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1. INTRODUCTION  

 

The purpose of this document is to provide the framework for the implementation of a tourism strategy 

and plan for the Swellendam Municipality, which includes seven towns namely Swellendam, 

Barrydale, Suurbraak, Buffeljags, Malgas, Infanta and Stormsvlei.  

 

According to the Swellendam Municipality’s IDP (2017-2022: 96)  

“Greater Swellendam includes seven towns, each with their unique identity. It is a 

beautiful area rich in history, heritage, nature, and opportunities for action and 

adventure. There are many fascinating stories to be told and heard, many quirky 

characters to meet, and many exceptionally beautiful sites to visit. Hospitality 

(accommodation and restaurants) servicing tourists who use Swellendam as a one-

night stop to break the journey from Cape Town to the Garden Route have traditionally 

defined the tourism sector in Swellendam. The proportion of overseas versus domestic 

tourists visiting the local tourism information offices annually is 50/50, with most 

international tourists visiting between November and March and domestic tourists 

visiting all year round. Seasonality is marked, with a pronounced dip in the winter 

months of June to August, and the average length of stay is short, at 1.2 nights.”  

After agriculture and (26%) and manufacturing (20%) tourism is the third largest contributor (5%) to 

employment in the Swellendam municipal area. The importance of the latter to the municipal area is 

captured in the vision of the municipality’s latest IDP:  

“To enhance the agriculture, tourism, heritage and conservation resources inherent to 

the varied natural and man-made landscapes of the Swellendam Municipality, from 

Karoo to coast, focusing on the historical settlement of Swellendam, in the shadow of 

the Langeberg Mountains and the confluence of the Riviersonderend and Breede 

Rivers.” (Source: IDP 2017-2022, p. 75) 

Up and till 2018 there was a service level agreement in place between the municipality and the 

Swellendam Tourism Organisation (STO) with the mandate to develop tourism activities and to market 

Swellendam as a tourism destination. The Municipality provided R1.2 million per annum to the STO 

to develop and market tourism activities in the area. In terms of the critical challenges faced by the 

municipality to deliver services and pursue sustainable development, tourism has been identified as 

a sector that is affected because of the lack of marketing and branding, equipment and not fully 

representative of all communities. The reasons for these problems are identified as limited 

collaboration with the Tourism Agency, no municipal officer dedicated to tourism, the fact that there 

is a link between tourism and LED and because there is no tourism strategy (Source: Swellendam 

2015-2016 IDP). In the most recent IDP the weakness of the tourism destination marketing message 

is identified as a weakness (Source: Source: Swellendam 2017-2022).   

The aim is for Swellendam to become a leading tourism destination in the Western Cape and for 

tourism to have a tangible and positive impact on the economic prosperity of the region. 
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The framework: 

● Conduct in-depth market, industry, media and trade research to inform the strategic process.  

● Establish a vision, growth targets and fundamental policy principles for future sustained 

tourism development with input from industry and business representatives.  

● Identify a clear strategy for the Swellendam Municipality to develop a competitive advantage 

and increase tourism growth in the medium to long term. 

● Identify institutional and private sector financing arrangements to give effect to the strategy 

and the marketing plan in particular.  

● Identify the best suited tourism delivery structure for Swellendam.  

 

The tourism plan addresses four strategic areas namely: 

1. Destination Marketing 

2. Visitor Services and Information Management 

3. Industry Relations and Membership 

 

The plan aims to achieve tangible and visible results in the short term with a solid foundation laid for 

long term tourism marketing and development. 

  

2. THE DEVELOPMENT PROCESS OF THE NEW TOURISM STRATEGY 

The table below outlines the process followed in the development of the new tourism strategy for 
Swellendam.  
  

1 Nov 2018 Met with SM to clarify and finalise the project plan, budget and timelines. 

4 Nov 2018 Briefed the project team and locked down the timelines with deliverables. 

5 Nov 2018 Compiled a stakeholder database of relevant stakeholders that will participate and be 
consulted. 

6 Nov 2018 Reviewed all relevant background information, existing marketing material and platforms 
and gathered available research. 

7 Nov 2018 Presented a final project plan with budget, timelines and project deliverables to 
Swellendam Municipality. 

8 Nov 2018 Drafted and agreed on the market research brief and deliverables with the research team. 

12 Nov 2018 Met with SM and industry focus group in Swellendam  

13 Nov 2018 Met with SM and industry focus group in Barrydale 

26 Nov 2018 Conducted a strategic review of background material, research findings, recommendations, 
international case studies, trends, learnings and industry feedback. 

10 Jan 2019 Status report meeting with Municipal Manager 

31 Jan 2019 Analysed the research and compiled a research report with key findings 

14 Feb 2019 Status report meeting with Municipal Manager 

14 Feb 2019 Workshop with industry, Swellendam 

27 March Presented a long-form format research report with key findings and recommendations to 



5 
 

2019 SM 

27 March 
2019 

Drafted a strategic outline with vision, strategic objectives, policy principles, strategic 
targets and key programmes, including marketing, visitor services, industry services and 
tourism development; presented the strategic outline and high-level marketing plan to SM 
for preliminary input. 

27 & 28 March 
2019 

Facilitated an industry and stakeholder session where highlights of the research were 
shared with stakeholders 

30 March 
2019 

Drew up a comprehensive research report in association with SU. The report includes a 
Customer and Competitor Analysis with a regional SWOT Analysis. 

10 April Incorporate feedback from SM and focus groups into strategy 

20 May Identify institutional and private sector financing arrangements 

22 May Facilitated industry and stakeholder sessions in Swellendam and Barrydale where first 
elements of strategy were shared 

12 June Conclude the final draft strategy 

12 June Draft a three-year business plan with budget outline 

12 June Formulate a practical twelve-month implementation plan 

12 June Conduct a strategic review of the current and past structures 

12 June Capture the input and incorporate into report 

12 June Present a recommended entity structure with an organisational design 

12 June Develop proposal on the most suitable entity type and structure 

12 June Include a recommendation on a new inclusive industry programme 

12 June Assess and propose an improved visitor services delivery mechanism 

12 June Conduct a review of the region’s tourism inclusivity 

12 June Present the final draft strategy to SM for approval 

18 June Deliver final strategy to SM for approval 

25 June Coordinate a final workshop with key stakeholders 

26 June Incorporate SM feedback and finalise the Tourism Structure 

30 June Incorporate stakeholder feedback and present final strategy to SM for final approval 

2 July Prepare and present a project close up report to SM 

2 July Assist SM with the coordination and facilitation of an industry event with media to present 
the new strategy and proposed tourism entity 

14 July Provide project hand-over and strategic support to SM 
 

Through consultation with local government and the industry, the following were identified as priorities: 

● The need for more effective communication channels, specifically between the private 

sector, the municipality and tourism structures 

● The need to build a strong local brand and identity 

● The need for sustainable local tourism development that appeals to travellers and give them 

a reason to stay longer 

● Working together in a tourism value chain to promote the region collectively 

● Include community tourism experiences in the overall tourism offering   

● To align better with national, provincial and other regional tourism organisations and identify 

suitable and mutually beneficial joint marketing initiatives 

● Route development to connect the towns within the region, improving the intra-regional 

distribution of visitors 
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● Bringing the region’s interesting history alive through local storytelling 

● An aligned events calendar and a flagship festival/event for the region 

● Improved funding for tourism development and promotion 

● Identify specific growth opportunities, such as outdoor, nature, adventure & sport 

● Bringing sport and nature closer together 

● Effective marketing & promotion 

● Packaging new experiences alongside well-established experiences with the emphasis on 

value for money and family friendly 

● Package the region's tourism offering better 

• Investment in improved digital marketing 

 

3. A GLOBAL TOURISM OUTLOOK 

It is important to understand the state of tourism globally. 

The reality remains that tourism is a vulnerable sector and that competition amongst destinations is 

tougher than ever before. Despite a global economic slowdown, travel continues to outperform many 

other sectors, with another exceptional travel year in 2018. Overtourism and a fear of terrorism remain 

topical and could possibly lead to a shift in travel behaviour and destination choices.  

The UNWTO estimates that worldwide international tourist arrivals (overnight visitors) increased 6% 

to 1.4 billion in 2018, clearly above the 3.7% growth registered in the global economy. 

In relative terms, the Middle East (+10%), Africa (+7%), Asia and the Pacific and Europe (both at 

+6%) led growth in 2018. Arrivals to the Americas were below the world average (+3%). 

The growth of tourism in recent years confirms that the sector is today one of the most powerful drivers 

of economic growth and development. The UNWTO has expressed the importance of managing 

tourism in a sustainable manner and translate this expansion into real benefits for all countries, and 

particularly, to all local communities, creating opportunities for jobs and entrepreneurship and leaving 

no one behind.  

UNWTO’s long-term forecast published in 2010 predicted the 1.4 billion mark of international tourist 

arrivals for 2020. Yet stronger economic growth, more affordable air travel, technological changes, 

new businesses models and greater visa facilitation around the word have accelerated growth in 

recent years. 

Based on current trends, economic prospects and the UNWTO Confidence Index, UNWTO forecasts 

international arrivals to grow 3% to 4% next year, more in line with historic growth trends. 
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As a general backdrop, the stability of fuel prices tends to translate into affordable air travel while air 

connectivity continues to improve in many destinations, facilitating the diversification of source 

markets. Trends also show strong outbound travel from emerging markets, especially India and 

Russia but also from smaller Asian and Arab source markets. 

At the same time, the global economic slowdown, the uncertainty related to the Brexit, as well as 

geopolitical and trade tensions may prompt a “wait and see” attitude among investors and travellers. 

Overall, 2019 is expected to see the consolidation among consumers of emerging trends such as the 

quest for ‘travel to change and to show’, ‘the pursuit of healthy options’ such as walking, wellness and 

sports tourism, ‘multigenerational travel’ as a result of demographic changes and more responsible 

travel. 

Digitalisation, new business models, more affordable travel and societal changes are expected to 

continue shaping the tourism sector, so both destination and companies need to adapt if they want to 

remain competitive.  

 

4. THE STATE OF TOURISM IN SOUTH AFRICA 

Overall South Africa’s tourist arrivals remain under pressure. 

Travel and tourism in Africa grew by 5.6% in 2018 compared to the global average of 3.9% and the 

broader African economic growth rate of 3.2%, according to the World Travel & Tourism Council 

(WTTC). 

This makes Africa the second-fastest growing tourism region. Asia-Pacific is the fastest growing. 

According to the WTTC, the growth in Africa is partly explained by North Africa's rebound from security 

crises as well as the development and implementation of policies that promote travel facilitation. 

Research by the WTTC shows that in 2018 travel and tourism contributed $194.2bn to the Africa's 

economy, representing 8.5% of the continent's gross domestic product (GDP). The sector furthermore 

contributes 6.7% of total employment on the continent. 

 

About 71% of tourism spending across Africa was leisure-driven and 29% business by nature. 

Domestic spending accounted for 56% of the tourism economy versus 44% for international. 

International tourism spending comprised 9.6% of Africa's total exports, worth $58.5bn. 

In January 2019 the WTTC released a report which concluded that the future of travel and tourism 

will be shaped by those companies and destinations which provide unique and meaningful 
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experiences, harness the power of networks, provide a personal service to sustainability-minded 

consumers, and are led by trustworthy and responsible leadership.  

The WTTC forecast last year that the travel and tourism sector would contribute R424.5bn to the 

overall South African economy - about 3% more than in 2017. Ethiopia surprised the industry with a 

48.5% growth in the country’s tourism economy, while South Africa saw a decline of 1.9%, Angola 

2.5%, and Zimbabwe and the DRC, 0.1% and 1.7% respectively. 

 

Only four southern and East African countries saw tourism growth declines. 

 

The Seychelles recorded the biggest percentage of tourism’s contribution to its country’s economy, 

at 67.1%, with Mauritius coming in second at 24.3%, and Madagascar at 15.7%. 
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Seychelles’ tourism sector’s contribution to its country’s GDP accounts for more than half of any 
other sector’s contribution. 

 

South Africa is ahead of all African countries in its international tourism visitor-spend figures, 

according to the report. A record of $9.7bn was spent in SA over the 2018 period, with Ethiopia coming 

in second at $4.08bn, Tanzania at $2.5bn, Mauritius at $2.21bn, Kenya at $1.73bn and Botswana at 

$1.26bn. 

That means travel and tourism contribute more to the South African economy than in any other African 

country.  
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South Africa holds the highest international visitor spend of all southern and East African countries. 

 

Southern and East Africa look forward to healthy arrivals in 2019, according to WTTC, and strong 
initiatives by the tourism sectors will be pivotal drivers to arrivals and spend. 
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SA is expected to see a healthy volume of international arrivals in 2019, with 10.9m visitors expected 

to visit the country. The WTTC expects arrivals of 2.5m in Zimbabwe, 2m in Botswana, 1.8m in 

Uganda, 1.7m in Mozambique, 1.6m in Namibia and 1.5m in Kenya. 

There is a general trend of low confidence across South Africa’s economic landscape. The current 

economic climate, inflation and the increasing cost of living means that the average South African will 

think twice before taking a leisure trip and sleeping over at a hotel. 

Value for money packages and a compelling proposition targeted at the right travellers that need what 

Swellendam has to offer are required. 

 

5. GLOBAL TRAVEL TRENDS AND WHAT IT MEANS FOR SWELLENDAM  

5.1 The state of the world 

  

The single biggest trend in travel is experiential travel with travellers increasingly wanting to 

experience a country, city or particular place by connecting to its history, people and culture and 

reconnecting with self. To keep up, destination marketing organisations need to adapt their strategy 

and double down on experience-driven marketing. 

  

The core elements of success? Recognising your strongest local experiences, having a unified vision 

of what your destination offers, and not attempting to market everything you offer all at once. 

  

If we want to stand out, we will need to focus and punch above the competition with brave, innovative 

marketing that truly understands the state of mind of our customers and offer visitors the opportunity 

to come and find their better selves. We must be willing to let go of some old habits, to question the 

traditional role of a tourism organisation and to take on a new role as curator of content and 

campaigns, taking hands with the local community and tapping into authentic and trustworthy content 

created by visitors, industry and online influencers, rather than being the sole creator or marketer of 

the region.  

 

Swellendam Tourism does not have the resources to conduct international or even national tourism 

marketing and advertising campaigns, or to participate in some of the traditional marketing activations 

like road shows and trade shows. We need to utilise the web and the power of word of mouth to 

present a proposition to travellers looking for a destination that offers what they crave. We need to 

work smarter and take hands as the greater Swellendam business, agricultural and tourism 

community to realise the destination’s tourism potential.  
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The web and social media have made it possible for smaller destinations to compete with well-known 

destinations, but as social media platforms tighten up their algorithms, demanding a more thoughtful 

and focused approach to digital marketing, we must invest in thumb-stopping content and visual 

storytelling. 

  

Let’s review some of the major tourism trends impacting on travel globally and in particular, how we 

can use these trends to map a new journey for Swellendam inspiring more leisure travellers, in 

particular, families, female and outdoor travellers, to visit. 

 

5.2 The new traveller 

  

Travellers as we know them have changed. No longer looking for the traditional one-dimensional 

holiday and no longer satisfied with merely relaxing, they search for authenticity and meaningful 

experiences that will enrich their lives and broaden their perspectives on the world. Experience is 

everything and the traveller is looking for instant and total immersion. 

  

Trust is now the most valuable commodity in travel, and it is the one thing that tourism bodies do not 

have and cannot buy. Travellers use and fully exploit the web, social media and recommendations of 

friends and followers to peel away the superficial layers of a place and find the real magic. Armed 

with smartphones and other smart devices they capture and share their travel experiences instantly 

and intimately with friends and followers. 

  

It is crucial to develop a network of online and local storytellers that can be used to share the region’s 

stories with the world. The next five years should be about taking South Africans and the world on a 

journey of discovery into the region and its different towns, discovering many unknown aspects of the 

region through the eyes of locals and fellow travellers and reinforcing the region’s strongest selling 

points through good content with a strong call to action. 

 

A dynamic blog with fresh, engaging content produced in association with a number of local 

storytellers, writers and travellers is important. 

 

5.3 It is all about the heart 

  

One trend holds the key to standing out over the next few years and it is of particular relevance to 

Swellendam.  
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The world wants meaningful experiences, they want to pause, not merely meet, but connect with the 

people behind the stories. They want to sit down and break bread with ordinary people. They want to 

go beyond the well-known and obvious attractions and find out from locals in the know what the real 

gems of the region are. Developing a network of good homestays, community tourism initiatives and 

local knowledge will be key. Essentially everyone within the value chain of tourism in the Swellendam 

region must take on the role as marketer and storyteller, sharing and connecting experiences and 

people across the region with visitors.  

  

5.4 The new relaxation 

  

Once at the destination, travellers are spending less time “relaxing”, opting for active ways through 

which to explore destinations. Biking, hiking and trail running are popular ways to get to know places 

better. This is a good opportunity to develop and promote the region’s natural environment for 

recreation, and to unlock the potential of existing and new routes and experiences. 

  

Cycling is the new golf, with middle-aged-men-in-lycra (the MAMIL) taking to the streets and mountain 

tracks and spending on average 20% more than other travellers. Cycling is a great way to explore the 

region, allowing visitors the opportunity to get off the bus and really experience the destination from 

a different perspective. 

  

Cycling and other outdoor experiences should be a key area of development and promotion for the 

region with a bigger focus on water based activities to utilise the region’s rivers and some of the coast 

line.  

 

5.5 A connected world 

 

Recent innovations, such as the social web and smart mobile technology, have mean anybody and 

everybody with access to a computer is a writer, journalist, publisher, critic, social commentator and 

travel agent. 

  

Word of mouth through social media is the most powerful and cost-effective tool for any destination 

marketer today.  

  

Social networks like Facebook, Pinterest, Instagram and YouTube are fast becoming “virtual shop 

windows” by illustrating the personal worlds of people through images and videos. With the rise of 

technology, regular consumers and travellers are able to share their thoughts, movements and 

experiences immediately, steering the buying preferences and behaviours of their friends and 
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followers who trust their opinions. Finding a good balance between local and influencer as well as 

paid for and organic storytelling is key. 

  

Being connected and providing free Wi-Fi is now one of the most desired travel perks allowing 

consumers to curate their travel aspirations. This must be a key area of investment for industry in the 

region. The tourist of today is hyper connected, well-informed, multichannel and demanding. The 

focus must be on improved user experiences and mobility with optimized mobile content and cross 

regional experiences that get the traveller moving freely and easily to explore the region in totality.  

  

For the Swellendam Municipality, the connected world offers an opportunity to unlock the potential of 

various locations and sites across the region, through clever use of technology, digital marketing, 

innovative influencer marketing and local storytelling. 

  

5.6 Millennials and Generation Z 

  

Travel by Millennials is on the rise and is one of the largest growing markets in the world. Millennials 

are loosely defined as people born after the mid-1980s, currently accounting for 217 million trips, a 

number expected to rise to 320 million in 2020. Millennials (or Generation Y) travel more overall - on 

average 4.2 times a year (HVS Global Hospitality Services) than the 2.9 to 3.2 times per year for older 

generations and 58% prefer travelling with friends. 

  

Speed, adventure and bragging rights are big incentives for Millennials, who also crave the freedom 

to make spontaneous decisions on holiday, and are tech natives with an eye on multiple apps and 

social platforms to curate their adventure. 

  

A far cry from the penniless back-packer of youth travel gone by, the Millennial is prepared to spend 

– not on souvenirs, but on adventures and experiences. 

  

Millennials are our frontline marketers, driven by a desire to share their experiences on multiple 

platforms. Enabling this with free wireless and easy access to social details is a worthwhile investment 

for every tourism and tourism-related business. Keeping alert to what your visitors are saying about 

you on social media also generates honest feedback, a chance to fix problems and an instant, 

possibly enduring, relationship with customers. 

  

Millennials are seen to be the most socially conscious generation of travellers in history. Consumer 

interest now dictates a more caring and committed culture where travellers, in general, want to 

experience the authentic daily life of locals and want to see their money make a difference to the lives 
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of people in the places they visit. 

 

Generation Z is coming of age and has never experienced a world without the internet and social 

media. More and more they will determine the travel choices of their parents and as they mature will 

disrupt trends even more.  

  

5.7 Health conscious 

 

Consumers have become increasingly health conscious and are becoming more devoted to their 

mental and physical wellbeing. Yoga retreats, active holidays and responsible, healthy travel options 

will gain popularity. 

  

Older travellers (active explorers) are getting “younger” as they invest in health and well-being. They 

are travelling more, often with younger generations, in small groups of friends or even solo, with solo-

female travel in particular, getting more and more popular. 

  

The Swellendam region must position itself as a destination that offers healthy, safe travel 

experiences to the curious, active traveller – offering experiences and packages that suit families, 

female, Millennial and older travellers. 

  

5.8 It's all about food 

  

From labelling themselves #foodnerds to asking for food itineraries, a new breed of high-spending 

travellers is eating (and sipping) their way through the world. 

  

Food is fast becoming the lens through which travellers are experiencing their destinations. It unlocks 

the cultural narrative and lets people connect with that story through the senses. Food travellers are 

looking to do more than just eat at a nice restaurant. They want to understand food, where it was 

caught or how it is grown and how local people like to eat it. They want to meet the chef, see the 

kitchen, get involved in the cooking and learn how to make a dish from scratch. 

  

A recent trend bulletin by Skift indicated that the foodie traveller is likely to spend about 18-20% more 

cash in destination across every age group and country of origin and one in two Millennials brands 

themselves a foodie. 

 

Whilst older travellers have always been food travellers, the millennials have been behind the shift to 

food as an engaged experience. The region’s local produce must be celebrated and used in the 
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promotion of Swellendam, making it more accessible and involving local communities in presenting 

unique food experiences.  

 

5.9 People-centred marketing 

 

Travellers are at the centre of their own travel decisions and they do not trust tourism organisations. 

They trust what locals and other travellers say and do. They also love places that are great places to 

live. They love neighbourhoods and community. 

  

The visitor and local citizen must be at the centre of our planning and thinking. We must tap into and 

reignite locals’ passion for the region, share their stories through the web platform and connect the 

visitor with authentic local experiences and encourage visitors to share their experiences with their 

friends and followers through creative digital marketing campaigns. 

  

Through social media we can be connected to a place getting insiders’ tips and recommendations in 

a far more intimate way than through traditional guidebooks or tourism offices.  

  

Living like a local in a non-tourist neighbourhood, enjoying meals in small, local restaurants and 

seeking out engagement through peer-to-peer dining is an increasing trend with food now being a 

hook for travel.  

  

For destinations and industry, it is increasingly important to put the spotlight on the “less obvious”- 

working with locals in the know to compile online “Citizen guides” with insider tips, promoting 

alternative tours and a focusing on neighbourhoods are all key drivers for this booming trend. 

  

Travel has always been about the experience but now each individual’s experience is connected to 

the views and opinions of so many pairs of eyes. 

  

Travellers in-destination are all taking along a group of peers on their adventures. We have to help 

them spread the word by giving them highly visual, authentic and original experiences to share and 

rave about. 

  

5.10 The story is the unique selling point 

 

It is no longer about the destination or your unique selling points…it is about the story. The 

Swellendam region brims with unique stories and these stories are best told by locals and by travellers 

themselves, so platforms should be created for locals and visitors to tell the region’s story from a 
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variety of perspectives and through a diversity of voices. 

 

It is important to take the visitor deeper into the heart of the destination beyond the well-known tourism 

façade to meet the people and in the process reconnect with self and each other.  

  

 

6. SWELLENDAM RESEARCH FINDINGS AND KEY TAKE-OUTS  

 

It was agreed that a new tourism strategy had to be informed by current market research and what 

the media, trade and industry sentiments are about the region. The first of its kind regional research 

was conducted over a four-month period (November 2018 to March 2019). 

This study set out to collect four sets of empirical evidence to assist in the formulation of a new tourism 

strategy for Swellendam Municipality: 

• Engagement with stakeholders and the community  

 

• A review of media sentiment about Swellendam (content analysis of media, including social 

media can provide a great deal of information about the images projected of tourist 

destinations). 

 

• A survey conducted among visitors to the region as well as tourists to the province in general 

 

• A snap review of tour operators’ opinions on Swellendam as tourism region 

 

The comprehensive research findings are shared within the research report (Appendix 1) and will be 

used to inform the new tourism strategy and proposed tourism structure for the Swellendam region.  

Here are a few key take-outs:  

 

6.1 Market research 

 

• Available statistical trends show that the region is typically appealing to leisure and holiday 

visitors, that there is one international visitor for every four domestic visitors, and that from 

2010 the bednights and the total tourism spend as percentage of GDP declined rather 

drastically, resulting in a negative growth in tourism over the said period.  
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Number of trips by origin 

 

 

 

Bed nights by origin of tourists (international and domestic) 

 

• The brand Cape Trade Route is unfamiliar to the vast majority of survey participants and 

should be reconsidered 
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• The general knowledge about key tourist attractions and features in the region is limited 

  

• There are misconceptions about whether the region is part of the Garden Route or not and 

about the significance of the wine industry in the region 

  

• The region is mostly visited by white travellers (85%) 

  

• International visitors to the region are mainly from Europe and UK 

  

• The particular preference of certain activities, attractions and features that personally appeal 

to the respondents revolve around food and wine, mountains and national parks, the ocean 

and climate as well as hospitality and friendliness of local residents 

 

At face value, the representation of interests tends to indicate greater attraction for the natural 

landscape and cultural issues. Outdoor (physical) activities generally tend to have a low attraction 

value, because it appeals to niche segments of the market.  

 

                       0-20             21-40             41-60            61-80           81-100 

                                                                                   

Scale: 

NATURAL LANDSCAPE Low 

attraction 

value 

Moderate 

attraction 

value 

High 

attraction 

value 

Ocean/coast/beach 
   

Mountains 
   

Steep cliffs 
   

Rivers 
   

Dams/lakes/wetlands 
   

Springs 
   

Waterfall 
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WILDLIFE, VEGETATION & CULTURAL    

Game drives 
   

Birding 
   

Fishing 
   

Proteas and other fynbos 
   

    

CULTURAL 

Rock art (Khoisan paintings) 
   

Historical buildings/Architecture 
   

Historical graves 
   

Historical routes 
   

National monuments and museums 
   

Local/traditional food  
   

Observing/participating in farming activities  
   

Farm product sampling/tasting 
   

Wine tasting 
   

Nightlife entertainment 
   

Festivals/Fairs/Exhibitions 
   

Local artist’ work and art galleries 
   

 

OUTDOOR ACTIVITIES    

Swimming 
   

Canoeing/boating/water skiing 
   

Wind surfing 
   

Hang-gliding 
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Rock climbing 
   

Hiking 
   

Horse riding 
   

Mountain biking/cross road 
   

4x4 
   

Motor biking/motor cross 
   

Quad biking  
   

Picnicking 
   

Camping  
   

Diving 
   

Sports facilities/activities 
   

National parks/Wilderness areas 
   

    

OTHER 

Climate 
   

Hospitality/friendliness 
   

 

Attraction value for selected activities/facilities/features 

 

• The town of Swellendam is the most visited place in the region by both domestic and 

international visitors (83%), followed by Barrydale and Malgas (Figure 5.4).  
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 Figure 5.4: Percentage of visitors who visited various places in the region (of those who have visited the region 

in the past 5 years (n=240))  

 

Percentage overall satisfaction with visit to region 

 

• Visitors seemingly had a very pleasant experience during their stay with the majority (90%+) 

indicating that they were satisfied/very satisfied (Figure 5.5). Slightly more international visitors 

(63%) were very satisfied with their stay compared to domestic visitors (60%).  

 

Table 5.6: Satisfaction index values 

 Satisfaction indicators 
Index 

value 

The quality of the accommodation is good 84,45 

The destination has unspoiled nature 84,09 

Local people are very friendly 81,88 
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It is an affordable destination  80,73 

Local cuisine is good 80,11 

Personal safety and security up to standard 79,87 

Overall cleanliness of the destination is exceptional 79,65 

 

• The particular preference of certain activities, attractions and features that personally appeal 

to the respondents who have visited the region in the past five years in general (not specifically 

to Swellendam) revolve around food and wine, mountains and national parks, the ocean and 

climate as well as hospitality and friendliness of local residents 

 

 

Figure 7.2: Number of future visitors and their awareness of places and activities 

 

6.2 Trade research  

 

• Total of 77 tour operators were contacted via electronic and telephonic surveys  

• The average tour group size is 7 persons  

• The most prominent age category is 41-60 

• The five most popular routes are Cape Peninsula, Garden Route, Cape Winelands 

(Stellenbosch, Franschhoek, Paarl), Hermanus and Mpumalanga (Kruger). The Overberg and 

Swellendam in particular were not singled out by any of the operators interviewed.  
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• Only 2 survey participants knew that the Cape Trade Route is associated  with the 

Swellendam region (this despite the fact that almost all have included the region in a 

package tour over the past 5 years).  

• Swellendam is only a stopover or at most a one-night destination en route somewhere else, 

with the two main towns (Barrydale and Swellendam) the main destinations in the region to 

visit.  

• Guest house/B&Bs are the main accommodation types for all those who do include the region 

on their tour package.  

• Trade associate the region with:  

History, nature and wine tasting 

Mountains, Gecko Lodge and Drostdy museum 

Wine 

Fynbos, hikes, mountains 

Old Cape Dutch houses, aesthetics  

A mix of wine and birds and scenic beauty 

Nature walks / Quaint accommodation 

Restaurants, art galleries, arts and crafts, craft beer, great scenic towns 

Mountains, rivers and dams 

Rural farmlands 

Bontebok Park - fairy sanctuary - cute village of Swellendam 

Farms, canola fields, mountains 

History & Wine route 

Most of the time a place to stop for lunch 

Trips to the Klein Karoo or Bontebok NP 

 

• Visitor satisfaction is good with the following score: 

 

0 2 4 6 8 10 12

Personal safety

Overall cleanliness

Unspoiled nature

Cultural/historical attractions were worthy
visiting

The quality of the accommodation is good

Local people are very friendly

Local cuisine is good

It is an affordable destination

Strongly agree Agree Neutral Disagree Strongly disagree
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• Cultural/historical attractions are probably the outlier in terms of responses where one third of 

the participants said that they are neutral/disagree or strongly disagree with the statement that 

these attractions are worthy visiting.  

• As far as what is important to tour operators’ clients, they ranked history, wine tasting, culture, 
hospitality/friendliness, nature and good food the highest.  

• Camping, nightlife, farm experiences and, festivals and art exhibitions are the least important.  
 

       

 
 

• The mix of offerings – nature, history/culture, wine – in the region is what appeals to the tour 
operators.  

 

• The operators as well as their clients (tourists) are generally satisfied with their experience in 
the region.  

 

• Trade’s recommendations on improvement of tourism in Swellendam region correlated with 
the industry feedback and the need for more outdoor activities and facilities, especially more 
water-based opportunities as well as a focus on local craft, produce unique to the region and 
cross-regional packaging and marketing were points raised.  

 

• Other suggestions included:  
o Bringing the local community into the tourism experience 
o Slack packing experiences to target older travel market 
o Improved information services 
o Better marketing material, especially videos 
o Restaurant trading hours should be extended 

 

6.3 Business & Community Engagement 

 

Destinate facilitated a number of engagement sessions with business and community members from 

the Swellendam region between November 2018 and March 2019 in Swellendam and Barrydale 

respectively.  

The aim of the initial engagement sessions was to unpack the tourism strategy development process 

0.0 1.0 2.0 3.0 4.0 5.0

Good food

Hospitality/fiendliness

Wine tasting

Local/traditional food

Local community experiences

Art

Farm experiences

Camping
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and get input from the community on local tourism and the opportunities in the region against the 

backdrop of international travel trends. The goal was to reach consensus on the key areas of focus, 

ensure an involved and engaged community and identify immediate deliverables.  

The sessions were well attended and designed to allow for robust debate, conversation and 

interaction.  

During the first sessions we considered the essence of the Swellendam region, allowing for specific 

engagement on Barrydale as a town within the Swellendam district and debated the key icons and 

the assets that give the region its unique sense of place and differentiates it from the competition. We 

looked at global trends and identified the trends that have an impact on the Swellendam region and 

that could be used to give the region an edge over its competitors.  

We spent time unpacking the region’s potential, then identified the opportunities for the Swellendam 

region and which areas should be prioritised in the development of a new tourism strategy. Finally, 

we shared the next steps to be followed in the project giving participants the assurance that they will 

be involved in the process.  

Further engagement sessions were held in February and again in March to share the initial research 

findings from the market, media and trade research conducted in association with the University of 

Stellenbosch. The sessions were also used to get the industry’s input on a new tourism structure for 

the Swellendam region.  

Through the consultation with local government and the industry, the following were identified as 

priorities: 

● The need for more effective communication channels, specifically between the private 

sector, the municipality and tourism structures 

● The need to build a strong local brand and identity 

● The need for sustainable local tourism development that appeals to travellers and give them 

a reason to stay longer 

● Working together in a tourism value chain to promote the region collectively 

● Include community tourism experiences in the overall tourism offering   

● To align better with national, provincial and other regional tourism organisations and identify 

suitable and mutually beneficial joint marketing initiatives 

● Route development to connect the towns within the region, improving the intra-regional 

distribution of visitors 

● Bringing the region’s interesting history alive through local storytelling 

● An aligned events calendar and a flagship festival/event for the region 

● Improved funding for tourism development and promotion 

● Identify specific growth opportunities, such as outdoor, nature, adventure & sport 

● Bringing sport and nature closer together 

● Effective marketing & promotion 

● Packaging new experiences alongside well-established experiences with the emphasis on 
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value for money and family friendly 

● Package the region's tourism offering better 

• Investment in improved digital marketing 

 

The top 5 trends to exploit for Swellendam were identified as: 

● The economic shift, which emphasises the importance of presenting the region’s value 

proposition through dynamic, value for money packages targeted at specific niche segments 

● The growing importance of the web, social and influencer marketing means the traveller is now 

the marketer and must be firmly placed in the centre of our marketing strategies, plans and 

communication 

● Our story is our only truly unique selling point. The focus must be on the experiential, personal 

and memorable. 

● We are seeing many “new” travellers with a very focused or niche interest be it urban (short city 

breaks), lifestyle, solo-female, special interest, foodies, “Bleisure”, cross-generational, family, 

millennial 

● Health, wellness and sustainability are now important considerations and we must present our 

region as the place to revive your life and reconnect with self, nature and others 

 

Core themes were identified to frame the destination’s marketing strategy and brand 

positioning.  

 

The following assets were identified as the strongest themes for the region.  

• Tranquil nature 

• Agri: local produce 

• Lifestyle 

• People, culture & heritage 

• Adventure/Sport/Outdoor 

• Location  
 

There was consensus that the Swellendam region should be positioned as an outdoor eventing 

mecca, really using the region’s natural assets like the ocean, rivers and mountains to their full 

potential and creating new attractions using the natural environment like a Coast to Klein Karoo 

Camino, a marathon (similar to Comrades) from Swellendam to Barrydale, more hiking trails, water 

based activities & family friendly cycling routes. 

A regional event strategy with a 12 months event calendar and cross-regional packaging to ensure 

the whole region benefits from extended stays during events was also identified as an opportunity.  
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Other opportunities include: 

• Turn the Swellendam Landbou Skou (Agri Show) into a town festival, incorporating the other 

unique elements like community, tourism, gastronomy, farmers market, sport, arts, heritage 

and culture. 

• The Drostdy Museum as a living interpretive museum and regional tourism hub – starting point 

for routes, tours, cycling, walking etc. 

 

There was consensus that Swellendam’s natural environment and assets must be used better and 

that events can have a positive impact on the region’s year-round tourism potential, extending the 

length of stay, ensuring a good geographic spread and connecting the region’s towns better through 

an event calendar and cross-regional packages and promotions.  

Through attractive cross-regional packages that incorporate the region’s other assets, the community 

at large can benefit directly through the value chain of tourism.  

Ultimately the region needs to invest in a good tourism strategy with a well-defined marketing and 

digital strategy that is influenced by global best practice and trends, but applied within the local 

context. It needs a compelling marketing message with good storytelling and a strong call to action 

complemented by user-friendly technology that enables easy transactions & bookings.  

6.4 Tourism Sector Survey 

To further ensure the inclusivity of the process, three surveys were developed and conducted towards 

the end of March 2019 through the office of the Municipal Manager: 

1. Swellendam Tourism Sector Survey 

2. Swellendam Hospitality and Tourism Sector Survey 

3. Cross-sector Swellendam Tourism Sector Survey 

The purpose of the surveys was to give members of the tourism sector in the greater Swellendam 

region the opportunity to provide anonymous feedback on the status of tourism in the region, their 

needs, the requirements of a tourism organisation and what kind of entity they wanted established.  

A total of 94 responses were received of which only 37 were fully completed with all questions 

answered.  

The Swellendam Tourism Sector is compiled of the following sectors – hospitality (42,11%); 

restaurant/coffee shops (26,32%); events/performing arts (21,05%); adventure activities (21,05%); 

professional services (15,79%); museums (5,26%). 

The survey results corresponded with some of the findings of the market research. Average 

occupancy was low, even for peak season with the majority of the respondents indicating occupancy 

of below 50%.  

The survey also verified that the majority of accommodation establishments catered for smaller 

groups of up to 10 guests with only a few establishments in the region catering for more than 10 

guests.  

 

Online booking platforms (81%) render the most reservations followed by word of mouth (27%) and 
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travel agents/operators (13,6%).  

The most common information shared with guests is restaurant information, things to do in the region 

followed by maps and brochures of the region and lastly emergency numbers.  

The most useful piece of information required by accommodation establishments was identified as a 

foldout map and brochure.  

Interestingly, the majority (72%) of establishment are not star rated by the National Grading Council.  

52,6% of respondents indicated that the tourism office played absolutely no role in the marketing of 

their businesses, but 52,3% believed that a tourism office was necessary even if there was adequate 

information available online and through regional maps and booklets.  

The majority of respondents were extremely happy about the idea for brochures to be distributed to 

all restaurants, hospitality venues and other related businesses, in other words, a decentralised 

information service model in partnership with the industry.  

 

 

Purpose of tourism office 
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The reasons visitors come to Swellendam region 

 

The majority of respondents indicated that they wanted a new tourism entity to be established, 

independent and separate to the Municipality, but working in partnership. A number of respondents 

also selected a Hybrid model, which would mean that some functions will be retained within the 

Municipality.  

 

 

In terms of what the key functions (purpose) of Swellendam Tourism should be, respondents 

selected the top 5 as follows: 

1. Marketing of the region 

2. Events 

3. Sales, promotions and activations  

4. Information provision and dissemination 

5. Preparation and printing of maps, brochures and other collateral 

 

6.5 Media research  

• The research indicates that social media sentiment is largely neutral (71%) with a good 

percentage of positive sentiment (28,3%). This should be seen as an opportunity to shape a 

new narrative around Swellendam and create a proactive communication strategy.  

• It is evident that there is a communication void online about the Swellendam region and the 

region does not feature much. When it is mentioned on social media and the web it is mostly 

neutral and somewhat positive, however, because of a lack of proactive communication, 

incidents of negative reporting can fill that void and influence the brand sentiment of the region 

negatively.  
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Conversation themes

 

Hashtag Analysis 

            

 

• Swellendam and Barrydale are the two most talked about towns in the region and the following 

activities receive the most coverage: hiking, cycling, horse riding, fishing, camping, wine 

tasting and canoeing.  

• Conversation about Barrydale, appears to follow an upward trajectory as more people speak 

about it on a month-by-month comparison.  

• In relation to the other Swellendam areas, Infanta had the lowest volume of conversation. With 

only 29 mentions related to the area, there is no theme of conversation to be picked up on. 

• As with Infanta, Malgas had a very low volume of conversation for the reporting period. With 

only 29 mentions in total for the year, there were no big themes of conversation. The Malgas 

Pont was mentioned as a good tourist experience. 

• Stormsvlei generated a total of 382 mentions during the reporting period, 84% of the 

conversation being about the farm attack that took place. There were themes of positive 

conversation surrounded the Stormsvlei Mile - an Equestrian event. 

• People who spoke of Suurbraak spoke mostly about it as a pitstop, on their way to another 

destination. As an example, please find the attached mention. Other themes of positive 

conversation included peoples' stay at local Suurbraak cottages.   
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Most popular topics by number of mentions 

1. River (464) 

2. Breede (423) 

3. Barrydale (322) 

4. Nature (322) 

5. Reserve (273) 

6. Hoop (257) 

7. Bontebok (247) 

8. #overberg (216) 

9. Beautiful (175) 

10. Weekend (154) 

Most popular hashtags by number of mentions 

1. #overberg (216) 

2. #barrydale (138) 

3. #travel (132) 

4. #visitswellendam (120) 

5. #travelchatsa (109) 

6. #westerncape (105) 

7. #capetown (80) 

8. #breederiver (63) 

9. #nature (55) 

10. #grootvadersbosch (49) 

 

Most popular activities in Swellendam 

1. Hiking  

2. Cycling 

3. Horse Riding 

4. Fishing 
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5. Camping 

6. Wine Tasting 

7. Canoeing 

 

Of these activities hiking is by far the most popular topic with 670 mentions by 317 unique authors 

followed by cycling with 51 mentions by 40 different authors.  

 

Traditional media and web sentiment 

 

 

 

 

 

 
 

 

 

The most influential authors were:  

1. Moneyweb 

2. Oudtshoorn Courant 

3. Sports24 

4. IOL 

5. Maroela Media 

 

19.6% 

3.9% 

76.5% 

Positive Negative Neutral 
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The mentions were however few and far in between again illustrating the void in communication and 

content in the media on the Swellendam region.  

 

Brandseye Media Report (January to April 2019) 

We checked the retrospective report against current media sentiment online and in print. The results 

for the period of January to April 2019 showed a consistency with the previous results.  

 

 

Conversation themes: 
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Word cloud 

 

 

Who is talking about Swellendam? 

 

The top interest groups for the region is an interesting indication of where we should focus in terms 

of content and PR activities in the future.   

1. Travellers 

2. Food Lovers 

3. Artists 

4. Wine Lovers 

5. Sport Fanatics 

6. Nature Enthusiasts 

7. Music Enthusiasts 

8. Political Supporters (EFF) 
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9. Photographers 

10. Writers 

 

6.6 Key take-outs from Research Findings  

Below are some of the key observations of the study to inform the Five-Year Tourism Strategy: 

 

Tourism and the economy 

• Tourism is among the top three employment creators in the Swellendam region. However, 

available statistical trends show that the Swellendam region has been experiencing a decline 

in tourism since 2010.  

• Tourism spend as a percentage of the GDP has declined between 2001 and 2015. The 

Swellendam Municipality is fully aware of this situation and in their IDP view that the sector is 

affected because of the lack of marketing and branding, tourism infrastructure and not fully 

representative of all communities. In terms of branding, this was affirmed in the survey findings 

among tourists where it was seen that the previous brand (Cape Trade Route) was unfamiliar 

to the vast majority of survey participants and that it should be reconsidered.  

 

The visitors 

• The broader Overberg region is, compared to other regions, under-represented by domestic 

travel.  

• UK, Germany, USA and the Netherlands remain the top international markets (these 

correlates with surveys conducted in the 2000s by the then Cape Town Routes Unlimited 

DMO). Outside the Western Cape is Gauteng the most significant domestic source market. 

• The region is mostly visited by white travellers (85%) and there is a need to diversify the 

domestic tourism market.  

• The region is primarily a leisure and to a lesser extent a VFR destination. There is agreement 

that it is not a viable business tourism destination, but that it’s leisure offering should be better 

showcased and further developed, for instance to include more water-based activities and 

sporting events. Overall it is important to develop a more family friendly tourism offering.  

 

Destination image 

• From a marketing point of view, it is important to understand aspects of destination image that 

are held in common with other members of a particular group. This understanding affords the 

segmentation of markets and facilitates the formulation of marketing strategies. The definition 

of destination image of Lawson and Baud Bovy (1977) encompasses both the personal 

images and the stereotyped images shared by groups, which are the expression of all 

objective knowledge, impressions, prejudice, imaginations, and emotional thoughts an 

individual or group might have of a particular place. Tourist destination images are important 

because they influence both the decision-making behaviour of potential tourists and the levels 

of satisfaction regarding the tourist experience.  
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• The town of Swellendam is by far the most visited (and known) place in the region. Barrydale 

is however a more established destination in its own right and a popular holiday and weekend 

getaway.  

• The general knowledge about key tourist attractions and features in the region is limited. So 

too is the brand used to promote the region over the past few years (Cape Trade Route) 

resulting in advertising campaigns about the destination not effectively communicating its 

brand image to local and international visitors. Less than 2% of respondents were positively 

familiar with the brand name. 

• In terms of marketing, there are misconceptions about whether the region is part of the Garden 

Route or not and about the significance of the wine industry in the region. Geographic 

boundaries do not matter to visitors and rightly so. The region should use its geographic 

location and accessibility as a gateway region to the Garden Route and Klein Karoo more 

strategically.  

• The particular preference of certain activities, attractions and features that personally appeal 

to the respondents revolve around food and wine, mountains and national parks, the ocean 

and climate as well as hospitality and friendliness of local residents. 

• Outdoor activities appear to be of low attraction value to the sampled respondents, that 

notwithstanding the vast number of possibilities for such activities. 

• Visitors to the region are generally very satisfied with their stay pertaining to a range of aspects 

such as safety and security, cleanliness, quality of accommodation, etc. Such high satisfaction 

scores contribute directly to an enhanced destination image. It is encouraging to know that the 

region’s brand is not broken and its offering is exceptional, providing a solid foundation to build 

upon.  

• The particular preference of certain activities, attractions and features that personally appeal 

to the respondents who have visited the region in the past five years in general (not specifically 

to Swellendam) revolve around food and wine, mountains and national parks, the ocean and 

climate as well as hospitality and friendliness of local residents. 

• In view of the previous three bullet points above, local visitors perceive the destination as 

offering opportunities for engaging in activities, eating, drinking and experiencing the unique 

landscapes. This suggests that local public relations campaigns that target intra-provincial 

visitors should continue to highlight these attributes. On the other hand, it appears that for 

international visitors, the services dimension is tapping the functional aspects of amenities. 

This suggests that the Municipality should maintain servicing of their infrastructure to make 

the travel experience as seamless as possible for first-time visitors, whilst encouraging and 

supporting the tourism industry to provide memorable experiences that utilize the region’s 

assets, local hospitality, cuisine and natural beauty.  

• From a media sentiment perspective, there is an opportunity to shape a new narrative around 

Swellendam and create a proactive communication strategy using the identified themes to fill 

the communication and content void with engaging and inspiring content on the region through 

a diverse number of voices (locals and visitors).  

 

What the tour operators think of and what are their experiences of the Swellendam region? 

• Although the survey sample was small, the findings tell us that the previous Cape Trade Route 

brand is unfamiliar to tour operators, notwithstanding the fact that they generally include 

Swellendam on their tour portfolio.  
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• Swellendam is however only a stopover or at most a one night destination en route somewhere 

else, with the two main towns (Barrydale and Swellendam) the main destinations in the region 

to visit.  

• The mix of offerings – nature, history/culture, wine – in the region is what appeals to the tour 

operators. 

• The operators as well as their clients (tourists) are generally satisfied with their experience in 

the region. 

• There is seemingly a need for more water-based opportunities (short or longer activities).   

 

Top 5 trends to exploit for Swellendam 

 

● The economic shift, which emphasises the importance of presenting the region’s value 

proposition through dynamic, value for money packages targeted at specific niche segments 

● The growing importance of the web, social and influencer marketing means the traveller is now 

the marketer and must be firmly placed in the centre of our marketing strategies, plans and 

communication 

● Our story is our only truly unique selling point. The focus must be on the experiential, personal 

and memorable. 

● We are seeing many “new” travellers with a very focused or niche interest be it urban (short city 

breaks), lifestyle, solo-female, special interest, foodies, “Bleisure”, cross-generational, family, 

millennial 

● Health, wellness and sustainability are now important considerations and we must present our 

region as the place to revive your life and reconnect with self, nature and others.  

 

 
7. SITUATION ANALYSIS - TOURISM IN SWELLENDAM  
 
There are seven towns, each a unique destination with its own set of attractions and opportunities for 
attracting more visitors.  
 
The Swellendam region’s strongest appeal lies within the combination of experiences available, 
presented in an environment that is not yet fully discovered, over-developed or crowded.  
 
The visitor can truly unwind, switch off, escape the pressure, noise and routine of life back home and 
find themselves again surrounded by nature and amongst friendly, interesting local communities 
renowned for their down to earth hospitality.  
 
Whilst Swellendam as a region is not yet fully discovered or exploited from a tourism perspective, it 
is important to manage development and growth carefully so that the very attributes that currently 
attract and can attract even more visitors and development to the area do not impact negatively on 
the region in the long run.  
 
The fact that the region is still wild, unspoilt and simple in its beauty and down to earth hospitality is 
exactly what makes it so appealing for visitors.  
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It is crucial to find and sustain a balance between tourism development and conservation.   
 
Of particular importance is community development and inclusive tourism. Promoting and deliberately 
focusing on small businesses and community initiatives is well aligned with the identity of the region 
and what visitors now crave – real and meaningful, people-centered experiences.  
 
Each town and community is so different in character. Differentiation at this level is crucial and holds 
the key to the success and sustainability of tourism in the region. There is so much content, inspiration, 
beauty and realness to unpack through marketing the Swellendam region in a new, connected and 
truly local manner.  
 
Route development and packaging regional experiences to connect the various towns and 
communities and ensure a better dispersal of visitors, especially to lesser known areas are crucial. 
Setting up and engaging with local tourism industry forums or networks will help Swellendam 
Municipality maintain fresh localised content and creative marketing activations at community level.  
 
Digital marketing and the web now allow us to share our story to a much wider audience in a real and 
inspiring way. Using locals, travellers and online influencers to tell our stories will be a key component 
of the new marketing strategy.  
 
Biggest current obstacles and challenges: 
 

❑ Red tape 
❑ Lack of marketing and awareness 
❑ Illegal tourism businesses 
❑ Lack of authentic experiences available/accessible to visitors 
❑ Lack of collaboration 
❑ Lack of parks and recreational space 
❑ Loss of identity 
❑ Not family friendly 
❑ Infrastructure  
❑ Maintenance and upkeep of tourism facilities 
❑ Water shortage (Barrydale) 

 
 
8. SWELLENDAM TOURISM PLAN OUTLINE 
 

This document represents the plan for Swellendam’s integrated programme of work for the next six 

years (July 2019 – June 2025). The programme embraces destination marketing alongside visitor 

services and industry services with a revamped visitor strategy and membership programme.    

 

8.1 STRATEGIC AIMS, OBJECTIVES AND PRIORITIES  

 

The high-level vision for tourism in Swellendam is to contribute in a tangible way to 

accelerated economic growth for regional prosperity.  

 

Our vision is that by 2025 the Swellendam region will be amongst the top ten preferred rural tourism 

destinations in the Western Cape. 
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This vision cannot be achieved by the Swellendam Municipality alone, but through a much wider 

partnership of organisations and stakeholders that together develop, manage and promote the 

destination and service the needs of visitors. 

 

Swellendam Tourism must function as an effective, target driven organisation with the single-minded 

focus of delivering upon the new tourism strategy for Swellendam.  

  

Mission 

● Attract more first-time visitors to the Swellendam region 

● Attract more return visitors to the Swellendam region 

● Extend the average length of stay to three nights, encouraging more tourism spend in the 

region by unpacking the attributes and unique character of each town and improving the 

distribution of visitors within the region 

 

Growth Priorities  

Fundamental Principles 

● The development of the industry should be based on partnerships between the public and 

private sector, the labour force and the general public, i.e. Tourism should be Government 

led, private sector driven, labour conscious and community based 

● Tourism should be demand driven 

● Tourism must be economically, socially and environmentally responsible 

 

Critical Success Factors 

● A coordinated sector 

● Improved funding for tourism development and destination marketing 

● Greater collaboration within the tourism sector and between the tourism sector and business 

sector at large  

● Effective partnership and communication between tourism sector and Municipality  

● Innovative and dynamic marketing plan 

● Improved service levels and product quality  

● A safe tourism environment 

● Greater involvement of previously disadvantaged communities in tourism with direct benefits  

● Involving all of the towns in the marketing of the region 
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This vision provides the focus and framework for six strategic objectives:  

 

● To enhance the national, provincial and domestic image and awareness of the Swellendam 

region as a memorable place to visit and to live 

● To optimise tourism volumes and yield for Swellendam 

● To reduce seasonality 

● To optimise the distribution of tourism benefits within the greater Swellendam region, whilst 

providing visitors with a more local and real tourism experience 

● To engage actively with tourism businesses, in particular SMMEs, to help them become highly 

competitive and adopt sustainable business practices through the establishment of a  Tourism 

Business Forum 

● To involve local citizens as a proud community of ambassadors for the Swellendam region 

  

To fulfil these objectives, Swellendam Municipality has identified four strategic priorities that 

are the focus of the tourism plan: 

 

1. Sustainability - Developing tourism to become more sustainable as a sector by generating 

more commercial income through a tourism levy, membership, appropriate partnerships, joint 

ventures and sound business management. Whilst continued adequate funding is required by 

the Municipality to sustain the delivery of tourism marketing and visitor services, it will enable 

a greater investment in regional tourism marketing.  

2. Marketing through partnership – a tourism organisation cannot market the region in isolation. 

The budget is not sufficient and its activities will not make the required impact if suitable 

strategic and operational partnerships are not achieved. This includes joint marketing 

agreements with tourism bodies on a regional and national level, commercial partnerships and 

a closer working relationship between the public and private sectors. 

3. Improving seasonality – generating a higher yield tourism all-year-round through events, niche 

tourism and the domestic market. 

4. Tourism as a vehicle for sustained economic growth and transformation - grow the demand 

for local and real tourism experiences, working on a more inclusive tourism industry and 

ensuring that tourism is recognised as the most successful vehicle for economic growth. 
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8.2 STRATEGIC TARGETS 

 
The tourism plan will be implemented in three phases: 
 

• Phase 1: Immediate priorities to address tourism service delivery in the short term, including 
the establishment of Swellendam Tourism (July – Dec 2019) 

 
• Phase 2: Back to basics (January 2020 – June 2020) 

 
• Phase 3: Beyond the basics (July 2020 – June 2025) 

 
A number of strategic targets have been set as milestones for Swellendam Tourism and to ensure 
that we remain on strategy. These targets are:  
 
 

• Increase self-generated income by 30% by 2025 
 

• Increase the average length of stay from 1 to 3 nights by 2025 
 

• Achieve a GDP contribution of 9% through tourism  
 

• Increase the annual occupancy rate from 50% to 60% by 2025 
 
 
Tactical targets that must be achieved by July 2020 are:  
 

• Establish a new representative tourism structure by October 2019 
 

• Establish a membership programme with an accredited membership base of at least 250 by 
June 2020  

 

• Introduce a tourism levy by November 2020 
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8.3 TOURISM PROGRAMMES 

 

Swellendam Tourism will focus on the following key tourism programme areas for the next six 

years: 

 

1. An effective tourism structure and delivery mechanism - to deliver on the new strategy and 

marketing plan in a dynamic and cost-effective manner the appropriate tourism structure is 

required with the necessary resources, skilled, committed staff, service providers and 

partners. A top-heavy tourism structure is not what is required, but rather a nimble and 

dynamic vehicle that can deliver tangible results through partnership marketing.  

 

2. Destination identity – To unite the region behind a common vision, marketing message and 

strong, unified brand identity developed against the backdrop of international tourism trends 

and a distinctive local context. A destination marketing kit will provide industry with content, 

marketing guidelines and talking points to ensure strategic alignment.  

 

3. Innovative and impactful tourism marketing – aimed at attracting a mix of suitable market 

segments (local, national and international) that will deliver good high yield business all-year-

round with a particular focus on the domestic market, festivals and events and growing niche 

markets like the outdoor active and family markets.  

 

4. New Visitor Services Strategy – making information available to visitors where and how they 

require it, without the need for traditional visitor centres, through a decentralised model that 

works in partnership with the business and tourism community. Utilising the web, technology 

and the local tourism network, the aim is improved dissemination of visitor information and 

dispersal of visitors.  

 

5. Greater industry engagement and representation through a new membership and industry 

partnership model - to improve tourism standards and service delivery and engage the industry 

in a common effort to market the greater Swellendam region through participation in joint 

marketing projects. 

 

The underlying principle of Swellendam’s approach to marketing is to put the visitor and 

resident at the centre of destination marketing and give citizens, the industry and travellers a 

voice to help share the unique stories of the region with the world. This is in line with what 

today's travellers want from the destinations they visit. 
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Key principles are to: 

● Focus on a limited number of activities that the tourism organisation can do well, but involve 

partners and members in the marketing of the region and improved in-destination visitor 

experience; 

● Focus on the domestic market and a small number of highly productive market segments 

including family, outdoor active, female and leisure, to maximise the impact of its budget and 

work with Wesgro, surrounding regions, South African Tourism, the trade and industry; 

● Practice Responsible Tourism; 

● Be global and future minded within a distinctively local context showcasing the greater 

Swellendam region's commitment to community and excellence in tourism; 

● Inspire citizens to be positive brand ambassadors for the region and to be actively involved in 

the promotion of Swellendam.  

  

The Swellendam Municipality’s aspiration is to increase the overall tourism income from R1 320 000 

(June 2020) to R2 530 000 by 2025, essentially through sustained municipal funding and increased 

income from commercial and joint marketing activities undertaken in partnership with the industry and 

commercial partners.  

  

This increase will only be plausible with the continued and consistent funding from the Municipality 

allowing for at least an inflationary annual increase (6%) and an initial implementation grant of R420 

000 in 2019/2020 to kickstart the implementation of the new tourism strategy and address a number 

of immediate priorities like an improved web platform and the establishment of a tourism levy that will 

generate additional revenue for tourism marketing.  

 

The growth in net income will be used to increase activity, predominantly in joint marketing activities. 

 

 

8.4 STRATEGIC AREAS 

 

8.4.1 Destination Marketing 

 

While there may be several courses or paths that will take Swellendam into the future, and deliver a 

viable and successful marketing strategy, three key principles form the foundation of this strategy 

namely: 

 

● Strategy led marketing: getting the basics right before we implement new programmes.  

● A compelling and visually arresting brand with thumb-stopping content that delivers moments 
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of inspiration to our markets, complemented with the right tools that will inspire trade, industry 

and business at large to sell the destination. 

● Innovative marketing campaigns and local storytelling that give both a unique and "local" 

perspective on the region and its towns and make local communities active participants in the 

tourism marketing and offering of the region. 

  

There is a general decline in the use of official destination websites with more and more people using 

review sites to get the information they need. It comes back to trust. People trust reviews by fellow 

travellers and the recommendations of friends and followers. They do not trust tourism organisations. 

  

However, it's important to recognise that travellers don't tend to go to review sites like TripAdvisor for 

inspiration. It's a better tool for the planning process, for when a traveller has finished dreaming about 

where they want to go and is ready to weigh up what local suppliers have to offer. 

 

Our focus must be on inspiring more people to visit the Swellendam region.  

  

Swellendam Tourism must own the inspiration phase of the travel journey, tapping into content 

created by travellers, the local tourism community, local people's insights into the "must see places 

in a destination" and invest in thumb stopping, highly visual content. It is all about experience-driven 

marketing and providing a unified vision (with some practical tools like trade and industry marketing 

kits) of the destination working with sites and partners like AirBnB, Tripadvisor, Bookings.com and 

Nightsbridge whilst delivering inspiring content across Swellendam Tourism’s web and social media 

platforms.  

 

 

Our goals with the new marketing plan are to: 

 

1. Know our customer, understand where they are and reach them there. This might mean taking 

some of the effort away from our own website and creating new partnerships with other 

platforms like Tripadvisor, Bookings.com, AirBnB etc. Important points of engagement where 

Swellendam Tourism must have a presence are: 

• The "I want to get away moments" (dreaming) 

• The "Time to make a plan moments" (planning) 

• The "Let's book it moments" (booking) 

• The "Can't wait to explore moment" (experience) 

• The "What an incredible time we had moments" (memory) 
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2.  Remember to promote what people are looking for, not what we want them to like. This is 

crucial and probably the biggest shift needed in the marketing and packaging of the region. It 

will be brave, but it will make a huge impact - it is about the traveller, not the destination. 

 

• Understand what customers are dreaming about and what their state of mind is. 

• Recognise what we are good at and what our natural advantages are. 

• Which experiences within the region contribute to the unified vision and the message 

we want to convey? 

• Avoid listing or promoting every single aspect or every destination on our website. Be 

brave and focused and pick those elements that will inspire travellers. 

• Think about the feelings and aspirations that travellers are looking for from each 

experience and our destination as a whole, and then use these in our marketing. 

• Invest in visual content (custom made for digital marketing) and in particular, video 

marketing, complemented by extremely well thought-out content. Customers' online 

attention span is less than eight seconds, so keep it short and inspiring. 

• Practice having a continually evolving understanding of the modern traveller. 

• Partner with established booking platforms rather than trying to offer everything to 

everybody.  

 

3.  Focus on the customer, using powerful visuals that appeal to their state of mind to market 

unique and authentic local experiences. A great opportunity for the region is to focus less on 

"what there is to do" and more on the "how it will make me feel" message. Less is more, so 

we will have to be disciplined and focused. This is at the heart of a compelling modern 

marketing strategy and will inspire many to come and reconnect with self and others in the 

Swellendam region.  

 

4.  Know what experiences the customer is looking for. It is a waste of time to market what we 

think visitors should like. It is important to monitor social media discussions, track online 

search trends and keep on top of the visitor stats for our local experiences. 

 

5.  Invest in an online marketing strategy and change the way we work with bloggers, online 

content creators and media. It's no longer good enough to offer a free trip to a destination for 

bloggers and media. We need to partner with professional content creators and online 

storytellers. We need a plan, budget and to enter into formal agreements with content creators 

and media that have the audiences we want to reach. 
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6.  Use data smartly. It is more important than ever before to keep up and use consumer data 

gathered in partnership with regional tourism bodies and the industry. By understanding our 

customers and what they search for, we can adjust our marketing and drive resources into 

promoting the local experiences that do inspire and sell.  

 

Key elements of the Destination Marketing plan include: 

 

1) The development of an integrated digital marketing plan 

a) updated website with an interactive blog site  

b) all social media platforms fully activated and optimised  

c) build an active online community through engaging, quality content based on regional 

storytelling and using locals alongside online influencers and travellers themselves as the 

region’s storytellers. 

d) innovative digital marketing campaign with professional and vetted online content creators and 

media developed in partnership and hosted by the local tourism industry. 

 

2) A themed annual communication plan to complement the regional offering and events with rich 

and dynamic local content developed for use across all marketing platforms 

 

3) Development of a digital regional marketing toolkit for trade, industry and media that will be 

available to all industry members. 

 

4) Development of fresh new marketing material for the region including new content on the key 

brand pillars, a gallery of thumb-stopping new images ideal for digital marketing and video footage 

for use in digital marketing. 

 

5) A strong domestic tourism focus, with an events calendar and family-specific content to 

increase the number of families and domestic visitors to the region, encouraging extended stays 

and better dispersal of visitors throughout the region.  

 

6) A focused winter campaign (May – September) with value for money tourism packages to drive 

demand year-round, highlighting the region’s unique off-peak offering and variety of experiences 

available to visitors. 

 

7) PR, trade and media management with targeted trade and media hosting. 



48 
 

 

8.4.2 Visitor Services 

It is essential for tourism marketing to be supported by good visitor services delivery in association 

with the industry. More and more visitors are influenced by the opinion of fellow travellers and demand 

information at the touch of a button whilst less and less travellers visit official visitor centres. We have 

to bring information to travellers long before they reach the destination and then once they arrive in 

the destination, user-friendly and accurate information must be available in as many places as 

possible. A good web presence, digital marketing, social media and a decentralised approach to 

information provision allow for this.  

 

Excellent visitor services and accurate information play an important role in maximising visitor 

satisfaction, which in turn stimulates repeat visits and recommendations as well as widespread 

distribution of spending across the region.  

 

It is essential for Swellendam to invest in the future and adapt visitor services delivery to changing 

trends. Visitor needs have changed and digital, on-line visitor services solutions are now needed. It 

is with this in mind, coupled with the resources required to run bricks and mortar visitor centres that 

the visitor centres in the Swellendam region were closed down in 2018. This has forced the region to 

consider alternatives to traditional visitor services.  

 

The most important innovation in tourism marketing is the ability to communicate instant, relevant and 

personalised info often at the touch of a button. The Internet is now the predominant channel for 

consumers to search for and buy travel, which means we have to ensure that we use these channels 

well in our visitor services offering.  

 

For example, tools like the smart phone now accompanies visitors throughout their journey – used to 

research, book and give instant feedback on experiences. This means less “bricks and mortar” 

solutions needed and more mobility and better use of technology needed.  

 

A new visitors’ services strategy will be implemented that is mindful of technology and the latest trends 

in visitor services management.  

 

The strategy and plan aim to achieve a greater dispersal of visitors across the greater region with the 

focus on including previously disadvantaged communities and small businesses. This will allow 

Swellendam Municipality to unlock local distinctiveness and spread the tourism benefits wider.  

 

Key elements of the Visitor Services plan include: 

 

1) Online information provision through Swellendam Tourism’s website with a link available to all 

industry partners to use on their own websites  

 

2) Decentralised information provision through the local tourism and business network 

 

3) Development of a regional tear-off map distributed across the region and neighbouring towns 

 

4) Development (through a tender process) of an official regional tourism brochure endorsed by 
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Swellendam Tourism and distributed across the region and neighbouring towns 

 

5) Investigate and develop improved way –finding and information signage at key points in the 

destination 

 

6) Improved relations and alignment with online information and booking platforms like 

Tripadvisor, Bookings.com, Google Maps and others.  

 

 

8.4.3 Industry Relations and Membership 

 

There is the need for a representative industry body which allows for a dynamic partnership and 

engagement between the private and public sector.  

 

A new membership programme with a Tourism Business Forum that can bridge the divide between 

the Municipality, Swellendam Tourism and the tourism business community will be established.   

 

The aim of a membership programme will be to achieve: 

• Greater industry engagement and representation 

• Improved tourism standards and service delivery 

• Joint marketing with industry through campaigns and marketing activations  

• More sustainable tourism businesses that are actively involved in the local tourism community 

 

 

8.5 TARGET MARKETS 

 

The Swellendam region has the opportunity to achieve a good mix of market segments – its proximity 

to Cape Town and good road infrastructure makes the region easily accessible for domestic and 

international leisure tourism.  

The key segments to focus on: 

• Domestic leisure breaks: predominantly weekend, autumn, winter and spring 

• Domestic holidays 

• International holidays: predominantly in the summer 

• Outdoor active  

• Sporting events: variously timed over the course of the year, but with the potential for new 

events to be developed during or existing events to shift to off-peak times.  
 

The development of new leisure and outdoor events for the region and a more strategic approach to 

some of the current events, during the off-peak season when the region needs business most, is a 
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key element of the strategy.  A regional events strategy and integrated events calendar are required. 

This will ensure that all strategic role-players are in alignment with the tourism strategy of the region 

when deciding on support, marketing and funding for events.  

Event support will remain a function of the Swellendam Municipality with Swellendam Tourism 

leveraging selected events for regional marketing.  

Events are important and effective platforms for destination marketing with tangible economic spin-

offs for the region. There are a number of annual events taking place in the region. They need to be 

assessed and a strategic decision made on which events will be positioned as signature regional 

events, which are community events and which events require further investment and development.  

Regional events have been selected and incorporated into the twelve month communication calendar. 

See appendix 2. 

 

Target markets by country and theme 

 

The target markets identified are:  

• The domestic market, which will almost certainly be the key focus for our marketing; through 

the current economic downturn and beyond, particularly because of the potential for good 

business outside the peak summer months.  We attach a high priority to understanding more 

about the main segments of the domestic market, with particular emphasis on the Gauteng, 

Eastern Cape and Western Cape regions with packages to suit the domestic target audiences.  

 

• The UK, Germany, Netherlands and the USA, which will only be developed in partnership with 

Wesgro, South African Tourism and selected trade through joint marketing agreements and 

targeted trade/media relations.  

In overseas markets, we need to understand as much as possible about the so called “Next 

Stop South Africa” and “Wanderlusters” segments, identified by South African Tourism, 

predominantly from the UK, Germany, Netherlands and the USA and their potential to continue 

travelling long haul during challenging economic or political times. 

Thematic products that hold considerable potential for the Swellendam region include: scenic routes, 

adventure, outdoor sports, nature, wellness, romance, regional food and family travel.  

 

8.6 CORE THEMES 

 

There are very few places that boast a truly unique identity or set of attractions.  
 
Many may argue that there are equally beautiful settings in other areas of the Western Cape, or that 
the food offering in places like Franschhoek and Stellenbosch are better or that the history, heritage 
and culture of another destination is as interesting and that many other destinations boast unspoilt 
nature, mountains and a variety of outdoor experiences.  
 
In destination marketing, our biggest challenge is one of identity and defining who and what we are 
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in terms of our visitor proposition. Being true to our essence and defining very clearly which of our 
assets we need to put forward are important.  
 
We often only have a few seconds to inspire someone to find out more about our region and actually 
decide to book their next holiday, weekend away or adventure there.   
 
Our competitors are putting forward similar assets or icons, like nature, food, culture and history 
complemented by beautiful photos, enticing videos and good travel deals. The one thing we have that 
is truly unique is our story and that story - best shared by giving local people a voice and a role in the 
marketing of our region - must capture the unique essence and identity of the Swellendam region. At 
the same time, we must put in place the necessary tools, sharpen up on our content and package the 
region and its towns according to the themes we know will attract the right markets.  
 
 
What about our nature, food, culture and history or combination thereof are unique to the Swellendam 
region?  
 
The Swellendam region is about diversity, unspoilt nature, space, silence, forests, wild rivers and 
coastline, big skies, community, warmth and real character that begs to be explored. It’s a place to 
reconnect with self, with nature and with each other.   
 
The following have been identified as the strongest themes for the region and will be used in the 
marketing plan with fresh new content and a 12 months communications and events calendar. 
 
The communication strategy has been summarised in a one pager, see appendix 4. 
 

 

 

 

8.7 KNOWLEDGE MANAGEMENT VIA RESEARCH AND INTELLIGENCE 

 

Knowledge management is a new priority area that will be undertaken, with the support from the 

Municipality. 

#visitSwellendam

Lifestyle

Agri; local 
produce

People, 
culture, 
heritage

Adventure, 
sport, 

outdoor

Tranquil 
nature
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The market research undertaken as part of the strategy development provided valuable region-

specific tourism insight that has guided the strategic process. It is important to build upon the 

foundation laid and monitor the success of the strategy implementation and the impact of the 

marketing programmes through continued market research.  

  

It is crucial to understand the tourism impact on the region and to use tourism intelligence to inform 

future decision-making and strategies, whilst measuring the impact of tourism interventions in the 

region. 

  

Swellendam Municipality will conduct annual visitor surveys and quarterly industry occupancy 

surveys. It will also work with Wesgro to identify and analyse consumer and travel trends and share 

relevant learnings with its members and stakeholders. 

  

Monthly and annual performance information will be used in the strategic review of Swellendam’s 

tourism performance and as an input into economic impact studies and strategies. Short to medium 

term forecasts are very useful for both Swellendam Municipality and the industry. 

  

Swellendam Municipality will develop an annual satisfaction index survey to: 

 

● Track Tourists / Visitors opinions on the nature and quality of the tourism experience of the 

region 

● Track visitor spend  

● Track visitor activity and needs 

● Determine employment numbers through tourism and where possible, contribution to GDP 

 

A mystery shopper programme will be developed to monitor service levels across the spectrum of 

tourism businesses in the Swellendam region.  

  

Swellendam Municipality will work with experts as far as possible to acquire, use and disseminate 

intelligence on trends and issues relating to tourism globally, in Southern Africa, South Africa and the 

Western Cape that could impact on the region.  The principal need is to define and analyse target 

markets by geographical region and by themes and interests, to ensure focused marketing efforts the 

highest possible return on investment. 

  

Analysis of target markets done in association with SA Tourism and Wesgro will start by building up 

an understanding of existing and potential markets and how we need to adapt to suit their unique 
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needs. 

  

The Municipality will consider a long-term programme of research as part of its local economic 

development strategy and planning.  

 

The comprehensive research report with findings is attached as Appendix 1. 

 

8.8 COMMERCIAL DEVELOPMENT 

 

Swellendam Tourism will have to raise additional income to fund some of the marketing programmes. 

One of the first priorities of Swellendam Tourism will be to develop a commercial strategy to guide its 

commercial activities and partnerships. 

The goal is to raise additional funding through commercial initiatives like the membership programme, 

joint marketing activities and a new tourism levy to enable the region to invest more in effective tourism 

marketing programmes and regional marketing campaigns. It is important for the industry and for local 

government to see tangible and measurable return on their investments. Therefore, a project-based 

approach to marketing will be undertaken with a number of priority programmes identified that can be 

developed, implemented and measured on a project for project basis with clear deliverables and 

tangible return on investment.  

 

Marketing through partnership is a key priority for Swellendam Municipality. Through the strategic 

process undertaken and the engagement sessions with the tourism industry, businesses have co-

created the strategy and marketing programme and understand the importance of working together 

in dynamic partnerships.  

  

The development of a commercial strategy including a tourism levy will be coordinated through the 

Municipal Manager’s office with support from Swellendam Municipality.  

 

8.9 ENABLERS/IMPERATIVES FOR DELIVERY 

 

The successful implementation of the strategy depends upon the following enablers: 
 

1. Effective and empowered tourism structure 
2. Differentiation and a strong brand identity  
3. A practical, implementable plan with clearly defined roles and responsibilities, targets and 

deliverables that can be measured 
4. Champions and partnerships that work 
5. Consistency of message and being true to what we are 
6. Effective communication channels  
7. Being digitally savvy with inspirational content  
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8. Resources – people and funding  
9. Investing in the visitor experience 
10. Continued research and monitoring  

 
 
9. SWELLENDAM TOURISM BUSINESS PLAN (JULY 2019 to JUNE 2025)  
 
The implementation of the strategy will take place over three phases.  
 
The first phase (July – December 2019) will focus on stabilising tourism in Swellendam and putting 
the necessary structure, content and support systems in place to enable the implementation of the 
new strategy and marketing programmes. A tourism levy will be investigated and the process started 
to implement the levy during the next financial year.  
 
Phase two (January 2020 – June 2020) is all about getting back to basics with an improved regional 
map and brochure, signage and digital platforms implemented. We will also introduce a new 
membership programme and accelerate the implementation of marketing programmes in partnership 
with the industry and other stakeholders like Wesgro.  
 
Phase three (July 2020 – June 2025) takes us to beyond the basics with the tourism strategy and 
marketing programmes being implemented, the tourism levy generating additional funding for priority 
programmes, media and trade hosted and an events plan being rolled out.   
 

 

Phase 1: Establishment (July – December 2019) 

Stabilise tourism & enable 
implementation of strategy  

• Establish Swellendam Tourism by October 2019 

• Review all marketing touch points & platforms 

• Develop digital marketing toolkit with image & video 
gallery, talking points & destination presentation 

• Review & update destination information along with 
other content for Swellendam Tourism website 

• Develop web upgrade plan & optimise social media & 
digital platforms with appropriate content 

• Map out & commence development process for 
tourism levy 

• Develop membership programme 

• Develop visitor services programme 

Phase 2: Back to basics (January 2020 – June 2020) 

Getting back to basics  • Improved regional map and brochure 

• Information & way-finding signage  

• Improved digital platforms implemented 

• New membership programme implemented with at 
least 250 members by June 2020 

• Marketing programmes implemented in partnership 
with the industry and other stakeholders like Wesgro 

•  Tourism levy introduced by September 2020 

 

Phase 3: Beyond the basics (July 2020 – June 2025) 
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Going beyond the basics • Tourism strategy and marketing programmes 
implemented 

• Tourism levy generating additional funding for priority 
programmes 

• Media and trade programme rolled out 

• Events plan in place 

• Annual & quarterly research conducted    

 

The following operational priorities have been identified: 
 
 

Operational Priorities Rationale 

New tourism structure  An effective tourism structure with a small, but capable 
and well trained team is needed to implement the tourism 
strategy. The core team will consist of a tourism manager 
and tourism assistant with a small team of local service 
providers delivering key supporting functions like web & 
social media management.  

Destination Identity  Translate strategy into a look & feel for Swellendam with 
marketing toolkit, image & video gallery, talking points & 
consistency of message & brand across all platforms.  

Sales proposition  Develop a unique sales proposition for the region with 
regional redistribution strategy including packages and 
routes designed around key themes and target markets.  

Digital Marketing In the light of limited budget, cost-effective and impactful 
digital marketing is a key priority. This includes an 
improved web presence with an interactive blog, 
investment in new content, on-line campaigns and 
proactive social media engagement. 

Events strategy & promotion Key to unlocking the region's winter tourism development 
and increasing tourism potential.  

Media & online content 
producers engagement & 
hosting 

High ROI can be achieved through media & online 
content partnerships with a proactive positive relationship 
established with vetted and professional media & online 
content creators. This includes targeted and well 
managed hosted media/blogger trips. 

Trade engagement & hosting Targeted and tailor-made trade engagement to increase 
the knowledge on Swellendam as a region. 

Visitor Services strategy New Visitor Services Strategy including development of 
on-line visitor information platforms and routes to ensure 
improved visitor dispersal 

Commercial plan Important to grow self-generated budget through tourism 
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levy, joint marketing agreements with private sector, 
maximising marketing ‘conversions’ and commercial 
activities complemented by sound business 
management. 

Research & Intelligence To prioritise informed decision making by tapping into the 
latest global travel trends and research and conducting 
local research on visitor profiling and spend as well as 
industry surveys on occupancy levels. 

Responsible tourism & 
transformation 

Important principles that will underline all programmes 
with specific interventions and programmes to drive these 
priorities. 

Industry services, including 
membership 

  

Improved industry services strategy and new 
membership programme for greater alignment and 
cooperation btw various sectors like tourism and business 
through partnership models.  

Information (data, content, 
third party) collection and 
management (CRM) 

Key to improved service delivery, stakeholder relationship 
management and understanding the unique needs of the 
visitor. 

Regional partnerships and 
joint marketing 

Explore and conclude regional joint marketing 
agreements with neighbouring regions and Wesgro.  

Package the destination for 
domestic travellers 

Develop value for money packages aimed specifically at 
the domestic and family market to reduce the impact of 
seasonality. This is an area that will give the region 
competitive advantage over other towns/regions in the 
Western Cape. 

Route development The development of themed regional routes and events 
that connect towns will assist with the improved dispersal 
of visitors across the region. 

Launch local tourism business 
forum  

With input from the local tourism business forum, design 
a tourism business support and training programme with 
practical interventions around tourism awareness, 
business advice, marketing and social media 101. 

 
 
With the new strategy, objectives and operational priorities in mind, the Operational Plan for 

2019/2020 is outlined in Appendix 2.  
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10. 2019/2020 COMMUNICATIONS PLAN  
 
The 2019/2020 Communications Calendar, which incorporates key events, is attached as  
Appendix 3.  
 
The Communications Strategy is attached as a one pager in Appendix 4.  
 
 
11. BUDGETS AND RESOURCES 
 
Sources of income 
 
The following are the anticipated trends in Swellendam Tourism’s main sources of income.  

 
● Municipal grant funding of R1,2 million for 2019/2020, thereafter the grant funding should be 

sustained with an annual inflationary increase anticipated at a minimum of 6% annually. For 

continuity, a six-year agreement must be concluded between Swellendam Tourism and 

Swellendam Municipality.  

● An improved regional digital marketing platform (website upgrade and interactive blog site with 

integrated events calendar and industry marketing toolkit) is an important investment. The 

website must include a monetising strategy that will allow for some income to be generated 

from the website and related activities.  

● Regional marketing campaigns will be developed. Members and other commercial partners 

will have the opportunity to participate in these campaigns with an appropriate fee structure.  

● A new membership programme aims to bring about improved relationships between the 

Municipality and the tourism sector with collaboration and joint marketing initiatives. The target 

is to grow Swellendam Tourism’s membership base to 250 by 31 June 2020 and achieve an 

income of R40 000 by 31 June 2020.  

● Income from commercial activities (bookings, ticket sales, advertising & joint marketing 

initiatives) is projected at R100 000 by 31 June 2020.  

● A Tourism Levy of 1% will be introduced by 2021 to generate additional funding for marketing 

activities.  

  
Commercial income development 
  
The following areas of activity seem to have the greatest potential for growth in income for 

Swellendam Tourism: 

● Commercial marketing partners and joint marketing initiatives with the industry; 

● Monetising suitable aspects/areas of the website; 

● Improved online bookings through 3rd party booking sites; 

● Event packaging and merchandising. 
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Budget  
  
At this stage the assumptions for the 3-year budget are: 

 

● Grant income is based on the current estimated R1,2 million and should be increased with at 

least 6% or CPI annually; 

● The self-generated income target is R120 000 for 2019/2020; 

● The establishment costs of the new tourism entity is estimated at R420 000; 

● The operational costs of the new tourism entity is estimated at R1 020 000; 

● Allowance has been made to: 

○ Appoint a core team consisting of a tourism manager and tourism assistant with 

support from a small group of service providers; 

○ Upskill team with focus on digital marketing and communications; 

○ Work with an interim destination marketing specialist for at least the first six months.  

 

 

SWELLEMDAM TOURISM      

DRAFT BUDGET  2019 – 2020 
 

2020 - 2021 
 

2021 – 2022 

 
Amount 
(ex VAT) 

Amount  
(ex VAT) 

Amount  
(ex VAT) 

INCOME    

Swellendam Municipal Grant  R1 200 000 R1 300 000 R1 450 000 

Establishment Grant (ring-fenced)  R420 000   

Self-generated income  R120 000 R430 000 R600 000 

 - Advertising  (R30 000) (R80 000) (R100 000) 

- Membership  (R40 000) (R60 000) (R80 000) 

- Commercial partnership (campaigns) (R30 000) (R60 000) (R80 000) 

- Tourism Levy  (R150 000) (R250 000) 

 - Bookings (commercial strategy) (R20 000) (R80 000) (R120 000) 

TOTAL INCOME R1 740 000 R1 730 000 R2 050 000 

    

EXPENSES    

    

ESTABLISHMENT (PHASE 1 BUDGET) R420 000   

Computer equipment Municipality   

Website (blog, web upgrade & content)  (R150 000)   

Image gallery & video (R70 000)   

Destination marketing toolkit (R50 000)   

Collateral: map & brochure Municipality    

Recruitment  Municipality   

Tourism Levy project  R150 000   
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HR R839 000 R908 000 R973 000 

Change management / Interim management (Aug 
– Dec 2019) R420 000 

  

Salaries & Wages R373 000 850 000 R900 000 

UIF/SDL Expenses R22 000 R28 000 R35 000 

Staff Training R12 000 R15 000 R20 000 

Staff Subsistence R12 000 R15 000 R18 000 

    

FINANCE & CORPORATE SERVICES R181 000 R216 000 R249 000 

Accounting R54 000 R60 000 R66 000 

Bank Charges R20 000 R30 000 R40 000 

Consumables R12 000 R15 000 R18 000 

Stationery R12 000 R14 000 R16 000 

Courier and Postage R3 000 R4 000 R5 000 

Meetings & Entertainment R10 000 R15 000 R18 000 

IT & connectivity Municipality  Municipality  Municipality  

Security Municipality  Municipality  Municipality  

Rent Municipality  Municipality  Municipality  

Repairs & Renewals Municipality  Municipality  Municipality  

Travel with vehicle expenses R50 000 R55 000 R60 000 

Telephone R20 000 R23 000 R26 000 

Insurance Municipality Municipality  Municipality  

    

DESTINATION & TOURISM MARKETING  R300 000 R606 000 R828 000 

Web development, management & content  R60 000 R230 000 R180 000 

- Web development (year 2)  (R130 000) (R50 000) 

- Web management  (R60 000) (R70 000) (R90 000) 

- Content development: video / images   (R30 000) (R40 000) 

Social media management  R78 000 R90 000 R102 000 

Communication: Media & trade relations R72 000 R102 000 R114 000 

Digital campaigns   R90 000 R120 000 R250 000 

- Winter campaign   (R60 000) (R125 000) 

- Sales campaign (focus on family, events & 
outdoor) (R90 000) 

(R60 000) (R125 000) 

Marketing Activations  R64 000 R182 000 

- Road show   (R90 000) 

- Trade show (WTM, Getaway Show)  (R50 000) (R70 000) 

- Trade hosting in Swellendam  (R14 000) (R22 000) 

TOTAL EXPENSES  R1 740 000 R1 730 000 R2 050 000 
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12. MONITORING AND EVALUATION  
 
A service level agreement must be concluded between the Swellendam Municipality and the new 
tourism entity by no later than 31 October 2019 and must include a detailed operating plan, budget 
and targets.  
 
Quarterly reports must be submitted with a breakdown of deliverables achieved, progress, income 
and return on investment from a PR and marketing perspective, independently measured. 
Performance indicators 
 

Tourism Structure  • Swellendam Tourism successfully established by 31 October 
2019  

• SLA in place with Municipality by 31 October 2019 

• Tourism Manager & team appointed by 30 November 2019 

Destination Performance • Set up destination barometer with occupancy & visitor surveys 
with the help of Wesgro  

• To achieve 10% increase in bed nights by 2025 

• To achieve 60% annual occupancy by 2025 

• To achieve 5% increase in bed nights over winter (May – Sept) 

• Visitor satisfaction index 

• Awareness, knowledge and consideration for Swellendam 

Visitor Services  • Number of tourism related enquiries, by type 

• Number and value of bookings made 

• Accuracy of visitor information online & in printed collateral  

Industry/Membership 

Programme 

• Number of members in total and per category 

• Number of SMME members 

• Membership income: total and average per member 

• Commercial funding generated through industry partnerships 

• Attrition and retention percentages and ratios 

• Quality of service via surveys 

Website & online 

platforms 

Website:  

• Number of unique visitors; breakdown by region 

• Proportion going beyond the home page 

• No of reads per blog post 

• Average dwell time 

• Search engine rankings 
 

Facebook: 

• Followers 

• Level of engagement on our page 
 

Twitter 

• Number of followers 

• Number of retweets 

• Level of engagement 
 
 

Instagram 
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• Number of followers 

• Level of engagement on main feed & stories 

CRM  • Number of sign-ups to newsletters/emailers 

• Number of opens 

• Number of click-throughs  

Packaging • Number & value of packages sold 

Trade shows & road 

shows 

• Number of contacts 

• Number of leads converted 

• Media exposure (PR ROI) 

Campaigns • ROI for the campaign 

• Additional revenue received through partners 

• Additional media exposure (PR ROI) 

Strategic Partnerships • JMAs signed 

• JMA joint marketing value 

• Number & value of commercial partners signed up 

PR & Media  • Media Value (AVE / ROI) 

• Ratio of positive, negative and neutral reporting 

Commercial  • Tourism levy in place by November 2020 

• Income achieved of R150 000 by 31 July 2021 

Corporate Services • Unqualified audit reports 

• Improve our Net Working Capital 

• Achieve Level 4 BBBEE 

Team Development • Retention  

• Staff wellbeing 

• KPIs & targets achieved  

 

13. TOURISM STRUCTURE 

 

To deliver on the new strategy, Swellendam Tourism must operate as a fully integrated organisation, 

focused on increasing tourism business in a truly sustainable way and totally orientated to the needs 

of target markets and local communities. This requires a high level of coordination and working in 

close partnership with the municipality, local community and tourism industry.  

 

Based on feedback received during engagement sessions and through industry surveys, various 

options for a tourism structure were presented for consideration. International best practice, the local 

context and available resources were also taken into consideration.  

 

The following options were available for consideration:  

 

• Tourism industry body with municipal representation 

• Outsourced to private entity 

• Outsourced to Wesgro  

• Municipal entity 
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• Split functions with Municipality retaining some tourism services  

 

The majority of respondents indicated that they wanted a new tourism entity to be established, 

independent and separate to the Municipality, but working in close partnership.  

A number of respondents also selected a Hybrid model, which proposed that some functions should 

be retained within the Municipality.  

In terms of what the key functions (purpose) of Swellendam Tourism should be, respondents selected 

the top 5 as follows: 

1. Marketing of the region 

2. Using events to market the region 

3. Sales, promotions and activations  

4. Information provision and dissemination 

5. Preparation and printing of maps, brochures and other collateral 

 

 

Swellendam Tourism  

 

Swellendam Tourism will be established as an Association with an Industry nominated and elected 

committee with representation from the Swellendam Municipality.  

 

The Terms of Reference of the Tourism Committee will include: 

 

● Strategic input and oversight 

● Input and approval of the three-year business plan and budget 

● Technical expertise  

 

A total of six industry representatives will be elected through a nomination process as defined in the 

Constitution of Swellendam Tourism. The Municipal Manager and his/her representative will serve on 

the Tourism Committee providing oversight and ensuring alignment and cooperation between the 

Municipality and Swellendam Tourism.  

 

A Service Level Agreement will guide the relationship between Swellendam Tourism and the 
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Municipality and will outline the funding, scope of work, targets and deliverables for a six-year term.  

 

The Municipal Manager in consultation with the Swellendam Tourism Committee will appoint a 

Tourism Manager on a three-year performance contract with one permanently employed Tourism 

Assistant. Any additional staff appointments will be in line with the scope of work and budget and will 

be at the discretion of the Tourism Committee with approval from Swellendam Municipality.  

 

Swellendam Tourism Scope of Work 

 

Swellendam Tourism’s primary function is delivering upon the tourism strategy on behalf of 

Swellendam Municipality and the region’s tourism sector. It’s scope of work is defined by the tourism 

strategy and approved business plan and is limited to:  

 

• Destination Marketing 

• Visitor & Information Services  

• Membership 

• Administrating the Tourism Levy 

 

 

Swellendam Municipality Role and Responsibility  

 

Swellendam Municipality provides strategic oversight and is represented on the Swellendam Tourism 

Committee by the Municipal Manager and/or his/her representative 

 

The following tourism functions are retained in the Municipality and implemented through the 

Municipal Manager’s office with support as reasonably required from Swellendam Tourism:  

 

• Events 

• Tourism development and infrastructure management  

• Tourism business registration and regulation  

 

The Swellendam Tourism structure is attached as Appendix 5.  
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APPENDIX 14.2  
SWELLENDAM TOURISM OPERATIONAL PLAN & BUDGET  

 
JULY 2019 – JUNE 2020 

 

 
PHASE 1 ESTABLISHMENT & BACK TO BASICS 

July – December 2019 
 

 Channels Actions Timeline 

Establish 
Swellendam 
Tourism 

- Consultation & 
engagement  

- SLA 
- Recruitment & 

appointment 
- Training 
- Hand over  

- Draw up and approve constitution and service level agreement with 
Municipality to define scope of work and legal constitution of Swellendam 
Tourism 

- Establish Swellendam Tourism Committee with representatives from 
industry and council with clearly defined scope of work and terms of 
reference 

- Finalise and agree on the three-year action business plan and budget 
- Draw up job description and KPIs for Tourism Manager and Tourism 

Assistant 
- Advertise & interview suitable candidates  
- Appoint staff 
- Hold a general meeting to announce appointment of staff and outline 

2019/2020 budget and business plan 
 

31 October 2019 

Destination 
Identity  

- Marketing 
Toolkit 

- Review all marketing touch points & platforms 
- Select appropriate photographic and video content from current galleries 

and commission at least 30 new thumb-stopping photos & two destination 
videos of 1 minute each (lifestyle & outdoor)  

- Develop digital marketing toolkit with image & video gallery, talking points 
& destination presentation 

- Distribute marketing toolkit to all industry members and partners  
- Develop Swellendam Tourism brand identity guidelines to be applied to 

web, maps, brochures & all communication  
 

15 November 2019 

Digital Marketing - Website - Negotiate and establish ownership of the official Swellendam Tourism 
website. This might mean a new management agreement with the current 
website owner or a phased out approach.  

- Develop a web upgrade plan to optimize Swellendam Tourism’s web 
presence and allow for an interactive blogsite, activated social media 
platforms and fresh content providing links to all the towns with accurate 

31 December 2019 
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and well structured information required for digital marketing and visitor 
information purposes.  

- Incorporate events calendar into the new website 
- Work with the towns and industry to identify and map the regional icons 

and document the attributes and stories of the region  
- Write and publish at least 4 blogposts in time for blog launch 
 

Social Media - Social media 
platforms 

- Review and conclude social media management & support contract 
- Assess Swellendam Tourism’s social media presence & optimize brand 

identity across all platforms 
- Social media training 
- Develop and implement social media plan and schedule in line with the 12 

months communication plan & calendar with at least one social media 
campaign per quarter (with social media advertising budget of R2 000 per 
campaign) 

- On-line Community & Reputational Management ongoing 

o Facebook: 2 x scheduled weekly posts in line with message and 

selected themes 

o Twitter: 2 x scheduled content daily with engagement 

o 4 x Instagram posts per week with engagement 

o Daily IG story update  

15 November 2019 

Communication  - Emailers 
- Newsletter 

- Develop tourism & stakeholder database 
- Design emailer & newsletter template in line with destination identity  
- Distribute quarterly emailer to industry members & partners with news, 

relevant information & updates on tourism & marketing programme (target 
is one emailer over this period) 

- Distribute quarterly newsletter to visitors, stakeholders & trade with news, 
special promotions & links to blog (target is one newsletter over this 
period) 

 

31 December 2019 

Media/Trade 
management  

- Press releases 
- Media/trade 

hostings & 
engagement 

- Develop media database 
- Develop online influencer database 
- Develop trade database 
- Draft & distribute press release in line with communication calendar (focus 

on new developments & regional offering)  
- Develop 12 month hosting plan and schedule with content deliverables in 

line with the 12 month communication plan  
- Identify at least 3 online booking platforms & engage them on potential 

partnership  

31 December 2019 
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- Media monitoring & reporting with BrandsEye.com 
 

Marketing & sales 
campaigns  

- Sales campaign  - Develop a unique sales proposition for the region with regional redistribution 
strategy including packages and routes designed around key themes and 
target markets.  

- Develop campaign concept & plan  
- Select media/trade & agree on deliverables 
- Host selected media/trade in partnership with industry  
- Manage campaign  
- Report on results by 31 December 2019 
 

15 November 2019 

Visitor Services  - Collateral  
- Distribution 

mechanism 
- Web 

- Develop visitor services plan in line with tourism strategy  
- Review current visitor information resources (map, brochure, web) 
- Procure a partner to deliver on development of a viable visitor collateral 

that meets the requirements as set out in the strategy & plan 
- Endorse the collateral & support service provider with industry 

communication  
- Develop web plan for accurate online information provision  
 

31 December 2019 

Industry Services  - Membership  
- Registration  
- Minimum 

standards 
- Networking 
- Business 

support  

- Establish Swellendam Tourism Business Forum with representation from 
Swellendam Tourism 

- Determine process for mandatory registration of tourism businesses with 
council approval & support 

- Determine minimum standards in line with grading council & negotiate 
suitable process with Wesgro/Grading Council 

- Host quarterly networking event in Swellendam & Barrydale respectively  
- Host marketing workshop with industry in Swellendam & Barrydale 

respectively  
 

31 December 2019 

Commercial 
development 

- Commercial 
plan 

- Tourism Levy 

- Develop commercial plan with targets and feasible interventions identified  
- Determine & commence with process to establish tourism levy  
 

31 December 2019 

Strategic 
implementation 
support & 
reporting 
 

- Strategic 
establishment 
support by 
agency  

• Administrative & change management support to Municipal Manager with 
the establishment of Swellendam Tourism & Phase 1 of implementation  

• Training support to Swellendam Tourism team & hosting one marketing 
training session with the industry  

• Monthly report on progress to Municipal Manager 

•  
 

31 December 2019 



4 
 

 
PHASE 2: BACK TO BASICS 

January – June 2020 
 

 Channel Action Timeline 

Digital Marketing - Website with 
blog 

- Content 
development 

- 3rd party website 
partnerships 

- Manage website in line with contract & communications plan 
- Ensure content is fresh with regular updates & review of accuracy 
- Develop & publish (through network of content contributors) at least 4 

blogposts per month  
- Add at least 5 new images (sourced through hostings, visitors & local 

community) to the image gallery 
- Add at least 1 new video to the video library (focus on family for winter 

campaign) 
- Identify & agree on 3rd party web marketing partnerships with at least 2 

websites 
- Manage proactive & positive relationship with Wesgro, other regions & SA 

Tourism, identifying & optimizing digital marketing collaboration 
opportunities 

 

January – June 2020 

Social Media  - Social media 
management & 
engagement 

- Update & implement social media plan and schedule in line with the 12 
months communication plan & calendar with at least one social media 
campaign per quarter (with social media advertising budget of R2 000 per 
campaign) 

- On-line Community & Reputational Management  

o Facebook: 2 x scheduled weekly posts in line with message 

and selected themes 

o Twitter: 2 x scheduled content daily with engagement 

o 4 x Instagram posts per week with engagement 

o Daily IG story update 

January – June 2020 
 
 
 
 
 
 
 
 
 

Communication - E-Newsletter 
- Emailers 

- Maintain & update tourism & stakeholder database 
- Distribute quarterly emailer to industry members & partners with news, 

relevant information & updates on tourism & marketing programme (target 
is 2 emailers over this period) 

- Distribute quarterly newsletter to visitors, stakeholders & trade with news, 
special promotions & links to blog (target is 2 newsletters over this period) 

January – June 2020 

Media/Trade 
Management 

- Press releases - Maintain & update media database 
- Maintain & update online influencer database 
- Maintain & update trade database 

January – June 2020 
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- Media/trade 
hostings & 
engagement 

- Draft & distribute 2 press releasees in line with communication calendar 
(focus on events & winter promotions)  

- Manage hosting plan and schedule with content deliverables in line with 
the 12 month communication plan  

- Manage relationship with at least 3 online booking platforms & engage 
them on partnership opportunities 

- Media monitoring & reporting with BrandsEye.com 
 

Marketing & Sales 
Campaign  

- Joint marketing 
campaigns 

- Domestic 
market sales 
campaign  

- Explore and conclude regional joint marketing agreements with 
neighbouring regions and Wesgro. 

- Develop value for money packages aimed specifically at the domestic and 
family market to reduce the impact of seasonality.  

- Develop winter campaign concept & plan  

- Select media/trade & agree on deliverables 
- Host selected media/trade in partnership with industry  
- Manage campaign  
- Report on results by 30 September 2020  
 

January – June 2020 
(winter campaign to 

continue till Sept 
2020) 

Visitor Services - Web 
- Information 

distribution 
- Collateral 

- Produce tear off map in partnership with appointed service provider 
- Produce destination guide in partnership with appointed service provider  
- Manage online visitor information provision through the Swellendam 

Tourism’s website 
- Ensure regional, provincial & national websites have accurate information 

& provide them at least quarterly with updated information 
- Develop themed regional routes using regional events to connect towns & 

package the region better  

January – June 2020 
 
 
 
 
 
 
 

Industry Services - Membership 
programme 

- Networking 
- Tourism 

Business Forum  

- Manage membership programme 
- Actively recruit new members (target 250 by end June 2020) 
- Membership communication 
- Host quarterly networking event in Swellendam & Barrydale respectively  
- Host at least one marketing workshop with industry in Swellendam & 

Barrydale respectively through Tourism Business Forum  
- Engage members on joint marketing opportunities  

January – June 2020 

Commercial 
Development 

- Tourism levy 
- Joint marketing 
- Bookings & 

sales 

- Conclude establishment of Tourism Levy with legislative process 
underway 

- Identify commercial joint marketing opportunities with industry & 
commercial partners 

- Establish booking & sales partnerships with online platforms 

January – June 2020 
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Events - Events calendar 
- Events 

packages  

- Develop events calendar & incorporate into communications plan & 
calendar 

- Provide events promotional support to Municipality  
- Develop packages around key events in winter & incorporate into winter 

sales campaign  

January – June 2020 

Research  - Quarterly 
occupancy 
surveys 

- Annual visitor 
survey 

- Conduct research to assess success of the strategy, status & growth of 
tourism 

o Quarterly occupancy survey with industry 
o Annual visitor survey  

- Assess performance against KPIs and targets set in the strategy  
- Report to council & industry at AGM 

January – June 2020 
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APPENDIX 14.3 

COMMUNICATION CALENDAR (JULY 2019 – JUNE 2020) 

July 2019 Theme: Lifestyle 
Promote:  
Swellendam Winter School (June to August) 
Grootvadersbosch Trail Run (6 July) 
Under The Oaks Market 
Chas Everitt - Overberg 100 MILER MTB (20 July);    Talking 

points: Tranquil; Friendly; Well-run municipality; Quality of life: 

good place to live; Good value; Slow-living; Very few franchises; 

Entrepreneurial eg Rain; Creative; Art & artist community; 

Diversity of talent; Friendly people; Health & wellness; 

Motorbiking; Rallies; Cycling; Gastronomy; Natural; Handweavers 

January 
2020  

Theme: Location 
Summer; Weather/climate 
Promote:  
Restaurants, coffee shops, interesting antique furniture shops, art galleries 
Talking points: Accessible; Road network linking towns and other major tourism 
destinations like Garden Route & Klein Karoo; Route 62; N2; Mountain passes; 
Natural beauty; Diversity of activity and rich tourism offering 

August 
2019 

Theme: People/culture/heritage 
Women in Tourism/Women’s Month 
9 August 2019: National Womens’ day 
Promote:  
Dipka Slaglam Prettrap (3 August) 
Merrell Whale Of Trail - 55km trail run (3 August) 
Spring Market (31 August) 
Swellendam Winter School (June to August) 
Community Carnival August 30 31st 
Womans Day event (Railton Foundation) 
Talking points: Friendly; Character, personality; Diversity of 
culture; Strong sense of community; Quirky; Heritage; historic 
monuments & museum; Stories; Pride; Passion; Ronnie’s Sex 
Shop 
 

February 
2020  

Theme: Adventure/sport/outdoor  
Romance; Weekend break-aways; Sport & the Outdoors 
Promote:  
Up The Creek Music Festival 
Swellendam Landbou Skou 

Talking points: Hiking, running, mountain biking, rallies, mountains, rivers 

September 
2019 

Theme: Tranquil nature 
Spring; World Tourism Month; Culture & Heritage 
Promote:  
A Potter's Lunch & Open Studio (24 September) 
River Run Rally 
Talking points: Landscape diversity; Beach; forest; agri to Klein 
Karoo; Red Fin Minnow; Tradouw pass; Waterberg spa; Sanbona 
Big Five Game Reserve 
Flora; Weather; Rock art 
Talking points: Landscape diversity: Beach, forest, agri to Klein 
Karoo; Red Fin Minnow; Tradouw pass; Waterberg spa; Sanbona 
Big Five Game Reserve; Flora; Weather; Rock art 

March 
2020 

Theme: Agri & local produce 
Promote:  
Swellendam Landbou Skou; Swellendam Fly-in 

Talking points: Farm to table, hospitality; local restaurants 

 

 

 



8 
 

October 
2019 

Theme: Adventure, sport, outdoor 
Summer Wedding Season; Family & short stays 
People and lifestyle (story-telling) 
Promote:  
Overberg Fees 
Explorers Festival Witsand 
Rainmaker Rollercoaster Gravel Bike Tour (5-11 October); 

Marloth Mountain Run & Skymarathon (5 October); Barrydale in 

Bloom (12-13 October);                                                        

Talking points: Hiking, running, mountain biking, rallies, 

mountains, rivers 

April 
2020 

Theme: Location  
Promote:  
A Potter's Open Studio 
Talking points: Accessible; Road network linking towns and other major tourism 
destinations like Garden Route & Klein Karoo; Route 62; N2; Mountain passes; 
Natural beauty; Diversity of activity and rich tourism offering 

November 
2019 

Theme: Agri, local produce 
Summer; Promote New Year’s Eve event 
Promote:  
Coronation Double Century Cycle Tour (23 November)  
Skou Wynveiling (27 November) 
Skoudans (29 November) 
Talking points: Farm to table, hospitality 

May 
2020 

Theme: Tranquil nature 
Winter; Mother’s Day 
Talking points: Landscape diversity: Beach, forest, agri to Klein Karoo; Red Fin 
Minnow; Tradouw pass; Waterberg spa; Sanbona Big Five Game Reserve; 
Flora; Weather; Rock art 

December 
2019 

Theme: People, culture, heritage 
Summer; Festive Season; Christmas; New Year’s Eve 
Family 
Promote:  
Barrydale Art Meander (13-16 December) 
Swellendam Art Meander (13-16 December) 
Barrydale Puppet Parade (15 December)  
A Potter's Open Studio (16 December); Wildebraam Berry 

Festival; NGK Christmas Market; Christmas Liggies Fees                                                                      

Talking points: Friendly; Character, personality; Diversity of 

culture; Strong sense of community; Quirky; Heritage; historic 

monuments & museum; Stories; Pride; Passion; Ronnie’s Sex 

Shop 

June 
2020 

Theme: Lifestyle 
Family (Youth); Father’s Day; Winter  
16 June: Youth Day Celebrations 
Food offerings & markets 
Promote:  
Silver Mountain Music Festival 
Swellendam Winter School (June to August) 
Talking points: Tranquil; Friendly; Well-run municipality; Quality of life: good 
place to live; Good value; Slow-living; Very few franchises; Entrepreneurial eg 
Rain; Creative; Art & artist community; Diversity of talent; Friendly people; Health 
& wellness; Motorbiking; Rallies; Cycling; Gastronomy; Natural; Handweavers 
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APPENDIX 14.5 
TOURISM STRUCTURE 

 
Management & Oversight 

Executive Committee (Chairman & 6 Members) 

• Strategic management & oversight of Swellendam Tourism 

• Corporate Governance 

• Official Spokesperson 
  

 
Finance & Administration 

Tourism Manager with support 
from external accountant & 
Municipal Finance Department 
 

• Financial Administration 

• Commercial Development s 

• Cash Flow 
 

 
Operations & operational management  

Tourism Manager 
 

 
Marketing 

(Tourism Manager supported by 
Tourism Assistant and service 

providers) 
 

• Market research & 
intelligence 

• Market development through 
partnership 

• Packaging 

• Event support  

• Marketing through 
partnerships 

• Content development & 
management 

• Marketing Tools 

• Media Engagement 

• Website 

• Social Media  

• PR & Communications 

• Trade engagement  
 

• Stakeholder relationships 

• RTO & Wesgro liaison 

• Research, intelligence & 
evaluation 

• Management of service 
providers 

• Management of tourism team 
 

• Commercial programme 
management 

• Reporting 

• Industry Communication  
 

 
Visitor & Industry Services  

Tourism Assistant 
 

Visitor Services  
 

• Visitor Information 
coordination 

• Data Management 

• Booking platforms support 

• Visitor Safety & Security 

Industry Services  
 

• Membership operations 

• Membership development 

• Business Support including 
SMME marketing support & 
training 

• Responsible tourism  

 

 

 


