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ABSTRACT 

Durban’s competitiveness as a premier tourist destination is central to South Africa’s broader 

tourism growth. Durban’s value-for-money offerings, rich cultural heritage and diversity, 

strategic coastal location, warm weather, distinctive landmarks and iconic attractions position 

it as a gateway for South Africa’s tourism. However, challenges such as persistent concerns 

related to safety and security, aging infrastructure, insufficient stakeholder coordination, and 

inconsistent branding need urgent attention. 

This study seeks to assess Durban’s competitiveness as a tourist destination by examining 

tourist perceptions across key competitiveness indicators and identifying the primary 

constraints and enablers that influence its performance as a tourist destination. 

To address the research problem, a quantitative research methodology was adopted. A 

structured questionnaire was administered. The survey instrument measured perceptions on 

a range of destination competitiveness variables, including natural resources, safety and 

security, infrastructure, heritage and cultural assets. Descriptive statistical analysis was 

conducted to interpret the data, supplemented by a literature review on tourism 

competitiveness frameworks, particularly those developed by Ritchie and Crouch (2003) and 

Dwyer and Kim (2003). 

Findings from the study reveal both strengths and critical weaknesses in Durban’s tourism 

offering. While respondents rated the city’s variety of attractions positively, significant 

dissatisfaction was expressed in areas critical to destination competitiveness. For instance, 

70.1% of respondents reported feeling unsafe during their visit, with some respondents 

indicating that they would not recommend Durban to others and were unlikely to revisit the 

city. 

These findings highlight the need for strategic managerial and policy interventions. There is a 

pressing requirement for the eThekwini Municipality to adopt an integrated and inclusive 

destination management approach, improve infrastructure delivery and support safety and 

cleanliness initiatives. On the managerial front, efforts should focus on repositioning Durban’s 

brand identity, refining its tourism value proposition, and leveraging digital platforms and data 

analytics to drive targeted marketing and tourist engagement.  

Strategic investments in infrastructure, technology, and cultural heritage promotion can 

position Durban as a leading tourist destination in South Africa’s tourism recovery. The study 

concludes that while Durban holds significant competitive potential, realising this requires a 

deliberate, coordinated, and innovation-driven approach that addresses the systemic issues 

undermining the city’s tourism appeal. 
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CHAPTER 1 INTRODUCTION  

1.1. Statement of purpose 

The purpose of this research is to evaluate the competitiveness of Durban as a tourism 

destination. This will involve a strategic analysis of both the competitive advantages and the 

strategic efforts of the city in comparison to other destinations. The study aims to understand 

how Durban can enhance its visibility and appeal in the domestic and international tourism 

market, considering its unique cultural, historical, and natural resources. 

 

1.2. Background of the study  

Durban is located on the east coast of South Africa and possesses a rich cultural heritage, 

stunning beaches, and diverse tourist attractions. With a strategic location and a vibrant 

atmosphere, Durban should position itself as a significant player in the tourism landscape. 

However, despite its diverse attractions and strategic location, Durban's positioning within the 

global tourism market remains underwhelming. In 2015, Durban attracted 7.4 million visitors, 

who collectively spent R19.2 billion. In 2023, however, Durban saw just under 703 000 visitors 

spending a meagre R1.5 million. Although the city is expected to see around 800 000 visitors 

in 2024 with a total projected to spend R1.6 billion which is a slight increase from the 2023 

figures, however, these figures still fall significantly short of the city's peak tourism 

performance of previous years (Statistics South Africa, 2023). In an extremely competitive 

tourism industry, understanding and enhancing Durban's tourism competitiveness is 

paramount. 

 

A situation analysis of Durban will be conducted to assess whether the City has the necessary 

capacity and ability to increase its level of competitiveness, tourist arrivals and revenue, and 

consequently, its contribution to South Africa’s GDP and job creation. This is important 

because tourism accounts for 9.7% of South Africa's GDP, surpassing sectors like agriculture, 

utilities, and construction in economic impact (Tourism Dept Budget Vote, 2022/23). In 

undertaking this study, the aim is to is to develop a sustainable tourism sector in Durban that 

not only boosts tourism revenue but also fortifies the visitor economy to withstand future 

challenges like the Covid-19 epidemic.  

 

Factors such as infrastructure development, marketing strategies, tourism policies, and socio-

economic dynamics significantly influence Durban's appeal as a tourist destination. By 

analysing these factors and assessing Durban's competitive position within the broader 

tourism market, this study aims to deliver insightful findings that will be beneficial to 

policymakers, tourism authorities, and industry stakeholders. Ultimately, the findings aim to 
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inform strategies aimed at elevating Durban's profile, driving sustainable tourism growth, and 

maximising its economic potential.  

 

1.3. Research Problem 

Previous studies have highlighted various aspects of Durban's tourism sector, yet a 

comprehensive strategic analysis of its overall competitiveness and research into its 

competitive position remains limited. Despite its diverse attractions and strategic location, 

Durban's positioning within the global tourism market remains underexplored. The lack of a 

comprehensive analysis hampers efforts to fully understand Durban's tourism competitiveness 

and competitive position as a tourist destination. Therefore, the research problem for this study 

is: "What are the key challenges of Durban's tourism competitiveness that require 

improvement, and how does it perform in comparison to similar destinations in Africa and 

internationally?"  

 

1.4. Research Objectives 

The research objectives of this study are to: 

• Analyse the key factors influencing Durban's tourism strategic competitiveness with a 

specific focus on core elements from the conceptual framework including natural 

resources, strategic location, infrastructure, cultural and heritage assets, safety and 

security, and cleanliness;  

• Assess Durban's competitive position as a tourist destination  with reference to key 

competitiveness dimensions such as accessibility, tourism product diversity, quality of 

tourist experience, and value-for-money. 

• Identify the  current and potential competitive advantages of Durban's tourism industry 

and how they can be leveraged to enhance Durban's appeal as a tourist destination, 

boost economic growth and generate local employment opportunities; and 

• Provide actionable recommendations to enhance Durban's global standing and 

maximise inclusive and sustainable tourism growth as per the propositions outlined in 

the conceptual model.  

 

1.5. Research questions  

• What are the key factors that contribute to Durban's competitive position as a tourist 

destination? and how do factors such as natural resources, strategic location, 

infrastructure, safety and security, cleanliness and cultural assets influence tourist 

perceptions and visitation patterns?  

• What is Durban’s competitive advantage in comparison to other tourist destinations 

based on key competitiveness indicators derived from the conceptual framework such 
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as accessibility, tourist product offering, marketing and branding, visitor satisfaction 

etc? 

• How can Durban’s competitive advantage be leveraged to attract more tourists boost 

its economic impact, and create sustainable jobs?  

• What strategies can be adopted to enhance long-term strategic sustainability and 

resilience in Durban's tourism sector? 

• How do tourists perceive the cleanliness, safety and security, and infrastructure quality 

in Durban, and to what extent do these factors influence their overall satisfaction and 

likelihood to revisit or recommend Durban as a tourist destination?? 
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CHAPTER 2: LITERATURE REVIEW 

2.1. Destination Marketing 

Destination marketing refers to a branch of marketing within the tourism sector, where the 

destination itself, be it a city, country, resort, or town, is treated as the “product” (George, 

2019). The goal is to promote the destination to a specific target audience by building 

awareness and fostering a favourable image of the location in the minds of potential travellers 

(George, 2019). The aim of destination marketing is to raise awareness about a particular 

location and spark interest and intention among potential travellers to visit by cultivating a 

sense of curiosity and appeal. This is achieved through a variety of tools such as video 

campaigns, travel guides, visitor recommendations, and testimonials from past tourists (World 

Travel Market, 2021). Unlike marketing a specific activity—such as a safari or game drive—

destination marketing focuses on promoting the broader appeal of the location itself. By 

consistently promoting the destination, marketers can build trust and emotional connection 

with potential visitors, increasing the likelihood of travel to the area (World Travel Market, 

2021). This type of marketing can be delivered through diverse platforms, including social 

media, exhibitions, printed brochures, travel agencies, digital influencers, films, and other 

content-driven channels. It is essential to explore destination marketing within the tourism 

industry to understand how state owned destination marketing organisations such as Durban 

Tourism can effectively integrate it into their strategies to influence travellers’ decision-making 

and intention to visit (Chi, Huang, & Nguyen, 2020). 

 

2.2. The Marketing Mix and 7Ps Model  

Marketing mix refers to a combination of elements that influence consumer purchasing 

decisions (Kotler, 2011). Numerous studies have demonstrated that businesses can enhance 

productivity, gain a competitive advantage, and better meet customer needs by effectively 

integrating and managing the components of the marketing mix. One of the early contributors 

to service marketing, McCarthy (1960), originally defined the marketing mix as consisting of 

four key elements: product, price, place, and promotion. Subsequent scholars have expanded 

this framework to include additional components such as People, Process and Physical 

evidence (Nickels & Jolson, 1976; Mindak & Fine, 1981; Booms & Bitner, 1998). Lovelock and 

Wright (1999) supported this broader interpretation, suggesting that these added components 

are essential functions within the overall marketing strategy.   
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2.2.1. Product 

Fyall and Garrod (2005) explain that the tourism product comprises a combination of 

destination attractions, environmental features, accessibility, available services and facilities, 

as well as the perceived image of the destination. According to Meltem et al. (2010), tourism 

products are a mix of both tangible and intangible components, which are often evaluated and 

"purchased" by consumers based on expectations. They describe tourism as a bundle of 

experiences and services, much like a composite product The decision-making process is 

driven largely by the perceived promise of the product. Lewis and Chambers (1984) highlight 

the concept of the "bundle purchase," where tourists do not buy individual services or features 

but rather a complete package or unified offering. According to them, modern travellers 

continuously seek upgraded, more refined experiences, pushing tourist destinations to 

enhance and evolve their products to meet rising expectations. 

 

2.2.2. Price   

Price plays a crucial role in determining how competitive a destination is compared to others. 

It encompasses a variety of expenses that tourists consider, such as transportation to and 

from the destination, accommodation, food, entry to attractions, and the cost of tour services 

(UNWTO, 2007). According to Fyall and Garrod (2005), price reflects the amount charged for 

accessing and deriving value from tourism products and services. Markgraf (2015) supports 

this view, emphasizing the importance of aligning pricing with the features and benefits offered 

by the product. Several scholars have explored the concept of pricing as a key component of 

the tourism marketing mix (Reid & Bojanic, 2010; Devashish, 2011). Tourism businesses often 

determine their pricing strategies by considering a combination of factors, including 

operational costs, consumers’ willingness to pay, competitor pricing, and commission 

structures for intermediaries or resellers.  

 

2.2.3. Place  

According to Middleton (2001) and Rodriguez (2013), "place" in the context of the tourism 

marketing mix refers to how a tourism product is accessed, including booking processes, 

reservations, and payment systems. They emphasize that the distribution of tourism products 

and services is closely linked to promotional efforts, such as trade fairs, websites, third-party 

resellers, direct marketing, and on-site promotion at tourist destinations. Godfrey and Clarke 

(2000) highlight the pivotal role of disseminating information about tourist destinations and 

enhancing the visibility and accessibility of tourism offerings. Huang et al. (2009) recognize 

the importance of using a diverse range of marketing and distribution channels to optimize 

promotional activities.  
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They recommend developing a well-structured distribution strategy that effectively integrates 

multiple partners and platforms to reach a wider audience and improve customer engagement. 

 

2.2.4. Promotion 

Promotion refers to the process of informing the market about a product and generating 

interest in it. According to Kotler (2007), organisations typically aim to achieve their marketing 

and communication objectives through a strategic combination of tools such as advertising, 

direct marketing, public relations and sales promotions. Reid and Bojanic (2010) emphasize 

the importance of the communication mix, highlighting its role in fostering effective interactions 

between companies and their target audiences. Their research shows that promotional 

communication involves disseminating information through various channels, including 

websites, trade shows and on-site destination marketing. Abd El Jalil (2010) identified 

brochures as a particularly effective promotional tool, noting that visually appealing brochures 

showcasing a destination’s attractions can significantly stimulate interest among international 

travellers.  

 

2.2.5. People 

According to Kotler et al (2017), the core emphasis in the hospitality industry lies in human 

behaviour, quality assurance, and personal selling. People are an inseparable component of 

the overall service experience. Zeithaml et al. (2006) identify individuals as key stakeholders 

actively participating in the exchange and delivery of tourism products. Reid and Bojanic 

(2010) further assert that the attitude, skills, and presentation of personnel are crucial in 

delivering customer satisfaction, even across diverse market segments (Amin & Islam, 2017). 

Tourism, by nature, is highly labour-intensive, and the quality of a visitor’s experience is often 

shaped by their interactions with local communities and trained professionals within the 

destination (UNWTO, 2007). Yu Wang (2006 concluded that locally developed training 

initiatives were more effective than externally imposed strategies in improving performance 

within the tourism sector. 

 

2.2.6. Process 

In the context of tourism, process refers to the entire sequence of activities that shape the 

visitor experience, including trip planning, anticipation, travel to the destination, and post-trip 

recollection (Kannan & Srinivasan, 2009). Trip planning often involves curated packages that 

provide essential information such as maps, on-site attractions, accommodation options, 

dining facilities, and access to high-quality souvenirs and keepsakes. 
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 According to Zeithaml et al. (2006), the process encompasses the operational systems, 

procedures, and flow of service delivery that enable a seamless experience for the customer. 

Efficient processes streamline service delivery and make it easier for customers to access 

tourism offerings in a convenient and user-friendly manner (Rodriguez, 2013). Physical 

evidence, on the other hand, refers to the tangible elements and physical environment in which 

the interaction between the service provider and the customer takes place. These include 

visible cues such as signage and brochures that enhance the communication, credibility, and 

perceived value of the service (Zeithaml et al., 2006). Since many tourism products are 

intangible by nature, these physical cues play a critical role in boosting customer confidence 

and influencing purchasing decisions.  

 

2.2.7. Physical Evidence 

Physical evidence in tourism is closely linked to the travel experience, including the quality of 

accommodation, level of comfort, and overall satisfaction during a tourist’s stay (Kannan & 

Srinivasan, 2009). It plays a critical role in facilitating a smooth and efficient delivery of 

services, benefiting both tourists and employees. In essence, physical evidence refers to the 

tangible environment in which interactions between service providers and customers occur, 

thereby shaping the perception and effectiveness of the service being delivered (Zeithaml et 

al., 2006). Bastakis et al. (2000) emphasize that sustainability is a vital element of a 

destination’s image. They note that modern tourism trends increasingly favour destinations 

that prioritise sustainability, as tourists are becoming more inclined to choose eco-friendly 

locations. This shift underscores the importance of integrating sustainable practices into both 

the physical and service environments of tourism destinations. 

 

2.3. Defining Competitiveness 

Michael Porter defines competitiveness as the ability of a company to achieve sustained high 

rates of profit or return on investment, reflecting the extent to which it can, under free and fair 

market conditions, produce goods and services that meet international market standards while 

simultaneously expanding the real incomes of its people over the long term (Porter, 1990). In 

the context of tourism, competitiveness can be defined according to a destination’s ability to 

effectively use its resources to increase visitor satisfaction and increase its market share in 

comparison to other destinations (Ritchie & Crouch, 2003). Competitiveness refers to the 

ability of a destination such as Durban to attract and retain tourists compared to other cities. 

Michael Porter defines competitiveness in terms of productivity and the capacity to provide 

superior value-added offerings (Porter, 1990). It is respectfully submitted that, in the case of 
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Durban tourism, competitiveness is intricately linked to Durban's capability to enhance tourist 

experiences, making it a preferred choice over other cities. 

 

2.4. The Competitiveness of a Tourist Destination 

The competitiveness of a tourist destination is influenced by a range of factors including 

natural and cultural resources, infrastructure, accessibility, image, and price competitiveness 

(Dwyer & Kim, 2003). Tourism competitiveness has been extensively studied, defining it as 

the ability of a destination to attract and satisfy potential tourists (Porter, 1990; Dwyer & Kim, 

2003). Porter’s "The Competitive Advantage of Nations," introduces the concept of competitive 

advantage (Porter, 1990). The competitiveness of a tourist destination is multifaceted, 

combining both tangible and intangible elements. It encompasses factors such as 

accessibility, amenities, experiences, and perceptions of value and safety (Moodley, 2003). 

Porter's framework suggests that factors like specialized tourism infrastructure, effective 

management of visitor perceptions, and the ability to innovate contribute significantly to a 

destination's competitive stance (Porter, 1990). 

 

2.5. Determinants of Competitive Advantage 

In the context of tourism, the determinants of national competitive advantage include factors 

specific to the tourism industry such as natural resources, cultural heritage, infrastructure, and 

the effectiveness of marketing strategies to promote tourism destinations (Porter, 1990). 

Enright and Newton (2004) extended Porter’s model to include government and chance 

events, which also play significant roles in the tourism industry, particularly in how destinations 

respond to global crises like pandemics. Rheeder (2022) has identified the following factors 

that determine a tourism destination's competitiveness: 

2.5.1. Natural Resources and Strategic Location 

These elements are foundational in shaping the competitiveness of a tourism 

destination. Destinations should leverage natural landscapes, cultural heritage, and 

strategic geographical positioning to enhance attractiveness (Rheeder, 2022). 

2.5.2. Safety and Security 

The perception of safety and security is crucial for attracting tourists. Destinations must 

manage both the reality and the perception of safety to maintain competitive advantage 

(Rheeder, 2022). 
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2.5.3. Accommodation and Transport Infrastructure  

Quality and availability of accommodation and transportation significantly affect a 

destination's competitiveness. These infrastructures must not only be adequate but 

also align with the expectations of international tourists (Rheeder, 2022). 

2.5.4. Historical and Cultural Resources 

Leveraging historical and cultural assets can significantly enhance a destination's 

appeal, providing unique experiences that differentiate it from other destinations 

(Rheeder, 2022). 

 

According to Van der Schyff and Meyer (2019), the competitiveness of a tourism destination 

is pivotal for its economic success. Their study aims to develop an instrument for measuring 

regional tourism destination competitiveness (RTDC). They identified "safety and security," 

"transportation facilities," and "natural and environmental resources" as the most critical 

determinants of RTDC, reflecting the findings that destinations must ensure excellent safety 

records, accessible transportation, and well-preserved natural resources to remain 

competitive. Interestingly, the study notes that "private-public partnerships," along with 

"education facilities" and "health facilities," ranked lower in importance among the 

determinants of competitiveness. This suggests a potential re-evaluation of resource 

allocation towards these areas may be necessary to optimise competitiveness strategies (Van 

der Schyff and Meyer, 2019). 

 

2.6. Competitive Strategies in Tourism 

Porter's "On Competition" further elaborates on strategies that businesses [or cities] can adopt 

to improve their competitive standing (Porter, 2008). For tourism destinations like Durban, it is 

crucial to develop unique value propositions that differentiate them from competitor cities. This 

involves not just leveraging natural and cultural resources, but also continuously enhancing 

service quality and tourism infrastructure (Porter, 2008; Ritchie & Crouch, 2003). Competitive 

strategies in tourism involve differentiating a destination based on unique attributes, 

enhancing the quality of services, investing in infrastructure, and effectively using technology 

for marketing and operations (Porter, 2008). Strategic frameworks such as Porter’s Generic 

Strategies outline how cost leadership, differentiation, and focus strategies can be adapted by 

destinations such as Durban to compete in the global marketplace (Porter, 1985). For 

example, Durban might focus on niche markets such as ocean tourism, eco-tourism or cultural 

tourism to attract specific segments of travellers. Competitive strategies in tourism involve the 

adoption of various approaches to differentiate a destination in ways that are meaningful to 

tourists. These strategies can be direct, such as pricing and physical improvements, or 

indirect, such as enhancing perceived customer value through marketing and service quality 
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improvements. As outlined in Moodley (2003) and Porter (2008), developing a unique value 

proposition is crucial for destinations like Durban to differentiate themselves from competitors. 

Khalifa (2020) highlights that effective strategic planning facilitates the adoption of 

sustainability practices which are crucial for maintaining competitiveness of a location. The 

author illustrates how strategic leadership, through effective planning and sustainability 

practices, enhances destination competitiveness by creating a distinctive, sustainable tourism 

offer that appeals to current market demands and anticipates future trends. 

 

2.7. Strategic Competitiveness in the Tourism Sector 

Strategic competitiveness in the tourism sector involves the ability of a destination to attract 

and retain tourists by leveraging its unique resources, capabilities, and market positioning to 

create value (World Economic Forum, 2024). There are key theoretical frameworks and 

empirical studies on strategic competitiveness in tourism, providing insights into factors that 

enhance a destination’s attractiveness and sustainable growth (World Economic Forum, 

2024). The concept of strategic competitiveness in tourism draws from broader strategic 

management theories which posit that a destination’s unique resources and capabilities, such 

as natural attractions, cultural heritage, and human capital, are critical for achieving 

competitive advantage (Barney, 1991). Tourism strategic competitiveness is influenced by a 

variety of factors, including safety and security. Tourists prioritise destinations with low crime 

rates and high levels of safety, making security a critical component of competitiveness 

(Baker, 2014). Political unrest and instability can deter tourists and disrupt tourism operations 

(Neumayer, 2004). 

 

2.8. Impact of Competitive Strategies on Economic Development of Tourist 

Destinations 

The implementation of competitive strategies in tourism not only enhances the marketability 

of a destination but also significantly impacts its economic development. Increased tourism 

competitiveness can lead to greater tourism receipts, enhanced employment opportunities, 

and stronger economic growth (Crouch & Ritchie, 1999). Research indicates that well-

implemented competitive strategies in tourism can contribute to sustainable economic 

development by diversifying the economic base and promoting the preservation of the cultural 

and natural resources that attract tourists in the first place (Telfer & Sharpley, 2008). 

Competitive strategies also influence economic development through the stimulation of related 

businesses such as local agriculture, handicrafts, and services, which directly benefit from 

increased tourist activity (Porter, 1990). Moreover, successful tourism strategies often lead to 

improvements in infrastructure, such as transportation and healthcare, which benefit both 
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tourists and the local population. The implementation of effective competitive strategies in 

tourism has a profound impact on the economic development of a destination. According to 

Moodley (2003), strategic tourism management can lead to increased tourist inflows, higher 

spending, and extended stays, all of which contribute to job creation and sustainable economic 

growth. Furthermore, Porter's analysis on competitiveness and economic development 

underscores that strategic improvements in competitiveness can lead to superior economic 

performance on a national scale (Porter, 1990). The World Economic Forum's Travel & 

Tourism Competitiveness Report provides insights into how various nations rank based on 

factors such as business environment, safety and security, health and hygiene, human 

resources, and readiness for technology adoption in the tourism sector. These factors are 

critical in assessing the overall competitiveness of a destination like Durban (WEF, 2019). 

 

2.9. The Role of Government and Public Policy 

Government policies and the public sector's role are significant in shaping the tourism 

industry’s competitive environment. Policies related to tourism promotion, visa regulations, 

and infrastructure development directly influence the attractiveness and accessibility of a 

destination (Hall, 2008). The strategic alignment of municipal, provincial, and national tourism 

strategies can significantly boost a destination's competitive advantage, as seen in the 

collaborations described in the South African context (SA Tourism Strategic Plan, 2020-2025). 

The study by Kubickova (2016) emphasizes the crucial involvement of government, 

particularly in developing economies. Government actions are vital in creating an environment 

conducive to tourism competitiveness. This includes providing security, political stability, 

supportive legislation, and financial frameworks that foster tourism development (Kubickova, 

2019). The concept of economic freedom is integral to understanding tourism 

competitiveness. Kubickova (2016) links the level of economic freedom provided by 

governments to the ability of destinations to compete on a global scale. The study suggests 

that increased economic freedom directly correlates with enhanced tourism competitiveness 

(Kubickova, 2019). This relationship is particularly relevant for countries that heavily rely on 

tourism as a major economic driver. The findings suggest that the right level of government 

intervention can effectively boost tourism competitiveness by ensuring the provision of public 

goods crucial for tourism, such as clean environments and well-maintained infrastructure 

(Kubickova, 2016). (Kubickova, 2019) advocates for strategic government involvement to 

maximize the derived benefits from tourism, which in turn contributes to broader economic 

development and competitiveness. 
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2.10. Gap Identification 

This literature review outlines the theoretical underpinnings of tourism competitiveness with a 

focus on Durban's strategic positioning, leveraging foundational and contemporary sources in 

the field. While existing literature provides a comprehensive foundation on the factors affecting 

tourism competitiveness, there is a gap in specific, focused studies on how emerging 

destinations like Durban can leverage these frameworks to enhance their competitive position. 

This research aims to fill this gap by applying Porter’s theoretical frameworks to analyse 

Durban's tourism strategies and identify actionable insights to elevate its position in the global 

tourism market. 

 

2.11. Hypothesis Development 

The conceptual framework for this study is grounded in the interplay between various 

determinants of tourism competitiveness and the strategic actions taken by stakeholders to 

enhance Durban's position as a premier tourist destination. The framework is informed by the 

theoretical foundations and empirical insights discussed in the literature review, focusing on 

key areas such as infrastructure, marketing, socio-cultural factors, economic impact, 

sustainability, and government policies. Strategic competitiveness in tourism is influenced by 

the effective utilisation of natural and cultural resources, robust infrastructure, targeted 

marketing and branding, socio-cultural engagement, economic contributions, sustainable 

practices, and supportive government policies. These elements interact to create a compelling 

value proposition for tourists, thereby enhancing Durban's competitive position. Adequate and 

accessible infrastructure, including transportation and accommodation facilities, are essential 

for providing a seamless and enjoyable tourist experience. Strategic marketing efforts and a 

strong brand image are critical for differentiating Durban from other destinations and attracting 

tourists. Integrating local culture and engaging the community in tourism activities enrich the 

tourist experience and enhance destination appeal. The economic benefits derived from 

tourism activities are crucial for sustaining and enhancing the destination’s competitiveness. 

Sustainable practices are increasingly valued by tourists, and their implementation can ensure 

the destination’s viability and appeal over time.  

 

The following hypotheses have been developed to guide the empirical component of the study: 

2.11.1. There is a positive relationship between the perceived quality of infrastructure 

(transport, accommodation, recreational facilities) and overall tourist 

satisfaction 

Infrastructure is a foundational pillar of destination competitiveness. High-quality infrastructure 

improves accessibility, comfort, and convenience, which are directly linked to a positive tourist 

experience (Dwyer & Kim, 2003). 
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2.11.2. Perceptions of cleanliness, safety, and security significantly influence tourists' 

intention to revisit Durban. 

Safety, security and cleanliness are key concerns for travellers. Research consistently shows 

that negative perceptions in these areas reduce the likelihood of repeat visitation and can 

severely damage a destination’s image (UNWTO, 2007; George, 2019). 

 

2.11.3. Effective destination marketing is positively associated with tourists' awareness 

and favourable perception of Durban. 

Marketing communication and promotion strategies help shape the destination image and 

influence pre-travel decision-making. Tourists who are well-informed through advertising, 

digital platforms, and word-of-mouth tend to have more positive perceptions (Kotler et al., 

2017). 

 

2.11.4. There is a significant relationship between tourist satisfaction and the likelihood 

of recommending Durban to others 

Satisfied tourists often become brand advocates, sharing their positive experiences with 

others and influencing future travel decisions through word-of-mouth and online reviews 

(Schiffman & Kanuk, 2010). 

 

2.11.5. Government support and public policy interventions have a moderating effect 

on the relationship between destination competitiveness and tourism growth 

Policy support in areas such as infrastructure investment, safety enforcement, and tourism 

promotion can strengthen or weaken a destination’s competitive edge (Ritchie & Crouch, 

2003; Dwyer et al., 2004).  

 

2.11.6. Perceived value for money and the variety of tourist attractions in Durban have 

a positive influence on tourists’ overall satisfaction and intention to revisit the 

destination. 

Value for money is a key determinant of tourist satisfaction, especially in price-sensitive 

markets. When tourists perceive that the cost of their experience is justified by the quality and 

diversity of attractions—such as cultural heritage sites, beaches, recreational facilities, and 

iconic landmarks—they are more likely to feel satisfied and develop an intention to revisit. The 

diversity of attractions enhances the overall destination experience by catering to a broader 

range of tourist preferences and motivations (Dwyer & Kim, 2003; Kotler et al., 2017). 
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These hypotheses are tested through quantitative survey data, allowing for an empirical 

examination of the key constructs within the proposed conceptual model. The results will 

inform both academic understanding and practical interventions aimed at enhancing Durban's 

competitiveness as a tourist destination.  

 

CHAPTER 3: RESEARCH METHODOLOGY 

3.1. Introduction  

This methodology section provides a detailed blueprint for examining Durban's 

competitiveness as a tourism destination, leveraging both empirical data and theoretical 

frameworks to ensure comprehensive and reliable findings (Bell, E & Davison, J. (2012).  

 

3.2. Research Design 

The study will adopt a a quantitative research methodology approach. This approach enabled 

the collection of structured data from a broad sample to evaluate Durban’s tourism 

competitiveness from the perspective of tourists, focusing on variables such as infrastructure, 

marketing, service quality, and safety (Creswell, 2014). 

The research design was explanatory and descriptive. The descriptive aspect allowed the 

study to capture the current state of Durban's tourism competitiveness, while the explanatory 

component helped examine the relationships between variables aligned to the research 

hypotheses (Yin, 2018).  

3.3. Data Collection Methods 

Data was collected using a structured survey questionnaire, which was distributed digitally via 

platforms such as WhatsApp, LinkedIn, Facebook, and email. The aim was to obtain a large 

and diverse sample of respondents across South Africa who had visited Durban as a tourist 

destination. The questionnaire was developed based on constructs identified in the literature 

and aligned to specific research hypotheses. Each section of the questionnaire corresponded 

to a variable from the conceptual framework, such as infrastructure quality, safety, cultural 

attractions, and satisfaction. The questionnaire has been attached as Appendix 1 to this 

research paper 

 

3.3.1. Population  

The study targetted tourists who had visited Durban in the last five years as well as a diverse 

group of stakeholders involved in Durban’s tourism sector, including tourism management 

organisations, local government officials, tourists, and service providers within the tourism and 

hospitality industry. 
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3.3.2. Sample and sampling 

A purposive sampling technique was employed to target 300 respondents with recent 

experience in Durban’s tourism environment. This sampling ensured relevance and quality of 

responses aligned with the study objectives (Tongco, 2007). 

 

A total of 254 valid responses were received, reflecting an 84.7% response rate, which is well 

above average for online survey-based research (Mugenda & Mugenda, 1999).  

 

3.4. Research Instrument 

The research instrument was a structured questionnaire comprising both closed-ended and 

Likert scale questions. The questions were informed by prior studies on tourism 

competitiveness (e.g., Dwyer & Kim, 2003; Ritchie & Crouch, 2003) and aligned to the study’s 

hypotheses. 

Key sections of the instrument included: 

• Perceptions of Durban’s natural resources and strategic location 

 

• Safety and cleanliness 

 

• Infrastructure and service quality 

 

• Government support 

 

• Marketing effectiveness 

 

Tourist satisfaction and behavioural intention (e.g., revisit, recommend) 

 

3.5. Data Analysis and Interpretation 

The collected data was analysed to test the research hypotheses. The analysis aimed to 

establish relationships between independent variables (e.g., infrastructure, value for money) 

and dependent variables (e.g., satisfaction, revisit intention). 

 

3.6. Possible Limitations and Challenges of the Study 

Some limitations of this study include: 

 

• The absence of a detailed comparative analysis between Durban and other 

international cities, which could have enriched the benchmarking process. 

 

• The study did not specifically examine the impact of technological advancements such 

as GPS mapping, digital marketing, or social media on Durban's tourism appeal. 
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Potential for non-response bias due to online survey distribution. 

3.7. Quality Assurance 

To ensure rigour and trustworthiness external validity was enhanced through detailed context 

descriptions to support transferability. Internal validity was supported through data 

triangulation from multiple sources. Reliability was ensured by maintaining a clear audit trail 

documenting data collection, analysis, and revision decisions  (Riege, 2003). 

 

3.8. Ethical Considerations 

Ethical standards were upheld by obtaining informed consent from participants, ensuring 

confidentiality and anonymity of responses and securing ethics clearance from the university’s 

research ethics committee prior to the commencement of data collection.. 

 

 

 

CHAPTER 4: PRESENTATION OF RESEARCH FINDINGS 

4.1. Introduction 

This chapter presents an overview of the research findings, addressing the study's objectives. 

The primary objective is to evaluate Durban's competitiveness as a tourist destination, 

focusing on key areas such as its natural resources and strategic location, safety and security, 

accommodation and transport infrastructure, historical, cultural, and recreational resources. 

To comprehensively explore these critical issues, a diverse group of participants was selected. 

Invitations to participate were distributed via WhatsApp, LinkedIn, Email, and Facebook.  

 

4.2. Response Rate 

A total of 600 individuals nationwide were invited to participate in the survey, resulting in 373 

responses. While the average response rate for online surveys is approximately 10%, this 

study achieved a response rate of 62%, exceeding the average. As stated by Mugenda and 

Mugenda (1999), a response rate of 50% is deemed sufficient, 60% is regarded as 

satisfactory, and 70% or more is considered excellent for analysis and reporting. Therefore, 

the response rate of 62% in this study was sufficient for the analysis.  

 

4.3. Demographic of the respondents 

The gender demographic of the respondents is crucial in assessing perceptions of safety and 

security, particularly because women statistically report feeling less safe than men in many 

public spaces. Tourism destinations, such as Durban, need to cater to diverse visitors, 
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ensuring that safety measures address the unique concerns of different groups. 

Understanding the perspectives of female respondents helps identify specific safety 

challenges which may disproportionately affect women. 

Figure 4.3 presents an overview of the respondents' gender distribution. The results indicate 

that 56% (n=209) of the respondents were female while 43.7% (n=163) were male showing a 

higher representation of females in the survey. 0.3% (n=1) of the respondents identified as 

transgender. 

 

Figure 4.3: Gender demographic of respondents 

 

4.4. Frequency of visits to Durban  

Figure 4.4 reveals that 94.1% (n=351) of the respondents indicated that they had travelled to 

Durban less than five (5) years ago whilst only 5.9% (n=22) indicated that they had last visited 

the city over five (5) years ago. 

 

Figure 4.4 Frequency of respondents’ visits to Durban 



25 
 

 

4.5. Purpose of visit to Durban 

Figure 4.5 shows that 73.2% (n=273) of the respondents visited Durban for leisure whilst 

26.8% (n=100) visited for business. 

 

Figure 4.5 Purpose of visit to Durban 

 

4.6. Satisfaction with accessibility of tourist information in Durban 

Figure 4.5 depicts that 50.1% (n=186) of the respondents were very unsatisfied with the 

accessibility of tourist information in Durban while 32.6% (n=121) were satisfied, 11.9% (n=44) 

were unsatisfied and only 5.4% (n=20) were very satisfied.  

Importantly, from the 273 respondents who last visited Durban less than five years ago and 

visited Durban for leisure purposes, 120 (44.1%) indicated that they were very unsatisfied 

while 86 (31.9%) were satisfied, 44 (15.9%) were unsatisfied and only 23 (8.1%) were very 

satisfied. 
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Figure 4.6 Satisfaction with accessibility of tourist information in Durban 

 

4.7. Perceptions of the overall quality of accommodation in Durban 

Figure 4.7 shows that 48.5% (n=181) of the respondents believe that the overall 

accommodation in Durban is excellent, 16.9% (n=63) believe that is good, 11.3% (n=42) 

believe it to be satisfactory, 3.8% (n=14) believe that it is poor and 19.6% (n=73) of the 

respondents believe it to be very poor. 

Importantly from the 270 respondents who last visited Durban less than five years ago and 

visited Durban for leisure purposes, 89 (33%) indicated that the overall accommodation in 

Durban is excellent while 65 (24%) indicated that it is good, 38 (14%) indicated that it is 

satisfactory, 13 (5%) indicated that it is poor and 38 (24%) indicated that it is very poor. 

 

 

Figure 4.7 Perceptions of the overall quality of accommodation in Durban 
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4.8. Perceptions of the quality of available transportation options 

Figure 4.8 shows that 51.5% (n=192) of the respondents believe that the quality of available 

transportation options in Durban is very poor, 14.2% (n=53) believe that it is poor, 14.2% 

(n=53) believe it to be satisfactory whilst 13.7% (n=51) think that it is good and 6.4% (n=24) 

believe that it is excellent. 

 

Figure 4.8 Perceptions of the quality of available transportation options 

 

4.9. Value for money of the services provided 

Figure 4.9 shows that 49.2% (n=183) of the respondents believe that the value for money of 

services in Durban (accommodation, transport, restaurants etc) is excellent, 16.9% (n=63) 

think that it is good while 11.6% (n=43) believe it to be satisfactory, 2.4% (n=9) believe that it 

is poor and 19.9% (n=74) think that it is very poor.  
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Figure 4.9 Value for money of the services provided 

 

4.10. Variety of attractions 

Figure 4.10 shows that 10.8% (n=40) of the respondents believe that the variety of attractions 

(beaches, cultural sites, etc.) in Durban is good while 14.4% (n=53) believe it to be satisfactory, 

64.5% (n=238) believe that it is excellent whilst 4.6% (n=17) believe that it is poor and 5.7% 

(n=21) think that it is very poor. 

From the 273 respondents who last visited Durban less than five years ago and visited Durban 

for leisure purposes, 153 (55%) indicated that the variety of attractions (beaches, cultural sites, 

etc.) in Durban is excellent while 40 (15%) indicated that it is good, 45 (17%) indicated that it 

is satisfactory, 16 (6%) indicated that it is poor and 19 (7%) indicated that it is very poor. 

 

 

Figure 4.10 Variety of attractions 

 

4.11. Quality and accessibility of recreational facilities 

Figure 4.11 shows that 12.9% (n=48) of the respondents believe that the quality and 

accessibility of recreational facilities in Durban is good while 13.7% (n=51) believe it to be 

satisfactory, 46.1% (n=172) believe that it is excellent whilst 6.4% (n=24) believe that it is poor 

and 20.9% (n=78) think that it is very poor. 

From the 273 respondents who last visited Durban less than five years ago and visited Durban 

for leisure purposes, 88 (32%) indicated that they were excellent while 43 (16%) thought it is 

good, 44 (16%) were satisfied, 21 (8%) thought it was poor and 77 (28%) thought it is very 

poor. 
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Figure 4.11 Quality and accessibility of recreational facilities 

 

4.12. Quality and variety of dining experiences  

Figure 4.12 shows that 52.3% (n=194) of the respondents believe that the quality and variety 

of dining experiences in Durban is excellent, 13.5% (n=50) believe that it is good while 12.1% 

(n=45) believe it to be satisfactory, 2.2% (n=8) believe that it is poor and 19.9% (n=74)  think 

that it is very poor. 

 

Figure 4.12 Quality and variety of dining experiences 

4.13. Perceptions of safety   

Figure 4.13 shows that 65.1% (n=243) of the respondents felt very unsafe during their visit in 

Durban, 11.3% (n=42) felt unsafe whilst 20.1% (n=75) felt safe and 3.5% (n=13) felt very safe. 
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Figure 4.13 Perceptions of safety   

 

4.14. Perceptions of cleanliness  

Figure 4.14 shows that 67.6% (n=252) of the respondents believe that the levels of cleanliness 

in Durban is very poor, 11.5% (n=43) believe it to be poor while 13.4% (n=50) think it is 

satisfactory, 6.4% (n=24) of the respondents believe it to be good whilst only 1.1% (n=4) 

believe that it is excellent. 

 

Figure 4.14 Perceptions of cleanliness   

 

 

4.15. Effectiveness of signage, directions and general mobility 

Figure 4.15 shows that 61.6% (n=229) of the respondents believe that signage, directions and 

general mobility in Durban is very ineffective while 7.5% (n=28) believe it to be ineffective, 

26.3% (n=98) believe that it is effective and only 4.6% (n=17) believe it to be very effective. 
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Figure 4.15 Effectiveness of signage, directions and general mobility 

 

 

4.16. Marketing of Durban as a tourist destination 

Figure 4.16 shows that 64.5% (n=238) of the respondents believe that marketing of Durban 

as a tourist destination is very poor while 12.5% (n=46) believe it to be poor, 10.3% (n=38) 

believe that it is satisfactory, 7.3% (n=27) believe that it is good and only 5.4% (n=20) believe 

it to be excellent. 

 

Figure 4.16 Marketing of Durban as a tourist destination 

4.17. Impact of marketing on visiting decisions 

Figure 4.17 shows that 67.2% (n=248) of the respondents strongly disagreed that marketing 

influenced their decision to visit Durban, 18.7% (n=69) disagreed, 11.9% (n=44) agreed and 

only 2.2% (n=8) strongly agreed. 
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Interestingly, these responses correspond with the figures amongst the 273 respondents who 

last visited Durban less than five years ago and visited Durban for leisure purposes. 164 (60%) 

of them strongly disagreed that marketing influenced their decision to visit Durban, 60 (22%) 

disagreed, 39 (14%) agreed and only 7 (3%) strongly agreed. 

 

Figure 4.17 Marketing of Durban as a tourist destination 

 

4.18. Perceptions of Durban’s competitiveness compared to other cities 

Figure 4.18 shows that 75.7% (n=281) of the respondents believed that Durban is not very 

competitive when compared to other cities they have previously visited, 17.5% (n=65) felt that 

it is competitive and only 6.7% (n=25) believe it to be highly competitive. 

 

Figure 4.18 Competitiveness of Durban as a tourist destination 
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4.19. Likelihood of visiting Durban again  

Figure 4.19 shows that 62.7% (n=234) of the respondents indicated that they are very unlikely 

to visit Durban again based on their experience. 4.3% (n=16) indicated that they were unlikely 

to visit again, 11.5% (n=43) felt that they were very likely to visit again and 21.4% (n=80) said 

they were likely to come back. 

These responses seem to correspond with the figures amongst the 273 respondents who last 

visited Durban less than five years ago and visited Durban for leisure purposes. 151 (55%) of 

them indicated that they are very unlikely to visit Durban again. 15 (6%) indicated that they 

were unlikely to visit again, 38 (14%) felt that they were very likely to visit again and 69 (25%) 

said they were likely to come back 

 

Figure 4.19 Likelihood of visiting Durban again 

 

4.20. Likelihood of recommending Durban to others  

Figure 4.20 shows that 61.7% (n=226) of the respondents indicated that they would definitely 

not recommend Durban to others as a tourist destination. 6.3% (n=23) indicated that they 

would not recommend Durban, 21.6% (n=79) felt that they would recommend Durban and 

only 10.4% (n=38) said they definitely would recommend the City. 
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Figure 4.20 Likelihood of recommending Durban to others 
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CHAPTER 5: DISCUSSION OF THE RESEARCH FINDINGS 

5.1. Introduction 

This chapter delves into the analysis and interpretation of the research findings in relation to 

the theoretical frameworks and literature reviewed earlier in the study. The discussion focuses 

on key aspects of Durban's competitiveness as a tourist destination, examining how its natural 

resources, safety and security, accommodation and transport infrastructure, historical and 

cultural resources, and government policy influence its appeal and performance in the tourism 

sector. By integrating the findings with established models such as Porter’s Diamond and 

Ritchie and Crouch’s competitiveness framework, the chapter aims to provide a 

comprehensive understanding of Durban’s current position and opportunities for improvement. 

 

5.2. Durban's Natural Resources and Strategic Location 

A significant 73.2% of respondents indicated they visited Durban for leisure purposes, 

underscoring the city's strong positioning as a beach and holiday destination. Among the 273 

respondents who had visited Durban for leisure in the past five years, 87% gave positive 

ratings to the city’s variety of attractions, with a particular appreciation for its coastal offerings 

and favourable climate. Specifically, 55% rated the attractions, including its beaches and 

cultural sites, as excellent, while 15% rated them as good and 17% as satisfactory. These 

findings strongly suggest that Durban’s beaches and beautiful weather are central to its 

tourism appeal, reaffirming the importance of its natural resources and strategic coastal 

location in shaping its competitive advantage. This aligns with Rheeder’s (2022) observation 

that natural landscapes and environmental assets are foundational in enhancing a 

destination’s attractiveness. Moreover, 64% of leisure tourists rated the quality and 

accessibility of Durban’s recreational facilities positively (32% excellent, 16% good, and 16% 

satisfactory), further reinforcing the value of the city’s outdoor, beach-based, and climate-

driven tourism experiences.  

 

5.3. Safety and Security 

Safety and security emerged as a critical concern from the survey. A significant 76.4% of 

respondents expressed safety concerns in Durban, with 11.3% feeling unsafe and 65.1% 

feeling very unsafe.  

This aligns with Rheeder’s (2022) assertion that the safety and security of tourists, particularly 

effective crime control, play a crucial role in influencing their decisions when selecting a city, 

country, or region as a tourist destination andperceptions of safety significantly influence 

destination competitiveness. The data reveals a direct correlation between perceived safety 

and tourists' likelihood to recommend Durban. A majority (68%) of respondents indicated 



36 
 

reluctance to recommend Durban as a tourist destination, with 61.7% stating they would 

definitely not recommend it and 6.3% saying they would not recommend it.  

This finding is consistent with Moodley’s (2003) observation that addressing safety concerns 

enhances tourist satisfaction and retention. Among the 273 respondents who visited Durban 

for leisure in the last five years, 61% expressed an unwillingness to revisit Durban, with 55% 

stating they are very unlikely to return and 6% indicating they are unlikely to visit again.  

Cleanliness and safety are closely interconnected in tourist destinations, as perceptions of 

crime, grime and neglect can contribute to negative safety concerns, potentially deterring 

visitors and impacting local economies (Pizam & Mansfeld, 2006). Interestingly, 79.1% of the 

respondents expressed dissatisfaction with the levels of cleanliness in Durban, with 67.6% 

considering it very poor and 11.5% rating it as poor. Significantly, 75.7% of the respondents 

believed that Durban is not very competitive when compared to other cities they have 

previously visited.  

 

5.4. Accommodation and Transport Infrastructure 

Porter's Diamond Model (1990) suggests that competitive advantage is also shaped by related 

and supporting industries. Crouch (2007) also refers to supporting and resource factors which 

encompasses infrastructure, supporting resources and the availability of tourism resources.  

Respondents’ perceptions of Durban’s accommodation and transport infrastructure were 

mixed. Among the 270 respondents who visited Durban for leisure in the last five years, 71% 

rated the overall accommodation positively, with 33% considering it excellent, 24% good, and 

14% satisfactory..  

While Durban’s accommodation offerings received moderately positive feedback, transport 

infrastructure remains a point of concern. Durban's public transport system is neither seamless 

nor efficiently integrated. The existing bus and rail services do not meet world-class 

international standards, as the city lacks a rapid transit system that would allow visitors to 

travel conveniently between different locations using multiple transport modes (Behrens & 

Muchaka, 2021). A significant 65.7% of respondents rated the quality of transportation options 

in Durban negatively, with 51.5% considering it very poor and 14.2% viewing it as poor. As 

Porter (2008) highlighted, the quality of supporting infrastructure directly impacts a location's 

capacity to draw in and sustain tourist interest. 

For Durban to compete effectively, it must prioritise the modernisation of public transport, 

enhanced connectivity between key attractions, and integration with digital platforms to 
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improve user convenience. Aligning these initiatives with Porter’s Five Forces framework 

could create synergies that bolster Durban’s overall value proposition. 

 

5.5. Historical and Cultural Resources 

Durban’s rich historical and cultural heritage, including its diverse ethnic influences and unique 

Zulu culture, was highly rated by respondents. However, the study identified underutilisation 

of these assets in tourism marketing and experience design. Among the 273 respondents who 

visited Durban for leisure in the last five years, 60% expressed dissatisfaction, with 44.1% 

being very unsatisfied and 15.9% unsatisfied.  

Interestingly, 71% of the respondents feel that the marketing of Durban as a tourist destination 

is either very poor (64.5%) or poor (12.5%). For Durban to be able to exploit the full tourism 

potential of these historical and cultural resources, they have to be accessible. Tourists have 

to know where they are located and be able to reach them with ease. However, 69.1% of 

respondents expressed dissatisfaction with signage, directions, and general mobility in 

Durban, with 61.6% considering it very ineffective and 7.5% finding it ineffective. According to 

Ritchie and Crouch (2003), effectively leveraging cultural resources is a cornerstone of 

destination competitiveness. 82% of the 273 respondents who last visited Durban for leisure 

purposes less than five years ago either strongly disagreed (60%) or disagreed (22%) that 

marketing influenced their decision to visit Durban.  

A tourist destination's food and dining experiences are deeply connected to its historical and 

cultural heritage, providing a means for visitors to engage with local traditions through taste 

and storytelling (Long, 2013). 77.8% of respondents had a positive perception of the quality 

and variety of dining experiences in Durban, with 52.3% rating it as excellent, 13.5% 

considering it good, and 12.1% finding it satisfactory. 

 

 

5.6. Application of promotional marketing mix (7Ps) to research survey findings    

5.6.1. Product 

The research revealed that 87% of leisure tourists positively rated Durban’s variety of 

attractions, particularly its beaches, cultural heritage and climate highlighting the strength of 

the core tourism product. 64% of respondents rated the quality and accessibility of recreational 

facilities positively. However, many noted poor cleanliness (over 67%) and deteriorating inner-

city infrastructure, which negatively affects the product experience. This suggests the need for 

product rejuvenation. 
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5.6.2. Price 

The findings suggest that value for money is a significant contributor to Durban’s tourism 

appeal. Many tourists considered Durban a cost-effective destination.. 

5.6.3. Place   

Respondents indicated mixed experiences regarding transport accessibility. Over 54% rated 

transport infrastructure poorly, pointing to inadequate public transport systems and 

fragmented mobility options. This weakens Durban’s distribution channel in tourism terms i.e., 

the ease with which tourists can access attractions. Improving urban mobility, airport-city 

connectivity, and the inner-city transport system will enhance Durban's spatial 

competitiveness. 

5.6.4. Promotion 

The study found that only 32.6% of respondents were influenced by marketing or advertising 

in their decision to visit Durban. Respondents demonstrated higher reliance on word-of-mouth, 

highlighting missed opportunities in destination marketing. The findings support the 

recommendation for digital advertising, social media campaigns, and strategic messaging to 

improve Durban’s image and counteract negative safety perceptions. 

5.6.5. People 

The research highlights the importance of local hospitality and the warmth of Durban’s people, 

which many respondents cited as a positive experience. Investing in customer service training, 

tourism sector professionalism, and staff development can greatly enhance the people 

element of the tourism experience. 

 

5.6.6. Process 

There were concerns about the lack of efficiency in tourism services, especially regarding 

transport and urban navigation. Respondents expressed frustration with process-related 

factors such as safety and cleanliness which have the potential to detract from the overall 

experience.  

5.6.7. Physical Evidence 

More than 76% of respondents reported feeling unsafe, and 56.9% said they would not 

recommend Durban to others. These findings underscore the need to maintain physical 

evidence (cleanliness, signage, infrastructure) to support the destination brand and 

experience. 
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CHAPTER 6: CONCLUSIONS AND RECOMMENDATIONS 

6.1. Conclusions 

Tourism plays a significant role in Durban's economy (Binns & Nel, 2002). The city is grappling 

with various challenges, such as high unemployment, poverty, and the lingering effects of 

apartheid, which have led to unequal wealth distribution and economic disparities (World 

Bank, 2020). There is a strong belief that the growth of the tourism industry could assist 

alleviate these issues (Seekings, 2008). 

Durban has gained popularity over the years as a destination known for its excellent climate, 

stunning beaches, and unique multicultural experience, setting it apart from other locations. It 

is evident that the eThekwini Municipality must conduct a comprehensive review of the 

challenges and shortcomings in the current destination management strategy to position 

Durban as the preferred destination for domestic and international tourists.  

This study investigated the Competitiveness of Durban as a tourist destination by assessing 

the determinants of competitive advantage namely: natural resources and strategic location, 

safety and security, accommodation and transport infrastructure and the historical and cultural 

resources. 

The research concludes that Durban possesses significant potential as a competitive tourist 

destination thanks to its vast beaches, warm waters, all-year sunny weather, and vibrant, 

diverse cultural heritage, but this potential remains underutilised due to key infrastructural 

challenges such as an outdated transport network and strategic limitations such as the high 

levels of crime and grime.  

While natural resources and cultural heritage provide a solid foundation, addressing safety 

and security concerns and improving transport infrastructure are critical. Leveraging 

theoretical models such as Ritchie and Crouch’s framework, the study underscores the need 

for an integrated approach to enhance Durban’s appeal and performance in the tourism sector. 

 

6.2. Limitations 

This study is a management focused analysis of Durban’s competitiveness and not specifically 

a tourism study, which presents certain inherent limitations. Firstly, it did not include a detailed 

comparative analysis of other cities competing with Durban on the domestic and international 

tourism landscape, to ascertain how Durban's tourism performance and appeal for contextual 

comparisons. Such an analysis, while relevant to a more tourism focused study, falls outside 

the primary scope of this competitive management inquiry. Another limitation of this study is 

that it does not explore the impact of technological advancements, such as GPS mapping, 
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digital marketing and the use of social media on Durban’s tourism appeal. Also, the purposive 

sampling method used, whilst securing informed respondents, may not represent the broader 

tourist demographic for the city of Durban. 

 

6.3. Recommendations 

Based on the research, the following recommendations are proposed: 

6.3.1. Investment in Tourism Infrastructure 

To elevate Durban’s tourism competitiveness, the city must expand and diversify its tourism 

resources. This includes developing world-class attractions, hosting major events, upgrading 

facilities, increasing the number of restaurants, hotels and entertainment venues, and 

improving transport connectivity. As Crouch and Ritchie (2003) emphasize, destinations must 

innovate and create unique offerings to differentiate themselves in the market. One way to 

achieve this is through the development of hallmark events, mega-events, and special cultural 

festivals (Kruger, 2011), which can enhance Durban’s global visibility. The city should focus 

on events that attract both domestic and international tourists, leveraging its existing 

infrastructure for business, leisure, and events tourism. A well-integrated tourism strategy 

should encompass accommodations, transport, dining, and entertainment, ensuring seamless 

experiences for visitors. Expanding Durban’s entertainment offerings is also critical. Unique, 

signature experiences should be introduced to make Durban a distinctive entertainment hub. 

Activities and events play a vital role in destination competitiveness (Crouch & Ritchie, 2003), 

and Durban must capitalise on this by developing a diverse range of cultural, business, 

educational and sporting events. Travellers are looking for more adventurous and unique 

experiences. Developments in ocean tourism and even underwater leisure activities should 

influence tourism strategies. Durban’s coastline presents a unique competitive advantage that 

should be leveraged through further product development in beachfront areas. To establish 

itself as a leading tourism destination, Durban must offer a comprehensive mix of cultural 

festivals, sporting events, high-profile conferences, exhibitions and business conventions. 

These strategic initiatives will strengthen Durban’s position as a premier travel destination and 

drive sustained economic growth in the tourism sector. 

 

 

6.3.2. Built  Infrastructure Development 

The survey results highlight key infrastructure challenges that impact Durban’s attractiveness 

as a tourist destination. Addressing these concerns requires a strategic focus on 

transportation, urban regeneration, and service enhancement to improve visitor experience 

and boost the city’s global competitiveness. To attract more visitors, Durban should focus on 
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restoring historical landmarks and heritage sites, making them key tourist attractions. 

Additionally, accommodation facilities can undergo aesthetic and service upgrades to align 

with market trends and meet the diverse needs of travellers. Crouch and Ritchie (2003) 

emphasize that a destination’s infrastructure directly influences its competitiveness. Tourism 

stakeholders in Durban rely on essential utilities such as water, electricity, health services, 

and communication networks to ensure seamless visitor experiences. To support tourism 

success, the city must prioritise reliable service delivery, particularly in areas critical to visitor 

satisfaction.  

An example of infrastructure investments that could significantly boost tourism include the 

Durban Bay Waterfront Development which has been in planning for a number of years. This 

ambitious project aims to transform the Durban Beach waterfront into a world-class tourism, 

water sport, and recreation venue. The development includes infrastructure upgrades, 

commercial opportunities, and improved public access.  

Another example includes the Point Waterfront Upgrade. This flagship project located in 

Durban’s South Beach involves mixed-use developments, including residential and 

commercial spaces, a retail mall, a hotel, and leisure facilities. The project is part of a broader 

initiative to regenerate Durban's downtown inner city and enhance pedestrian connectivity.  

The Dube TradePort Upgrade involving the King Shaka International Airport Aerotropolis will 

will improve logistics and connectivity, making Durban more attractive for international visitors 

and investors. 

 

6.3.3. Improving Transportation Network 

Efficient transportation is fundamental to a tourist-friendly city, as it facilitates ease of 

movement between attractions, accommodations, and entertainment hubs. However, 54.4% 

of survey respondents rated Durban’s transport system negatively, with 40% categorising it 

as very poor. This feedback underscores the urgency of implementing the “Go Durban” Bus 

Rapid Transit (BRT) system, ensuring reliable, efficient, and affordable public transport that 

operates throughout the day. Compared to other cities which have functional BRT systems, 

Durban lags behind, making accessibility a key barrier to its tourism growth. The BRT system 

will provide a fast, reliable, and efficient mode of transport, making it easier for tourists to 

navigate the city and access key attractions. With dedicated bus lanes and stations, tourists 

will find it more convenient to travel between popular destinations without the hassle of traffic 

congestion.  

Beyond road transport, Durban must also explore the development of a modern rail network, 

to improve connectivity for both residents and visitors. Enhanced air connectivity, with more 
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direct international flights, would encourage seamless travel into and out of Durban, reducing 

the need for costly connecting flights via Johannesburg or Cape Town. 

 

6.3.4. Addressing Safety and Cleanliness Issues in Durban 

The World Economic Forum’s competitiveness reports (World Economic Forum, 2024) 

highlight that South Africa needs to make significant improvements in health and safety. This 

study also indicates that Durban faces a similar challenge, with urgent attention needed to 

address its “crime and grime” concerns. For tourists, safety and cleanliness are critical factors 

in their decision to visit a destination. A high crime rate and unhygienic environments make 

tourists apprehensive, as they worry about the risk of crime and potential health hazards. 

Survey results align with these findings, revealing that 70.1% of respondents expressed 

concerns about safety in Durban, with 17.5% feeling unsafe and 52.6% feeling very unsafe. 

Additionally, a significant 79.6% dissatisfaction was expressed regarding the cleanliness of 

the city. These results emphasize the need for immediate intervention to improve Durban's 

appeal as a tourist destination. To address these issues, it is essential that tourism 

stakeholders in Durban actively engage in crime fighting programs. Ensuring clear signage, 

removing language barriers for international tourists, and supporting the city’s regeneration 

efforts will directly contribute to increased visitor satisfaction. Furthermore, the public 

transportation system must be safe, efficient, and accessible, which directly correlates with 

enhancing the overall tourist experience and addressing the concerns raised in the survey. 

Crime and poor maintenance issues are worsened by excessive congestion along the 

beachfront during the peak holiday periods. This congestion leads to a shortage of ablution 

facilities for visitors, as well as an increase in litter, further contributing to a sense of insecurity 

and a higher likelihood of crime. These factors act as deterrents to potential beachgoers. It 

seems that many areas in the inner city and along the beachfront are derelict as a result of 

neglect by both property owners and the municipality, particularly with regards to providing 

services and amenities. A coordinated effort from both the private sector and government is 

needed to address the degeneration of these areas and promote rejuvenation, which will assist 

to change the bad perceptions. Additionally, this should be paired with strategies to impose 

harsh penalties on criminals. 

 

6.3.5. Amplify Global and Domestic Marketing Campaigns 

The research survey results reveal significant weaknesses in Durban’s marketing strategy as 

a tourist destination. More than 68% of respondents rated Durban’s marketing as poor or very 

poor, while only 6.7% considered it excellent. Additionally, 79.6% of respondents indicated 

that marketing had no influence on their decision to visit Durban. This underscores the 
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ineffectiveness of current marketing efforts and the urgent need for a more comprehensive, 

strategic, and impactful promotional approach. 

Durban needs to enhance its national and international marketing efforts to increase 

awareness and attract more visitors. Collaborations with key national entities, such as South 

African Tourism (SAT) and Tourism KwaZulu-Natal (Tourism KZN), should be strengthened 

to support Durban Tourism’s global marketing initiatives. As the city’s primary marketing body, 

Durban Tourism must work alongside stakeholders to develop a comprehensive and impactful 

promotional strategy. 

As Bowen et al. (2014: 362) argue, strong customer relationships are built through an effective 

promotional mix. The evolving marketing landscape increasingly favours digital and wireless 

strategies, making it imperative for Durban to embrace modern marketing trends and position 

itself as a globally competitive destination.  

Distribution partners play a crucial role in city tourism marketing as they directly impact 

consumer decisions regarding destinations, spending, and length of stay. As such, Durban’s 

marketing strategy should adopt a hybrid model, incorporating digital, online, and traditional 

methods.  

Durban should establish relationships with online travel agents to provide online front shops 

and promotional opportunities.  

Special interest channels specialise in attracting niche tourism audiences. They usually 

include youth travel, sport (cricket, rugby, golf, soccer, cycling and marathons), business 

events and social events (honeymoon and wedding travel,) as well as heritage, cruise tourism, 

etc.  These have to be prioritised by Durban in order to build its niche tourism profile. 

Durban has to formalise partnerships with key airlines. These should include those that may 

not fly to Durban but use SA as a hub. The objective is to run bespoke “Durban Holiday 

packages” and campaigns using inflight videos. Durban must also pursue a planned Route 

development programme in partnership with King Shaka International Airport and major 

airlines for direct flights in the region, America, Emirates, China and Europe.  

Domestic, regional and international travel fairs are critical to achieve decent market 

penetration and new market development. It involves planned meetings, workshops and brand 

activations.  

 

6.4. Suggestions for future research 

Future research could build upon this study by conducting a detailed comparative analysis of 

Durban's tourism offerings, infrastructure, and appeal relative to other leading domestic and 
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international tourist destinations. This could include cities with similar climates, cultural 

diversity, or coastal attractions. Future research could also investigate how technological 

advancements, such as GPS mapping, digital marketing, virtual reality tours, data-driven 

visitor management systems and social media, influence Durban's tourism industry. Assess 

the city's digital visibility and its effectiveness in engaging potential tourists online. Explore the 

integration of sustainable tourism practices in Durban. Examine how the city balances 

environmental conservation, community involvement, and economic growth within the tourism 

sector. Analyse the direct and indirect economic contributions of tourism to Durban’s economy. 
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