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Preface & Acknowledgements


The 11th International Student Conference in Tourism Research (ISCONTOUR) was successfully held at the campus of the MCI Innsbruck, Austria, from May 13-14, 2024.


The annual ISCONTOUR was collaboratively founded in 2013 by Christian Maurer, Professor at IMC University of Applied Sciences Krems, Austria, and Roman Egger, Professor at Salzburg University of Applied Sciences, Austria. In 2019 the MCI Management Center Innsbruck became the new cooperation partner of IMC University of Applied Sciences Krems.


The aim of ISCONTOUR is to provide international students and graduates of Bachelor, Master and PhD Programmes with a platform where they can present their tourism related research papers based on their approved Bachelor theses, Master theses or work-in-progress PhD theses. In particular, ISCONTOUR strives to encourage students and graduates to engage in academic research and foster the knowledge transfer between academic education institutions and practitioners from the tourism industry.


In total 22 full research papers by 35 authors from 11 countries were submitted to ISCONTOUR 2024. Each submission went through a double-blind review process and was evaluated by members of the ISCONTOUR 2024 Research Programme Committee. The authors then received the comments of the reviewers and had to revise the papers accordingly. Only papers of authors who adhered to this process were accepted for the conference. As a result, 19 full research papers were accepted for presentation at the conference and are included in these proceedings.


The research papers cover a wide variety of topics, ranging from consumer behaviour, tourist experience, marketing, information and communication technologies, destination management, and sustainable tourism management. This does not only indicate the variety of the tourism industry, but also how relevant and impactful applied research projects conducted by students and graduates can be for the further developments in tourism in particular and the society in general. We hope these proceedings will serve as a valuable source of information on applied tourism research for students, scholars and practitioners.


Above all, we want to thank all authors who submitted their papers for the conference. We further appreciate the considerable time invested by all members of the ISCONTOUR 2024 Research Programme Committee who ensured the high quality of the submissions. We are also grateful for the support we receive from the management boards, rectorates and colleagues of both the IMC University of Applied Sciences Krems as well as the MCI Innsbruck.


We are also indebted to the conference keynote speakers Astrid Steharnig-Staudinger (CEO of Austrian National Tourist Office) and Kurt Matzler (Univ-Prof. at University of Innsbruck) and to the research workshop presenters Julia Vögele, Katerina Volchek, Anita Zehrer and Roman Egger.


We hope that ISCONTOUR will continue to establish an international community that motivates more students and graduates to engage in applied research and submit papers to ISCONTOUR 2025.


Christian Maurer & Hubert J. Siller


ISCONTOUR 2024 Conference Chairs


Innsbruck / Krems, May 2024
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Abstract


Agri-tourism is a growing sector within South Africa’s tourism industry. Farmers, tourists, and the local community can benefit from this practice. However, research is still very limited in a South African context. This includes considering agri-tourists’ needs, understanding how to develop and manage an agri-tourism business, and identifying popular activities/attractions in South Africa. A systematic scoping review and qualitative analysis of scientific papers (N=19) described the current state of agri-tourism in South Africa based on three research objectives. These results may allow farmers to better understand how to manage an agri-tourism business successfully. The analysis revealed that agri-tourists want to escape and have a scenic experience. Other results indicated that sustainable agri-tourism development could offer great economic benefit to all parties involved, while the most prominent activities/attractions were farm stays, hiking trails, and wildlife-related activities. Several research gaps were identified, including the need for updated statistics.
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1. INTRODUCTION


While emerging, the research on agri-tourism in South Africa has not been as comprehensive or as deeply explored as in other global contexts (Grillini et al., 2022; Rauniyar et al., 2021). As the amalgamation of the agriculture and tourism industries, agri-tourism involved a tourist visiting an agriculture farm (Van Zyl, 2019). South Africa offers diverse landscapes, while building on a rich agricultural heritage (Cocks, Vetter & Wiersum, 2018). This makes South Africa the ideal agri-tourism destination. Benefits of operating a sustainable agri-tourism farm include additional income for the farmer, job opportunities for the local community, and preserving agricultural, historic, and cultural practices (Van Zyl and Van der Merwe, 2021). Many of the advantages of a sustainable agri-tourism business aligns with the Sustainable Development Goals of the United Nations (Carlsen & Bruggemann, 2022). For example, reducing poverty through job creation, decent work and economic growth for the local communities employed at the agri-tourism business, and sustainable cities and communities since infra- and superstructures tend to be better developed around tourism products. This confirms the potential of agri-tourism and the advantages it has to offer South Africa.


This study, therefore, makes a significant theoretical contribution by systematically reviewing and synthesising the existing literature on South African agri-tourism. By addressing the following three research objectives pertaining to the needs of South African agri-tourists, the development and management of agri-tourism, and the most popular activities/attractions, this study fills a crucial gap in the current understanding of agri-tourism in South Africa. It contributes to the broader theoretical framework by contextualising the growth and dynamics of agri-tourism in a uniquely South African setting, where the sector is experiencing an average growth rate of 8% from 2010 to 2019 (Grillini et al., 2022).




	RO1: What are the needs of a South African agri-tourist?


	RO2: How is agri-tourism developed and managed in South Africa?


	RO3: What are the most popular agri-tourism activities/attractions in South Africa?





Practically, this research offers valuable insights for stakeholders, including policymakers, tourism developers, and farm operators. By identifying the specific needs and preferences of South African agri-tourists, the study provides a foundation for developing targeted strategies to enhance visitor experiences and meet market demands. The findings on how agri-tourism is developed and managed can also inform best practices, contributing to sustainable and profitable agri-tourism ventures. Finally, by highlighting the most popular agri-tourism activities and attractions in South Africa, this research can guide investment and marketing efforts, tailoring them to the most attractive and lucrative aspects of the sector.


Furthermore, by outlining areas requiring further research and updated statistics, the study contributes to the academic discourse and practical applications in the field. These insights are vital for the continuous growth and sustainability of the agri-tourism sector in South Africa, a region with unique opportunities and challenges within the global agri-tourism landscape.


2. THEORETICAL BACKGROUND


Before the three specific research objectives for this study are addressed, it is important to understand what agri-tourism is and how it forms part of South Africa’s larger tourism industry. The section identifies various other tourism sectors that agri-tourism overlaps with, defines the term within a South African context, and provides a brief history of agri-tourism development in South Africa.


2.1 Agri-tourism within the tourism industry


Saayman and Snyman (2005) describe agri-tourism as a form of tourism occurring in rural settings, which includes variations such as rural, farm, alternative, or soft tourism. These terms have been subject to extensive research to delineate their specific meanings. Investigations into tourist preferences in the industry have led to a distinction between mass and alternative tourism (Christou, 2012; Csapo, 2012; Saayman, 2013; Van der Merwe, 2009). Mass tourism is characterised by large groups participating in fixed programs in rapidly developing areas, focusing on cost-effectiveness and maximising visitor numbers. In contrast, alternative tourism, which includes agri-tourism, caters to smaller groups seeking personalised services in less-developed areas, prioritising value over volume and aiming to optimise the visitor experience. This form of tourism, which encompasses cultural, educational, scientific, adventure, and volunteer tourism, is gaining attention for its reduced negative impacts and contribution to local community development (Rauniyar et al., 2021; Robinson & Wilshier, 2011; Wearing, 2001).


Furthermore, agri-tourism aligns with the trend towards more interactive and relationship-based marketing strategies in the tourism sector (Saayman & Snyman, 2005). Niche tourism, another distinct category identified by Novelli (2005), focuses on unique, interest-based experiences for smaller groups, offering authentic, natural settings compared to the staged environments of mass tourism. Agri-tourism falls under this category, alongside other practices like avitourism, ecotourism, safari, cultural tourism, and voluntourism (Marson, 2011; Tattler, 2019).


In terms of tourism sectors, the industry encompasses various areas that often intersect with agri-tourism on working farms. These include adventure, wilderness, green, ecotourism, heritage, and farm tourism, among others (Destination British Columbia, 2014; Lee & Du Preez, 2016; Saayman, 2013; Van der Merwe, 2009; Van Zyl, 2019). In South Africa, agri-tourism is more commonly referred to as farm tourism (Saayman & Snyman, 2005). An analysis of Google Trends data from 2019 to 2023 indicates the most searched terms related to agri-tourism in South Africa are rural tourism (48%), farm tourism (31%), and agritourism (21%), with the terms agri-tourism and agrotourism being less significant (Google Trends, 2024). This form of tourism appeals to wildlife enthusiasts and recreationists, and urban dwellers seeking rural experiences (Saayman & Snyman, 2005).


2.2 Defining agri-tourism


Agri-tourism, a concept without a universally accepted definition, is interpreted variously by scholars (Gascón, 2023; Guarino et al., 2022). Definitions have evolved over time, including:




	Viewing agri-tourism as a tradition of visiting farms and ranches to experience agriculture and celebrate harvest (Chase et al., 2018).


	Understanding it as activities complementary to agriculture, where agricultural producers invite tourists to their farms (Frumkin, 2019).


	Describing it as farming-related activities for entertainment or education in agricultural settings (Canovi & Lyon, 2020).


	Defining agritourism as recreational or educational activities on working farms or agricultural settings (Brune et al., 2021).


	Viewing it as welcoming visitors to farms and ranches for agricultural experiences and product sales (Wang et al., 2022).


	Seeing it as visits to farms, ranches, and vineyards for experiences and product sales (Quella et al., 2023).





In South Africa, agri-tourism is described as activities or attractions on a working or commercial farm for education, enjoyment, or participation in daily farm activities (Van Zyl, 2019). Agri-tourism activities are categorised into five groups: outdoor recreation, entertainment, hospitality services, educational experiences, and on-farm direct sales (Bernardo, Valentin & Leatherman, 2004; Chase et al., 2018; Kukorelli, 2011; Van Zyl & Saayman, 2019). Examples include wildlife viewing, festivals, farm stays, wine tasting, and farm stalls. Popular activities in the Western Cape Province of South Africa are farm stays, hiking, cycling, farm tours, and restaurants (Van Zyl & Du Plessis, 2022).


Agri-tourism offers advantages like additional income for farmers, job creation in local communities, and agricultural awareness among tourists. However, it also presents challenges such as pollution, seasonal employment, and potential conflicts (Myer & De Crom, 2013; Saayman, 2013; Van Zyl, 2019). Globally, agri-tourism is prominent, with research mainly conducted in Canada, the USA, and Europe (Bhatta & Ohe, 2020). Key destinations include Brazil, California, Grenada, Hawaii, Mollorca, Philippines, Taiwan, Tuscany (Lew, 2018), and others in Malaysia, Seychelles, Sicily, Sweden, and the UK (Thetravelshots, 2022), as well as Australia, Cambodia, France, Italy, Japan, and Spain (Frasers Hospitality, 2022). These regions are noted for their strong agri-tourism presence, though the criteria for selecting top destinations vary among authors.


2.3 Agri-tourism development within South Africa


The origins of agri-tourism in South Africa are not precisely dated, but its activities and attractions have historical roots (Van Zyl, 2019). Notably, ostrich farming in Oudtshoorn (Western Cape Province) started in the 1860s, with farms opening to the public in the 1960s for activities like ostrich races and ostrich-riding (Viljoen & Tlabela, 2007). The NAMPO Harvest Day, South Africa's largest annual agricultural trade show, commenced in 1967 with 203 attendees and grew to attract over 75,000 participants by 2016 (Theron & Muller, 2016).


The game-ranching industry in South Africa, which began in the 1960s, has become significant, particularly in hunting, including trophy hunting and biltong hunting (Lindsey, Roulet & Romanach, 2007; Saayman, Van der Merwe & Rossouw, 2011; Van der Waal & Dekker, 2000). Today, the hunting sector generates roughly R3.4 billion per year (Walters, 2023). Wine-related agri-tourism is another prominent activity. The country’s wine production dates back to 1659, with the first wine route opening near Stellenbosch (Western Cape Province) in 1971 and the inaugural cellar-door wine tasting taking place in 1973 on the Stellenbosch wine route (Ferreira & Muller, 2013; Preston-Whyte, 2002; Viljoen & Tlabela, 2007). According to a Vinpro report from 2020, the wine sector generated roughly R7.2 billion in 2019 while supporting almost 6,000 permanent employees in tourism activities (Jansen van Vuuren, 2020). These developments underscore the rich and evolving history of agri-tourism in South Africa.


3. METHODOLOGY


In order to understand the current state of agri-tourism research in South Africa, this study followed a systematic review designed to summarise the best available research on a specific objectives, in this study agri-tourism in South Africa (Pham et al., 2014). Additional benefits from conducting a systematic review include confirming current practices, identifying areas for future research, and creating guidelines for better decision-making (Munn et al., 2018).


English written papers were searched for using Emerald (94), ScienceDirect (86), Taylor & Francis (115), and SpringerLink (251), and Google Scholar. Initial keywords included agri-tourism and South Africa. Once duplicate papers were removed, papers were screened to they were published in peer-review journals, conference proceedings, or a credited University’s masters/PhD thesis. Titles were screened to ensure the keyword agri-tourism (agritourism) is present and abstracts were screeded to ensure the studies were based in South Africa. An additional search was performed to add articles focusing on wine tourism and game/wildlife tourism, since they form a large part of South Africa’s tourism industry and are fairly well developed agritourism activities.


Finally, 19 (open-source access) papers were analysed for this study (Table 1), with the oldest paper published in the 2003 and the newest paper published in 2023. Table 1 lists these papers in order of publication. Eleven authors were identified with several publishing more than one paper regarding agri-tourism. While most of the papers have more than one author, only the main author/corresponding author was listed in the first column (Table 1). Each of these papers were then divided into various topics based on their contribution.


Table 1: Agri-tourism research in South Africa





	Main author

	Topics

	Research paper (Title)





	Speirs, LJ

	Agri-tourist profile

	Agritourism: Market segmentation profile of potential and practising agritourists (Speirs, 2003)





	Du Plessis, E

	Agri-tourist profile

	The influence of demographic factors on travel behaviour of visitors to nature-based products in South Africa (Slabbert & Du Plessis, 2011)





	
Rogerson, CM

	Development and management

	Strengthening agriculture-tourism linkages in the developing world: Opportunities, barriers and current initiatives (Rogerson, 2012a)





	Rogerson, CM

	Development and management

	Tourism-agriculture linkages in rural South Africa: Evidence from the accommodation sector (Rogerson, 2012b)





	De Crom, EP

	Agri-tourism activities

	Agritourism activities in the Mopani District municipality, Limpopo province, South Africa: Perceptions and opportunities (Myer & De Crom, 2013)





	Van der Merwe, P

	Agri-tourism activities

	The impact of private game farms on local community development (Giampiccoli, Van der Merwe & Saayman, 2013)





	Ferreira, SLA

	Agri-tourism activities

	Innovating the wine tourism product: Food-and-wine pairing in Stellenbosch wine routes (Ferreira & Muller, 2013)





	Van Niekerk, C

	Agri-tourism activities

	The benefits of agritourism: Two case studies in the Western Cape (Van Niekerk, 2013)





	Fourie, M

	Agri-tourist profile

	Factors influencing visitor loyalty at an agri-festival in South Africa (Fourie, 2014)





	Rogerson, CM

	Development and management

	Agritourism and local economic development in South Africa (Rogerson & Rogerson, 2014)





	Fourie, M

	Agri-tourist profile

	‘Festivalscape’ factors influencing visitors’ loyalty to an agri-festival in South Africa (Fourie & Kruger, 2015)





	Ferreira, SLA

	Agri-tourism activities

	Wine tourism development in South Africa: a geographical analysis (Ferreira & Hunter, 2017)





	Van der Merwe, P

	Agri-tourism activities

	Attaining sustainable use on private game ranching lands in South Africa (Pienaar, Rubino, Saayman & van der Merwe, 2017)





	Van Zyl, CC

	Agri-tourism activities

	The size and scope of agri-tourism in South Africa (Van Zyl, 2019)





	Back, RM

	Agri-tourist profile

	Experiential consumption of a South African wine farm destination as an agritourism attraction (Back, Tasci & Milman, 2020)





	Van Zyl, CC

	Development and management

	The motives of South African farmers for offering agri-tourism (Van Zyl & Van der Merwe, 2021)





	Van Zyl, CC

	Development and management

	Structures required to start an agri-tourism business: A South African approach (Van Zyl & Du Plessis, 2022)





	
Van Zyl, CC

	Development and management

	Critical success factors for developing and managing agri-tourism: A South African approach (Van Zyl & Van der Merwe, 2022)





	Cheteni, P

	Development and management

	Evaluating the sustainability of agritourism in the wild coast region of South Africa (Cheteni & Umejesi, 2023)







Not included in this study was topics such as spatial land resources and spatial planning of agri-tourism (Mugadza, 2005; Rogerson & Rogerson, 2021; Van der Merwe, Ferreira & Van Niekerk, 2013; Van der Merwe & Van Niekerk, 2013). While the term agri-tourism is present in several titles, they are not relevant to the three research objectives.


4. FINDINGS


When considering the three research objectives for this study, the findings may assist South African farmers is operating a sustainable agri-tourism business with the knowledge of their target market, development and management strategies, along with the type of activities/attractions to develop. Each of the research findings are summarised below with a discussion of the agri-tourism impacts to follow.


4.1 Agri-tourist profile


In order to understand the profile of agri-tourists (RO1), five articles were considered (2003-2020).


Market segmentation: Speirs (2003) distributed questionnaires to respondents in the Western Cape Province with the goal of understanding how both practicing and potential agritourists needs. Using a clustering analysis, five clusters were identified, namely: urban tourists, general nature tourists, hard outdoor adventure tourists, agri-tourists, and visual or soft outdoor adventure tourists. Four of the five clusters (except urban tourists) were identified as excellent potential agri-tourists.


Travel behaviour: Back et al. (2020) investigated the tourist’s loyalty and satisfaction on a wine farm based in the Western Cape. The results indicated the experience of the food/beverage tastings were significant to tourist loyalty while the sensory experience (scenic view) was most significant to tourist satisfaction. Fourie (2014) explored the factor that can influence a tourist’s loyalty when visiting an agri-festival in South Africa, specifically NAMPO Harvest Day. A factor analysis was performed on the 422 questionnaires received (quantitative research) to identify nine factors influencing tourist loyalty. In order of importance, the five most important factors were edification and agricultural exposure, general management, socialisation and escape, the quality and price of livestock, machinery, and implements, the quality and price of beverages and food. Following this research, Fourie and Kruger (2015) found a positive relationship between the cultural exposure and education and loyalty, between lifestyle and loyalty, and between socialisation and escape. Slabbert and Du Plessis (2011) considered the travel motives of tourists visiting Nations Parks in South Africa through questionnaires (quantitative research). These researchers identified five travel motives, of which relaxation was the most important, and five experiences of which activities and facilities were the most important.


4.2 Agri-tourism development and management


Eight articles were used to understand why/how agri-tourism is developed and managed, to ensure sustainability, and to ensure a linkage between agriculture and tourism (2012-2023) (RO2). According to Baipai et al. (2021) there were seven studies focusing on agri-tourism development in Africa between 2007 and 2021.


Agri-tourism development: Van Zyl and Van der Merwe (2021) conducted a national study using questionnaires to identify why farmers decided to offer agri-tourism activities and attractions on their farm. Two factors were identified of which economic advantages was the most important. Van Zyl and Du Plessis (2022) investigated the structured needed to develop an agritourism business. Through interviews (qualitative research) conducted in the Western Cape Province, they identified three methods farmers used to developing their agri-tourism business, namely to renovate or restore old buildings already found on the farm, to build new structures for their agritourism business, or to use a combination of the first two methods. Myer and De Crom (2013) conducted mainly qualitative research to better understand the agri-tourism opportunities available in the Mopani District Municipality (Limpopo Province). Results indicated that agri-tourism is not used to its fullest potential. Suggested changes include information brochures and roadside signage, developing daily farm activities and farm trails, establishing a network with other tourist businesses, and using local produce. Van Zyl and Van der Merwe (2022) considered critical success factors for developing an agri-tourism business. Through interviews (qualitative research), they identified various themes, including market research and marketing, customer satisfaction, the happiness of employees, and financial and business planning.


Sustainability: Rogerson and Rogerson (2014) investigated that potential implications of local economic development (LED) within a South African context, using agri-tourism. The literature indicated that within small town, agri-tourism is significant to their economic development. A need for training programmes and policies were identified for LED to be successful in South Africa. Cheteni and Umejesi (2023) examined the role of agri-tourism within sustainability. Through semi-structured interviews (qualitative research) in the wild coast region of South Africa, the researchers identified four factors that contributes to agri-tourism growth. This includes farmers recognising the opportunities within agri-tourism, the social interaction farmers have with tourists, the advancement of agri-tourism leading to more tourists, and the rural life experience that tourists get.


Agriculture and tourism linkages: Rogerson (2012a) investigated the linkages between agriculture and tourism by examining existing literature focusing on developing countries. The researcher found limited development in South Africa, especially focusing on the link between food sourcing (agriculture) and farm stay (tourism). Rogerson (2012b) further investigated the linkage between agriculture and tourism within the accommodation sector (safari lodges). The largest gap identified was communication along with mistrust between local producers and decision-makers within the food supply chain.


4.3 Agri-tourism activities/attractions


While over forty-five different agri-tourism activities and attractions were identified in South Africa (Van Zyl, 2019), this section discusses seven research articles focusing on general activities, accommodation, wine tourism, and game farm tourism (as identified in Table 1) (RO3).


General agri-tourism activities: Van Zyl (2019) gathered 577 questionnaires (quantitative research) from farmers across the country that indicated only 24% were offering agri-tourism activities. The most popular agri-tourism activities offered include farm stay/accommodation, hiking trails, wildlife view and photography, hunting, farm tours, and fishing. The most popular agri-tourism activities offered in the Western Cape Province are very similar, but cycling and restaurants are more popular (Van Zyl & Du Plessis, 2022).


Accommodation: Van Niekerk (2013) investigated two case studies of farm stay in the Western Cape Province with the goal of investigating non-financial benefits of agri-tourism. Following a qualitative research method (group and individual interviews), the researchers identified four themes within the case studies. This included agri-tourism and food, woman and agri-tourism, farm workers and Sen’s capabilities approach, and challenges faced by agri-tourism farmers.


Wine tourism: Ferreira and Hunter (2017) found that since the first cellar doors opened in 1971, South Africa has 21 wine routes that is especially focused in the Stellenbosch-Franschhoek-Paarl area in the Western Cape Province. Ferreira and Muller (2013) identified the Stellenbosch Wine Route as the oldest and largest in South Africa, with more than 150 wineries in the region. After evolving for more than forty years, most of the wineries were innovative by offering food-and-wine pairings to compliment the wine product.


Game farm tourism: Giampiccoli et al. (2013) investigated the relationship between privately-owned game farms and the local communities. While this was historically difficult and conflicting, the study indicated that game farms are in early stages of being actively involved in communities. Pienaar et al. (2017) considered sustainable practices on a game farm. While the results cannot be generalised, it was found that farmers can benefit from learning more about and investing in biologically sustainable practices when managing the land.


5. DISCUSSION


Based on the research mentioned above, South African farmers should focus on general nature tourists, hard outdoor adventure tourists, agritourists, and visual or soft outdoor adventure tourist (market segment) (Speirs, 2003). When traveling to wine farms, tourists are looking for a quality food and beverage tasting along with the sensory experience (Back et al., 2020). During an agri- festival, the agriculture related products and experiences as most important to tourists. Still, tourists want to escape and enjoy the socialisation of the experience (Fourie & Kruger, 2015). For national parks, tourists travel for relaxation and the activities and facilities offered are most important to their experience (Slabbert & Du Plessis, 2011).


South African farmers mainly develop and manage agri-tourism businesses for the economic benefit. They can either renovate/restore old buildings on their farm, or build new buildings to manage their agri-tourism business from (or a combination) (Van Zyl & Du Plessis, 2022). Additional considerations are roadside signage, creating information brochures and developing daily farming activities for tourists (Myer & De Crom, 2013). General critical success factors to consider during the development stage is market research and marketing, obtaining customer satisfaction, and ensuring employees are happy in order to perform at optimal levels (Van Zyl & Van der Merwe, 2022). When managed correctly, agri-tourism can have a positive impact on the local economic development, especially when the farmer is actively involved in the community (Rogerson & Rogerson, 2014). There should also be a link between food production and exposing tourists to it (Rogerson, 2012a).


Popular agri-tourism activities in South Africa include farm stay/accommodation, hiking trails, cycling, hunting, wildlife view and photography, farm tours, and restaurants (Van Zyl, 2019). Farm stay/accommodation can be linked to food/restaurants, or even complimented by local produce (Van Niekerk, 2013). It is also associated with woman in tourist (female managers). Wine tourism is one of the oldest forms of agritourism is South Africa and especially popular in the Western Cape Province. These farms usually offer a wide variety of agri-tourism activities, especially food-and-wine pairings (Ferreira & Hunter, 2017). Another popular product is private game farms. The provides agri-tourism farmers with the opportunity to be more actively involved in the local communities and to focus on sustainability and conserving the environment (Giampiccoli et al., 2013).


6. CONCLUSION AND RECOMMENDATIONS


While South Africa is not the leading country of agri-tourism literature and practices, both have broadly developed over the past few years. The aim of this study was to conduct a systematic review to understand the current state of agri-tourism in South Africa. In order to reach this aim, three research questions were compiled, namely to understand what agri-tourists want, to consider how an agri-tourism activity/attraction is developed and managed, and to identify popular agri-tourism activities/attractions found in South Africa.


The first conclusion is that farmers (agri-tourism suppliers) should focus their resources and marketing strategies on nature tourists, adventure tourists, and general agri-tourists (Speirs, 2003). While these are not the only people that may be interested in visiting a farm, they are the largest market for a general agri-tourism activity. A sense of escape is important while creating a scenic experience (Back et al., 2020; Fourie & Kruger, 2015). Therefore, it is recommended that farmers not only focus on the activity/attraction they are offering, but invest in the experience they offer tourists.


The second conclusion is depending on the type of activities/attractions offers, farmers can develop their business within adding additional structures and other large expenses to the farm (Van Zyl & Du Plessis, 2022). However, they do need to invest in the accessibility of the farm. For example, signage and information brochures. Farmers should therefore also consider the business side of managing agri-tourism (Myer & De Crom, 2013).


Thirdly, while the wine sector and hunting sector are both very established within South African tourism, there are other activities/attractions that farmers can offer on their farms. For example, farm stay, hiking and cycling trails, and farm tours (Van Zyl, 2019). Since many international definitions include education as a basic pillar of agri-tourism, creating activities that are complementary to the farm’s agricultural offerings are recommended.


Limitations to the study include the limited number of databases considered for the study, limited access to papers that are not open-sourced, and the specific keywords used in the title of papers. While this study may also offer outdated research, it still provides a summary of the data collected within South Africa over the past 20 years. It also allows practical recommendations for farmers who are already involved in agri-tourism, or who want to start and agri-tourism business. This study is also relevant to scholar to identify various research gaps in the literature. This includes identifying an international and local profile of agri-tourists. While this could be product specific, it will greatly assist farmers in developing their agri-tourism business based on what agri-tourists want. Another gap is understanding travel motives of tourists visiting agri-tourism products other than wine and hunting/wildlife, since they have been well researched. These motives may assist in the development of complimentary agri-tourism products to offer on a farm. Finally, understanding the economic and social benefits of an agri-tourism business on a farmer and the local community is still lacking. This may include how the local community may be involved in in the agri-tourism business, or how they can benefit from it.
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Abstract


The distinctiveness of South Africa's Cultural Heritage Tourism (CHT), shaped by its diverse cultures, sets it apart globally. However, this study identifies a shortfall in the efforts to effectively promote South African CHT to its full potential. This study focuses on the supply and promotional strategies needed for enhancing South African CHT visibility. It delves into tangible and intangible heritage aspects to devise strategic promotional insights. Using non-probability purposive sampling, data was collected via 12 interviews with various experts and stakeholders. Employing an anti-positivist approach and thematic analysis, the research unveils critical themes, including factors promoting CHT, its offerings and appeal, promotional challenges, and strategic promotional considerations. The findings underline the importance of a nuanced understanding of South Africa’s CHT and call for improved promotional tactics. A holistic approach to promotion, addressing both supply offerings and existing challenges, is recommended to unlock the full potential of South Africa’s CHT, thereby benefiting the tourism industry and the country’s socio-economic framework.
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1 INTRODUCTION


Heritage research, traditionally focused on historical and cultural artefacts like castles and old churches, has garnered increasing academic interest but remains relatively underexplored (Meskell, 2018; Stauffer, 2021; Sonkoly, 2023). UNESCO (United Nations Educational, Science and Cultural Organization) classifies heritage into natural, which includes geological formations and cultural, encompassing monuments and cultural sites (UNESCO, 2003). This study investigates Cultural Heritage Tourism (CHT) within a South African context, highlighting its role in expressing community identity and belonging. The complexity of CHT, representing history and identity through unique cultural treasures, suggests that effective promotion could enhance visitor numbers and socio-economic benefits, fostering a deeper appreciation of diverse cultures (Dickerson, 2015; Zunaidi, et al., 2023).


In the context of South Africa's post-1994 socio-economic challenges, CHT is identified as a sector capable of addressing disparities, encouraging entrepreneurship, and strengthening the economy (MacDonald, 2006; Richards, 2011; Du Cros and McKercher, 2020). The launch of the National Heritage and Cultural Tourism Strategy (NHCTS) in 2012 marked a significant step towards preserving national cultural heritage, though critiques point to its need for more specific promotional tools, highlighting the need for a comprehensive promotional framework.


Cultural heritage encompasses both tangible and intangible elements. However, marketing CHT poses challenges due to South Africa's cultural diversity. This study aims to deepen understanding of cultural heritage marketing, advocating for strategic policy development by the South African government. Identifying strategic considerations is crucial for improving CHT promotion, benefiting South Africa's marketing as a CHT destination and enhancing appreciation of its cultural heritage among local and international tourists.


The misrepresentation of cultural heritage tourism resources through uninformed interpretations and the inadequate integration of these resources into mainstream tourism underscore the need for a national strategy. This study highlights the under-representation of cultural heritage tourism products and the importance of effectively managing and enhancing CHT's impacts on tourism and communities (McKercher, 2002; Job, et al., 2020). Addressing the promotion challenges within South Africa's diverse cultural landscape requires research into the considerations for effective marketing strategies from a supply-side perspective, offering insights for destination promoters, the National Department of Tourism (NDT), and South African Tourism (SAT) to position South Africa as a leading CHT destination.


This research addresses the strategic considerations essential for effective CHT promotion, focusing on encapsulating South Africa’s historical and cultural diversity from a supply perspective. It aims to identify these considerations, address gaps in existing strategies and contribute to discussions on cultural heritage representation, empowerment, and economic advancement within South Africa’s diverse cultural context. A supply-side analysis is necessary to ensure that strategic considerations for CHT promotion in South Africa are grounded in key stakeholders' operational realities and aspirations. This approach aims to bridge existing gaps, optimise South Africa’s cultural heritage representation and marketing, and ultimately contribute to the nation’s socio-economic development within its diverse cultural context.


2 THEORETICAL BACKGROUND


This section reviews the literature on promoting Cultural Heritage Tourism (CHT) to identify existing gaps. The review focuses on the importance of promotional strategies for CHT, recent advancements, and complexities in its promotion, specifically from a supply-side perspective relevant to this study.


This research examines crucial strategic considerations for improving CHT in South Africa, centring on promotional strategy, destination marketing, and strategic considerations. Promotional strategies, crucial for gaining a competitive edge, involve detailed market analysis, identification of competitive advantages, and product or brand positioning (Palmatier and Sridhar, 2020; Juska, 2021). These strategies, essential for sustainable competitive advantage, involve unique value proposition creation and communication (Eggert, et al., 2018). In CHT, they focus on showcasing destination offerings and include integrated decisions about markets, marketing activities, and resources for product creation, communication, and delivery (Varadarajan, 2010; Kotler & Lee, 2005; Ferrell, et al., 2021). This study's strategic considerations from a supply perspective provide a foundational framework for promoting CHT in South Africa.


Cultural heritage, integral to local and regional identity, motivates diverse tourism interests. CHT uses buildings, artefacts, and historical sites to educate tourists about national history and traditions (Amayu, 2014; Lee, 2015; Chhabra, 2021). Its appeal lies in tangible elements that offer authentic connections to destinations, promoting sustainability, economic benefits, and improved stakeholder relationships (Gonzolo, 2011; Kastenholz & Gronau, 2022). Living heritage, essential to community identity, includes cultural traditions, oral histories, and social relations, closely related to intangible heritage that encompasses collective knowledge and practices within communities (UNESCO, 2003; Harrison, 2005; Department of Arts and Culture, 2017). This intangible heritage, providing continuity and identity, enriches CHT experiences by linking tangible and sociopsychological aspects of a destination’s past (Park, 2010; Udeaja, et al., 2020). Conversely, tangible heritage involves material artefacts and architectural legacies, requiring different preservation strategies than intangible heritage (UNESCO, 2012).


Promoting CHT in South Africa's diverse cultural landscape demands innovative and informed strategies to address challenges related to commercialisation and authenticity (Hidalgo, 2015; Du Cros & McKercher, 2020). These strategies should foster long-lasting relationships with diverse audiences and manage the complexities of promoting varied cultural products and services (Koontz & Mon, 2014; Rizzo & Mignosa, 2013). Strategic promotion should highlight South Africa’s unique heritage and address information gaps about cultural heritage sites (Ayazlar, 2014; Masilo & Van der Merwe, 2016). While global and local scholarship has advanced understanding of the cultural heritage market, a notable gap remains, particularly in local studies, with limited national research conducted to date (Naidu, 2008; Masilo & Van der Merwe, 2016).


3 METHODOLOGY


To achieve the objectives of this research, a qualitative approach was employed through semi-structured interviews with selected cultural heritage officials. This study applied anti-positivism (interpretivism), descriptive, and phenomenology with a case study approach. Ethical clearance was obtained from the authors’ institution and the relevant Research Ethics Committee. The study employed an anti-positivist approach, acknowledging the influence of socio-economic factors on human actions and behaviours (Buddharaksa, 2010). Interpretive research, aiming to provide deep insights into social contexts, was used to understand organisations from various stakeholder perspectives (Saunders, et al., 2019; Semley, et al., 2017). This approach included phenomenological methods to explore participants' lived experiences, offering insights into specific demographic behaviours and perceptions (Saunders, et al., 2019; Qutoshi, 2018).


Data was gathered through semi-structured interviews, face-to-face with cultural heritage suppliers and officials. This qualitative approach, as opposed to quantitative methods like Likert scales, aimed to capture the complexity of the topic (Cassell & Symon, 2004; Creswell, 2014; Bertoni, et al., 2022). A qualitative approach with interviews was used to gather demographic information and professional insights, employing non-probability purposive sampling with maximum variation to cover a broad spectrum of CHT officials’ perspectives (Nikolopoulou, 2023; Obilor, 2023; Andrade, 2021). Data saturation determined the sample size adequacy, with 11-12 interviews typically required (Braun & Clarke, 2021). Participants included experts in CHT marketing from entities such as the National Department of Tourism (NDT) and South African Tourism (SAT).


A situational analysis and purposive sampling were used to select participants from diverse professional backgrounds due to the population's considerable diversity (Babbie & Mouton, 2009; Champion, 2006). Of the 15 planned interviews, 12 were conducted between May and July 2019 and were deemed sufficient. Participants were assured of confidentiality and provided informed consent. Interviews lasted 45 to 60 minutes, were recorded, and transcribed in Microsoft Word for detailed analysis (Anderson, 2001; Harrell & Bradley, 2009; Sivarajah et al., 2020). Transcription was emphasised for consistent documentation (Patton, 2002; Adu, 2019).


Manual thematic content analysis was applied for data analysis, with pseudonyms (A-N) assigned to maintain respondent anonymity. The primary author performed the analysis, which the second author verified. McCabe, et al. (2019) and Braun and Clarke (2022) describe this method as categorising data into themes and sub-themes for comparability. Applying inductive reasoning allowed themes to emerge organically from the data, free from preconceived theories or queries (Braun, et al., 2016; Braun and Clarke, 2022). Codes were grouped into themes, and direct quotes from the data substantiated the findings. The results of the thematic analysis provided synthesised insights for officials in the heritage sector.


4 RESULTS AND DISCUSSION


4.1 Profile of the participants


The profiles of participants are shown in Table 1. As shown in Table 1, the research comprised a diversified set of participants, including males (7) and females (5). The age demographic was predominantly within the 36-50 years range, except for two participants who fell within the 18-35 years and one within the 51-60 years range. The participants held varied educational qualifications, with a few having advanced degrees such as Masters and Ph.D., while others held Diplomas, Degrees, or Honours Degrees. They communicated in different home languages, showcasing a variety of native tongues like Tswana, Tsonga, Zulu, Afrikaans, Venda, and Pedi. Concerning professional experience, participants had been in their respective positions for a span ranging from 3 to 13 years. The cohort included individuals in managerial roles, officers, consultants, a director, and business owners. They worked in diverse sectors, with a majority in government roles, a few in private sectors, and others in marketing agencies. This diverse participant profile enriched the qualitative research by bringing varied perspectives, experiences, and insights from different backgrounds, professional roles, and sectors.


Table 1. Profile of the participants





	Pseudonym

	Gender

	Age

	Position

	Level of education

	Years of experience





	Participant A

	Male

	36-50

	Director

	PhD

	10





	Participant B

	Male

	36-50

	Manager

	Masters

	9





	Participant C

	Male

	36-50

	Manager

	Masters

	13





	Participant D

	Female

	36-50

	Manager

	Diploma

	7





	Participant E

	Female

	36-50

	Officer

	Degree

	5





	Participant F

	Female

	18-35

	Consultant

	Honours

	3





	Participant G

	Female

	36-50

	Owner

	Diploma

	6





	Participant H

	Male

	36-50

	Owner

	Masters

	10





	Participant K

	Male

	51-60

	Officer

	Masters

	3





	Participant L

	Female

	18-35

	Officer

	Degree

	6





	Participant M

	Female

	36-50

	Owner

	Degree

	9





	Participant N

	Male

	36-50

	Manager

	Degree

	7







4.2 The strategic considerations in promoting CHT in South Africa


The research on CHT in South Africa has highlighted the complexities and nuances of promoting this vital sector. Through the participants' voices, the study delves into the various aspects that contribute to, challenge, and strategise the advancement of CHT. The overview, enriched by direct participant quotes, illustrates the multifaceted challenges and opportunities in promoting CHT in South Africa. It underscores the importance of government cooperation, stakeholder involvement, strategic planning, and the need for an integrated approach to maximise the potential of South Africa's rich cultural heritage.


In understanding the contributors to CHT promotion, the study identified key themes. The first is government cooperation, where the National Department of Tourism plays a significant role. Participant N noted the collaborative projects undertaken, "Together, stakeholders have undertaken significant projects..." and Participant C highlighted “the concerted efforts in Kwazulu-Natal to integrate tourism approaches”. Secondly, stakeholder involvement was deemed crucial. Participant C pointed out extensive engagements, "there are many engagements with stakeholders, especially communities..." and Participant E emphasises “the role of local communities in heritage promotion and protection”. Thirdly, collaborative marketing efforts are recognised as pivotal, as described by Participant K in the example of “the Makumeke consortium promoting offerings holistically and collaboratively.” Finally, the responses stressed the importance of accurately measuring tourist interest, a point underscored by Participant B, who spoke of “setting targets”, and Participant C, who mentioned the reliance on research but notes a gap in predictive modelling tools: “We rely mainly on research to understand views and expectations but lack a model tool to predict tourism potential."


A critical finding is the vital role of various stakeholders in promoting, preserving, and advancing CHT. This finding is consistent with the literature emphasising the importance of diverse stakeholder engagement in CHT (Amayu, 2014; Lee, 2015; Chhabra, 2021). The engagement of communities, as noted by Participants C and E, echoes the sentiment in the literature about the significance of living heritage and community involvement (UNESCO, 2003; Harrison, 2005). These studies reinforce the idea that stakeholders, particularly local communities, play a crucial role in preserving and promoting both tangible and intangible cultural heritage.


The responses brought to light several themes regarding CHT offerings and their appeal. Participant A addressed the inadequacy in tracking demand trends, “There is no proper record of these visits…", while Participant D spoke of the “dispersed nature of promotions”, including monthly themed ‘travel trade Fridays’ and “the integration of heritage into school syllabuses”, as mentioned by Participant F. “Government involvement in CHT promotion is seen as slow and cumbersome”, as criticised by Participant B, though Participant C acknowledged government efforts but sees room for improvement. The abundance of cultural heritage in South Africa, as stated by Participant B, “positions the country as a diverse tourism destination”, an observation shared by Participant D.


The government plays a crucial role, yet current efforts are deemed insufficient. The literature supports this finding, highlighting the government's role in facilitating CHT. Studies like those by Hidalgo (2015) and Du Cros and McKercher (2020) suggest that government entities should provide frameworks for CHT promotion, addressing commercialisation and authenticity challenges. This aligns with Participant N’s observation above about significant projects undertaken with government involvement. However, the literature also indicates a gap in government efforts specific to South Africa, suggesting that while government involvement is crucial, its current form may be inadequate, as observed in the study.


Challenges in promoting CHT are multifaceted. Participant C highlighted resource scarcity “with limited personnel managing extensive regions”. As pointed out by Participant C, “the condition of facilities often leads visitors to choose accommodation elsewhere”. Participant D suggested “hiring a company specialising in profiling cultural heritage spaces, particularly undiscovered ones, to raise awareness”. The effectiveness of marketing, as observed by Participant F, is hindered by “insufficient staff interaction and a lack of market understanding”. Participant D noted “the challenge of market determination upon the arrival of direct flights”, and Participant G observed “differing interests between international and domestic tourists”.


Regarding strategic considerations, the responses revealed concentrated efforts and strategy crafting as essential, with Participant A emphasising “the need for clarity in plans to promote CHT”. “An integrated approach” was advocated by Participant D, who noted “the gap in implementing stakeholder recommendations”. The frustration expressed by Participant M with “the provincial marketing body’s unfulfilled promises”, underscores the need for reliable support and sustainable strategies. “Funding challenges and the unique appeal of specific sites are crucial”, as noted by Participant M, while Participants E and C discussed “the appeal of particular sites”. Participant A highlighted “the critical role of local government in the CHT value chain”, calling for multi-level collaboration in its promotion.


The narratives identified key strategic components for inclusion in CHT promotion, highlighting the necessity of marketing, promotional activities, and continuous funding. As mentioned by participants, funding constraints and resource limitations are significant hindrances to effectively marketing CHT to local and international markets. The emphasis on marketing, promotional activities, and continuous funding is corroborated by authors like Palmatier and Sridhar (2020), Juska (2021), and Eggert, et al. (2018), who stress the importance of strategic promotional strategies and sustainable competitive advantages through unique value proposition creation. This finding is also in line with Varadarajan (2010), Kotler and Lee (2005), and Ferrell, et al. (2021), who advocate for comprehensive strategies encompassing market analysis, resource allocation, and product delivery. However, the finding contrasts with the general literature, highlighting a notable gap in the South African context, particularly regarding adequate funding and resource allocation, as indicated by participants and supported by Masilo and Van der Merwe (2016).


5 IMPLICATIONS


This research on CHT in South Africa has revealed significant insights into strategic contributions and practical implications for CHT promotion. The effectiveness of CHT promotion is greatly dependent on personnel's knowledge, skills, and expertise. Recruiting qualified individuals is vital, prioritising their welfare, and focusing on their performance to enhance and develop CHT is vital. The findings also highlight the importance of sustainability in strategic efforts to preserve and market cultural heritage. However, these efforts must be customised, enduring, and specific to achieve substantial outcomes.


Collaborative marketing among various stakeholders has been identified as crucial for strategic consideration. This involves implementing cultural heritage promotion strategies and fostering stakeholder participation. It is essential to ensure the effectiveness of these strategies, find feasible implementation methods, and monitor and evaluate their impact, considering challenges such as the COVID-19 pandemic.


The study emphasises critical considerations for promoting CHT, including categorising cultural heritage into specific subcategories, the independent assessment of CHT offerings, stakeholder identification for maximal participation, and systematic coordination among government entities. Additionally, it notes the complexity of conducting supply analyses at cultural heritage sites with natural and historical components, underlining the need for precise program determination, resource allocation, and expert procurement for effective CHT promotion.


Clear definition and categorisation of cultural heritage facilitate the independent measurement of CHT offerings, distinguishing them from other tourism categories. The study also points to a gap in measuring demand relative to CHT supply, indicating the need for more accurate assessments.


Identifying stakeholders and ensuring their representation is essential to enhance stakeholder involvement in CHT promotion and participation in decision-making processes, particularly in large groups. This strategy ensures coordinated efforts across government levels. The research further indicates that marketing and promotional activities often need coherence and continuity, with stakeholders frequently participating only as event guests. Thus, there is a need for more structured and ongoing promotional roles.


Conducting a supply analysis for cultural heritage sites, especially those with natural, cultural, or historical elements, presents challenges. Deciding the allocation of resources and energy in promotional strategies for these sites is complex. Determining whether short-term or long-term programs and activities are critical for establishing necessary resources, funding, and budgets. This process also involves procuring the right expertise, understanding the task, and executing it effectively to ensure the successful promotion of CHT.


6 CONCLUSION, LIMITATIONS AND DIRECTIONS FOR FUTURE RESEARCH


This research emphasises the need for precise and strategic approaches to promote and preserve cultural heritage and CHT in South Africa. Despite the government's efforts to endorse cultural heritage, existing measures are deemed insufficient and need a focused direction. The study argues that a well-defined strategy is essential for transforming cultural heritage into a viable tourism asset.


Key findings highlight the critical role of cooperation and collaboration among different stakeholders. The results underscore the urgent need for coordinated strategies to promote CHT, emphasising that such efforts should involve consultation and collaboration with all stakeholders, including government, the private sector, businesses, communities, Destination Marketing Organisations (DMOs), and heritage custodians.


The study acknowledges the government's efforts in supporting, developing, and promoting tourism. However, it points out significant areas for improvement, including inadequate resources like funding and personnel, which disproportionately affect more critical segments of the industry. Slow development of routes and facilities and maintenance issues were identified as barriers to success. The need for developing potential tourism products and the insufficient integration of creative industries into tourism was also noted. Although there have been training and skills development initiatives, the failure to adequately support small businesses was highlighted. The study critiques some government initiatives, such as the 'Tourism Equity Fund', for their unrealistic requirements and limited impact, leading to legal challenges from industry stakeholders.


The research suggests that challenges in fully developing the tourism industry and leveraging it to address socio-economic issues remain despite some achievements. Problems include the lack of enforcement and strategic implementation of policies, insufficient stakeholder involvement, and the need for more grassroots-level inclusion in promoting CHT.


Emerging themes from stakeholder interviews suggest the beginnings of effective and sustainable promotion and conservation strategies for South Africa's heritage and history. The study identifies strategic considerations for CHT promotion and the potential for government adoption to enhance CHT for local and international tourists.


A noted limitation was the reluctance of some participants to engage in interviews, suggesting that future research should also explore the demand side by assessing visitor perceptions and preferences for promoting CHT. Such an approach would provide a more holistic understanding of the promotion of CHT, incorporating both supply and demand aspects. It could lead to developing strategies that appeal to providers and consumers of cultural heritage tourism.
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