning
about

the
destination

Finalize the
destination

Plan and Finalize an International Trip for Leisure Purposes
(based on respondents who travelled for leisure purposes in the last 5 years)

I Less than a month before the trip 2] 1 to 2 months before the trip [l 2 to 3 months before the trip [l 3 to 6 months before the trip [l More than 6 months before the trip

Nov-22 7% 19% 28% 29%

Feb-23 10% 18% 26% 29%

Jun-23 7% 19% 29% 30%

Oct-23 JEEA] 19% 31% 34%

Feb-24 5% 17% 31% 32%

Nov-22 AR 18% 22% 16%
Feb-23 22% 15% 21% 17%
Jun-23 18% 21% 21% 18%
Oct-23 14% 18% 25% 20%
Feb-24 13% 19% 23% 17%

Based on respondents who travelled for leisure purposes in the last 5 years:  Nov-22: (n=800) Feb-23: (n=800) Jun-23: (n=400) Oct-23: (n=800) Feb-24: (n=800)

Planning the Trip (Q12a_3): Thinking back to the time when you were planning for this trip, how many months before the trip did you start thinking about the destination for the trip? (Choose one) )

Finalizing the Trip (Q12a_4): Thinking back to the time when you were finalizing the trip, how many months before the trip did you decide the destination for this trip? (Choose one) W
-
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Role of Media Channels (1/2)

Role of Media Channels at Different Stages of International Leisure Trip
(based on all respondents)

[ Nov-22 M Feb-23 [ jun-23 [ oOct-23 [ Feb-24
While Selecting The Destination

100% -
75% A o
L _ o
oo M
L |S950% 28288 s, e
50% < < % < % < < o'; ©
™
25% § eRe X
SR SR ®
0% _ _ _ _ _ _ _ _ _ [
Friends/family Travel review Website of the Online travel  Online news, Social media/ Website of Travel Travel Books/ Other None
websites airline/hotel aggregators articles, instant the country’s agent/tour Magazines
blogs, etc. messaging tourism board operators
services
100% - While Making Travel Bookings
0] .
75% 8 N < N
C:?_ S 8 8 g X X o\o X £ o X o o
50% DRI SS0H S
®m MmO o [0 Do [ o
25% © oo
(=] o
$5588 28888
———— [
O% . . . . . . - . .
Website of the Online travel Friends/family Travel review Travel Social media/  Online news, Website of Travel Books/ Other None
airline/hotel aggregators websites agent/tour instant articles, the country’s Magazines
operators messaging blogs, etc. tourism board

services
Based on all respondents: Nov-22: (n=800) Feb-23: (n=800) Jun-23: (n=400) Oct-23: (n=800) Feb-24: (n=800)

Role of Media Channels at different stages (Q12d): For your most recent trip, which of the following sources did you use at different stages of the trip? (Choose all that apply) N
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100%

75%

50%

25%

0%

100%

75%

50%

25%

0%

63%
59%
66%
60%

X
~
Lo

Friends/family

61%
62%
61%
66%
62%

Friends/family

Based on all respondents: Nov-22: (n=800)

Social media/
instant
messaging
services

Social media/

instant messaging

services

Role of Media Channels at different stages (Q12d): For your most recent trip, which of the following sources did you use at different stages of the trip? (Choose all that apply)

SAT - Feb-24 - USA Market Report

Role of Media Channels (2/2)

Travel review
websites

Travel review
websites

Feb-23: (n=800)

(based on all respondents)
[ Nov-22 |l Feb-23 [ Jun-23 [l Oct-23 [l Feb-24

Share Experiences During The Trip

Website of the Travel agent/tour

airline/hotel

operators

articles,
blogs, etc.

Share Experiences Post Trip

Website of the
airline/hotel

Jun-23: (n=400)

Online travel
aggregators

Oct-23: (n=800)

29

Online news,

articles,
blogs, etc.

Feb-24: (n=800)

Online news,

Online travel
aggregators

Website of
the country’s
tourism board

Role of Media Channels at Different Stages of International Leisure Trip

Website of
the country’s
tourism board

Travel agent/tour

operators

1%
1%
1%
1%
0.4%

17%
12%

Other None
ST
Oooo\oo\o -8 ad
555353 Mmimmm
- " 4 O O
Other None

17%
12%
13%

12%



Preferred Media Channel

Preferred Media Channel
(based on all respondents)

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=800)  (n=800)  (n=400)  (n=800)
Online news, articles, web pages, blogs, travel booking / review websites, etc. — 45% 46% 44% 40% 45%
Video streaming websites (YouTube, Vimeo, etc.) — 35% 33% 33% 31% 34%
Social networking websites (Facebook, Instagram, Snapchat, Twitter, etc.) — 33% 33% 35% 35% 39%
Travel brochures/ posters from travel agents, tour operators, tourist information centre, etc. _ 28% 30% 28% 28% 29%
Newspapers, Magazines, Travel magazines and booklets _ 28% 33% 32% 29% 28%
TV channels _ 24% 24% 25% 23% 25%
Mobile applications, News alerts via mobile feeds (using phone, tablet, mobile devices, etc.) _ 21% 21% 21% 24% 22%
Cinema - 12% 13% 15% 11% 14%
Radio channels _ 9% 13% 13% 9% 9%
O(I%) 20I% 4(;% 6(5%

Based on all respondents: (n=800)

Preferred media channels (Q43a): To what extent do you prefer the following channels for travel and tourism related promotional material? Please answer on a scale of 1 to 7 where 1 means ‘Not at All )
Preferred’ and 7 means ‘Highly Preferred’ (Percent rating of 6 or 7 on a 1-7 scale)
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Travel Attitudes | Total

Travel Attitudes: Total Nov-22 Jun-23 Oct-23 Feb-24
(Percent Strongly Agree) ((a=t3000)) (n=800) (=z10]0)) (n=800) ((a=t3000))

Travel Attitudes: Aspirations

Some of my most important life goals involve travel experiences | want to have 52% 47% 45% 49% 46%

| expect to travel internationally more in the future than | do now 37% 37% 38% 36% 33%
Travel Attitudes: Adoption

| find change exciting 26% 26% 29% 25% 25%

| am one of the first people | know to try something new 19% 17% 16% 17% 16%

Once | find something | like | tend to stick with it 21% 17% 13% 18% 15%
Travel Attitudes: Barriers

Traveling internationally is a luxury 33% 36% 44% 41% 39%

The threat of global terrorism affects where | consider traveling internationally 30% 29% 26% 40% 33%

I would spend more money to travel to a destination that | know is safe 33% 32% 35% 38% 30%

| worry about how | may be treated in foreign countries due to my country’s policies 15% 14% 19% 14% 16%

| would prefer visiting a country that is promoting eco-friendly policies 16% 13% 14% 13% 12%

I would rather visit a country that | am familiar with, as a tourist, than experiment by visiting a place that | am not familiar with 12% 11% 8% 9% 9%
Travel Attitudes: Economics

I am now more likely to save money than to use it to travel internationally 16% 17% 13% 16% 13%

| invest more of my extra money in my home than | used to 15% 13% 15% 14% 12%

I am spending less money on travel in favor of other forms of entertainment (eating out, movies, amusement parks, etc.) 11% 12% 12% 10% 10%
Travel Attitudes: Time & Distance

| dont mind increasing my travel time for a cheaper airfare 23% 19% 22% 22% 17%

| am traveling closer to home than | used to 14% 12% 10% 11% 11%

| am taking shorter, more frequent trips than | used to 12% 11% 10% 10% 10%
Travel Attitudes: Travel Behavior

| purchase travel packages that include airfare and hotel as one price for my short distance trips 13% 12% 12% 13% 12%

| prefer group tours for my long distance international trips 13% 11% 10% 10% 11%

Based on all respondents N
Travel Attitudes (Q44a): To what extent do you agree or disagree with the following statements? (Strongly Agree, Agree Somewhat, Disagree Somewhat, Strongly Disagree)
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Information Sources | South Africa

Sources of Travel Information
(based on those who have sought leisure travel information on South Africa in the past 18 months)

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=158)  (n=116)  (n=55)  (n=118)
Used a search engine  [128% " NG 70 59% 58% 58% 70%
Read about or saw photos of the country on community sites | 12% I 52 34% 30% 33% 44%
Searched for information about a recreation activity  |9% /I 39% 38% 30% 29% 42%
Recommended by a friend/colleague/family member |- 5% 35% 39% 40% 36% 45%
Read an article on a website describing the country | 7%/ 31% 28% 33% 42% 25%
Visited the country’s website :6%- 22% 13% 11% 15% 14%
Saw locations of the country in a movie/ TV show 3f%_ 22% 15% 17% 18% 14%
Searched for information about an event taking place in a country $%- 22% 17% 14% 20% 9%
Read about the location in a travel book/ travel magazine 1%%- 21% 28% 24% 13% 36%
Read about the country in a travel brochure :%:%- 17% 23% 18% 9% 23%
Read a magazine/ newspaper article describing the country 3:.%- 17% 20% 24% 18% 24%
Airline advertised the location L:'r%- 15% 15% 9% 13% 14%
Was visiting a friend/family member who stays in that country 3:%- 14% 9% 12% 9% 21%
From an advertisement in a magazine/ newspaper 2:%- 12% 12% 12% 13% 8%

From an advertisement on TV 2:%. 9% 17% 9% 5% 10%
Informed by travel agent or the location was part of a travel package 1:%I 7% [ Most Useful Source 20% 15% 20% 18%
Saw an advertisement at the cinema . 2% [l Total Mentions 11% 8% 9% 10%

Other 2:% 4% 9% 12% 9% 14%

0% 20%  40%  60%  80%  100%

!> Warning some bases below 75

Based on respondents who have sought leisure travel information on South Africa in the past 18 months (n=116; 15% of all respondents)

Information Sources (Q16d/c): Which of the following sources of information have you used/ came across to obtain leisure travel information about each of these countries in the last 18 months?

(Select all that apply). Which of the following was the most useful source of information that you used/ came across to seek leisure travel information about these countries? (Single Select)
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Reasons for Visiting South Africa for Leisure

Reasons for Visiting South Africa
(based on those who have visited South Africa for leisure in the past 5 years)

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=87) (n=81) (n=33) (n=65)
Beautiful scenery _ 53% 37% 44% 48% 48%
Experience a different culture _ 52% 37% 46% 64% 40%
Go on safari | /5% 44% 46% 61% 49%
Engage in a variety of activities _ 41% 26% 28% 45% 23%
My friends/family recommended it |IREEEEG——== 347 26% 25% 529% 23%
Fulfill a dream IR 31% 38% 32% 39% 26%
For the food and wine — 30% 26% 23% 33% 20%
Friendly people IR 25 17% 12% 39% 15%
Warm climate I 27% 18% 15% 42% 22%
Good value for money | 23% 26% 20% 33% 25%
See the change since Apartheid/see historic sites _ 20% 10% 20% 33% 18%
Visit friends/relatives [N 17% 22% 12% 27% 15%
Went as part of a tour group _ 16% 16% 10% 24% 14%
To attend any specific event (e.g., wedding, concert, sports etc.) - 9% 9% 7% 18% 11%
My travel agent recommended it - 8% 11% 9% 12% 11%
Combined with a business trip [l 8% 9% 7% 18% 11%
Someone else chose the destination - 8% 10% 12% 15% 12%
Saw a special offer JIll 6% 10% 10% 15% 9%
Other [Hll 6% 2% 0% 9% 2%
0% 20% 40% 60% 80%

! Warning some bases below 75

Based on those who have visited South Africa for leisure in the past 5 years (n=64; 8% of all respondents) )
Reasons for Visiting South Africa (Q35a): Why did you choose to visit South Africa as a destination for leisure purposes? (Select all that apply)
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Reasons for Interest in South Africa

Reasons for Interest in Leisure Visit to South Africa in the Future
(based on those who have not visited South Africa in the past 5 years, but intend to in the future for leisure)

Nov-22 Feb-23 Jun-23 Oct-23
Feb-24 (n=192)  (n=176)  (n=66)  (n=169)

To see the scenery/beauty _ 69% 71% 74% 73% 71%
Experience a different cutture | NEEEEG_—S 5 61%  70%  70%  63%

Go on safari | 620 66%  64%  T1%  68%

Engage in a variety of activities — 43% 42% 40% 50% 44%
My friends/family recommended it — 31% 25% 36% 44% 27%
Fulfill a dream [N 219% 26% 20% 21% 31%

For the food and wine [N 1% 20% 30% 36% 28%

Friendly people _ 22% 14% 16% 12% 18%
Warm climate I 22% 23% 32% 24% 25%
Good value for money - 12% 11% 10% 5% 8%
See the change since Apartheid/see historic sites _ 21% 21% 16% 20% 18%
Visit friends/relatives - 4% 5% 7% 9% 8%
To attend any scheduled event (e.g., wedding, concert, sports etc.) | 0% 3% 1% 0% 1%
My travel agent recommended it l 1% 4% 2% 3% 2%
Combined with a business trip _ 3% 4% 2% 2% 2%
Saw a special offer _ 3% 3% 1% 0% 3%
Other 2% 3% 3% 0% 1%
0% 20% 40% 60% 80%

! Warning some bases below 75
Based on those who have not visited South Africa in the past 5 years, but intend to in the future for leisure (n=157; 20% of all respondents)

Interest in South Africa (Q42): Why are you interested in visiting South Africa for leisure purposes in the future? (Select all that apply) N
Note: The sequence of the attributes is consistent with the reasons for visiting (previous slide), to allows better comparison across attributes
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Reasons for Not Visiting South Africa for Leisure in Past 5 Years

Reasons for Not Visiting South Africa
(based on those who have not visited South Africa in the past 5 years for either business or pleasure)

Nov-22 Feb-23 Jun-23 Oct-23
Feb-24 (n=551)  (n=531)  (n=270)  (n=527)

Another destination was more appealing 39% 35% 40% 37% 36%

|

|

Too expensive to get there 36% 34% 37% 39% 37%

Too much time to get there — 28% 28% 31% 28% 31%
Concerns for my personal safety — 27% 28% 27% 27% 31%
Uncertain about political climate/civil unrest — 25% 25% 25% 25% 30%
Concern about health risks _ 16% 21% 18% 17% 18%
No particular reason _ 14% 11% 10% 11% 10%
Don’t know anyone there - 11% 11% 15% 11% 11%
Too expensive once there - 9% 14% 12% 14% 13%
Not a relaxing destination - 6% 5% 4% 7% 5%
Nothing interesting to do there _ 4% 6% 4% 3% 3%
Difficult to get a visa _ 3% 2% 2% 1% 4%
Bad climate/weather _ 3% 2% 2% 3% 2%
Other _ 4% 6% 6% 3% 6%

O‘I>/o ZOI% 40I% 6(;%

Based on those who have not visited South Africa in the past 5 years for either business or pleasure (n=546; 68% of all respondents)

Reasons for Not Visiting South Africa (Q34): Why haven't you visited South Africa for leisure purposes in the past 5 years? (Select all that apply) )
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Reasons for Not Recommending

Reasons for Not Recommending South Africa
(based on those who have visited South Africa in the past 5 years for either business or pleasure but do not recommend it)

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=12) (n=8) (n=3) (n=13)
Uncertain about political climate/civil unrest _ 40% 25% 13% 67% 38%
Too much time to get there _ 40% 17% 13% 67% 8%

Concerns for my personal safety 30% 42% 38% 100% 46%

Not a relaxing destination 30% 8% 0% 0% 15%

Uncertainty over travel restrictions 30% 33% 13% 0% 8%

Too expensive to get there — 30% 17% 25% 67% 15%

Concern about health risks _ 20% 8% 13% 0% 23%

Don't know anyone there — 20% 250 13% 0% 0%

Lack of healthcare infrastructure to manage any medical emergencies — 20% 25% 13% 0% 23%
Nothing interesting to do there — 20% 8% 0% 0% 8%

Too expensive once there - 10% 25% 13% 0% 8%

Difficult to get the visa for South Africa 10% 0% 13% 0% 0%
Too “touristy” | 0% 8% 0% 0% 0%
Not an authentic African experience | 0% 0% 0% 0% 15%
Bad climate/weather | 0% 17% 0% 0% 0%
Other | 10% 0% 0% 0% 8%

0% 20% 40% 60%

! Warning some bases below 75
Based on those who have visited South Africa in the past 5 years for either business or pleasure, but do not recommend it to family and friends (n=10; 1% of all respondents)

Reasons for Not Recommending (Q33): Why wouldn’t you recommend South Africa as a destination for leisure purposes to your family and friends? (Select all that apply) N
Note: A few attributes were added in Sep-22 wave such as ‘lack of healthcare infrastructure to manage any medical emergencies’ W
”

SAT - Feb-24 - USA Market Report 37




Rejecting a Leisure Destination

Reasons for Rejecting a Destination After Researching It
(based on those who have visited South Africa for leisure in past 5 years or have sought information on South Africa but have no intent to visit in the future)

Nov-22 Feb-23 Jun-23 Oct-23

Feb-24 (n=93) (n=87) (n=51) (n=95)
Too expensive to get there _ 33% 30% 30% 39% 26%
Concerns for my personal safety — 27% 28% 26% 27% 32%
Too much time to get there — 25% 26% 23% 18% 28%
General issues of safety — 23% 16% 20% 25% 25%
Don’t know anyone there — 17% 20% 20% 12% 13%
Uncertainty over travel restrictions _ 13% 14% 16% 6% 9%
Lack of healthcare infrastructure to manage any medical emergencies _ 11% 9% 15% 10% 6%
Bad climate / weather - 8% 5% 9% 14% 4%
Too expensive once there - 8% 13% 14% 6% 12%
Not a relaxing destination - 8% 6% 10% 6% 9%
Nothing interesting to do there - 6% 6% 7% 10% 7%
Difficulty in getting a visa - 5% 3% 7% 6% 4%
Other _ 13% 8% 14% 6% 13%
0% 20% a0%

! Warning some bases below 75
Based on respondents who have visited South Africa for leisure in past 5 years or have sought info but have no intent to visit in the future (n=106;13% of all respondents)

Reasons for Rejection (Q16e): After seeking information about this country, why are you no longer planning to visit this country for leisure travel? (Select all that apply) )
SAT - Feb-24 - USA Market Report 38 m




Encourages Future Visitation

Encourage First Time* Visitation to South Africa
(based on those who have not visited South Africa for leisure in the past 5 years and do not intend to in the future)

Nov-22 Feb-23 Jun-23 Oct-23
Feb-24 (n=406)  (n=391)  (n=224)  (n=392)

Special offer on flights 54% 52% 52% 56% 51%

I

Special offer on safari 36% 40% 38% 35% 41%

|

Special offer on hotels 32% 34% 34% 36% 32%

|

Chance to explore "off the beaten path” - 20% 22% 23% 24% 21%

Use South Africa as a base to visit surrounding countries _ 13% 14% 14% 13% 11%

If South Africa hosts any specific event 12% 9% 11% 10% 14%

See friends/family _ 8% 8% 7% 5% 8%

Other _5% 5% 2% 4% 4%

Nothing would make me want to return - 15% 15% 15% 18% 14%
O‘IVo 20I% 4OI% 6(5% 8(;%

Based on those who have not visited South Africa in the past 5 years and do not intend to in the future (n=421;53% of all respondents)

Encourage Visitation (Q40): What, if anything, would encourage you to visit South Africa for leisure purposes in the future? (Select all that apply) )
* Have not been in the last five years
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