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South Africa continues to be one of the fastest growing tourism destinations
in the world, and with a raft of new and continually evolving products
there’s never been a better time to sell South Africa.

The UK market remains the strongest source market for South Africa with
just under half a million UK visitors arriving during 2006. As demand for
this hugely diverse destination continues to grow, South African Tourism
is working hard to achieve even greater visitor arrivals to South Africa.
South African Tourism will continue to pursue many initiatives to maintain
South Africa’s profile and prominence in the mind of the consumer as well
as continue to facilitate and enhance support for the trade in order to
optimise this core market’s potential.

Exposure of South Africa will be sizeable over the next few years, particularly
in the build up to the FIFA World Cup in 2010, and South African Tourism
would encourage the trade to embrace the burgeoning demand and place
South Africa at the core of its business strategy.

So what is it that makes South Africa such a great sell?

High yielding product
South Africa is a tailor-making destination and by its very nature a high
yielding destination. Flights, car hire, accommodation and safari are
essential components of any itinerary. In addition, extensive opportunities
to sell bolt on packages at the point of booking provide the prospect of
generating further revenue.

Diversity
Twelve short hours on a plane and a vibrant and exciting world is at your
finger tips. It doesn’t matter what kind of experience visitors are looking
for, South Africa will more than oblige and more often than not exceed
expectations.

You can enjoy the sweet scent of the desert that amazingly turns into a
colourful carpet of flowers in Spring, or you can choose to see the big five
in one of the world’s most recognized national parks, or simply take a
journey to a deeper understanding of the country’s world famous
heritage sites.

There are vibrant cities and thrilling townships to give you a memorable
South African urban experience, or there are blue flag beaches to simply
chill out on.

South African Tourism has listed the top 12 experiences that provide
fabulous fun for any visitor. They include tours of the Drakensburg, Kruger
National Park, Venda Art route, Namaqualand, Soweto, St Lucia Wetlands,
Whale Watching, Sun City, The Cape Town Heritage Route, Garden Route,
Backpacking, and the Maloti route of the Free State province.

There are however, a lot more South African experiences to suit any
holiday of your choice. Recent UK arrival figures prove that South Africa
is increasing in popularity as an all-year-round destination. Figures for
January to July 2007 show an increase of 3.2 per cent in visitors, with
UK arrivals in July alone up 6.3 per cent on 2006.

Value for money
With an exchange rate in strong favour of UK visitors, South Africa offers
outstanding value for money making it an attractive option for all travellers:
money goes a lot further in South Africa.

Unique product
One of South Africa’s enduring strengths is its unique range of products
that are integral to the overall experience. Within each category the
standard is superb and there is an exceptional choice for all budgets.
Clients are guaranteed a totally different experience and therefore
satisfaction levels are high, benefiting the consumer and ultimately the
trade.

SOUTH AFRICA
2007

Scope for repeat business
South Africa’s tourism industry is still young and developing and as a
result there is enormous potential and scope to benefit from the repeat
visitor. Allied with South Africa’s natural diversity and the need to return
to fully explore and experience what South Africa has to offer, the scope
is palpable. Once there, visitors find themselves planning their next trip.

The Opportunistic Market
In addition to the established markets that exist within both the leisure
and business sectors, a third market is continuing to emerge. The
‘Opportunistic’ market defines a number of one off marketing opportunities
created by international events like the Twenty20 World Cup in September,
the British Lions Rugby Tour 2009 and of course the 2010 FIFA World Cup.
These events are heavily supported by South African Tourism with
advertising and public relation campaigns, providing significant opportunities
to capture new visitors.

Increased interest in, and travel to, South Africa from the UK can also be
attributed to:
• A better understanding of South Africa and what it has to offer compared

to other long-haul destinations (including virtually no jet-lag)
• The overall target audience has expanded as South Africa has become

more affordable through a wider range of products
• Increased airlift from both direct and in-direct services from nearly 

all major UK airports
• Demand for niche experiences such as spa/well-being;

environmentally-friendly holidays; city breaks and food/wine

Sustainable Tourism
Amongst the more well-known and emerging niche destinations and
experiences in South Africa, a key area of focus for South African Tourism at
this years World Travel Market will be sustainable tourism in all its
forms. Already being recognised for its responsible approach to tourism,
this encompasses fair trade practices, respect for the culture and natural
environment of South Africa as a destination as well as the importance
of transparency and sustainability for tourism businesses in the
country. World Travel Market 2007 provides South African Tourism with
a direct platform from which to give advice and share best practice, while
also providing an opportunity to gain a further sense of emerging trends to,
and from, the trade itself.

Agents’ Fundi Training Programme
South African Tourism continues to create opportunities for the UK travel
trade to learn more about South Africa through its Fundi training programme,
including the launch of an exciting and innovative new component to its
Fundi Tourism expert course, by way of the Fundi Hosting Academy, at
Indaba 2007.

The Fundi Tourism expert course was developed almost five years ago,
in order to equip South Africa’s trade partners with the knowledge required
to better sell South Africa as a destination of choice.  Since launching in
the UK, hundreds of frontline agents have completed the Fundi Tourism
course, with many more agents also participating in local workshops and
training events.

In an effort to increase the level of support already offered to travel
agents, the Fundi Hosting Academy is aimed at a wider audience, which
will incorporate selected trade partners, media and other influencers
(including celebrities). It is essentially a formalised familiarisation trip
(fam-trip) through which South African Tourism will expose participants
out of key markets, including the UK, to the travel experiences that are
most relevant to their target audiences.

South African Tourism has invested significantly in research into its key
source markets. These findings have allowed the organisation to accurately
identify particular experiences that trigger ‘hot buttons’ for these markets.
This data has been used to define specific activities, which have been
incorporated into the Fundi Hosting Academy’s ‘fam trips’.

Trips will be based around a 10-day itinerary that will cover various
provinces.  Agents will gain an in-depth knowledge and insight into what
South Africa has to offer in terms of wildlife, nightlife, culture, history,
adventure, discovery and pampering and how these elements pertain to
their individual market. They will also learn how to sell and present the
South African tourism product to their customers.

South African Tourism brings South Africa to Agents’ desktops…
In order to support continued growth, South African Tourism has developed
a new range of online tools that have been designed to help agents learn
about and sell South Africa more easily.

One of the key tools within this suite is a new extranet service, which
allows agents to navigate their way through South Africa’s wealth of
destinations, attractions and activities in a virtual environment.  It also
provides a set of sales tools that will help agents market and sell South
Africa more effectively to clients by enabling them to tailor information
to target audiences.

Agents can register on the extranet site via the trade link at
www.southafrica.net
Once registered, you will be able to:
• Access research about your individual target segments (who they are,

where they are and what they’re looking for in a South African holiday)
• Tailor-make brochures for your clients for printing or emailing
• Use sales tools including itinerary planning
• Order new collateral online from South African Tourism
• Access a training programme that will equip you to be a South African

specialist -  the FUNDI certification programme
• Tour operators will have a platform for business–to-business 

opportunities with South African service providers
• Be updated on key events and marketing opportunities in South Africa
• Post adverts to promote the packages and services you provide to 

interested consumers.
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Also, in a bid to bolster support for agents, South African Tourism is
pleased to introduce new UK Trade Manager, Adam Weatherby, to the
team. Adam joins South African Tourism from Lastminute.com, where
he was national retail Sales and Service Manager.  With a skill base
gained across IT and Travel Industries he will be a valuable asset to the
UK trade team where he will be on hand to help smaller agencies and
work on training issues.

South Africa Tourism’s commitment to small and medium sized
businesses in the local market

Transformation initiatives, BEE (Black Economic Empowerment)
championing, and support given to emerging tourism entrepreneurs are
starting to show tangible results and are opening the industry to people
previously denied access to the economy.  National government has
identified tourism as a key sector in its Accelerated and Shared Growth
Initiative of South Africa to halve unemployment and poverty by 2014.
It is in this context that South African Tourism once again invited entries
for the 2007 Emerging Entrepreneur of the Year Award (ETEYA)
competition.

This is a unique opportunity, which exposes selected Small, Medium
and Micro Enterprises (SMMEs) to the global market.  Despite the
increasing popularity of South Africa as a tourism destination of choice,
there is still a great deal of untapped potential, and ETEYA contributes
towards extending the wealth, authenticity and diversity of South Africa’s
tourism products and experiences. ETEYA offers historically disadvantaged
entrepreneurs in tourism an opportunity to showcase their products and
services and to benefit from professional training, in order to augment
and grow their businesses.

The competition culminates in the finalists from each province being
sponsored to go to World Travel Market, in order to display their product
on a global platform.

The Fast Facts that sell South Africa…

• The time difference between the UK and South Africa is just
GMT +2, fluctuating between one hour ahead in summer and two
hours ahead during British winter time. With such a small time 
difference jet lag is eliminated, making it an appealing choice to all
visitors

• Crime on tourists in South Africa remains relatively low and if 
common sense prevails, the majority of tourists will have an
unaffected visit

• South Africa boasts one of the highest rates of ‘sunshine hours’
per year. Whilst summer – November to February – is South Africa’s
peak season, its year round warm and sunny climate makes it a 
perfect destination throughout the year and in fact the best time 
to go on safari is from May – Sept. The rainfall is low and therefore
the bush is low making it easier to spot the animals

• Communication is often key to getting to the heart of a country and
with English as the country’s official language it is perfect for UK 
visitors wanting to experience South Africa to the full

• South Africa has the worlds largest diversity of greater mammal 
species and offers some of the best opportunities to see the
‘big five’ (elephant, lion, buffalo, leopard and rhino) in its many 
malaria free game reserves

• The majority of flights from the UK are night flights. Passenger’s 
board, eat, sleep and land, arriving fresh for the day and ready to
start their holiday. Combined with the one hour time difference, 
night flights from the UK also open South Africa up as a long 
weekend and short break destination

• As we do in  the UK, South African’s drive on the left hand side of
the road making it ideal for UK visitors to hire a car and navigate 
their way around the country under their own steam

• Nine provinces offer a diverse range of experiences catering for 
every conceivable trip, and because each province offers something
totally unique there is a reason to go back time and time again

• South Africa’s cosmopolitan cities have fantastic shopping opportunities
and with the exchange rate so favorable for UK tourists plus the 
ability to claim back the 14% VAT on purchases exceeding R250.00,
at the point of departure: it’s a shopper’s paradise!

• A recent survey found South Africa to be the 2nd cheapest of
the world’s most popular destinations. A common shopping basket
of 14 items actually found South Africa to have five of the cheapest
items.

South Africa: 26º 00’ SOUTH, 29º 30’ EAST

Where golden opportunity
meets great rewards

It’s impossible

 www.southafrica.net0870 155 0044
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The continent as a whole, with some of the
world’s greatest deserts, beaches, tropical
rainforests and mountain ranges, offers
something for every market sector. For
adventure travel, in particular, the fastest-
growing segment in tourism, it ticks all the
right boxes. Activities are designed for
those looking for something out of the 
ordinary – from a serious climbing 
expedition on Mount Kiliminjaro to hot-air
ballooning over spectacular wildlife reserves,
to bungee-jumping out over Victoria Falls.

The nature lover, too, will find the 
environment awesome, comprising the
widest range of animal and plant life on 
the planet, including many unspoiled eco
systems waiting to be discovered. The
greatest threat to this complex ecology - 
in Africa as elsewhere in the world - is, of
course, humankind, and with this in mind,
many joint efforts are being made to 
preserve these natural wonders through
eco-tourism. 

Here, African ministries of tourism, tour
operators and community-based initiatives
are working together, not only on conserva-
tion programmes, such as those in the
Serengeti in East Africa, the Okavango 

> continued on page 86 

Preliminary results for the first four months
of 2007 show sub-Saharan Africa’s 
estimated growth over the period is 10%.
Needless to say, the performance has been
well above expectations, with UNWTO’s
Panel of Experts from the region rating the
January through April period extremely
highly, compared to its evaluation of world
tourism’s performance overall. 

There is a shortage of data regarding the
region which impacts on average estimates,
especially as few countries filed results for
the month of April. Nevertheless, in the 
first quarter of 2007, several destinations
appear to have performed well, notably
South Africa (+9%), which represents over
30% of all arrivals to the region, and Kenya
(+12%). The latter has attracted growth in
all segments, including the sun and beach

holiday sector, wildlife tours, the cruise
market, and conference and business
tourism generally. 

The Panel of Experts from South Africa
highlighted the positive impact of the
weaker rand, which has enhanced the 
country’s image as a destination offering
good value for money. Poor airline access
and the cost of air travel have nevertheless
dampened demand from some sources. 

Elsewhere in Africa, increased marketing
and promotion by governments, and
improved air services and product offers –
especially in Zambia and Tanzania – have
boosted awareness of the destination and
generated new demand. The launch of
Qatar Airways’ service from Doha to
Tanzania is a good example.

Africa
Racing ahead of expectations

Patchwork power: ferrying goods on the Niger River

Coptic Christianity: at the Church of St. George, Lalibela, Ethiopia

Material wealth: Masai cloth for sale in Kenya

Once known as the Dark Continent, Africa is rapidly losing its reputation as remote, mysterious and 

inaccessible. After sound tourism growth in 2006, this land of 60 nations, living in a pristine and 

staggeringly beautiful environment, continued to prosper in early 2007, as determined promotion 

highlighted all it has to offer every sector of the market
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With varied attractions on offer, South
Africa’s Mpumalanga province, is one 
destination bound to enthral any traveller. 

Situated in the northeastern part of South
Africa, Mpumalanga shares common 
borders with Mozambique and Swaziland.
Meaning the place of the rising sun, the
province is a renowned eco-tourism 
destination that is also abuzz with 
economic activities making it one of the
fastest growing regions of the country,
especially the Capital, Nelspruit.

Expediently dubbed South Africa’s 
adventure capital, Mpumalanga offers an
array of activities ranging from, abseiling,
white water river rafting, fly-fishing,
paragliding, mountain biking, bungee
jumping, hiking and 4X4 trails to name a
few. Hiking has become a popular activity
with enchanting trails criss-crossing the
myriad forestry plantations and undulating
landscapes in the high lying areas of the
province.

Mpumalanga is undoubtedly the zenith
for wildlife experience. Whether one visits
the Kruger National Park or the private
game reserves in the Sabi Sands area the
experience is inclined to leave indelible
memories. The Kruger Park boasts a 
conservancy area spanning 2 million 
hectares teeming with diverse mammal
(big five included), bird, reptile, tree, and
amphibian species. 

The Lowveld escarpment (Panorama
Route) offers breathtaking landscapes
with attractions like the Blyde River
Canyon (3rd world largest and only green),
majestic waterfalls and high altitude 
scenic drives leading to attractions like
God’s Window (with an altitude of 1
750m above sea level), and the Bourke’s
Luck Potholes (cylindrical formation
caused by a collusion between two rivers).

The province also boasts a rich heritage,
which is greatly unexplored. The myriad
heritage sites include the Mkhonjwa
Mountains in Barberton boasting rock 
formations dating back to more than 
3,5 billion years. The mining village of
Pilgrim’s Rest, the Lydenburg Heads (clay
masks) dating back to 900 AD are some 
of the enigmas awaiting to be explored.

Mpumalanga is a kaleidoscope of 
cultures with the Ndebele, Swazi, Pedi,
and Shangaan being the dominant ones.
Various cultural villages do welcome 
visitors to sample their cuisine, songs 
and dance and their humble ways of life.
The people, are the province’s greatest
asset with their humble and loving 
mannerism inclined to make any visitor 
to feel at home.

Bird watchers can have a glimpse of more
than 500 different birds endemic in the
Kruger Park or the Chrissiesmeer areas 
in the southern part of the province.
The midveld, offers trout fishing 
opportunities in pristine rivers and dams
with Dullstroom referred to as South
Africa’s fly-fishing Mecca. 

Mpumalanga also offers a wide range of
accommodation facilities ranging from
game lodges, hotels, guesthouses, 
camping sites and back packers hostels.
Most of the province’s accommodation
facilities have won international accolades

for their unsurpassed service and soothing
ambiance that will leave any traveller
transformed and revitalised.

The province can be accessed either
through road (N4 toll road) or air, with the
Kruger Mpumalanga International Airport
offering daily flights to Johannesburg,
Durban and Cape Town. 

Mpumalanga’s proximity to Mozambique
and Swaziland, presents a unique 
opportunity for a diverse experience from
bush to pristine beaches to royal cultural
experience.

The place of the rising sun awaits your
visit, where you are guaranteed a soothing
space under the sun.

For more information visit
www.mpumalanga.com

Mpumalanga Tourism and Parks Agency
T: +27 13 752 7001  
F: +27 13 752 7012

Vast and varied: the terrain ranges from cool highland grasslands to the subtropical Lowveld

Cliffhanger: facing the challenge

Mpumalanga – the place of the rising sun

WTM Africa
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Connoisseurs know where to find the
most memorable experiences. If you are
looking to sample 700 of the world’s best
cheeses, go to rural France; if you want to
be inspired by the tallest buildings, head
for New York. But to be immersed in one
of the most vibrant cultures on earth –
from exquisite contemporary arts and
crafts to cutting-edge music – come to
Johannesburg.

Lauded by many as the jewel in Africa’s
crown, the city is brimming with possibility.
What was once a small mining town
became the centre for resistance to the
apartheid regime. Now, it has positioned
itself as the quintessential African 
destination, offering a varied lifestyle
combining jazz and world music with
fashion, design, art and crafts. 

Jo’burg hosts two great art shows, which
have drawn global attention to local
artists, whose talent has also been 
showcased at similar biennials in Venice,
Sao Paulo and Havana, and in prominent
galleries in New York. Says celebrated
Johannesburg artist David Koloane: 
“The new breed of artist is transforming
the debris of junkyards, turning painful
memories into monuments of 
reconstruction.”

Among the top local talent featured 
on the Johannesburg art circuit are the
world-renowned artist and animator
William Kentridge, iconic photographer
David Goldblatt, collagist Sam
Nhlengethwa, and painter Penny Siopis.
The new generation of South African
artists includes memorable names such 
as Kendell Geers, Tracey Rose, Robin Rhode,
Steven Cohen, and Moshekwa Langa. 

Culture vultures navigating the local art
landscape will also notice the many giant
banners adorning buildings in the
Johannesburg CBD – remarkably, these
unique works were integral to the 2004
Johannesburg Art City project, and now
form part of the Constitutional Court

collection. They have been integrated into 
the everyday city backdrop, from newer
precincts and developments to taxi ranks
and public squares.

If you prefer your art more structured and
on a canvas rather than a building façade,
Johannesburg’s many galleries offer the
cream of its talent. Prints by leading artists
can be taken in at the designer lifestyle
gallery Art on Paper. This expansive 
complex features contemporary industrial
warehouse-style architecture, and is an
established tradition on the art scene, 
yet it remains genuinely progressive,
showcasing the works of leading artists,
from the likes of Judith Mason to Robert
Hodgins. 

Other treasures on the circuit are the
Johannesburg Art Gallery, the biggest
of its kind on the sub-continent, with 
a collection larger even than that at the
South African National Art Gallery in 
Cape Town, and the Goodman Gallery,
the uncontested heavyweight champion
in contemporary local art, exhibiting many
well-known works by William Kentridge
and David Goldblatt. This plethora of
artistic talent should more than satisfy
the aficionado. But if your tastes veer
towards music and fashion, there is
enough to dazzle the most discerning 
of travellers.

South Africa’s music reflects its history –

beginning with tribal rhythms and the
haunting melodies of Enoch Sontonga,
who composed the national anthem,
Nkosi Sikelel’ iAfrika, in 1897, and pulsating
through the African Jazz of Sophiatown in
the 1960s, to the modern Afro-rock fusion,
whose vivacity and enthusiasm for the
city’s culture and people is infectious. 

There is, of course, more to music than
rhythm and melody; the story behind the
song can often be as moving as the song
itself, and for this, there is MuseumAfrica,
which not only houses the greatest
artefacts from the country’s political past,
but also exhibits historic photographs and
collections from the heyday of the country’s
musical past. Here, you can immerse 
yourself in the spirited Township Jazz that
grew and flourished in the 1940s and
1950s as an ingenious blend of marabi
and American Swing.  From the 1960s
onwards, music became a tool of the
resistance and that is certainly reflected 
in all its forms. 

Many will want to visit the grave of the
extraordinary Enoch Sontonga, which pays
due homage to a legendary South African
and musical talent.

It’s rare for one city to offer such a range
of culture and history. Too much of one
thing, and traveller’s fatigue will set in.
But that never happens in Jo’burg: every
museum is different, every musical nook 
is unique, and if you’re searching for that
perfect keepsake, look no further than the
distinctive African crafts available in every
shape and form.  

Like we said, if you are looking for the
quintessential cultural experience… 
come to Johannesburg.

Johannesburg Tourism Company
T: +27 11 214 0700
F: +27 11 214 0701
W: http://www.joburgtourism.com

Enjoy another day in Johannesburg

Robert Hodgins

Jag Dungamanzi

Johannesburg – capital of culture

World Travel Market Official Catalogue 2007
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Aside from being the administrative seat
of government departments, Tshwane is
recognised as not only a heritage capital,
but also a capital of natural resources, 
a capital of living culture, a diplomatic 
capital, an academic capital, a jazz capital,
a sport capital, a capital for trade and
industry, a business and investment
capital and, above all, a vibrant capital. 

A Diverse Range of Activities 
& SIghts

Tshwane's strength lies in the rich variety
of its natural, historical and cultural 
heritage. Its warm and pleasant climate –
hot summers and cool, dry winters –
makes it an ideal tourist destination all
year round. In addition to being a city that
offers a diverse range of interesting sights
and activities to its residents and visitors
alike, Tshwane is South Africa's administra-
tive capital and also the business and
investment capital of the country, as it
is recognised as a leader in the fields of 
manufacturing, technology, electronics,
and defence design and construction. 

Tshwane is the home of jazz and also
renowned as the capital of the performing

and visual arts in the country and boasts
several art galleries. The State Theatre and
several other smaller theatres regularly
stage a wide variety of productions of an
exceptional standard in all genres and 
feature local and international performing
artists.

A  Growing Sports Mecca & 
A Host City For The 2010 World Cup

Besides being regarded as the knowledge
centre of South Africa due to its impressive
concentration of academic, research, 
technology and scientific institutions, the
city is developing into a sports mecca and
superb destination for sports enthusiasts
owing to its extensive sports infrastructure
and moderate climate. Its closeness to a 
number of airports and important rail 
and road links makes it ideal for business,
imports and exports. As one of the nine
host cities for the 2010 world cup, it well
placed to impress thousands soccer fairs
visiting South Africa during the world cup. 

A Shopping Paradise

Those who love to shop will find that the
City of Tshwane is a shopper's haven. Large
shopping malls such as the Menlyn Park
Shopping Centre, Brooklyn Mall, Centurion
Shopping Centre, Kolonnade Shopping

Centre and Wonderpark Shopping Centre
are only a few of the many interesting
shopping centres throughout the city 
waiting to be explored.

Being close to the international gateway 
to South Africa – only 58 kilometres from  
OR Tambo International Airport, Tshwane
is a worthwhile destination to visit, even
for only a day.

For more information, please contact: 

Intergrated Communication, Marketing
and Information Services 
T: +27 (0) 12 358 4755

Department of Economic Development:
Tourism Division
T: +27 (0) 12 3581487 
W: www.tshwane.gov.za

Ou Raadsaal buildings

Groenkloof Nature Reserve

Freedom Park

City of Tshwane – Africa’s leading capital city

Chief Tshwane
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Delta, Botswana, and Madagascar, but
also to consider the needs of both local
communities and national economies. 

The aim of sustainable tourism is to give
the tourist an understanding of the unique
traditions and lifestyles of local people, at
the same time preserving wilderness areas.
Many cultural sites organise tours to
demonstrate this cultural diversity, giving

visitors the opportunity to support the 
welfare of a community by encouraging the
growth of small businesses, such as those
producing arts and crafts.    

In this respect, the travel industry has taken
many positive steps, with companies ever
more aware of the need to strike the 
delicate balance between demand and
responsibility. Many are becoming involved

to the extent that they are participating in
projects which benefit local organisations,
such as schools and hospitals. 

Cooperation between the public and private
sectors is also on the increase, with the
trickle down effect apparent in numerous 

> continued on page 90

Call to prayer: Grand Mosque, Djenne Mali, a UNESCO World Heritage

Graven image: woodcarving tomb in Madagascar
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Safari, the Swahili word for ‘journey’
adopted internationally to describe an
adventure trip into the wild, aptly 
represents the unforgettable experiences
awaiting visitors to Tanzania. 

One of the last expanses of true wilder-
ness left on the planet, the country can
rightly claim to be the home of the safari.
Here, travellers can listen to the haunting
and mysterious sounds of night predators
and their prey as the drama of pursuit and
flight unfolds under the vast African sky.

If it is the birthplace of the safari, 
Tanzania is also referred to as the ‘cradle
of mankind’: in the 1950s, Dr Louis Leakey
discovered the fossilised remains of Homo
habilis, or ‘handy man’, thought to be 1.75
million years old, in the Olduvai Gorge.

In relatively modern times, Tanzania
became a popular trading centre for Arab,
Persian and Chinese merchants, some 
settling on the island of Zanzibar in the
8th century AD. The resulting crossover 
of Arab and around 120 ethnic tribes,
most recently the Masai from Kenya, has
contributed to Tanzania’s diverse cultural
and historical make up.  

Visitors can explore this through the
Cultural Tourism Programme supported by
SNV-Netherlands and the United Nations
World Tourism Organisation, which com-
bines nature, folklore, rituals, legend, art
and ceremony to give a fascinating insight
into ancient customs and practices. They
will also be able to discover Tanzania’s
eight UNESCO World Heritage Sites – Mt.
Kilimanjaro, Serengeti, Ngorongoro Crater,
Olduvai Gorge, Kilwa Ruins, Selous Game
Reserve, Zanzibar Stone Town, and the
Kondoa Kolo Rock paintings. And all with
none of the hardships of early pioneers
such as Stanley and Livingstone.

The Northern Tourist Circuit is probably
the most developed of the country’s
tourist trails, and includes many national
parks, among them Serengeti, recently
voted among the new Seven Wonders of
the World, and Africa’s highest mountain,
Kilimanjaro, rising 19,344 ft above the
plains.

While the Northern Circuit offers visitors
the chance to see herds of wildebeest
and flocks of pink flamingos, it is on the
Southern Tourist Circuit game reserves
that they will capture the very essence 
of African adventure, with the chance to see
at close quarters lions, buffalo, elephants,
giraffe, zebra, and 400 species of bird.

Tanzania showcases its rich diversity at
major travel shows worldwide, and will 
be eager to talk about all it has to offer at
WTM. It also hosts its own annual event,
Karibu Travel and Tourism Fair, sponsored
by the Tanzanian Tourist Board, Tanzania
Association of Tour Operators, and the
Tourism Confederation of Tanzania. With
200 exhibitors and attended by over 5,000
trade professionals from around the
world, the Fair will be held from June 6 
to June 8, 2008.

Tanzania – where the safari was born

Did you know? 

� Africa occupies 25% of the world’s
landmass and is home to 13% of its 
population.

� Lake Malawi contains more species of
fish than any other lake in the world.

� Africa accounts for 4.5% of global
travel arrivals.

� South Africa attracts some 500,000
UK visitors a year, with Germany and
the US contributing the same number
between them. 

� Groenkloof Nature Reserve, on the
outskirts of Pretoria, was the first
designated game sanctuary on the
African continent, founded in 1895.
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Come January and February 2008, Ghana
will host the 26th edition of the African
Cup of Nations. Football incidentally, 
is also the passion of the Nation.

This is an opportunity to explore your
West African destination whose people
are known to be the friendliest on earth. 
It is better to experience it than to be told!
Here, the captivating smiles are as 
genuine and sincere as the handshakes.
This disarming welcome invites you to
join in, interact and explore the rest of 
the country’s unique attractions.

Ghanaian culture is rich and colourful 
and the country pulsates with life through
celebrations of traditional festivals replete
with pomp and pageantry, religion and
even funerals. Visit the open markets, and
pamper your taste buds with delicious
and tasty Ghanaian dishes. As mementoes
of your Ghanaian experience, a rich array
of artifacts including the rich and 
colourful Kente cloth and well-crafted
gold jewellery in traditional symbols of 
art offer visual delights.

Wandering out of the cities to the 
countryside, the visitor encounters an
abundance of nature’s delights. Wildlife
viewing in some of the National Parks, 
hiking through forests to waterfalls, bird
and butterfly viewing along the paths,
and mountain climbing are some of the
activities that you will undertake while
having a close-up interaction with the
local communities.

Of course, Ghana is rich in history and 
you will do well to take time off to visit
UNESCO-designated World Heritage 
Sites such as the traditional houses and
centuries-old European Castles and Forts
for an insight into African civilization and
European Trading activities with Africa.

AKWAABA is the Ghanaian word for 
welcome and you are warmly welcome to
our stand AF 4675 to book your holiday with
our Ground handlers and Tour Operators.

Ghana Tourist Board
P.O.BOX GP 3106, ACCRA
T: 233-21- 222153/244794/238330
F: 233-21-244611
E: gtb@africaonline.com.gh
W: www.ghanatourism.gov.gh

Up-close with elephants at Mole National Park

Ghana 2008 –
a soccer fiesta and cultural extravaganza
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Namibia Tourist Board
Sales and marketing manager: 
Debbie Walker
T: 0870 330 9333
E: Debbie@namibiatourism.co.uk
W: www.namibiatourism.com.na

Nigeria High Commission
Minister for Information and 
communications: Mr John Ogar Odey
T: 020 78391244
W: www.nigeriahc.org.uk

South Africa Tourism
UK General Manager: Lebo Mokhetsi
T: 0870 155 0044
E: info@uk.southafrica.net
W: www.southafrica.net

Tanzania Tourist Board
T: 020 7471 8780
W: www.tanzania-web.com

Zambia National Tourist Board
Donald Pelekamoyo
T: 020 7589 6655
E: zntb@aol.com
W: www.zambiatourism.com

Zanzibar waterfront: picturesque scenery on the spice island

Friendly welcome: sign greeting visitors to Timbuktu

key infrastructure developments. New
hotels, for example, are being built using
local materials and work forces, the revenue
generated now more likely to benefit the
immediate population.       

Such advances give hope to countries
emerging from long periods of conflict,
such as Ethiopia, Mozambique and Angola,
all of which have fledgling tourism 
industries. Even mainstream players - South
Africa, which will host the FIFA World Cup
in 2010, Kenya, the main gateway to beach
and safari holidays, Botswana, a stopover
and dual-centre destination, and Tanzania,
which has built a strong package holiday
and tailor-made market - have much to do
to realise their tourism ambitions. 

But against a background of growing 
political and economic stability, the impact
of debt relief, increasing inflows of capital,
and rising oil production, Africa’s potential
to attract visitors is unlimited.

Recent air traffic statistics underline 
confidence in the future. In 2006, Africa 
was second to the Middle East in terms of
international passenger growth, recording 
a rise of 10%, ahead of Asia-Pacific, a figure 
boosted by new or expanded routes to and
from the Middle East and Asia. And from
January to April this year, the trend 
continued, with an increase of 11%. 

Who’s who in Africa

Ghana High Commission
Information officer: Mr Akrofi
T: 020 8342 7500/1
E: enquiries@ghana-com.co.uk
W: www.ghana-com.co.uk

Kenya Tourist Board
Sales and Marketing Director: 
Angie Meddins
T: 020 7367 0900
E: Kenya@hillsbalfour.com
W: www.magicalkenya.com

Journey’s end: Namibia’s Skeleton Coast is noted for shipwrecks

Did you know?

� It is reported that the number of 
foreign visitors to Malawi has doubled
since 1997.

� The Great Rift Valley is more than
3,000 miles long.

� Ghana is celebrating 50 years of 
independence from Britain this year, the
first African nation south of the Sahara
to achieve such autonomy. 

� At the height of the flood season, 
up to 550 million litres of water tumble
over the edge of the Victoria Falls every
minute.

� The Baobab Tree in Limpopo has a 
circumference of 43 metres and is 3,000
years old.

WTM AfricaWTM Africa
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UNWTO World Tourism Barometer
The UNWTO World Tourism Barometer offers a unique
overview of short-term international tourism trends, updated
three times a year. It is developed by UNWTO with the aim to
provide all those directly or indirectly involved in tourism with
adequate up-to-date statistics and analysis in a timely
fashion. Each issue contains three regular sections: an
overview of short-term tourism trends including data on
international tourist arrivals, tourism receipts and expenditure
for over 100 countries worldwide and data on air transport on
major routes; a retrospective and prospective evaluation of
current tourism performance by the members of the UNWTO
Panel of Tourism Experts; and selected economic data relevant
for tourism. The UNWTO World Tourism Barometer is
published in January, June and October.

Available in English, French and Spanish in print and PDF version 

Tourism Market Trends, 2006 Edition
Tourism Market Trends is UNWTO’s regular series of reports
with a comprehensive and timely analysis of international
tourism trends in the world and the various regions,
subregions and countries. The series examines short- and
medium-term tourism development and analyzes statistical
information on a set of indicators including international
tourist arrivals, international tourism receipts, arrivals by
region of origin, purpose of visit and means of transport,
volume of trips abroad, international tourism expenditure, etc.
The full series consists of one volume providing an overview
of the tourism trends in the world, World Overview & Tourism
Topics, and five volumes highlighting the regional and
subregional trends presenting for each country a digest of
statistical data as well as a qualitative evaluation of the past
year with respect to tourism products, access, markets,
marketing and promotion, tourism policy, etc.

Available in:
World Overview & Tourism Topics: English, French and Spanish
Africa: English and French Americas: English and Spanish
Asia: English Europe: English and French
Middle East: English

The Impact of Rising Oil Prices on
International Tourism
Oil prices reached historic levels in 2005 and forecasts
underline this upward trend. In view of this, questions have
been raised about the current and future effects of very high
oil prices on international tourism and on one of its major
components, air transport. The purpose of this study is to
analyze the observed or possible impact of the recent rise in
oil prices on international tourism. Therefore, the study
focuses in particular on: Statistical analysis of oil price
increases in nominal and real terms; Comparisons with earlier
oil shocks in 1974, 1979 and 1990; Analysis of the short-term
effect of rising oil prices since 2002; Evaluation of the impact
on air transport; Analysis of medium-term scenarios, by
region, in terms of positive, negative, or neutral impact and
The development of proposals and recommendations.

Available in English, French and Spanish

Structures and Budgets of National Tourism
Organizations, 2004 – 2005
Structures and Budgets of National Tourism Organizations
(NTOs) is a benchmarking reference tool on inbound tourism
promotion. The report compiles and analyses updated and
comparable information on the budgets that NTOs allocate
for the promotion of inbound tourism as well as their
structure, functions and forms of operation in order to
illustrate different forms of NTO organization and possible
action in the area of inbound tourism promotion. The first part
of the report is focused on the NTOs structure and
functioning, including a benchmarking analysis. The second
part presents an overall view of NTO budgets for around 50
countries, including data on overall and promotional budgets,
funding sources, budget allocation by source markets,
products and promotional instruments, among other areas.

Available in English

The World Tourism Organization is a specialized agency of the United

Nations and the leading international organization in the field of tourism. It

serves as a global forum for tourism policy issues and a practical source of

tourism know-how. Its membership includes 157 countries and territories and

more than 300 Affiliate Members representing local governments, tourism

associations and private sector companies including airlines, hotel groups and

tour operators.

The easy way to order UNWTO publications:

www.unwto.org/infoshop

For further information, please contact:
UNWTO Publications Department

Tel. (34) 91 567 8100 - Fax: (34) 91 571 3733
e-mail: pub@unwto.org

–
Maximising Market Effectiveness

Market segmentation is crucial for National Tourism Organizations
(NTO) and Destination Marketing Organizations (DMO) in making
sure that their resources are used in the most effective way. This new
UNWTO/ETC manual, aimed ultimately at helping destinations
improving their marketing effectiveness, is divided into four distinct
sections. The first sets out the theory and rationale for segmentation.
Other areas look at the current methods and practices, detailing
some of the main methodologies; at practical steps to introducing or
developing further segmentation-based marketing activities, and
finally at best practices in the area of tourism market segmentation,
including the analyses of a number of case studies.

Available in English

City Tourism & Culture – The European Experience

City Tourism & Culture – The European Experience, is a newe
report commissioned jointly by the World Tourism
Organization (UNWTO) and European Travel Commission
(ETC), which presents a new insight into the expansion of
European cities as cultural tourism destinations. Besides,
defining a conceptual framework for the analysis of city
tourism with a cultural motivation, the study aims to
contribute to the marketing and product development of city
tourism by throwing more light on the evolution of cultural
tourism in Europe from ‘traditional’ to ‘innovative’.

Available in English, French, Spanish and Russian

Yearbook of Tourism Statistics,
Data 2001 – 2005
The 2007 edition of the Yearbook of Tourism Statistics
provides for 206 countries and territories data on total arrivals
and overnight stays associated to inbound tourism with
breakdown by country of origin for the period 2001-2005.

The titles of the tables are in English only. Notes are given in
English, French and Spanish. Names of countries, regions and
sub-regions as well as the classification included on the tables
are in English only. Countries are classified in accordance with
English alphabetical order.

Trilingual (English, French and Spanish)

Compendium of Tourism Statistics,
Data 2001 – 2005
The Compendium is designed to provide a condensed and
quick-reference guide on the major tourism statistical
indicators in each country. The 2007 edition provides
statistical information on tourism in 208 countries and
territories around the world for the period 2001 – 2005. It is
edited in English only, with countries classified according to
English alphabetical order. For easy reference in Arabic,
French, German, Russian and Spanish, the text of the basic
indicators and the basic references has been printed in a
separate pasteboard.

Multilingual (English, French, Russian, Spanish, Arabic, German)

Price: € 65, 3 issues
(PDF version)

€ 95 (PDF and

print version)
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Set of five regional report
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