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Total tourist arrivals 9,188,368 10.2%
Africa land markets 6,303,945 8.2%
Africa air markets 406,685 14.2%
Americas 513,359 18.6 %
Asia & Australasia 541,253 28.7%
Europe 1,396,978 9.5%
Source: Statssa, South African Tourism analysis. Note: Regionsdo not add up to total due to 25,8000 U n s p e aXetils i@ tefort body.
2011 2012
Total Foreign Direct Spend in SA R74,0 billion R78,4 billion
(Including capital expenditure) (down 3.0% over 2010) (up 5.9% over 2011}
Total Foreign Direct Spend in SA R71,0 billion R76,4 billion
(Excluding capital expenditure) (down 2.2% over 2010) (up 7.6% over 201)
T Land markets' R47,2 billion R43,8 billion
{ Air markets? R23,8 billion R32,6 billion
Average spend in SA per foreign tourist R8,900 R8,700
(Excluding capital expenditure)
T Land markets' R8,100 R6,900
f  Air markets? R11,100 R13,200
Average spend in SA per foreign tourist R1,080 R1,130
per day (Excluding capital expenditure)
T Land markets' R1,640 R1,280
f  Air markets? R630 R970
Average Length of Stay 8.3 nights 7.7 nights
f Land markets' 4.9 nights 5.4 nights
{ Air markets? 17.6 nights 13.4 nights
Total bednights spent in SA 66,2 million 67,5 million
f Land markets® 28,6 million 34,2 million
q Air markets? 37,6 million 33,3 million
Seasonality index 1.29% 1.43%
1 Land markets 1.95% 2.41%
1 Air markets 1.51% 1.09%
Average number of provinces visited by 1.2 1.2
all foreign tourists
f Land markets* 1.1 1.1
f  Air markets? 1.6 1.4
Tourism to GDP (Direct)®
I Contribution in Rands R84 3 Billion Data not available
{1 Contribution in Percentage 3.0%
Direct employment in tourism
1 Number of people 598,432 Data not available
9 Share of total employment 4.5%

Source: South African Tourism Departure Surveys, South African Tourism analysis, Tourism Satellite Account - StatsSA

Total Direct Domestic Spend

R20.2 Billion (down 6%)

R21.8 Billion (up 8 %)

Average Spend per Domestic Trip R760 R850
Average Nights per Domestic Trip 4.4 nights 4.8 nights
Total Annual Domestic Bednights 114.8 million 121.2 milli on

Source: South African Tourism Domestic Survey, South African Tourism analysis

1 Land markets are those countries where at least 60% of arrivals from the country arrive by land. The countries are Botswana, Lesotho,
Mozambique, Malawi, Namibia, Swaziland, Zambia and Zimbabwe.
2 Air markets are those countries where at least 60% of arrivals from the coun try arrive by air.

% Source: Tourism Satellite Account - StatsSA
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1. Foreword

As the tourism marketing arm of the South African Government, South Afric an Tourism has
developed an integrated marketing strategy that focuses on three platforms: leisure, business
and events. Part of our business is to monitor and evaluate the performance of the tourism
sector. This consolidated report prepared by the Strateg ic Research Unit provides a review of
the performance of the tourism sector in 2012 against the South African Tourism mandate.

This report by the Strategic Research Unit is also based on the systems and methodologies that
were developed and applied from 2001. In 2002, South African Tourism extended the survey of
departing foreign tourists at OR Tambo International Airport from only in summer and winter to
throughout the year. In 2003, this was extended to Cape Town International Airport.  King Shaka
International Airport is currently being investigated as a sampling point. The data collection
was also expanded to include monthly surveys of the largest segment of foreign arrivals, land
border arrivals. The sample is weighted to tourist arrivals as released b y Statistics SA.

Prior to 2010, South African Tourism could only report on foreign visitor arrivals as there was no
way of separating out day visitors from the overall arrivals. In 2009, Statistics SA for the first
time was able to make the distinction be tween tourists and day visitors and started a data
series for tourist arrivals that was aligned to the globally accepted definition of a tourist. As a
result of this change, the weighting methodology has been revised and the results in this report
are now not comparable to reports prior to 2010 . The 2010 Annual Report represents the
beginning of a new series of Annual Reports and is identified by its green tables on the front
page.

This report provides an overview of the trends in tourism in 20 12 by providing a detailed
commentary on five of the six key objectives of South African Tourism. Transformation (the
sixth objective) is driven by the BEE Scorecard and Charter that was launched in 2006 and will
be incorporated into the report as soon as data becomes available. Detailed data is contained
in the appendices at the back of this report.

2012 Annual Tourism Report_v1_07062013 4
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1. Foreword

While we have been able to track key metrics consistently over the years through our
Departure Surveys, the start of a new data series on tourist arrivals reported by Statistics SA
has resulted in a new weighting methodology. This report is now part of the new data series.
This report is based on

T South African Touri smds mont hly departure
International Airport and Cape Town International Airport as well as 10 land border

posts during 2012

Monthly tourist arrivals statistics prov ided by Statistics South Africa

Tourism Satellite Account for South Africa, StatsSA

Euromonitordés I MI'S for Travel & Tourism
UNWTO World Tourism Barometer, January 2013

SA Tourismds monthly domestic tourism survey

=4 =& —a —a 2

To access this report online please visit the research section on the South Africa Tourism
website at www.southafrica.net/research or for more informati on e-mail:
research@southafrica.net.

Disclaimer

The Strategic Research Unit makes every effort to publish reports that are error -free. However,
with the large number of complex records that are analysed, we cannot guarantee that all
reports are totally free of error. All errors that are detected are immediately corrected and the
latest version of the report is always available on www.southafrica.net/research

The data in this report is based on statistics collected by the Department of Home Affairs at
ports of entry to South Africa. It is processed and released by StatsSA and SA Tourism uses
these statistics in good faith.
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2. Introduction

Worldwide, int ernational tourist arrivals grew by 3.9 % in 202 to reach 1,1 billion. The growth
was mainly driven by emerging m arkets, where arrivals grew by 4.1 % while advanced markets
grew by 3.6%. France remained the top international destination with an impressive 8 3 million
visitors in 2012, a growth of 0.9% from 2011. USA, Spain, China and ltaly also retained their
positions as the top 5 destinations. South Korea showed impressive growth from 32 "™ position to
26™ position, growing by 25.1% over 2011 while Japan improved from 42" to 36™ position with
33.9% growth. Egypt also showed good improvement from 33™ to 29" place with growth of
17.0% over 2011. South Africa improved its ranking among global tourism destinations,

improving from 35" position to 34 ™.

Foreign tourist arrivals to South Africa grew by 10.2% over 2011, an additional 849 ,014 tourist
arrivals. Revenue generated from foreign tourism increased by 7.6% (R5,4 billion) during the
same period.

2.1. International tourism

Foreign tourist arrivals to S outh Africa grew by 10.2% (849,014) in 2012 to reach 9,188,368
million tourists while overseas tourist arrivals inc reased by 15.1% in the same period. This
performance is far above the global average which saw a 3.9% increase in tourist arrivals.

Revenue generated by tourist arrivals increased by 7.6% (F5,4 billion) compared to 201 1, with
the key drivers of the growth being the increase in foreign arrivals and average spend per
tourist . The depreciation of the Rand against major currencies had a positive impact on tourism
revenue.

The land markets were the largest contributors to total revenue. The revenue of R4 3,8 billion
generated by these markets represents a decrease of -R3,3 billion (-7.1%) from 2011. The
decrease in average spend per tourist was the driver of the decrease in revenue of land
markets. Revenue generated by air markets increased by 36.7% 8.8 billion) from R2 3,8 billion
in 2011 to R32,6 billion in 201 2 due to increases in tourist arrivals and average spend per
tourist.

The average Total Foreign Direct Spend (TFDS), i.e. the total amount spent directly in South
Africa by foreign tourists, was R8,700 (in nominal terms), a decrease of -2.2% ¢(R200) over
2011. Adjusting this expenditure for inflationary * effects resulted in a decrease of -7.9%
(-R700). Expenditure on shopping, both for goods for resale and for personal use were the
largest contributors to revenue. Shopping for goods for personal use increased by 10.5% (R,6
billion ) while shopping for resale decreased by -18.2% (R3,3 hillion).

4 Inflation reached 5.6% in 2012.

2012 Annual Tourism Report_v1_07062013 6
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Growth from Africa land markets remained strong in 2012 with a 8.2% @75,817) increase
resulting in a total of 6 ,303,945 compared with 5,828,128 tourist arrivals in 201 1. Zimbabwe
and Swaziland were the best performing markets in this region and g rew by 19.0% @94,966)
and 9.8% 68,608) respectively. Tourist arrivals from Lesotho increased by 2.6% ©1,626) in
2012, to reach 1, 618,223 compared with 1,5 26,597 in 2011. Botswana was the only market that
declined by 5.4% (-25,779). Revenue generated from the Africa land markets de creased by -
7.1% €R3,3 hillion) in 2012 over 2011, countries contributing to this decrease include Swaziland
(-R5,1 billion) , Mozambique (-R2,6 billion) and Namibia (-R0,2 billion). The decrease average
spend per tourist from Swaziland, Mozambique and Namibia contributed the decline in
revenue. The region contributed R4 3,8 billion to total revenue.

There was good growth in tourist arrivals from African air markets. Tourist arrivals from this
region grew by 14.2% 60,494) in 2012 to 406,685 tourist arrival s compared with 356,191 in
2011. This growth was evident from all markets in the region. Angola grew by 21.7% (8,497)
while Nigeria grew by 13.8% (8,880) but still provided more tourists in volume. The other Africa
air markets grew by 15.8% and contributed 54.0% to Africa air. USA grew by 13.6% and is the
biggest contributor in this region with 326,643 tourist arrivals.  Revenue from the Africa air
markets declined marginally by -1.1% and remained constant R3,8 billion in 2012 The decline
was due to a decrease in average spend and length of stay. Average spend decreased from
R13,300 in 2011 to R11,700 in 2012.

Tourist arrivals from the Americas increased by 18.6% as a result of an increase in all markets
in the region. Central & South America grew by 37.0% (32,407) while North America by 13.9%
(48,062). The Americas recorded a 49.1% (R,1 billion) growth in revenue, from R4,2 billion in
2011 to R6,3 billion in 201 2. The increase in revenue was as a result of an increases in tourist
arrivals and average spend. Average spend per foreign tourist increased from R11,000 in 2011to
R13,800 in 2012. The depreciation of the Rand against the US Dollar had a positive impact on
average spend per tourist.

Asia and Australasia saw a 28.7% inaease in tourist arrivals due to increases from all markets.

China (including Hong Kong) grew by 55.9% (47,451). Japan grew by 30.9% (8,131) and India
18.2% while Australia grew by 16.2%. The largest increase in revenue was recorded by the Asia
and Australasia markets (R2, 3 billion or 53.2%), growing from R4,4 billion in 201 1 to R6,7 billion

in 2012. The increase in revenue can be contributed to

an increase in tourist arrivals and average spend per tourist. Average spend increased from
R12,000 in 2011 to R14,300 in 2012.

Tourist arrivals from Europe showed recovery from the impact of the global economic crisis
that affected the tourism industry in 2011. Europe increased by 9.5% (121299 arrivals) in 2012
with the increase in all markets. There was an increase recorded for France, up 16.0%,
Germany, up 13.0% Italy, up 12.2%all grew more than the regions average of 9.5%. UKwas still
the major contributor with 438,023 tourists ; an increase from 420,483 in 2011. Revenue from
Europe increased by 38.4% (4,4 billion), driven by increases in tourist arrivals and average
spend per tourist . European tourists spent on average R2,700 more in 2012 compared to 2011,
increasing from R10,300 in 2011 to R13,000 in 2012. The increase in average spend can be
contributed to the depreciation of the Rand against the Euro and Pound .

Overall, seasonality has worsened from 1.29% in 2011 to 1.43% in 2012.The Americas was the
best performing region with seasonality improving from 2.43% in 2011 to 1.38% in 2012,
followed by Europe which experienced an improvement in seasonality moved from 5.79% in
2011 to 5.46% in 2012. Seasonality in the Africa air markets improved from 0.87% in 2011 to
0.55% while Africa land markets worsened from 1.95% in 2011 to 2.41% in 2012. Asia &
Australasia worsened from 1.22% in 2011 to 1.63% in 2012.

2012 Annual Tourism Report_v1_07062013 7
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The average length of stay of all foreign tourists decreased from 8.3 nights in 2011 to 7.8 nights
in 2012. The most frequent length of stay for air arrivals increased from four nights in 2011 to
five nights in 2012. The most common length of stay for tourists from land markets also
remained constant at one night in 2012 . Tourists spent on average fewer nights in Gauteng, the
Western Cape and the Eastern Cape KwaZulu Natal, Limpopo and Northern Cape.

Leisure, comprising of Visiting Friends and Relatives (VFR, holiday and shopping for personal
use, continues to be the major reason for travel to South Africa accounting for over  61% of
tourist arrivals . VFR continued to surpassholiday as the primary purpos e of visit to South Africa
as holiday declined from 22.1% in 2010 to 19.5% in 2011 and VFR travelgrew from 25.0% in 2011
to 27.7% in 202. Business travel decreased from 30.8% in 2010 to 30.1% in 2011 this was
driven by a decrease in businesstravel lers from land markets , however business travellers from
air markets increased from 33.5% in 2011 to 38.5% in 2012 According to Euromonitor
International , global businesstravel recorded a healthy rise since the global financial crisis in
2009. Companies are shifting to video conferencing for European markets and opting to spend
on business travel to emerging markets, where growth is certain. The Global Business Travel
Association (GBTA) predicts there will be a 5.9% increase in global spend on business travel.

The average number of provinces visited by all foreign tourists decreased from 1. 21 in 2011 to
1.15 in 2012. Land tourists visited an average of 1.0 6 provinces in 2012 while tourists from air
markets visited on average 1.39 provinces. Gauteng and Western Cape are by far the most
popular provinces among foreign tourists and account for almost two thirds of total bednights
spent in the country.

Hospitable and friendly people, good service and good infrastructure were the highlights for
tourists to South Africa in 2012. Quite significantly, 87% of foreign tourists did not have a
negative experience while in South Africa. Of those who did, 5.3% mentioned general issues of
safety and security and personal safety as negative experiences.

2.3. Domestic tourism

In total, 12 ,5 million South Africans took a domestic trip in 2012 which is a 11% decrease when
compared to the 13,9 million who took a trip in 2011. On average, 2.1 trips were taken
throughout the year which is similar to 2011. As a result, the numb er of total trips taken
decreased from 26,3 million (in 2011) to 25 ,4 million (in 2012).

VFR(Visit Friends Relatives)

trips still account for the largest share of trips taken however there is a decrease from 73% to
72% when comparing 2011 to 2012respectively. The share of holiday trips fell from 29% in 2011
to 23% in 2012 whilst the share of business grew from 12% to 17% over the same period.
Religious and Medial trips account for 8% and 1%, respectively, in 2012.

The average spend per trip increased from R760 in 2011 to R850 in 2012. Subsequently, the
total spend grew by 8% from R20,2 billion in 2011 to R21,8 billion in 2012. Average spend per
day increased from R170 to R180 over the same period. The share of VFR spend remains the
greatest (52%) followed by holiday (23%) and business (17%).

There was an increase in the average length of stay per trip, from 4.4 nights in 2011 to 4.8
nights in 2012. As a result, bednights increased from 114.8 million in 2011 to 121.2 million in
2012, which represents a 5.6% growth over the period.

Economic constraints remain the biggest barrier to domestic travel with 35% of non -travellers
mentioning that they cannot afford to travel. Given that South Africa experienced recession -
low levels of GDP growth in Q3 and a lesser growth of 2.5% annually in 2012 (relative to 3.5% in
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2011), alongside rising food and petrol prices, it follows that a large share of the population are
more economically strained than in previous years.
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4. Tourist arrivals to South Africa 2012

3. Tourismin 20 12

3.1. Global tourism 2012

According to the UNWTCQ?, international tourist arri vals worldwide recovered in 2012, with a

growth of 3.9% over 2011to reach 1.1 billion international arrivals. While the growth was

driven by most world regions posting positive growth in international ar rivals over 2011,
advanced economies contributed 53.1% o f the worl dds tot al
forecasts continued growth in international tourism in 201 3 although at a slower rate of

between 3% to 4%,and i n | ine with UNWTWhilk proecdsnan average m
growth of 3.8% per year until 2020. Worldwide international receipts are estimated to have

UNWMT® er nat i

exceeded US$1trillion, a growth of almost 4.2% over 2011 While Europe holds the largest
share of international tourism receipts, the Asia Pacific recorded the largest growth in receipts
(+7.0%), followed by Africa (+ 6.3%), Americas (+3.8%) and Europe (+3.1%Wwhile Middle East

declined by (-4.9%)

International Arrivals: 1995 - 2012 NS e A

New Zealand
experienced natural
disasters

1,100

1,000 7

900 4

9/11 crash, leading toa fGloball
800 decline in travel mainly Financial
due to security fears Crisis
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Financial
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600 1 QOutbreak
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® Source: UNWTO Barometer Interim update January 2013

2012 Annual Tourism Report_v1_07062013
South African Tourism | Strategic Research Unit

10

out |

0o n:

ook



4. Tourist arrivals to South Africa 2012
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4. Tourist arrivals to South Africa 2012

Europe, continued to be the number one tourism region with an estimated 5 42 million arri vals
accounting for 5 1% of the global arrivals in 2012 and a growth rate of 3. 1% over 2011. France
remained the top country attracting over 83 million arrivals in 2012, a growth of 0.9% over
2011. Spain, which is ranked 3rd in global destination rankings g rew by 2.0% to over 57 million
arrivals. Greece and Switzerland showed the biggest declined of 5.2% and 3.3% over 2011
respectively.

Asia and the Pacific, the second largest tourism region accounting for 2 3% of global arrivals,
experienced a 7.0% growth over 2011 with 2 42 million tourist arrivals in 201 2. China dropped to
4™ position in 2012 from 3™ in 2011 on the list of international tourist destinations with more
than 57 million arrivals in 2012, a decrease of 0.9% over 2011. Malaysia attracted just over 25
million arrivals. Hong Kong and Thailand improved their positions and attracted 24, 23 million
arrivals respectively. Even Singapore dropped from position 14 ™ to 15™ but attracted 22 million
6.9% growth in 2012.

The Americas had 160 million tou rist arrivals in 201 2, an increase of 3.8% over 201. This
region accounted for 15.0% of global arrivals in 2012. The USA maintained its position in 2"
place globally with 65 million arrivals, a growth of 6.0% from 2011. Mexico showed decline of
1.5% over 2011, attracting over 23 million arrivals. Canada grew by 1.9% in 2012 but still
occupied 3" position in this region with more than 16 million international arrivals.

The Middle East had 53 million tourist arrivals in 2012, a decrease of -4.9% over D11. This
region accounted for 5.1% of global arrivals. Turkey holds the first position in this region with
over 31 million arrivals (1.2% growt h) and
position in global ranking and first in the region since 2010.

Africa had 53 million tourist arrivals in 201 2, 6.3% increase from over 2011 and accounted for
5.1% of global arrivals. Egypt holds first position in this region with over 10 million tourists
arriving in 2012, a 17.0% growth over 2011. Morocco occupied second place in the region with
over 9.4 million arrivals in 2012. South Africa® improved from 35" global ranking in 2010 to 34™
position in 2012 with more than 9.2 million tourists. South Africa holds 3 ™ position on the
continent.

® Data for South Africa has been sourced from St at i stics SA8s Tourism & Migration release
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4. Tourist arrivals to South Africa 2012

France, USA aml Italy retained their positions in the global rankings while Spain moved into 3

place, forcing China down a position. Most countries retained their global ranking,

respectively while Portugal and Mexico dropped by 3 places in 2012.

rd

Japan and
South Korea showed the biggest improvement by moving up 6 positions with 33.9% and 25.1%

Rank 2010| Rank 2011 | Rank 2012 |Country 2010 201 2012 %change
1 1 1|France 77,676,100 | 82 467,400 | 83,168,500 0.9%
2 2 2|USA 59,792,000 | 62,711,000 | 66,452,000 6.0%
4 4 3|Spain 52,590,600 | 56,592,200 | 57,732,300 2.0%
3 3 4|China 55,664,600 | 57.580,700 | &7,033.700 -0.9%
5 5 5|ltaly 43,590,800 | 44,673,600 [ 44,866,900 0.4%
6 6 6| Turkey 28,448,700 | 31,105,100 [ 31,481,400 1.2%
8 8 T|Germany 26,875,300 | 28,371,000 [ 30,533,200 7.6%
7 7 8| United Kingdom 27,760,900 | 28,938,300 [ 28,839,000 -0.3%

12 12 9|Russia 20,261,900 | 22674100 [ 25,705,100 13.4%
9 9 10| Malaysia 24,577,200 | 24,714,300 [ 25,032,700 1.3%
13 13 11|Heng Kong, China 20,085,200 | 22316,100 [ 23,770,200 6.5%
i i 12| Austria 22,009,800 | 22848700 [ 23,743,300 3.9%
10 10 13| Mexico 23,289,800 | 23,403,300 [ 23,057,900 -1.5%
15 15 14|Thailand 16,184,900 | 19,541,000 | 22,459.200 14.9%
14 14 15|Singapore 16,362,200 | 19,930,300 | 21,302.400 6.9%
20 18 16|Saudi Arabia 13,613,700 | 14 957,600 | 16,473,100 10.1%
16 17 17| Canada 15,879,100 | 15,715,900 | 16,009.100 1.9%
17 16 18| Greece 15,007,500 | 16,427,300 | 15,567.300 -5.2%
23 20 19|Poland 12,530,800 | 13,404,900 | 14,831.400 10.6%
21 21 20{Ukraine 13,190,700 | 13,223,700 | 14,399.200 8.9%
24 23 21|Czech Republic 12,278,500 | 13,073,100 | 14,030.400 7.3%
22 19 22|Portugal 12,978,900 | 13,589,100 | 14,002.400 3.0%
25 24 23|Macau 11,926,000 | 12,925,000 | 13,360.800 34%
19 22 24| Switzerland 13,644,700 | 13,115,900 | 12,686,700 -3.3%
26 25 25|Netherlands 10,905,000 | 11,299,500 | 11,710,300 3.6%
32 32 26|South Korea 8,760,500 9,084,400 | 11,362,500 25.1%
27 26 27| Sweden 10,756,700 ) 10,925,000 | 10,988.100 0.6%
28 27 28{Hungary 9,510,000 | 10,250,500 | 10,617,700 3.6%
18 33 29|Egypt 14,125,300 5,964,800 | 10,485,400 17.0%
29 28 30|Croatia 9,110,700 9,926,700 | 10,369,200 4.5%
30 29 31|United Arab Emirates 9,055,500 9,652,700 | 10,355,200 7.3%
3 30 32|Denmark 8,878,200 9,626,000 | 9,586,600 -0.4%
v & 33|Morocco 7,261,100 9,260,100 | 9,364,800 1.1%
35 35 34|South Africa 8,073,500 8,339,400 | 9,188,368 10.2%
34 34 35|Australasia 8,406,400 8,475,700 | 8,757,100 3.3%
33 42 36|Japan 8,611,200 6,218,800 | 8,329,600 33.9%
39 36 37|Indonesia 6.915,100 7,649,700 | 8,283,300 8.3%
36 v 38|Romania 7,498,800 7,611,200 | 7,996,300 5.1%
38 38 39|Belgium 7,254,600 7,491,600 | 7.475.200 -0.2%
44 39 40{India 5,805,500 6,550,300 | 7,273,600 11.0%

Source: © Euromonitor International 2012; St at i sti cs

SAGs

Tourism & Migration

rel ease
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4. Tourist arrivals to South Africa 2012

3.2. Outbound travel’ from key markets

Over the past three years Germany, the U SA and UK remained the three largest outbound
travel markets in the world. Outbound travel from all top ten markets in 2011 retained their
position 2012. Europe still remained the major outbound region with close to 460 million
travelled from in 2012. Majo r increase came from Asia Pacific with 7.2% growth, followed by
Americas 6.5% while Middle East and Africa grew by 4.2%. 2012 was challenging year for the
travel industry where despite the strong economies in the emerging markets, uncertainty in
Europe has the potential to disrupt global prosperity. However, low cost carriers and mid -
priced hotels are benefiting from on -going consumer caution regarding their spending to drive
growth across the globe. Evolving technology continues to impact the travel indust ry, putting
consumers in the driving seat, alongside travel providers.

Growth in outbound travel: 2010 - 2012
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Source: © Euromonitor International 2011

Growth of outbound travel from selected markets

Germany USA UK China  |Russian Fed|Hong Kong| Canada | France ltaly | Singapore| Japan |Netherlands| Saudi Arabia| Mexice | Switzerland
% change 10-11 1.3% -2.6% 2.3% 21.8% 11.1% 2.0% 41% 0.9% 0.5% 5.4% 2.1% 1.4% 63.2% 3.5% 3.0%
% change 11-12 1.3% 2.9% 0.2% 15.4% 8.7% 20% 9.1% 1.4% 3.6% 1.0% 10.4% 0.4% 20.8% 1.0% 2.6%

South Africa gained market share in the USA France and Netherlands, a trend that started in
2009.

South Africa's Market Share by country

W Market share - 10 Market share - 11 Market share - 12

1.0%

0.8%

0.4%

0.2% e —

0.0%

Germany
USA

UK

China
Russian Fed
Hong Kong
Canada
France

Italy
Singapare
Japan
Netherlands
Saudi Arabia
Mexico
Switzerland

Source: © Euromonitor International 20 12 and SA Tourism Table A December 202
Note: * China excluding Hong Kong

7 Outbound travel refers to departing travel out of source markets
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3.3. South Africa in the global context

0.2% over
has managed to

South Africa performed well in 2012, with 9,2 million tourist arrivals, an increase of 1
2011. South Africads tourism industry

a record breaking 2010. Among our competitors 8, Thailand experienced the strongest growth of
14.9% over 2011, while Brazil experienced the lowest growth of 3.7%.

International Arrivals | International Arrivals | International Arrivals | Difference
Country 2010 (000's) 2011 (000's) 2012 (000's) (000's) % change
Thailand 16,185 19,541 22,459 2,918 14.9%
South Africa 8,074 8,339 9,189 850 10.2%
Australia 5,885 5875 6,146 270 4.6%
Brazil 5,161 5433 5634 201 3.7%
Kenya 1,166 1,239 1,287 48 3.9%
Source: © Euromonitor International 20 12, St at i sti cs SAds Tour i s mTo&isnMAustralia Visitamn r el ease P
arrival data

Thailand experienced a 14.9% growth in international arrivals in 2012. The high number of
inbound tourists, as we Il as less domestic political chaos, meant that tourism in Thailand saw a
positive performance in 2012. Transportation continued to see another year of strong growth,
as tourists had more confidence after the new government was set up peacefully in August
2011. Air transportation dominated, generating a 94% share of total transportation revenues.
Thai Airways International has introduce its own national low -cost carrier, namely Thai Smile
targeted low to middle income consumers.

Since the certainty of poli tical environment, by setting up the new government, this brought
back confidence to incoming tourists and international investors, increasing travel
accommodation. The high rate of arrivals in 2012 and the expansion of hotels were good
indicators that the travel and tourism industry had started to see a better performance.

Safari World saw a better performance since 2010, due to an increasing number of arrivals. The
company has moved aggressively to offer animal variety shows and live performances to attr act
new customers since 2010. Interesting developments were the white animals collection, Nyala
Farm and River Safari, which have proved to be successful operations.

Brazil is struggling with rising inflation that is expected to reach 5% from 2013 to 2016 , which
impacts their ability to stimulate economic growth. This in turn can impact corporate air travel
budgets. Brazil has fast-tracked airport infrastructure improvements in order to cope with the
expected visitor influx. Over half a million internation  al visitors are predicted for the FIFA
World Cup in 2014, and a million for the Olympics in 2016. The 2014 FIFA World Cup in Juned
July is expected to adverse the flow of tourists from Brazil to South Africa.

As Australia is an expensive destination, especially in comparison with neighbouring countries

in Southeast Asia, the high exchange value of the Australian dollar had a significant impact

upon both inbound tourism in Australia, particularly education tourism, and domestic tourism

as well. Despite thi s, the total arrivals to Australia growing by 4.6% in 2012 recovering from the
1.0% increase in 2011 as over half of Austral:i
countries.

8 South Africa has a group of competitor destinations that have been identified from a consumer standpoint. These destinations
up on the consumer consideration list. We benchmark our performance against these destinations.
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3.4. Prospects beyond 2012

The travel industry confirmed its vitality in 2012, recording 4% growth in terms of international
arrivals. Growth is expected to continue in the next five years and beyond, driven by the
growing desire to explore the world among consumers across the globe, as well as by the rise of
the middle and af fluent classes in the emerging economies. The fastest growing categories
include online travel, low cost carriers, medical tourism, shopping tourism, rail transport and
private accommodation.

World GDP is expected to rise by 3.5% in 2013, up from 3.2% se=n in 2012. This growth is the
result of a polarised performance which sees decline or stagnation in the Eurozone and in the
UK while emerging countries continue to record healthy g rowth rates. The world continues
looking to China and, to a lesser extent, India for strong economic growth in 2013. The other
BRIC nations, Brazil and Russia as well as the MENA (Middle East North Africa) region, will also
show economic progress in 2013.

Western Europe will remain mired in uncertainty, with investor and consum er confidence low.
A healthier economic performance is expected in 2014 for the UK (2%) and in 2015 for the
Eurozone (1.5%). The outlook for the US economy is brighter, following the bipartisan
agreement to avoid the fiscal cliff and recovery of the real e state industry and to a rise in
investment.

Despite ongoing economic challenges, UNWTQ expects demand for tourism in 2013 to grow
between 3% and 4%.By UNTWO region, prospects are led by Asia and the Pacific (5.5%),
followed by Africa 5.0%, the Americas 3.5%, Europe 2.5%. Trendsin Middle East are hardest to
forecast due to the volatile environment and the widely varying trends across countries.
However, as the some countries continue to recover from the recent conflicts, others continue

to push ahead in the development of their tourism industry, figures are expected to grow by 0%
to 5% in 2013.

The BRIC nations, with their rapidly growing middle and affluent classes, are expected to be
key drivers of growth for many tourism destinations in the next fiv e years. China and India are
leading the charge, with CAGRs of above 10% predicted for the next five years in terms of both
outbound trips and expenditure. Outbound tourism flows from both countries are mainly to
other Asian destinations. The US is the leading non-Asian destination for Chinese travellers,
followed by Australia and France. For Indian travellers, the UAE is the favourite non -Asian
destination, followed by the US.

Total investment within travel accommodation is expected to surpass R$2.4 bill ionin
preparation for the 2014 FIFA World Cup, with over 100 new hotels being built in 2013 and 2014
in the 12 cities hosting the matches this event is expected to favour the take off of the country
as a tourism destination.

The prolonged unrest in a number of Middle Eastern and North African countries is continuing
to affect tourist arrivals, although recovery has been seen from the severe drop experienced in
2011, during the Arab Spring. In spite of remaining political tension, tourist arrivals to Tuni  sia
and Egypt managed partially to recover in 2012 from the sharp fall recorded in 2011 and
expected to grow marginal in 2013,

The danger remains mainly with the ongoing violence in Syria risking over -spilling its borders to
Lebanon and also to affect ar rivals to Jordan. Libya has vast tourism potential, with its long

9 Source: UNWTO Barometerinterim update, January 2013
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Mediterranean coast and Roman antiquities, but it has yet to achieve any progress since the
revolution finished in 2011.

% growth in international arrivals

12

103

10

09/10 10/11 11/12 13/13

-z

-6

Source: UNWTO Barometer, VolumeJanuary 2012

What lies ahead ? More uncertainty

Eurozone
Woes
continuing

Fiscal threat for
the US

Mixed outlook

for the Middle
East

2013
and beyond

Emerging
markets looking
intra-regionally

Sustained growth
in China

Source: Euromonitor International
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4. Tourist arrivals to South Africa20 12

In 2012, there were 9,188,368 tourist arrivals to South Africa, which represented an additional
849,014 arrivals from the 8,339,354 in 2011. Sout h Af r% grewdhsvasXabd abdve the
global average growth of 3.9%.

Total Tourists Arrivals to South Africa: 2010 - 2012 _
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While there was growth from all markets between 2010 and 2012, Africa air markets grew the
fastest at 10.2%

Tourist Arrivals to South Africa and the World, 2010 to 2012

CAGR 10to 12
—
1,000 13%
= /
-~ 10 A
w
=
2
2 8-
Z
=
=
Z 4
-t
n
% 2 | 10.2%
= 0.34 0.36 0.41
07 i
2010 2011 2012 2010 2011 2012 2010 2011 2012 2010 2011 212 200 2011 2012
% change y-o-y 6.3% 14.2% 6.8% B8.2% -5.6%  15.0% 3.3%  10.2% 4.7% 3.8%
Africa Air Markets AfricaLand Long-haul Markets All Markets Global Arrivals
Markets

NOTE: ATrICa MY MAATKETS AT MArKEts WIErE ol [2ast G0 AMMVES [0 SR USE ;\.rtransport; TITICa Land MarKers are Markets WHEre at [2ast L0 OF armvals [0 DA Use roadtransport. Long-haul TNEMEts INCIIaE all CoUnTes oUtsias of
Africa
Source: StatsSA, Tourism & Migration release, SAT analysis UNWTO Tourism Barometer Jan 2012

4.1. Drivers of growth in tourist arrivals

The increase in tourist arrivals was driven by increases from all regions. The increase in Africa
was driven largely by Zimbabwe which increased by 19.0% 94,966) over 2011. Lesotho was the
second best source Africa market, grew by 6.0% (91,626). Botswana was the only African
market that declined in 201 2, down -5.4% (25,779) over 2011.

The Americas grew by 18.6% @0,469) over 2011 driven by a major increasesin Central & South
America, up 37.0% @32,407). North America grew by 13.9%(48,062) despite the continent facing
economic challenges. Brazil grew by 44.7% (24,193), Canada up, 15.6% (9,035) while USA saw
13.6% growth with 39,029 more tourists compared to 2011.

Europe increased by 9.5% (121299) over 2011 with UK still remains the major source of tourists
which increased by 4.2% (17,540), France up 16.0% (16,824) and Germany up 13.0% (30,559).
Italy showed a good performance with a 12.2 % ©,690) increase in arrivals, despite being one of
the hardest hit economies during the global recession . The Netherlands grew by 3.6% (4,089).

Asia saw a 14.6% (37,921) increase fran 2010, driven by increases from India where arrivals
grew by 26.2% (18,780). China(including Hong Kong) increased by 24.3% (16,574) while Japan
declined by -4.7% €1,293) and Australia by -4.1% ¢4,399).

Asia saw a33.7% (L00,422) increase from 2012, driven by increases from China (including Hong
Kong) increased by 55.9% @7,451), Japan grew by 30.9% @,131) while India where tourists
arrivals grew by 18.2% (16,407) while and Australia by 16.2% (16,809). Australia had lowest
growth but remain the best s ource markets.
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o 393,446 arrivals
¢ 13.9% up from 2011

« 119,913 arrivals
* 37.0% up from 2011

Central & South America

GRAND TOTAL

+ 9,188,368 arrivals ‘
+ 10.2% up from 2011

Mote : Tourist Arrivals figures shown above for Jan - Dec 2012
Source: Table A Tourist Amivals Jan -Dec 2012

+ 9.5% up
>

49 . 1,396,978 arrivals
from 2011
£

AFRICA

e 6,634,933 arrivals
¢ 8.5% up from 2011

172 arrivals

Middle East

from 2011

+ 398,304 arrivals

» 33.7% glfro

m 2011 ‘
- BT .

Ausirakiskl {

« 142,949 arrivals ‘
s 16.4% up from 2011

Indian Ocean Islands \

+ 21,525 arrivals ‘

e 9.1% up from 2011

Top Declining Markets

2011 2012 |Growth % Change
Botswana 477,937 452,158 -25,779 -5.4%
Malaysia 10,337 10,044 -293 -2.8%
Ireland 29,098 28,862 -236 -0.8%
Reunion 3 - -3 -100.0%

Top 10 Growth Markets

2011 2012 |Growth % Change
Zimbabwe 1,553,008 1,847,974 294,966 19.0%
Lesotho 1,526,597 1,618,223 91,626 6.0%
Swaziland 700,119 768,727 68,608 9.8%
China (including Hong Kong) 84,883 132,334 47,451 55.9%
USA 287,614 326,643 39,029 13.6%
Germany 235,774 266,333 30,559 13.0%
Mozambique 1,076,753 1,104,404 27,651 2.6%
Brazil 54,183 78,376 24,193 44, 7%
K 420,483 438,023 17,540 4.2%
France 105,420 122,244 16,824 16.0%

Note: Shaded cells represent land markets ™
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4.2. Source markets of tourist arrivals to South Africa

Neighbouring SADC continued to be the major source of tourist arrivals to South Africa, with
Zimbabwe being the largest source market followed by Lesotho. The UK is the largest source
market outside of Africa followed by the USA and Germany.

Top 20 Source Markets
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Tourist arrivals from the top African air markets grew in 2012. Nigeria, which grew at 13.8%
(8,880) in 2012, held its position as the most important source market in this grouping. Tourist
arrivals from T urkey grew at a faster rate of 30.0% 3,109 tourists) in 2012.

Top Africa Air Markets

80,000

70,000 A

60,000 14

50,000 4+

40,000 14

30,000 4—

20,000 1

10000 1 1 t

T Migeria Angola | Tanzania Kenya E?rgoﬁgg Ghana Israel Mauritius Uganda Turkey

o201 64,402 39,217 28,645 30,279 32,582 18,538 17,751 16,545 14,450 10,348
m2012 73,282 47,714 35,928 32,992 32,956 22,953 20,640 18,233 15,522 13,457

% Change 13.8% 21.7% 25.4% 9.0% 1.1% 23.8% 16.3% 10.2% 7.4% 30.0%

Tourist arrivals from African land markets increased in 201 2 with the exception of Botswana,
which saw a decrease of -5.4% ¢25,779). Zimbabwe recorded the highest growth of 19. 0%
(294,966), contributing the most to the growth from this region.

Top Africa Land Markets
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Zimbabwe Lesotho Mozambigue Swaziland Botswana Mamibia Zambia Malawi

o201 1,553,008 1,526,597 1,076,753 700,119 477,937 197,835 160,302 135,577

m2012 1,847,974 1,618,223 1,104,404 768,727 452,158 200,841 169,555 142,063
% Change 19.0% 6.0% 2.6% 9.8% -5.4% 1.5% 5.8% 4.8%

2012 Annual Tourism Report_v1_07062013 22
South African Tourism | Strategic Research Unit



4. Tourist arrivals to South Africa 2012

The UK, USA, Germany,China and France were the top 5 overseas source markets. China has
moved from position eight in 20 11 to fourth position 2012. The top 20 overseas markets saw
growth in all markets with exception of Ireland which declined by  -0.8% ¢236) in 2012. In
Europe, Germany brought 30,559 more tourists while the UK 17,540 and France 16,824 more
tourists to South Africa.

Top 20 Overseas Markets
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The 10.2% growth in 2012 was driven by growth in all re gions. Africa land was the main
contributor with 475,817 more tourists compared to same period in 2011. Asia & Australasia
showed the fasted growth of 28.7%.
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Grand Total

Africa- Air

Africa- Land

Americas

Asia & Australasia

Europe

Oz2011

8,339,354

356,191

5,828,128

432,890

420,666

1,275,679

@012

9,188,368

406,685

6,303,945

513,359

541,253

1,396,978

Difference

849,014

50,494

475,817

BO,469

120,587

121,299

% Change

10.2%

14.2%

B2%

18.6%

28.7%

5.5%
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4.3. Profile of foreign  arrivals in 2012
4.3.1. Repeater rate

The share of first -time tourists decreased from 15.8% in 2011 to 13.6% in 201, this can be
attributed to the decline in first time tourists from air markets . There has been an increase in
repeat visitors from air mar kets.

Repeat rate : All foreign tourists

60.0%

50.0%

40.0%

30.0%

20.0%

10.0% I .

0.0% " " . " " "
First time 2 -3 times 4-5times 6 -9 times 10 or maore times
m2010 17.3% 8.4% 8.5% 9.6% 56.1%
m2011 15.8% 8.7% 7.9% 11.1% 56.5%
m1012 13.6% 12.6% 9.8% 11.4% 52.5%
Repeat Rate : Air foreign tourists
60. 0%

50.0%

40.0%

30.0%

20.0%

10,00

il s

0.0%

First time 2 -3 times 4 - 5times 6 -9 times 10 or more times
= 2010 55.1% 18.3% 9.8% 8.0% 8.8%
m2011 52.2% 18.8% 9.1% 9.4% 10.5%
m2012 41.8% 30.0% 12.8% 8.9% 6.4%
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4.3.2. Purpose of travel

Leisure, comprising of VFR, holiday and shopping for personal use, remains the primary purpose
of visit of tourists to South Africa, and has increased from 57.9% in 2011to 61.9% in 2012. The
share of holiday tour ist arrivals is on the decline from 19.5% in 2011 to 18.7% in 2022 while VFR

arrivals increased from 25.0% in 2011 to 27.7% in 20R. Tourists visiting for personal shopping

increased from 13.3% in 2011 to 15.6% in 202. The share of business tourists increased from

4.7% in 2011 to 6.1% in 2012

Purpose of visit for all foreign tourists

70.0%
60.0%
50.0%
A
= 40.0%
3
S
5 30.0%
ES
20.0%
10.0%
oo , e _ m
Leisure Business Medical Religion Other
=2010 57.1% 30.8% 4.7% 0.3% F1%
=201 57.9% 30.1% 4.5% 0.5% F.0%
2012 61.9% 28.7% 3.0% 0.7% 5.7%

Note: Leisure includes holiday, VFR and shopping-personal goods; Business includes shoppingd business goods, business travellers and
business tourists.

Purpose of visit for all foreign tourists (detailed)

% of tourists

.

idny | o | g [ Suives [ 305008 | ot | R | neign | ouer
w2010 22.1% 13.5% 11.2% 14.2% 4.6% 4.6% 22.7% 0.3% 6.8%
w201 19.5% 13.3% 12.6% 12.8% 4.7% 4.5% 25.0% 0.5% 7.0%
m2012 18.7% 15.6% 10.3% 12.3% 6.1% 3.0% 27.7% 0.7% 5.7%
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The analysis of purpose of visit by region shows that most holiday tourists come from overseas
markets (the Americas, Asia & Australasia and Europe) while the shoppers and VFR tourists
come from Africa land and Africa Air.

Purpose of visit by portfolio - 2012
100.0% ——
90.0%
80.0%
70.0%
o
2 60.0%
3
2 50.0%
B
2 40.0%
30.0%
20.0%
10.0%
0.0% ; , " " : ;
Africa Land Africa Air Americas Asia & Australasia
Other 5.3% 9.5% 10.2% 4.2% 5.9%
mReligion 0.8% 1.2% 0.0% 0.0% 0.0%
mVFR 32.2% 25.4% 12.1% 17.5% 15.5%
m Medical 4.0% 2.6% 0.0% 0.0% 0.3%
mBusiness - Tourists 4.0% 15.3% 10.9% 13.1% 9.6%
mBusiness - Traveller 6.4% 24.5% 24.9% 30.7% 26.6%
m Shopping Business 14.3% 1.3% 0.0% 0.8% 0.2%
M Shopping - Personal M.T% 0.9% 0.0% 0.0% 0.3%
m Holiday 11.3% 19.3% 40.5% 32.8% 41.5%

Blank cells indicate that the sample is too small for a valid interpretation

Tourists from Mozambique, Zambia and Zimbabwe visited South Africa primarily to shop, while
VFR was the main purpose of visit for those fro m Botswana, Lesotho, Malawi, Namibia and
Swaziland

Purpose of visit from Africa land market - 2012
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m Holiday 6.1% 1.2% 11.2% 20.3% 13.0% 7.3% 11.4% 17.0%

Blank cells indicate that the sample is too small for a valid int  erpretation
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4. Tourist arrivals to South Africa 2012

Business travel was the main purpose of visit f or tourists from DRC and Kenya while VFR was
the main purpose of visit for tourists from Angola and Nigeria as well as other Africa air
markets.

Purpose of visit from Africa Air markets- 2012
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mBusiness - Tourists 12.8% 14.3% 15.7% 15.8% 14.9%
mBusiness - Traveller 21.5% 20.9% 32.0% 24.4% 23.9%
® Shopping Business
m Shopping - Personal
mHoliday 19.6% 15.1% 15.4% 20.2% 21.5%

Blank cells indicate that the sample is too smal | for a valid interpretation

Holiday was the most important purpose of visit for tourists  for all tourists from the Americas
region, followed by business travel.

Purpose of visit from the Americas - 2012
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Blank cells indicate that the sample is too small for a valid interpretation
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4. Tourist arrivals to South Africa 2012

Holiday was the main purpose of visit for tourists from Australia and China while business travel
was the main purpose of visit for tourists from India and Japan.

Purpose of visit from Asia & Australasia- 2012
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m Shopping Business
m Shopping - Personal
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Blank cells indicate that the sample is too small for a valid interpretation

Majority of tourist s from European countries visited South Africa for Holiday purposes. The UK
had the largest number of VFR tourists with nearly one out of four tourists having visited
friends and relatives in South Africa in 2012.

Purpose of visit from Europe- 2012
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Blank cells indicate that the sample i s too small for a valid interpretation

2012 Annual Tourism Report_v1_ 07062013 28
South African Tourism i Strategic Research Unit



6. Seasonality of foreign tourist arrivals

5. Spend by foreign tourists *°
5.1. Total foreign direct spend in SA  (including capital expenditure)

Total foreign direct spend (TFDS)reached R78,4 billion in 2012. This was an increase of 5.0%
(R4,4 billion) compared to 2011.

Total Foreign Direct Spend (including capital expenditure)
R 90.0
R 80.0
R 70.0
Z R 60.0
2
& R 50.0
R 40.0
R 30.0
R 20.0
R 10.0
R 0.0
-R10.0
2009 2010 2011 2012
BTFDS Including Capital R &67.0 R 76.3 R 74.0 R 78.4
% Change 13.9% -3.0% 5.9%

5.2. Expenditure on capital goods

Expenditure on capital goods decreased by -34.3% (R,0 billion) in 2012. This type of
expenditure is unpredictable and when it occurs it has a very high impact on overall TFDS.

Capital Expenditure by foreign tourists in South Africa
R9.0

R 8.0

R7.0

R 6.0

R 5.0

Billians

R 4.0

R 3.0

R 2.0

R 1.0

R 0.0

2009 2010 2011 2012
OCapital Expenditure R7.7 R3.7 R3.0 R2.0
% Change -52.4% -18.8% -34.3%

10 Please see appendix 17 for details on how spend data was normalised .

All spend data reported in this document represent nominal values, unless otherwise state d.

Detailed spend tables are included in Appendix 9.
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6. Seasonality of foreign tourist arrivals

5.3. TFDS (excluding capita | expenditure )

Total foreign direct spend (excluding capital expenditure) increased to R76,4 billion in 2012
from R71,0 billion in 2 011. This is a 7.6% (5,4 billion) increase compared to 2011.

Total Foreign Direct Spend (excluding capital expenditure) in SA
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R 70.0
R 60.0

R 50.0

Billions

R 40.0

R 30.0

R 20.0

R10.0

R 0.0

2009

2010

20m

2012

B TFDS Excluding Capital

R59.2

R72.6

R71.0

R76.4

% Change

27.6%

-2.2%

7.6%

The overall increase in revenue between 2011 and 2012 was driven by the increase tourist
arrivals into South Africa.

All Markets - Value Drivers (Total Foreign Direct Spend without Capex), 2011 - 2012

210

180

150

—

[ne)

o
I

D
o
1

Rand (Billions)

o
o
1

71.0 76.4

W
o
1

o

2011 Change in Volume Change in Average Change in Length of 2012
Spend Stay

2012 Annual Tourism Report_v1_07062013 30
South African Tourism | Strategic Research Unit



6. Seasonality of foreign tourist arrivals

Revenue generated by land markets decreased by 7.1% (3,3 billion) to R4 3,8 billion while air

markets increased by 36.7% (R, 8 billion) to R 32,6 billion .

TFDS (Excluding capital expenditure)

R 90.0
R 80.0
R 70.0
R 60.0
g R 50.0
= R 40.0
R 30.0
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R 10.0
RO.0 2009 2010 2011 2z
Eall foreign tourists R 59.2 R72.6 R 71.0 R 76.4
® Land Markets R 35.1 R 47.1 R 47.2 R 43.8
Air Markets R 24.1 R 25.5 R 23.8 R 3Z.6
% Change Land 34.1% 0.2% -TA%
% change Air 5.8% -6.7% 36.7%

The average TFDS (excluding cajital expenditure) of all tourists

and air markets increased by R2,100.

decreased by -2.2% ¢R200) in
2012. Average TFDS (excluding capital expenditure) from land markets decreased by R1,200

Average TFDS (Excluding capital expenditure)
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% Change 4.5% -4.3% -2.7%
# Land Markats R 7,300 R 8,300 R 8,100 R 6,900
Air Markets R 13,000 R 11,800 R 11,100 R 13,200
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6. Seasonality of foreign tourist arrivals

The South African Rand depreciated against all major currenci es in 2012  This currency
fluctuation does affect the overall amount spent in South Africa, but is difficult to quantify at
an aggregate level as major markets are a combination of US Dollar, Euro or British Pound

currencies.
Major currency average exchange rates
14.00
12.00
= 10.00
b
- 8.00
an
= 6.00
(¥}
s
(i}
4.00
2.00
0.00 Us Dollar Euro Pound
HzZ010 7.30 9.69 11.28
m2011 7.23 10.06 11.59
o2012 8.03 10.54 12.99
% Change 11.1% 4.7% 12.1%

Source: www.oanda.com

The inflation rate (CPI) in South Africa increased by 5.6%in 2012. The increase in food prices
was estimated at 7.5%,transport prices at 6.4%, medical costs at 5.3%, recreation &
entertainment at 0.9% and clothing and footwear at 3.8%

Average CPl Percentage Change between 2011 and 2012
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When adjusting for inflation , tourism revenues grew by 2.0%over 2011 (see table below) , while
in nominal terms it increased by 7.6%

Nominal Value
| Year 2012 Difference
R 76.4|R 5.40

Adjusted for CPI (5.6%)
bYear 2012 Difference| % chang
R 724|R 1.42 2.09

Year 201
iBh 71.0

% chang
7.69

TFDS (Excluding Capital Expenditure) - Bil

When adjusting for inf lation, average spend declined by -7.9% ¢R700) in 2012 (see table
below), wh ile in nominal terms it decreased by -2.2% (R200).

Nominal Value

Adjusted for CPI (5.6%)

Year 2011 Year 2012 Difference| % changgYear 2012 Difference| % chang
TEDS (Excluding Capital Expenditure) - Bil|ir8,900.0| R 8,700.0 R -200.00 -2.2% R 8,200/ R -700.00) -7.99
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6. Seasonality of foreign tourist arrivals

5.3.1 Drivers of TFDS (excluding capital expenditure)

Fifty seven percent of the revenue to South Africa came from the Africa land markets (R4 3,8
billion) and revenue from this region decreased by -7.1% ¢R3.3 billion). Europe accounted for
R15,8 billion of total revenue, which was a 38.4%(R4,4 billion) increase from the R11.4 billion
in 2011. The depreciation of the Rand against the Pound and the Euro had a positive impact on
the spending power of th e European tourists. TFDS (excluding capital expenditure) from the
Americas increased to R6,3 billion in 201 2 compared to R4,2 billion in 20 11 mainly driven by
the R2,800 increase in average spend. The appreciation of the US Dollar (appreciated by
11.1%) had a positive impact on the Rand value of tourists from Americas. Revenue from Asia
and Australia increased to R6,7 billion which is a 53.2% (R,1 billion) increase compared to
2011. Driving the growth was a R2,300 increase in average spend per tourist.

Africa air markets was the only region where total revenue remained constant, there was a
marginal decrease of -1.1% which led to revenue from this region remaining at R3,8 billion.
However, average spend per tourist decreased, from R13,300 in 2011 to R11,700 in 2012.

Total Foreign Direct Spend (excluding capital expenditure), 2010 to 2012

100
=2010
S 80 | 72.6/1.076.4 2011
E " 22012
é 47.147.243.8
o 40
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w
z 20 12.441 415.8
& 3.43.83.8  5.24.26.3  454.46.7 ﬂ
0 ) s | s ]
Total Africa - land  Africa - air Americas Asia & Europe
Australasia
Average spend per tourist in SA
2010 R9,300 R8,300 R12,600 R12,800 R13,400 R10,700
2011 R8,900 R8,100 R13,300 R11,000 R12,000 R10,300
2012 R8,700 Ré,900 R11,700 R13,800 R14,300 R13,000
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6. Seasonality of foreign tourist arrivals

The &3,3 billion de crease in revenue from Africa land markets in 201 2, was driven by the
16.5% decrease in average spend per tourist. In Africa air markets, the R04 billion increase
was mainly due to an increase in tourist arrivals.

The growth in revenue from the Americas was driven by increases in average spend and tourists
arrivals. The increase in revenue from Asia and Australasia was due to increases in average
spend per tourist and tourist arrivals . The R3,4 billion increase in revenue from Europe was
driven by increases in average spend per tourist and tourist arrivals.
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6. Seasonality of foreign tourist arrivals

5.4. Spend per category

Revenue from most categories increased compared to 2011. Shopping for goods for personal use
is the largest contributor to revenue, ¢ ontributing R21,7 billion and thisis a 10.5%(R2,0 billion)
growth when compared to 2011. Shopping for goods for resale the second largest contributor to
revenue decreased by -18.2%, to R15,2 billion.
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Average spend per tourist decreased from R8,900 in 2011 to R8,700 in 2012. The decrease was
driven by tourists spending less on average on medical and shopping for goods for resale which
decreased by -63.4% and -40.8% respectively. Leisure and entertainment had the largest
increase of 53.8%.

Average TFDS (excluding capital expenditure) by Category, 2011 - 2012
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6. Seasonality of foreign tourist arrivals

Tourists from land markets spent less on average across all categories with the exception of
transport and leisure and entertainment where there was a growth of 2.1% and 22.6%
respectively . Tourists from air markets spent more on average on transport (7.3%) food and
drinks (2.3%), leisure and entertainment (37.3%) and shopping for goods for personal use
(25.2%).
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