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Methodology m
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» Face to face surveys with a probability sample of 130 respondents

* Respondents were systematically selected by the hour during the last day
of the three day event: on Saturday the 16% of February 2019 (Blue
Lagoon).

» Used the intsmatlonally accepted ‘representative sampling’ research
methodology for the event {see next slide)
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Methodology (conta,) W

Representative Sampling

A small quantity of something such as customers, data, people, products, or
materlals, whose characterlistics represent (as accurately as possible) the entire
batch, lot, population, or universe.

Iwo agvaniages

1. Saves time (not enough time to interview 1 000 people during an event)
2, Saves meney (fleldworkers are pald per survey/questionnaire —

E.g. 1000 surveys @ R25 = R25 000)

100 people In a room — safe with 40-50 surveys.

1 000 people in @ room — safe with 100 surveys.

10 000 people in a room — safe with 150-200 surveys,

Le. If the sample slze grows to more than 400 {In relation to the population), any

addition to the sample size bscomes statistically Irrelevant.

=

Positive Highlights

» 85% of the respondents indicated that they would attend the event again.

+ 96% of the respondents had a ‘good’ or 'excellent’ experience at the event.

*  98% of the respondents indicated that they did not experience any problems.
* B7% plan to vislt destinations in KZN In the next 12 months for a holiday.

«  85% said that they would recommend the event to thelr friends and familly.

* The estimated economic Impact of the event was as much as R6,2 milition.

-




Local Residents vs Visitors
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'i'-h;ra was an Increass of {7%) In the number of respondents who were overnight visitors. There
was a decrease in the number of day visitors (by 6%), when comparing 2019 with 2018, Even
though the majority of the respondents were local residents, it Is positive io note the increased
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number of overnight visltors as this could affect the economic Impact of the event positively. '

Breakdown of Respondents

Pk e
2018 Sample Total Attendance®
Local Residents 115 54 1563
DayVisitors | 64 30 868
Overnight Visitors 34| 16 463 |
TOTAL 213 100 | 2694
Sample Total Attandance®
Local Residents 69 53 1492
Day Visitors 31 24 676
Overnight Visltors 30 23 647
TOTAL 130 100 2815

The table outlines the breakdown of the estimaied numbers that attendad the event
The breakdown of the numbers Is based on the proportion of local residents and

vigltors, which has besn obtalned from the surveys.

*It la Important to note that the fotal attendance was estimated to be 2 815. This Is
based on the total number of particlpants (853) multiplled by the average group size
{3.3) - which had increasad from 2.9 In 2018.
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Provincial Origin: S
All Respondents m
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KZN Gautsng W.Caps  N.Cape E.Capa  Frea State  Mpum, Limpopo  N.Waest
2015  85% 12% % 0 0 % % 0 0
2016 66% 25% 4% % % i 2% o% 0%
2017 75% 18% 5% 4] 1% 1% 0 [¢] [}
m2018  86% 9% » 1% 0% 1% 1% 0% %
B1% 14% E] 0% 0% 1% 1% 1% 0% |

. m2018

There was a 5% decrease In the number of respondents who came from KZN In 2018, which but it
still shows that the province continues 1o hava a vast majerity of respondents. Furthermore, there was
a 5% Increase In the number of respondents who came from Gauteng. This further shows that
Gauteng continuas to be KZN's biggest domestic source market.

Nature of the Dusi Canoe
Marathon Participants

Central | I
2017 | KZN | Gauteng I W Cape IDIItI'Il'.'IlI E Cape | International |
Percent | 7T3%  18% M % % 2%
Number | 748| 105 a1 7 20 18|
TOTAL 1020

' Central

2018 KZN | Gauteng WCape Districts | ECape Internationsl
Percent TN 8% A% 1% 1% % |
Numbaer 722 188 42| 7 13 28
TOTAL 288

*Note: This Information was supplied by the organizers of the event, 2018 data Is not
available. ‘




Estimated Mean Spend per Category m

Tok, v, el

2018 2016 2017 2018 e
Accommodation* R3568| R2455| R4339 R1884| R3214
Transport {a.g. fual} R907 RT67 REO7 R596 R1 785
Food & Beverages RE09 R570 R562 R704| R1778
Entertalnment RSST R540 R74 R186 R350
Souvanirs/Other R807 R700 R51 R74 R268
Average Total Spend R2189| R1420| R2049 R1808| R3279

*Includes tha amount for ovarnight vieltors only.

There has bean & Incraase In total average spend of all of the respondents In 2010,
This is malnly due to a significant increase In the number of ovemight visitors. Across sll
categories there was an increase In the average spend on Transpor, Food &
Beverages, Entertainment, and Sotvenirs. l

Estimated Economic Impact

2018 2018 2017 2018 2018

No. [ Mean | No. | Mean | No. | Mean | No. | Mean | No. | Mesn
Pt marita 1404 R1 088 1243 1668 1020' R3 c8g 00l | R2540 858 R2841
[otiectatorg:
L 2047 RT™ 1212 R840 57 R7e8 1024| Ra4z| 1040 RME
wRiTanl
]S T

Roe8 182 REZD 408 R1348 se9| R4 am R4%0
Wiy visiors
LSnaclators;

Rear | 242 | Raoer | sm | Raser s03| RasE0| 41| Reses
e || ‘ |
LRy L

The_mean s%m? by local spectators, day spectators and overnight spectators has decreased
when compal 2018 while the mean spenc by participants has slightly Increased. There can
i1s no speclific reason that could be attribuled to this decrease across these categories. The
dacreases may be due to the strain economic climate In the country, while the increase spand
may be due to the Increases In certaln aspacts such aa petrol and food.




Estimated Economic Impact (cont'd) w
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Estimated At Least: R1205490 R3201 640 | R2087985 | | R1759 592
Direct Impact

Asmuchas: | R2844785| R4553560 | R 097544 |{ R3 131266

|

Estimated At loast, R2410980 | R8403280 | R4 135070 | R3482528
Total Impact
{multiplier of 2.0) |

Asmuchmes: | R5280570 | RO 107 120 | R8 195088 ‘ + RS199 907

| Nots: Intemational standard prm:ﬂe_a suggests that only vsitor spend and not local spend should be used to |
determine the sconomic impact of an event, and local spend should be excluded. The lable ebove thus |

excludes local spend.

There has been & slight INGREASE In the tolal economic Impact of the event — when comparing
2019 with 2018. The most probable reason for the increased Impact Is due to the Increased
average spend of the respondents, as well as an Increased number of visliors

Length of Stay
| Average stay: 3,8 nights (est.) e
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= 2018 12% 33% 4% 18% 12%
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Thera was & significant increaes In the number of respondents who stayed for 4 nights (by 18%). There
was alsc an Increase In those who stayed for +5 nights (by 8%) which means that It Is likely that most of
these rezpondents were from afar. There continues to be a decline In those who stayed for 1 night (by
§%), and for 2 nights (by 26%). The majority of the respondents (67%) stayed between 3 and 4 nights,
which shows that the participants stayed cvemight for the event and then left. Thara wera some a few of

those extended their stay bafora or after the avent.
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Accommodation: Top 5 Choices

100%
90%
80%
70%
0%
50%
40%
0%
20%
10%
0% L
Friends/family Camping BRA Salf-catering
2015 2% 293% 10% %
01s 0% % 23% 20%
2017 26% 20% 22% o]
n2018 44% 5% 18% 19%
m 2019 33% % bri 10%

When it comes to the fop five cholces (only) of accommodation types, some 51% of the
respondents made use of ‘paid’ establishments. The most popular cholcs was B&8s (27%), which
had an (11%) Increase from 2018 1o 2018. Furthermore this explains why there was an Increase In
the averags apend and that of accommodation. In additien fo this, there was a 11% decrease in

the number of respondante who stayed with Friends/Family.

Family Hotel
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In 2018, there was higher number of spectator respondents (84%) than participant respondents
which accountad for (34%). Few of the respondents wera In the area for hollday 2% and the other
1% were paople visiting VFR. These findings show that 87% of the respondents weve In the area at

the tima of the event, which mean this evert Is a major "draw-card” for tourlsm.
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Transport to Event. Cott A
Visitors Only v )
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As with the previous years, the majority of the respondents travelied to the area of the event In
Private Vehicles (85%). The parking problems, that many respondents stete, are most likely

made usa of an Alrp/ane with a 4% Increase when comparing 2018 and 2018.

caused by this finding. In addition to this, there was slso a Increased number of respondents who '
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Main Influence
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‘Aftended/Participated Previously 80% with a 7% decrease and ‘Word-of-Mouth' 33%, with a 7%
Increasa ars, once ageln, the most contibuting factors In terms of Influencing people to attend the
event




Future Attendance m
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Most of the respondents (85%) Indicated that they would llke to attend the avent agaln. When
comparing 2019 with 2018 It is evident that the number of pecple who wigh 10 attend the avent In
the future decreased by 7%. This Is a negatlve finding but should not be much of a concam I

S EEEREEERER

since It shows that & 14% of respandents sald they don't know and only 1% eald they will not
atienc.

Attended Before m
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When comparing 2018 and 2017, there was a 1% decrease In the number of respondants who have
attended the event before - along with the same Increasa in those who had not. These findings
show that the event stlll atiracta repest participation along with a etsady Increase In new, firet-time
participants.




Experience at the Event
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it Is positive to note that 94% of the respondents rated thelr experience at the svent as elther

Poor
1%
0%
1%
0%
2%

Exceflent (57%) or Good (39%). When comparing 2019 and 2018, there was a significant

decrease (24%} [n thoss sald rated thelr experlence as Excellent. This Is a posltive finding since It

maans respondants are possibly going to attend the following year and that they may even com
for holiday after having had an excellent exparisnce at the event.

Experienced Probiems?

s 5885883388

There was 8 22% decrease In the number of respondem; who expariencad problams at the
evant in 2019. This Is a positive finding sinca it means the problems that were experienced

during the previcus event were somewhat fxed.

|

2016
2017
» 2018
2019

ereereerry

—
2015

]|

10



Problems Experienced E
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A merely (2%) of respondents had experlenced problems, thers were not
many respondents who experienced problems and the only that did noted the
following:
» Parking Issues

» Hassles with car guards / security for parking areas

Recommend the Event to Family/Friends m

100% un?.__W_M G
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80%

0%
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= | 32019
20%
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2% " W o
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Yes No

All of the respondents (100%) Indicated that they would recommend the event to their friends and
relatives. This indicales that pecple enjoyed the experience of being at the evant and also that the

svent is well organized, to the extent that all would recommend 1 to thelr family and friends.
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Top Suggested Improvements m

| ey

While the majority of the participants were happy with the overall event, some of
the key comments/suggestions from the respondents include:

* There should be a wide varlsty of food courts.

= More rubbish bins and river should be cleaned.

* More entertainment for spectators at the finish.

« Signage needs to be improved along the route for seconders.
* More tollets and shaded places.

* Reduce the cost of entry for participants.

Plan to visit KZN in the next 12 months
for a HOLIDAY?

B
BT g,

%
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Yo No Ursura

The majority (87%) of the respondents have stated that they will be traveliing to, or within, KZN In
the next 12 monthe for a holiday. It Is positive to note that thers was a 12% Increass In this

'Unaure’ was only Introduced In 2016 ~ hence the lack of comparative data.

number, which bodes well for tourism In the province. The option for respondents to answer |

12



Plan to visit KZN in the next twelve months
for a HOLIDAY (contd.)

Some of the key reasons for NOT planning to vigit KZN include:
* Too busy
« Affordability, cannot afford to travel

« Too far to travel.

Familiar with TKZN slogan? >
[ 100%
| son
BO%
70% =
B1% e
o 2015
2016
50% 2017
% % m2018
m201s
30%
20%
10%
0%

In 2019, there ‘\;;s a ée% dacre'ase I|:|‘ tﬁa number 6f responaems who w;'e—f;ﬁlllar w1th the
that there Is a iof that nesds to be done In terms of TKZN's branding.

TKZN slogan, maaning that only 39% had heard of it bafore. This Is a negetive finding es It shows l
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Associations — TKZN slogan:
Core Mentions

Association | 2015 2015 2017 2018 2019
Tourism/Hollday= L 4% 14% 23% 13% 16%
7ulu Heritage/ Culture/King Shaka/Zulu People. 373 50%, 27% 38%| 23%
TKZN/Tourlsm Orginlsation 3 6% 2 3 2%
b;ulu-mhl | 7wl esl 28%] 23%] 34
Don't Know/Unsure | 3% 26| 12% 4%
burban | 1% 0% 2% 13% 2%
Peosle from KwaZulu-Natal | 15% 2% | 4% 219
L'Lher | G 12% 1% 2%

The maljority of the respondents associated the slogan with "KZN" (34%) and “Zulu
Heritage® (23%). it is posiive to note that the number of respondsnts wheo
assoclated the slogan with “Tourlem/Holidays” had Increased by 3% In 2019.

Noted TKZN logo?

[ 1

g § 385882536

Yo

2016

2017
n2018

Ne

B2015

L Muth like the slogan, thare has also been decrease of (22%) in the number of respondants
who have noted the TKZN logo befora. This finding shows that the majority of the respondents
have not seen the TKZN logo before = which is anothar negative finding for the branding.

14



Where TKZN logo noted?

N o 2016 2017 20:8] 2019
Bitlboards/posters/bannars 33 G 13% 24w | 1%
Brochures 0%, P 24 9% 4%
Magazines 1% 125 4% 6% | 1ax
Newspapers 1% 2% 2% [ 2%
Clothlr;/Merchandise 5 % 0 1% 2%
Tourlsm Information Offica 5% ) 2% 0 il
intarnat 3l 16% 119 6% %l
™ 4 21% 74 1w e
Other/Cannot Racall 8% 21% 11%, 8 B
Durban F %] A D% O
Alrport 6% 94l 5 10y | 30%
Events 34 19% 16% 671) 24
Ettrlctlom (e.&: uShaka) 55 ™ 16x 3% A%

ceommadation Dl 2%5 5% 1% %

Demographics: Respondent's Gender m
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Mala Female

IAs oﬁaad to previous years, in 2019 the number of famale respondents has incraased by
(10%) even though the number of male respondents Is still higher with (54%). This still shows
that canoeing s still a male dominated sport.




Demographics: Income Level m
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Some 55% of the respondents aam & monthly Income of R70 000 or more, with the mejority eaming
R20 001-R30 000 (24%), and between those who sam R30 000+ (19%). The respondents who noted
Other (22%) as thelr income are those who did not wish fo supply this Information, which was a

highest perceniage of respondents who noted Other when compared to previous years. These
findings point clearly o a selact target market of middie to high income groups. ‘

v ] H r i o .‘
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Main Findings m

. The majority of the respondents were local residents from the area in which the event
was taking place (53%). There was an increase in the proportion of respondents who
were ovemight visitors (by 7%).

. The majority of the respondents were from KZN (81%), while 14% were from Gauteng,
and 3% were from the Western Cape. There was an decrease of respondents from KZN
(by 5%) and a Increase In those from Gauteng (by 5%).

. The average total spend of the respondents had Increased from a figure of R1 899 In
2018 to R3 279 In 2019. This increase was mainly driven by increased spend on
accommodation, due to the high number of overnight visitors in the area.

. The total economic Impact of the event had increased In 2019. It was estimated that the
economic Impact was worth at least R3,5 miilion and as much as R8,2 million.

. The average length of stay of the respondents was estimated to be 3,8 nights — which
reletes to the length of the event Itself (l.e. 4 days). This shows that It Is unlikely that
many of the respondents plan a holiday around the event. There was a 19% Increase in
the number of respondents who stayed for 4 nights during the event,

Main Findings (contd)

B e e

. In terms of the top 5 most popular forms of accommodation, the majority stayed with
“friends/family” (33%), while 44% of the respondents stayed In 'pald’ establishments with
“B&Bs" {27%) and "Self-catering” (10%) being the most popular. As a continuation from
the previous year, the high number of people staying In ‘non-paid’ (femily/friends)
establishments is a reflection of the economy.

. It was evident that 98% of the respondents were in the area at the ime of the event,

specifically for the event as either a spectator (64%) or as a pariiclpant (34%). It was
noted that 2% were in the area as they were on hollday and the other 1% were there as
VFR. The event Is thus consldered as & meajor "draw card" for tourism.

. The use of "private vehicles" continued to be the most popular form of transport by the
respondents, with 81% using these In 2018. Thie finding ie most lkely the cause of the
“parking / traffic Issues” experienced by the respondents.

. There was & 7% increase In the number of respondents who have heard about the event

through “word-of-mouth” from (26%) In 2018 to (33%) In 2019 and from “previous
attendance” (60%).

-
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Main Findings (contd) m

10. It was posltive fo note that 85% of the respondents plan to attend the event again in
futurs, even though there was a 7% decrease when compared to 2018,

11. Some 83% of the respondents had noted that they had attended the event before, which
means that 17% were attending the event for the first time. This shows the capabillity of
event for atiracting repeat vislis, as well as new-comers.

12. |t was positive to note that 57% of the respondents had an "excellent’ experience at the
event, while a further 38% had a “good” experlence daclined when compared to 2018.
This Is & posltive finding for both the event and for tourlsm In KZN, as tourists who are
satisfled tend to stay longer and spend more as evident from this year's event.

13. There was a 22% decrease in the number of respondents who experienced problems at
the event in 2019, when compared to 2018. That means that 88% of the respondents did
NOT experience any problems at the event.

14. All of the respondents {100%) sald that they would recommend the event to thelr family
and friends. This shows that the event holds a good reputation and It Is considered to be

well organized by respondents. I

Main Findings (contd) m

i s Tt

15. Some of the respondents suggested examples of how the event could be improved and
these include aspacts such as more entertalnment for spectators, more dustbins, more
food courts and more parking — amongst others.

16. It was positive to note that B5% of the respondents plan to visit KZN In the next 12
menths for a holiday. Of the 156% who do not have plans io travel to KZN, they listed
reasons such as “too busy", "cannot afford” and “too far".

17. In terms of TKZN's branding, 38% of the respondents had heard of the “Zulu Kingdom.
Excaptional.” slogan befors. This proportion decreased by 26% from 2018.

18. Further to this, within the few that had noted the TKZN logo before respondents
associated the slogan with “KZN" (34%) and with “Zulu Herltage / History / Culture / King
Shaka" {23%). There was a 17% increase In the number who assoclated it with “People
from KZN".

19. In terms of TKZN's logo, 36% hed seen it which means that thls figure decreased by 22%
from 2018.The majority of the respondents have seen the logo at "airport” (20%), on “TV"
{18%), on "magazines” & "billboards/posters/banners” with 14% each respectively. l

18



Main Findings (contd)

20. In terms of demographics of the respondents, the following was found:
- 54% were male, 46% were female
— T70% eam R10 000 or more per month {middle to high income eamers)

~ 18% work In "admin / management”, 17% are “self-employed®, 16% work as
*professional”, and 13% work in "sales/marketing"” professions.

S
2
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Recommendations

The majority of respondents were happy with the event and there were only a select
number of suggestions for improving the event. In addition to this, TKZN recommends
the following for the ofgianizers:

1. Besed on the commenis from the respondents, it 1s recommended that there
should be more tollets provided and there shouid be more dustbins In and around
the event finish area. A select number of respondents mentioned this Issue and It is
therefore recommended that It is considerad.

2. There should be a variety of food stalls, to offer & wide varisty of cholces to those
who are attending the evant. Invite local businesses/ SMME's to come and share
the platform to also sell soma local food.

3. It s also recommended that the organizers should Improve on signage, especially
the route for seconders. This will asslst In ensuring that seconders will not get lost
along the route and end up missing the meeting points with thelr respective
participants.

19



4

Recommendations
Yol i xvaptians?
Continued...
4. Once agaln the organizers, along with key public and privata, environmental

agencies need to address the lssues with the water quality and the prevention of
pollution in the rivers. Most particlpants and spectators were complaining about the
litter and the environmental impact of the dirt In the river. A better approach Is
needed to ensure that this be Improved, so that it will not be a threat to the
progressiveness and success of Dugi.

The organizers together with eThekwinl Municipality and the Department of Sport
and Recreation, should get together and see If they cannot increase the prize
money, or even provide a number of Incentives to take part in the event - |.e. an
award for the bast development participant. This will encourage more people to
enter and hence drawing more psople Into the event which will hopefully triple
down to the economic Impact of the event.

Recommendations (contd,)

In addition to this, the researchers recommend the following for TKZN:

1.

More needs to be done in tems of ensuring that the slogan/iogo gets more
exposure so thai people will be more aware of It. For exampie have banners or
even a gazebo at the finish with some tourism information, basically putting the
brand out there to be more visible.

Assist the event organizers to promote other activities and atfractions In the area of
which the event Is taking place. This will go a long way Into the growth of the event
and to in attracting more people. Have other Incentives which malnly focus on
tourlsm and promoting the reglon where the event Is taking place. For example,
ectivities can ba supplled In the race packs and be handed out at the event,

The marketing team needs to collaborate with the organizers In order to attract
more International particlpants. One example of achieving this Is to attend various
road shows, or something similar, with the organizers to reach out to the
International markets.

-
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