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EXECUTIVE SUMMARY 

South Coast Tourism and Investment Enterprise (SCTIE) started operating from 1 July 2022 

as initially planned.  The entity is mandated to 

1. drive the economy of the region through positioning it as a tourism and investment 

destination.   

2. Be the official economic development arm,  

3. proactively identify and unlock the full tourism, trade and investment potential of the 

region.   

 

Tourism 

The tourism function focused on both marketing the destination, developing new routes and 

supporting rural tourism development in order to showcase the diversity of the destination 

offerings and experiences.  The destination offerings were communicated through utilizing 

different marketing platforms, including effective engagements on the digital platforms.  

Engagements included; 

¶ Building on the KZN South Coastôs reputation as an accessible, year-round destination 

with great subtropical weather. 

¶ Positioning the KZN South Coast as a value for money, top family destination with 

diverse experiences.  

¶ Positioning the KZN South Coast as a premier beach destination (highest number of 

blue flag beaches in KZN) with abundant outdoor adventure experiences both on land 

and in the water.   

¶ Maximise exposure for the sardine run highlighting the reasons why the KZN South 

Coast is the best place to be for the spectacle. 

¶ Expanding the geographical footprint and support the tourism experiences in rural 

communities.   

¶ With the continuation of the #extendyourstay campaign, focused on increasing the 

number of visitors to the KZN South Coast and increase the length of their stay. 

¶ Showcasing the rich cultural and heritage offerings. 

¶ SMME support, youth support, and creating awareness about the importance of 

tourism to local residents, also received attention.   
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Investment Promotion 

As the investment promotion function is new to the entity, in order to position the KZN South 

Coast as a region to invest in, SCTIE started to profile the regionôs investment potential.  

Emphasis or focus was placed on sectors (e.g., agriculture, property, etc.) that have the 

potential to grow and attract investments to the region.  This is expected to lead towards 

unpacking the different investment sectors and packaging of investment opportunities that will 

be widely marketed nationally and internationally.   

 

While interventions were being put in place to understand the needs of existing and potential 

investors, the process towards supporting the development of greenfield projects continued 

as well.  Engagements were undertaken with local stakeholders, property developers, 

provincial and national departments.  This included the process to develop and strengthen the 

Buy Local Campaign which is aimed at supporting local businesses and growing the local 

economy.  We moved forward with the process of establishing the One-Stop-Shop service 

and the application for funds from Trade & Investment KwaZulu Natal (TIKZN) was approved.  

The research process which was started in Q3 to produce the Investment Prospectus 

continued.  This is a valuable resource that will; 

¶ Help investors identify potential locations and emerging opportunities  

¶ Offer investors actionable intelligence and localised insight into the sector make-up of 

the economy and market conditions.   

¶ Identify priority investment sectors (e.g., infrastructure, real estate, agriculture, etc.) 

through extensive research and stakeholder engagements,  

¶ Enhance information transparency by offering information on specific investment 

opportunities. 

¶ Provide an understanding of opportunities in the region and help achieve economic 

development solutions.   

 

Overall, 107 targets were set for Q4.  Of those, 89 targets were achieved, and 18 targets were 

not achieved.  Those not achieved were due to budget constraints as some Municipalities 

failed to pay in full.   
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MARKETING AND COMMUNICATION 

 

TOURISM DESTINATION MARKETING 

Overview 

Marketing Objectives included: 

Å Position the KZN South Coast as a premier beach destination with abundant outdoor 

adventure experiences both on land and in the water.  

Å Continue to drive awareness about the KZN South Coast beaches being open with 

safe bathing conditions in terms of the water quality and highest number of blue flag 

beaches in KZN. 

Å Maximise exposure for the sardine run highlighting the reasons why the KZN South 

Coast is the best place to be for the spectacle. 

Å Expand the geographical footprint by supporting the tourism experiences in rural 

communities. 

Å To assist in increasing the number of visitors to the KZN South Coast and increase 

the length of their stay with the #extendyourstay campaign.  

Å To assist in building on the KZN South Coastôs reputation as an accessible, year-

round destination with great subtropical weather. 

Å Showcase the rich cultural and heritage offerings. 

Å Position the KZN South Coast as a value for money, top family destination.  

Å Launch Beach to Beach Hike Route.  

Å Launch Buy Local campaign.  

 

The following marketing elements were harnessed to maximise marketing efforts: 

¶ Social Media  

¶ Public Relations  

¶ Fam Trips  

¶ Research  

¶ VIC Portal  

¶ App  

¶ Newsletter  
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Brand Positioning 

The following adverts showing the diverse experiences were placed during quarter 4,  

¶ Billboard at King Shaka International Airport ï Advertising the Sardine Run 

¶ Getaway Magazine 

¶ Travel Ideas  

¶ Rove SA 

¶ Kaya FM 

¶ GO! Hiking Guide Annual Publication 

Advertising: 
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Seasonal Campaigns 

Themed Tourism Campaign: Greatest Shoal on Earth 

Hashtags: #greatestshoalonearth #sardinerun #sardinerun2023 #kznsouthcoast 

#extendyourstay #seakznsouthcoast 

Target Audience: Leisure travel, families, divers, anglers, adventure, and nature lovers. 

Messaging: #greatestshoalonearth #sardinerun #sardinerun2023 #kznsouthcoast 

#extendyourstay #seakznsouthcoast      

Anticipation is mounting for the KZN South Coastôs spectacular winter phenomenon the 

#sardinerun!  Legend has it that when the aloes start to flower, itôs time for the silver fish to 

arrive in their billions, bringing with them dolphins, sharks, whales, and sea birds for this ocean 

feast. This year, the scene is set for families, divers, anglers, film crews, and curious 

spectators to enjoy front-row seats to the #greatestshoalonearth.  Boasting the highest number 

of Blue Flag Beaches in the province, and two of the planetôs best dive sites at Aliwal Shoal 

and Protea Banks, the #kznsouthcoast is an ocean loverôs dream destination.  But for those 

who prefer excursions on land, we are also considered the provinceôs outdoor adventure hub, 

with our extensive hiking and biking trails winding through coastal forests, nature reserves, 

and farmlands. We have earned our reputation as The Golf Coast with 11 top-notch courses 

ï many with exquisite ocean views - dotted along our beautiful coastline.  Now is the time to 

#extendyourstay and enjoy the opportunity to #seakznsouthcoast! 

 

Advertising for the themed campaign appeared on the following platforms: 

¶ Billboard at King Shaka International Airport 

¶ Getaway Magazine 

¶ Travel Ideas  

¶ Rove SA 

¶ Kaya FM 

¶ GO! Hiking Guide 

Kaya FM script: 

Thereôs no time for winter blues on the KZN South Coast with the arrival of the 

#greatestshoalonearth! Get front-row seats to all the Sardine Run action from our Blue Flag 

beaches and world-class dive sites. You can also head to our hinterland for epic eco-tourism 

adventures including hiking, biking, ziplining, gorge swinging, and more! Uncover the best 

winter adventures at www.visitkznsouthcoast.co.za 
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Tourism & Investment Awareness Campaign 

Hashtags: #buylocal #kznsouthcoast #supportlocal #thinklocal 

Target Audience: KZN South Coast Residents and Consumers, Business Owners & Tourism 

Operators 

Letôs Buy Local and support each other! 

Following the launch of the #buylocal campaign earlier this year, we continued to focus on 

#BuyLocal encouraging residents and consumers to buy local and support local products, and 

in turn support each other. ñBuy local to create and save jobs; every Rand spent on local 

products helps to rebuild the economyò.  

The messaging focused on encouraging the KZN South Coast 

¶ residents and consumers to buy local and support local products, and in turn support 

each other.  

¶ businesses to source their products and materials with a link to local business listings 

to enable South Coast residents to respond to the call to action. 

The campaign reminded locals that while the KZN South Coast is known for its Blue Flag 

Beaches, dive sites, nature reserves, and great outdoor offerings ï the destination has so 

much more to offer!  

¶ The fertile land means farm-to-fork organic food supplies from fruits and vegetables to 

coffee beans, while local craftsmen and manufacturers are producing world-class 

goods right on our doorstep.  

¶ By supporting local businesses, weôre strengthening our economy, lowering our carbon 

footprint, improving our health, creating much-needed jobs, and growing pride in the 

local market.  

¶ Basically, making a difference where it counts! Itôs time to show commitment to 

sustainability, to resilience, and to the local South Coast communities. Itôs time to 

#buylocal! 

Key Messaging: 

¶ Message 1: The Easter holidays are around the corner and the KZN South Coast is 

ready to welcome visitors to our many beaches which are open and safe for bathing. 

With tourism the lifeblood of our economy, and every visitor a potential investor, we 

are all playing important roles as ambassadors for this beautiful region. To create a 
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more resilient economy, now is the time to #buylocal ï and to encourage visitors to 

support this dynamic KZN South Coast initiative too!  

¶ Message 2: Itôs time to extend a warm winter welcome to our visitors for the annual 

Sardine Run! As one of the biggest natural migration phenomena, this is a calendar 

highlight for the KZN South Coast, with every visitor to the region a potential investor 

as well. Letôs take this opportunity to extend the economic potential of the Sardine Run 

by welcoming every visitor and supporting the #buylocal campaign.  

¶ Message 3: The Sardine Run is not only a massive tourism drawcard but a valuable 

chance to show support for our KZN South Coast businesses. Now is the time to 

#buylocal and support our local seine netters this Sardine Run season! 

Awareness Campaign Rollout: 

¶ Advertising: print adverts were run in South Coast newspapers which included South 

Coast Herald and Mid-South Coast Mail and local radios which included Radio Sunny 

South and Ugu Youth Radio. 

¶ Social Media: numerous posts across all platforms. 

¶ Public Relations: press releases were issued highlighting diverse activities and 

attractions to encourage residents and businesses to #BuyLocal.  

 

Script on Local Radio Stations:  

With the #greatestshoalonearth hitting our shores, weôre ready to welcome the many visitors 

coming to share in this world-famous experience. The Sardine Run is an opportunity to show 

why the KZN South Coast is a world-class tourist destination ï and a chance to encourage 

support for our #buylocal campaign. This winter, letôs give a warm welcome to everyone 

visiting the KZN South Coast! 
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Advertising Artwork: 
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Digital Exposure 
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Trade and Media Fam Trips  

Seat at the Table Fam Trip: 24 ï 26 March 2023 

South African Tourism, Shoôt Left in partnership with SCTIE hosted influencers from South 

Africa, Ghana, and Nigeria for a real KZN South Coast adventure experience. Visitors got to 

experience the activities at Wild5Adventures including quad biking, the Wild Gorge Swing and 

Ziplining. Visitors also participated in water sports at Wild Coast Sun Beach Resort including 

a riverside boat cruise followed by the main event, which took place on Sunday. Seat at the 

Table with Live performances by well-known musicians. In total there were more than one 

hundred people in attendance. A lot of the visitors had flown into Margate Airport using Cemair.  

Local taxis were used to transport the delegates to various attractions on the coast and 

shuttled back to the Wild Coast Sun daily. 
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Wozobona and BET Fam Trip: 26 April 2023 

Wozobana is a Durban based tour operator/marketing company that was contracted by the 

Wild Coast Sun to create a package focusing on the resort.  They engaged SCTIE to assist in 

creating a local package that would attract visitors to the KZN South Coast.  Wozobona 

planned on hosting two events during this year.  The first one in June and the other in 

September 2023.  SCTIE hosted BET Africa Nomalanga Shozi and WozôObona Media on the 

26 April.  They visited different locations to create a promo video. Some of the offerings 

included retail, adventure activities, and chill spots. Sites visited included Shelly Centre, and 

Oribi Gorge for adventure at Lake Eland Game Reserve and Wild5 Adventures. 

 

The promo video was then used on multiple online platforms to market the package.  The 

event took place from the 15-18 June 2023.  SCTIE assisted by marketing the event through 

our marketing channels.  The organisers where happy with the outcome of the event.  
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Pre-Africa Travel Indaba Fam Trip: 07 May 2023 

SCTIE hosted India Trade alongside South African Tourism and Tourism KwaZulu-Natal for a 

seaside experience.  The Indian Tour Operators started with an ocean safari including Shark 

Cage Diving KZN and Wild5 Adventures, with some downtime at Fish on the River at Spillers 

Wharf. 
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Nyandezulu Experience Fam Trip: 26 May 2023 

 

SCTIE hosted local media from the South Coast Herald, Ugu Youth Radio and Radio Sunny 

South on 26 May 2023 to experience Nyandezulu which is located just nine kilometres inland 

from Shelly Beach.  Media enjoyed a Meet and Greet at Zethu Mthiyane Homestay.  They 

hiked up the Ntantana Mountain to enjoy the 360-degree view from the top of great vegetation 

and sea views.  The highlight of the trip was the beautiful 80m high waterfall.  The last stop 

was the local spaza and Tafeleni tavern. 

 

Some media exposure from the Nyandezulu Experience Fam Trip: 
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Trade Shows and Exhibitions 

World Travel Market (WTM) Africa 

For the first time, SCTIE exhibited at WTM Africa which was hosted at the Cape Town 

International Convention Centre from 3 - 5 May 2023.  The stand was branded both investment 

and tourism. We had strategic meetings planned with media, inbound and outbound tour 

operators as well as professional conference organisers. This allowed us the opportunity to 

engage new markets. SCTIE also took the opportunity to network with other exhibitors and 

were pleased that many tour operators were interested in exploring and packaging the KZN 

South Coast, with many requests for Fam Trips. I would like to suggest that we do continue 

attending WTM as this will allow us the opportunity to open new doors to new markets. 
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SATSA Conference 

The annual SATSA Conference took place from the 06-07 May 2023 at the Durban ICC.  Due 

to budget constraints, as SATSA members SCTIE was only able to attend the conference at 

discounted rates on the first day.  The focus this year was on Partnerships for Action. There 

were numerous panel discussions throughout the day. Some of them included,   

¶ An International Perspective: Australia and New Zealand looking at insights into 

tourism.  

¶ Thought Leaders Industry Insight, exploring trends in inbound tourism.  

¶ Air Accessô discussing an air access strategy that unlocks the countryôs tourism 

potential. 

¶ Partnerships in Actionô to establish destination partnerships.  
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Africaôs Travel Indaba 

The exhibition took place from the 8-11 May 2023 at the Durban Exhibition Centre.  SCTIE 

had a 3mx3m branded tourism stand. The location of the stand was not the most ideal, but we 

made sure that it was impactful by the end of the show.  Two years after covid, it was evident 

that Indaba is back to where it was three years ago.  We ran a very successful and strategic 

diary.  We made various contacts and strengthened relationships with media, tour operators 

inbound and outbound.  Through TKZN we also hosted media fam trip pre-Indaba. 
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The Royal Show  

The Royal show took place from the 26th of May to the 04th of June 2023 at the Royal show 

grounds in Pietermaritzburg.  This year due to budget constraints, SCTIE was unable to book 

its own stand.  Fortunately, SCTIE was offered space by the Department of Arts and Culture 

to host crafters.  SCTIE used the opportunity to also hand out some marketing material.  The 

10-day show was extremely busy as usual, as it attracted thousands of people from the 

surrounding areas within KZN.  General enquiries included specials, sardine activities and 

South Coast accommodation.  It is highly recommended that SCTIE attends the Royal Show 

in the future. 

 

 

MICE (Meetings, Incentives, Conferences & Events) 

Through our MICE consultant (Lwamika Creative Services) we were able to generate the 

following leads.  

1. 2024 Junior Chamber International Conference 

2. Polo Annual General Meeting & Beach Polo Event 

3. New Golf Packages for corporate Clients 

4. YNBS Conference for 2024/25 

5. Nathi Mankayi Performance 

Thereôs a strong opportunity for SCTIE to pursue and win the following leads: 

1. GEMS Workshop 

2. Media Monitoring Workshop 
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It is recommended that to SCTIE: 

¶ Follows up on the leads generated. 

¶ Increases the number of direct sales because of the high return on investment. 

¶ Establishes good relationships with corporations. 

¶ Puts a lead nurturing programme in place. 

¶ Invests in hosting programme with values chain partners. 

 

Tourism Newsletter 

A quarterly Newsletter was prepared and sent out on 29 May 2023 to members and key 

stakeholders highlighting marketing developments and material. 

The newsletter was sent to  778 

Number Bounced Back:    04 

Delivered to     774 

Number of people that opened: 195 

 

 



25 | Page 
 

 

Media Exposure 

PRESS RELEASES ï TOURISM EARNED (PR) MEDIA EXPOSURE 

Launch of Mission Tourism Route on the KZN 
South Coast  

 

ILoveZA, Visit KZN South Coast ï (17/03) 

MyPressPortal ï (20/03) 

MyPR ï (21/03) 

MyZA, MyDurban, MarketingSpread ï (22/03) 

Business South Africa ï (23/04) 

South Coast Fever ï (24/03) 

Travel South Africa, South Coast Info, KwaZulu 
Info, Business South Africa, SA Green Info ï 
(27/03) 

Rising Sun (Chatsworth), Rising Sun (Merebank) 
ï (28/03) 

Rising Sun (North Coast) ï (29/09) 

South Coast Herald ï (31/03) 

South Coast Herald ï (01/04) 

Weekly Gazette (South Coast) ï (03/04) 

Top 20 self-catering accommodation options to 
try on the KZN South Coast  

 

MyPressPortal, MarketingSpread, ILoveZA, 
South Africa Today, Rove SA ï (19/04) 

MyPR, MyDurban, Visit KZN South Coast ï 
(20/04) 

South Coast Info, KwaZulu Info, Business SA ï 
(21/04) 

SA Green Info ï (22/04) 

Getaway ï (24/04) 

IOL ï (27/04) 

Uncover the outdoor splendour of the KZN 
South Coast with a camping adventure!  
 

MyPR, MyPressPortal, MyDurban, Marketing 
Spread, SA Today, Visit KZN SC ï (10/05) 

Rove SA ï (15/05) 

Rising Sun (Chatsworth) ï (16/05) 

Rising Sun (North Coast) ï (17/05) 

Uncover the KZN South Coast at Indaba!  
 

The Mercury, IOL ï (08/05)  

Visit KZN SC, Daily News ï (11/05)  

Rising Sun (Chatsworth) ï (23/05) 

Rising Sun (North Coast) ï (24/05) 

The scene is set on the KZN South Coast for 
the Greatest Shoal on Earth!  
 

Visit KZN South Coast ï (30/05) 
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PRESS RELEASES ï TOURISM EARNED (PR) MEDIA EXPOSURE 

Cape Times, IOL Travel, Absolute Mama ï 
(31/05) 

The Mercury, MyPR, MyPressPortal, MyDurban, 
MarketingSpread, Sawubona, SA Today ï 
(01/06) 

South Coast Fever, South Coast Herald (02/06) 

Sunday Tribune ï (04/06) 

Weekly Gazette (South Coast), Tabloid 
Newspapers, KwaZulu Info, Business South 
Africa, SA Info, Seaside Breakaway ï (05/06) 

Rising Sun (Chatsworth), The Citizen, South 
Coast Herald ï (06/06) 

Rising Sun (North Coast) ï (07/06) 

Rising Sun (North Coast) ï (08/06) 

Signature, South Coast Herald ï (09/06) 

Tourism businesses show support for the newly 
launched Buy Local campaign.  
 

South Coast Herald, After12 Mag, Visit KZN 
South Coast ï (02/06) 

IOL, IOL Daily News, IOL KZN ï (08/06) 

Eyethu Ugu ï (12/06) 

KZN South Coast a top events destination 
as SCTIE welcomes the 2023 Ocean Festival 
 

Visit KZN SC ï (06/06) 

MarketingSpread ï (07/06) 

MyPR, SA Today, MyPressportal  (08/06) 

South Coast Herald, MyDurban  (09/06) 

South Coast Fever ï (12/06)  

Why the Sardine Run should be on every diverôs 
bucket list 
 

IOL Daily news, IOL, MyPR, MyPressPortal, 
MyDurban, SAToday, African Safaris ï (08/06) 

Visit KZN SC ï (09/06) 

South Coast Herald ï (11/06) 

South Coast Fever ï (12/06) 

Enjoy great marine sightings on a KZN South 
Coast ocean safari this Sardine Run season 
 

Tourism News ï (07/06)  

MyPR, MyPressportal ï (08/06) 

VisitKZN SC, MyDurban, MarketingSpread, IOL, 
IOL Daily News  (09/06) 

Absolute Mama ï (11/06) 

Embark on the latest KZN South Coast 
hinterland adventure ï the Nyandezulu 
Experience! 
 

South Coast Herald ï (02/06) 

South Coast Herald ï (04/06) 

Visit KZN SC ï (09/06) 

MyPR, BuyPE, FreeMail, MyDurban ï (10/06)  
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Brand Tracking 

TOURISM media coverage and brand exposure for South Coast Tourism and Investment 

Enterprise that was generated from 13 March ï 12 June 2023.  The list of media coverage 

below includes the Advertising Value Equivalent (AVE) figures ï this is Rand for Rand what 

one would have spent to appear in these publications, online platforms, and broadcast media, 

had these been ópaid forô (advertising) media exposure instances.  We generated 227 free 

media exposure articles. More than double that figure with a total of R 7 432 581.22 (seven 

million, four hundred and thirty-two thousand, five hundred and eighty-one rand and twenty-

two cents) worth of AVE media exposure.  

Print: R3 090 760.73  

Online: R4 341 820.49 

Out of the 227 radio interviews, print and online media exposure clippings, all of the media 

exposure was positive.  

All the media coverage clippings are accessible online in the Newsclip Redbook,  

https://www.redbook.co.za/share/book/714221bc078b449b40b2a62a7b2a5d77  

 

Beach and Hinterland Activation  

The Easter festival 2023 was a big action-packed program.  It had top quality activities that 

were balanced between sports and games/fun for people of all ages to enjoy as individuals or 

as families.  Daily set up commenced every morning from 10h00 to 14h00.   

 

Beach Activations took place at the following Beaches: 

1. Scottburgh Main Beach 

2. St Michaels 

3. Margate Main Beach 

4. Hibberdene Main Beach 

5. Southport Main Beach 

6. Sunwich Port 

 

Hinterland Activations were hosted at the following locations: 

1. Umuziwabantu Local Municipality ï Mzukelwa Primary School on the 24 March 2023 

2. Umzumbe Local Municipality - Ntelezi Msani Heritage Centre ï 25 March 2023 

3. RNM ï KwaXolo Caves ï 26 March 2023 

4. RNM ï KwaNzimakwe ï 27 March 2023 

  

https://www.redbook.co.za/share/book/714221bc078b449b40b2a62a7b2a5d77
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Tour Packages 

South Coast Tour Packages are created to attract tourist to specific areas and improve 

geographic spread.  They are then posted on the SCTIE website and social media platforms. 

Nyandezulu is a rural area located just nine kilometres inland from Shelly Beach, where one 

can enjoy the breath-taking scenery high above the ocean. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Nyandezulu Experience: https://www.visitkznsouthcoast.co.za/wp-

content/uploads/2023/06/NYANDEZULU-EXPERIENCE-PACKAGE.pdf  

  

https://www.visitkznsouthcoast.co.za/wp-content/uploads/2023/06/NYANDEZULU-EXPERIENCE-PACKAGE.pdf
https://www.visitkznsouthcoast.co.za/wp-content/uploads/2023/06/NYANDEZULU-EXPERIENCE-PACKAGE.pdf
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Research  

PERIOD: EASTER 

Methodology 

1. The primary research methodology adopted, was a quantitative approach. 

2. The specific research technique employed, was an online structured 

questionnaire/digital survey, through Google Forms. The questions were of a fixed 

selection or multiple-choice type. 

3. This questionnaire was e-mailed to the sample universe or the total population of 235 

tourism accommodation providers.  

4. Two hundred of these completed the form. This sample was a sample size with a +-

3% margin of error at a 99% confidence level. 

5. The final sample of respondents was achieved through reminder emails and follow up 

telephonic interviews, where the interviewersô assisted respondents in completing the 

online form. 

6. The questions poised, related mainly to accommodation occupancy levels and nights 

spent in the destination. 

 

Key Findings: 

1. Occupancy/Bookings: The average occupancy rate for the KZN South Coast for 

Easter 2023 was calculated to be 60%.  This is based on the entire Easter weekend. 

2. Booking lead times:  The respondents indicated that most of their guests booked less 

than 60 days before the Easter weekend. 

3. Length of Stay:  The average length of stay was calculated to be 3 nights. 

4. Easter 2023 vs 2022:  A notable proportion of respondents indicated that their 

occupancy rate was lower than in 2022.  This trend has been noted in other tourism 

regions such as the Drakensberg, which also reported lower occupancy rates over 

Easter 2023.  The core reason for this finding is the current economic climate in South 

Africa.  Middle-Class South Africans have lower levels of disposable income which 

enables them to travel.  Additionally, there were natural phenomena such as flooding 

which hindered travel routes, interruption to services, interruption to operator offering 

etc., as noted in the 2022 Occupancy rates survey. 

5. Source Markets: The core source market for the South Coast for Easter 2023 was 

domestic tourists.  Only 3% of tourists were foreigners. 
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Recommendations 

There are two critical challenges that the KZN South Coast needs to deal with over the Easter 

period to increase its overall occupancy level and the average length of stay.  SCTIE presently 

markets óSeasonal Specialsô page through its website.  Additional marketing techniques could 

be employed to achieve further objectives.  These could include: 

 

1. Requesting accommodation establishments to provide last-minute deals that could be 

promoted aggressively by SCTIE a week before the start of the Easter weekend. 

2. Requesting accommodation establishments to provide a special deal to encourage 

tourists to specifically stay four or five nights.  This could be a discount or a four or five-

night stay. 

 

Special offers could be promoted in traditional and non-traditional ways, to encourage early 

bookings, but where clients are expected to pay a higher deposit upfront.  SCTIE could 

enhance its Easter promotional drive, beyond beach and hinterland activations, to highlight a 

variety more of appealing tourism elements, and why visitors should consider the KZN South 

Coast as their Easter Destination. 
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E-Marketing Platforms 

The objective of managing E-Marketing platforms is to ensure efficient and effective visitor 

information services and effectively managed and updated information.  

 

Visitor Information Centre (VIC) 

The https://www.visitkznsouthcoast.co.za was created as an independent platform on the 

tourism website to achieve the above objective with continuous updates.  The digital Visitor 

Information Centre (VIC), is structured on the website to be functionally user friendly and 

globally accessible for information sharing to potential tourists.  

 

We maintained the following on the platform:  

¶ Information was updated for contact and description, including, but not limited to, 

information provided by operators and asset owners regarding their listings. We 

updated 19 new listings on the SCTIE database, which were add to and then linked 

with functionality to the VIC categories.  

¶ Updated the About Us Page 

¶ Updated About the KZN South Coast 

¶ Updated the Events Calendar.  

¶ Updating of the Blog pages using free copy from the SCTIE tourism partners such as 

the Wild Coast Sun.  

¶ Updating of the Specials Page.  

¶ Press Release updates.  

¶ Restructured the BUY LOCAL tabs which now reflect new categories to significantly 

increase awareness the óbuy localô campaign.  Additional restructuring of this section 

was underway at the time of this report which include the removal of general listing, 

replaced with paid members.  

 

 

https://www.visitkznsouthcoast.co.za/


36 | Page 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Link: https://www.visitkznsouthcoast.co.za/category/press-release/ 

  

https://www.visitkznsouthcoast.co.za/category/press-release/


37 | Page 
 

Tourism Website Google Analytics 

¶ The site received 16 900 visitors to the site for Dec 2022, Jan 2023 and Feb 2023.  

The previous quarter included December, which is an extremely high traffic month. 

¶ From March, April and May, visitors increased nicely to 19 300 for this last quarter. 

¶ The page per user stayed steady at an average of 1.7 and duration per visit has stayed 

constant at an average of 1.10 minutes.  

¶ Organic search per month is also staying steady at around 5500 organic visitors per 

month.  

¶ Organic visitors are still coming in at almost 6 times higher than referral/social visitors 

which clearly indicates that the Search Engine Optimization is working optimally. 
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Web Banners 

Website banners were changed for the Sardine run across all websites.  

 

 

 

 

 

 

 

 

 

NOTE: A subscribe to newsletter campaign was launched to build the database. This will in 

turn help market the website and drive traffic to the website. 
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Corporate Website: https://www.sctie.co.za  

We maintained the following on the platform:  

¶ Updated the About Us Page (SCTIE) 

¶ Updated About the KZN South Coast 

¶ Updated the BOARD page.   

 

 

 

  

https://www.sctie.co.za/
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Corporate (SCTIE) Website Google Analytics: 

¶ The site received 1060 visitors to the site for December 2022, January 2023 and 

February 2023.  

¶ From March, April and May, visitors stayed steady receiving 944 for this last quarter. 

¶ The page per users has increased though from 1.6 average to 1.8 average and 

duration per visit has stayed constant at an average of 1.3minutes.  

¶ Organic search has increased nicely from an average of around 150 visitors per month 

to 200 last month. 
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Explore KZN South Coast App 

The following is an analysis of the recent progress of the mobile application development, 

specifically focusing on the decline in Android users.  The report compares the number of total 

downloads, in the previous and current reports, highlighting the decrease in user 

subscriptions. The analysis covers a period of 90 days and provides insights into the 

implications of this decline.  We have observed an improvement in user retention particularly 

for Apple users, while the number of Android users uninstalling the App was significant over 

the previous quarter.  

 

App Updates and Changes 

¶ The map functionality was pushed to production on the App stores.  The map feature 

is now more interactive with clickable icons. 

¶ Users were provided with consistent experience, whether they navigate through the 

app or website.  

¶ A pop-up preview of the selected location can reveal comprehensive details.  

¶ Users can conveniently fetch directions to the destination using their device's native 

location services. 

 

Recognizing the importance of encouraging customers to retain the App, it is imperative to 

incentivize their engagement. As previously reported, various incentive models for the App 

users, such as offering exclusive discounts or points to those frequenting specific listed 

businesses.  Another method could be adding advertising cards, which show paid user listings 

as advert within the app. 

 

Overall changes to the App this quarter included 

1. Performance enhancements 

2. Map and Database Package updates 

3. Pop-up tabs for the Map 

4. Category radio button Filter 

5. Search Filter 

 

Collectively, these modifications have bolstered a more seamless and efficient user 

experience.  
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ANDROID  

¶ Currently App had 279 total Downloads, which is down from 284 in our previous report 

- a decline of 5 users or 1.76%.  

¶ This indicates that the App has lost some users on Android devices over the last 90 

days. 

¶ The decline of 5 users or 1.76% in total Android downloads over the past 90 days 

raises minimal concerns regarding user retention and engagement.   

¶ While this decline may seem relatively small, it is crucial to understand the potential 

underlying factors that contributed to this loss. 

 

Possible reasons for the decline in Android users could include: 

¶ Market Competition: The presence of competing applications within the same niche 

could have influenced user choices, leading to a shift away from our App. Conducting 

a competitive analysis and benchmarking our application against industry leaders may 

provide insights into areas for improvement and differentiation. 

¶ User Experience Issues: If users encountered persistent technical issues or faced 

difficulties navigating the App, it could have contributed to their decision to 

unsubscribe. Regular user feedback, App performance monitoring, and addressing 

reported bugs are essential to maintaining a positive user experience.  

¶ Internal testing sequence, which requires team members to download, test and then 

delete the app. This seems the most plausible, given that at least three external 

members who were asked to upload the app and tested it, other than SCTIE members.  

 

We conducted extensive testing of the App performance and monitoring through pre and post 

installation of the updated features.  

¶ Nothing regarding the above points was found.  

¶ There were no persistent technical issues. 

¶ No navigational issues and no bugs were found. 

¶ The App's performance is highly positive, including loading times, responsiveness, and 

stability.  

¶ We regularly monitor the App performance metrics and address any reported bugs 

promptly to enhance the user experience. 

 

Therefore, the loss of subscribers can be assumed and attributed to personal choice.  To 

ensure that we do additional research and probe the user interests and disinterest, based on 
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the findings and analysis, we recommend the following to mitigate the decline in Android users 

and improve overall App retention: 

 

¶ User Feedback and Surveys: Implement a system to gather feedback and insights 

directly from Android users who have unsubscribed. This feedback will help identify 

pain points, concerns, and areas of improvement, enabling us to address user needs 

more effectively. 

¶ Competitive Analysis: Conduct an in-depth analysis of competing applications to 

identify their strengths and unique features. This analysis will help us position our app 

more effectively and provide insights for differentiating our product in the market. 

¶ Marketing and Promotion: Strengthen our marketing efforts by exploring targeted 

advertising campaigns, collaborating with influencers, or leveraging social media 

platforms. Increasing brand visibility and highlighting unique App features may attract 

new users and retain existing ones. 

 

Due to budget constraints, the App has not received the additional marketing attention.  We 

have to use social media presence to promote the updated App and seek additional audience 

engagement and interest.  Due to budget constraints, no boosting of the social media posts 

was done.  
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Analytics 

Period: Last 90 days. 9 March 2023 ï 3 June 2023. 

Platform: Android 

 

 

Android App Updates  

Long term App updates were implemented in this quarter.  Functionality testing was 

interrupted with IOS users, as there was a worldwide problem with test links.  This 

unfortunately caused an inevitable delay, as it was a third-party provider problem.  

See screen shorts below: 












































































































































