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EXECUTIVE SUMMARY

PURPOSE AND METHODGY

The purpose of this report is to review the 2004 tourism strategy for Amajuba District Municipality.
The strategy is 8 years old and is thus outdatiirthermore, legislationpolicy and strategyhas
changed substantially over the last two years with the implementation of new national and
provincial sector plans for tourism. The purpose of this review is to update the strategy, and to align
the strategy to these new sector plans.

The report cotains both primary, desktop research, and secondary research. A complete review of
national legislation, national and provincial tourism sector plans, district and local muiticfdans
has been conducted.

V Statistics have been acquired from a variefysources includingn online survey of service
providers, Tourism KZN, South African Tourism, KZN Wildlife, the Department of Arts and
Culture (Museums)Battlefields Guides Association, attractions across Amajadayell as
various tourism papers relsad by TKZN and dti.

V Extensive one on one consultation has been conduetitd private and public stakeholders
including tourism service providers and product owners, curators, department officials, LED
and tourism officers and managers, sports clubs madketing persons.

V dte visits wereconducted where officials from each of the local municipalities as well as
private stakeholders were met with. Tours of Emadlangeni and Dannlser were
conducted

SITUATIONAL ANALYSIS

The situational analysis is allmination of these interviews, site visits, statistics, and research
papers. The following challenges and opportunities serve to summarize the situational analysis.

Opportunities:

1 Economic status of Newcastle withKZN and central location between KExee stateand
Gautendeads to:
U High volume of business visitors
U High volume of visitors to events (sporting, cultural and other)
1 Current level of expertise, infrastructure and natural assets allow for the exploitation of
niche markets:
U  Arts and Culturedurism (including music)
U Sports tourism
U Heritage and Battlefields tourism
0  Avitourism
U Adventure tourism (in the scenic mountains)
1 Construction of Vulintaba, a prestigious lifestyle resort, in the Drakensberg Foothills could be
the major draw card requireth Amajuba.
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1 Upgrade of the N11 and Newcastle airport will lead to increased connectivity.
9 Active and interested community with strong District Tourism Forum
Challenges:
1 Tourism information centres in Newcastle and throughout the district are lacking.
1 Roadsare currently in a bad state major construction on N11, R34 in disrepair and D96 not
tarred. Furthermore, majority of the traffic bypasses Newcastle due to placement of the N3.
i Site maintenance and upgrades are necessary for almost all niche attctind nature
reserves.
1 Lack of dedicated staff in Dannhauser and Emadlangeni Municipality to manage tourism,
lack of CTO in Newcastle LM.
1 Lack of comprehensive marketing and promotion strategy:
U Poorimage of Newcastle and lack of knowledge about Dannhaauseé Emadlangeni
U Poor and declining demand for niche attractions
1 Exclusion of Dannhauser and Emadlangeni, as well as SMMEs (due to low demand

APPROACH AND VISION

Based on the finding of the situational analysis the following strategic approach was pkxel®his
strategic approach makes creating demand a priority, over new product development.

Special emphasis to be placed on:
*  Working together towards a unified vision;
*  Achievingtransformation;
* Raising tourism awareness,
*  Sustainable and responsible tourism
development.

2012 2016

5 year strategy review ‘ m
>

Increase visitor numbersthrough improved | *  Visitor numbershave increased.
marketing, management and information = Amajuba is a first class destinationfor
distribution. domestic business, sporting and other
Focus primarily on the current key markets events.

—businesstourism and events. = Majorinvestment into niche market
Basic maintenance and infrastructure attractions and new products is now
support for existing niche tourism financially viahle.

attractions.

The vision was created amdork shoppedbased on the above strategic approach. The vision is a
result of the views of the community and stakeholders, as weltre statistical findings of the
situational analysis.
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WLG Aa 2dzNJ gAaArzy (GKFGEZ Ay p @SENBRI (GKS ydzyo SNJ
Amajuba will become a first class destination for meetings, conferences and events and will build
oni KS aGNBy3IiKa 2F SEAalGAY3I KSNAGEHASE yvI

STRATEGMND PROJECT PRICHATION

¢KS Yl adzoml ¢2dz2NAaY {GNIiS3e& RNIga RANBOGte 2y
AyOfdzRSa o 2N n dzyAljdzS MNAGNIXNGC IDOdzA KNME G 3 Q9 AP R S
turn, has several projects that correspond with it. The strategic clusters and thrusts are as follows:

1. Marketing¢ tourism growth & development (demand)
1.1)Market Amajuba's strength: Meetings, Incentiveenferences and Events
1.2)Expand and improve tourism information outlets and tools
1.3)Branding and route development

2. Product Development and Planning
2.1) Meetings, conferences and events product development
2.2) Heritage, aviourism and nature basetburism product development
2.3)other niche markets, accommodation anécreational product development
2.4) Infrastructure ad support services development

3. People in tourism (Human Resource Developn&&ervice Excellence)
3.1) Ensure quality expeniees through service excellence
3.2) Ensure transfmation in the tourism industry
3.3) Increase tourism awareness

4. Policy, strategy, governance, research & knowledgeagament, monitoring & evaluation
4.1) Improve tourism management through irtistional and policy arrangement
4.2) Improve tourism management through improvedearch and knowledge management
4.3) Entrenchiesponsible tourism principles

These along with all projectsyere taken to a district workshop at which attendees were asked to
edit and prioritise projects according to which they thought were most urgent and important for
tourism in Amajuba. Attendees were asked to choose 5 projects per strategic cluster. The projects
chosen in the workshop acted as a guide for the prioritizatioprofects. The following criteria
were considered at the workshop, and afterwards, when choosing priority projects.

Ccriterion 1: economic impact and strategic importance for the tourism sector
Criterion 2: skills development and employment creation

Criterion 3: industry transformation and SMME development/support
Criterion 4: led and potential anchor projects

=A =4 =4 =4

Based on these criteria, the following 20 projects were established as priority projects:

1) Marketingc tourism growth & development (demand)
V 1.1.1) Develop tourism packages and incentives targeted at businesses, schools, sport
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associations and clubs.

\%

V 1.1.3) Promote MICE venues and packages in businesses and government in and outs
Amajuba.

V 1.2.1) Relocate and refurbish the tourism imfentre in Newcastle and Utrecht, with satelli
stations at strategic locations.

V 1.2.3) Contract web designers to design and maintain an Amajuba Experience type we
and similarly to develop and maintain current municipal websites. Launch amecia
marketing program.

V 1.3.1)Develop a Brand for Amajuba

2) Product Development and Planning

2.1.2)Establish a district events strategy, including identification of 5 new large events,
order to manage and cordinate events.

Vv

2.2.3) Heritagetmplement findings of the SiVest 2005 Battlefields infrastructure upgradt
plan, including maintenance agreement. Solve access problems surrounding land
ownership.

2.2.12) Amajuba dams reviisation projectwhich aims to improve infrastructure at 5 dam
across Amajuba.

Vv

2.3.3)Arts& Culture Relocate and expand Carnegie Art Gallery premises.

\%

3) People in tourism

2.4.2) Lobby for grants from provincial treasury for upgrade of Newcastle Airport, in
conjunction with LED and Newcastle LM.

Vv

V 3.1.1) Improveaccess to tourism products for accessibility challenged visitors.

V odPMPHU LYLINRGS AYLI SYSy(dlFidAz2y 2F (KS ¢;
Amajuba and Encourage Service excellence.

V 3.2.3) Ensure ongoing business support for SMMEs

V 3.2.7)Establish permanent crafters stalls at tourism nodes/sites and make provision for
crafters at events, as well as establishing regular crafting events.

V 3.3.3) Develop programs to improve tourism awareness & understanding amongst lear

4) Policy, strategy, governance, research & knowledge management monitoring & evaluation

students, the medh and communities.

4.1.1) Increase local municipality tourism budgets significantly, and rekieewistrict
tourism budget and lobby for a dedicated tourism official at Dannhauser and Utrecht lo
municipalities.

4.1.2)Improve the operation of the Amajuba Tourism Forum and gainitvdgom all LMs
for the tourism institutional structure

4.1.7)Review tourism byaws at all three local municipalities and form a district framewo

4.2.2) Conduct research in order to understand Amajuba's current tourism market segr
and the economic impact of all tourism products, including events.

4.3.1) |sure that green principles are incorporated into tourism developments through
providing incentives and creating awareness.
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PROPOSED INSTITUTADISTRUCTURE

Given the structure and options outlined by the KZN Master Plan, the following framework has been
developed for Amajuba.

9 Given that
0 a) the Amajuba Tourism Forum is currently the strongest tourism organization in the
region, and

0 b) tourism is currentlgtill in the developing stages

it is recommended that thémajuba Tourism Forumemain the single entity for tourism in
Amajuba.

9 Since service providers cannot register with a forum, a CTO needs to be formed at LM level.
Emadlangeni has recently formedcdO. The chairperson for this CTO (and other members
if desired) is required to attend the ATF meetings.

1 The lack of a CTO in Newcastle and Dannhauser means that service providers in these locals
should register with theDistrict Tourism Associatiofif they are not successful in forming
the CTO) The DTA will control registrations and operate out of the tourism information
centre in Newcastle, however, it will meet as part of the Amajuba Tourism Forum and its
budget will be managed by the forum. In tldense there is only one district body that
meets regularly and has a budgethe Amajuba Tourism Forum. For operational purposes,
however, the District Tourism Association must exist to register service providers.

1 The chairperson of the ATF will repoid the Amajuba Forum for Local Economic
Development AFLEIas is currently the case.

PUBLIC SECTOR PRIVATE SECTOR
-
. Chalred by Ministar
E af Tourlsm
L
- t
-
=
g Chalred by MEC
: of DEOT
- |
=
g Charperson to serve ofl FTE
£ Chaired by CEQ
2 THIN
[- 3
B

District tourism afficial

G and a trade DTE chairperson
E representative [Mayar] tosit on PTC
& to serve gn PTF

Tourism cfficial bo s=rve on £T0
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L

Product owners to T
Jzim thedr LW CT
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SPATIAL FRAMEWORK

Thespatial frameworkbelow depicts the strategically important areas for information distribution.

It also outlines the major movement corridors (the two most important being the N11 and R34
which bisect the district). Important tourism nodes include Newcastle, Utrechtt@cheritage

node around Majuba Mtn. Future development areas are the conservation areas highlighted in
green.

Al Amajuba Tourism Spatial Framework

Armste e e
Arrgetia fafe fens Rnte
[Arrepte eang Rose
|Arvap0e Bute SRRy o Mo
Aot r mematerg e
el e

DR ELE

A

Conclusions of the spatial development plan:

1 Concentrate tourism development on primary and secondary tourism nodes in the short
term;

1 Use inportant linkages (roads and nodes) to determine the spatial spread of the distribution
of information and development of products in order to boost demand;

1 Concentrate the planning of long term tourism infrastructure investment along conservation
corridors

SUMMARY OF KEY INVEENT INFRASTRUCTURE

1 Lobby for grants from provincial treasury for upgrade of Newcastle Airport, in conjunction
with LED and Newcastle LM.

11
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9 Facilitate collaboration between DOT KZN and DOT Free State to fix the R34 via Vrede.

= =4 =4 =

tourism attractions
1 Improve signage in townships and along main roads (N11 and N3), and stop illegal signage in
Newcastle. (Refer SADEC Road Traffic Sign Manual)
1 Investin infrastructure leading to the Drakensberg Footltibsarpment and Zaaihoek
Dam/to Wakkerstroom in order to open up these key areas for tourism.

TOURISM TARGETS

Introduce transport options, especially between Newcastle and outlying tourism products.
Investigate the benefits of the train system to tourism.

Small town rehabilitation of both Utrecht and Dannhauser.
Invest into Information Communication Technologyural areas and at public owned

The following targets were developed as indicative targets only based on insufficient information on
tourism in the district. The targets are mddd on both the NTSS and the KZN Master Plan. There
are further indicators in the full table in the report.

Indicator

Amajuba baseline

values (2010)

2015 Target

2020 Target

Source of indicator value

Direct contribution to R54.4m (0.6% of district| 108.8m R163.2m Based on values for catering &

GGP total GDP) at 2% averag accommodation sector only
growth (Quantec Regional Data, 2010)

Direct and Indirect 99m R198m R297m National InputOutput table

contribution to GGP (UrbanEcon, 2010)

Number offoreign 2009 visitors 4000 visitors 6 000 visitors UrbanEcon estimates based on

holiday visitors TKZN number of visitors to the

Number of foreign 1339 visitors 3000 visitors 4500 visitors Battlefields

business visitors

Number of domestic 7900 visitors 16 000 20 000

holidayvisitors

Number of domestic 31600 visitors 60 000 75 000

business visitors

Direct tourism 1292 employed 2584 employed 3876 employed Employment in the catering &

employment accommodation sector (Quante

regional data2010)
Direct and Indirect 1977 3280 3515 National InputOutput table

tourism employment

(UrbanEcon, 2010)

BUDGET FOR PRIORRROJECTS

The following table is a summary of the budget and cash flow developed for each of the priority
projects. The fulbudget including each of the priority projects in included in the report.

12
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Amajuba District Budget Total

CASH FLOW e | EE

Project End Result

AMAJUBA Total Year 1 Year 2 Year 3 Year 4 Year 5 ced

New branding, new

tourism packages,
TOTAL 1,540 445 . increased conferences
MARKETING mil 655 000 | 350 000 | 245000 | 145000 | 145 000 mil 6 mil and events, higlyuality
information centres and
websites.
New, better events;
TOTAL upgraded Battlefields,
PRODUCT 1,875 25,75 27,625 | and dams infrastructure;
DEVELOPMEN mil 500000/ 325000 325000 325000 400000 mil mil new Carnegie Art
T Gallery; commercial
airport.
All tourism products are
accessible and have
1.825 servi.ce excellence .
475000 | 220000 | 320 000 | 100 000 | 170 000 3.11mil | 9rading. Transformatior
mil gnd awareness is
increased. Largely
increased numbers of
craft stalls.
Increased tourism
TOTAL budgets; functioning
TOURISM 875 10,2 11,075 | tourismbodies and by
MANAGEMEN| 000 275000 150000 150000 | 150000 150 000 mil mil laws; thorough tourism
T research; green tourism
principles
After 5 years of
consistent tourism
spending, Amajuba has
state of the art facilities,
42,225 | 47,95m | and management

mil il procedures/structures,
leading to increased
visitor numbers and
increased tourism
contribution to GDP

TOTAL PEOP| 1,285
IN TOURISM m

5,725

TOTAL SPENI[ mil 2mil Imil 1,1mil | 745000 | 890 000

PROJECT DESIGNS/BIESS PLANS

The following projec have concept business plans written up in the last section of the report.
Theseprovide further implementation information for 6 of the priority 1 projeetsd can be used to
attain funding.

1.2.1) Relocate and refurbish the tourism info centre in Newcastle and Utrecht, with satellite
stations at strategic locations.

1.3.1) Develop Brand for Amajuba.

2.1.2) Establish a district events strategy in order to manage ammtdinate events.

2.2.12) Amajuba Dams Revitalisation Programme which aims to improve infrastructure at 5 da
across Amajuba.

312LYLINR PSS AYLX SYSyidlF A2y 2F (GKS ¢2dz2NAay D

13
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Encourage Service excellence.

4.2.2) Conduct research in order to understand Amajuba's current tourism market segments, &
the economic impact of all tourism prodts, including events.

14
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PURPOSE

“The purpose of this report is to review the 2004 tourism strategy for Amajuba District Municipality.
The strategy is 8 years old and is thus outdated, furthermore, legislation and policy has changed
substantially over the last two years with the implementation of hew national and provincial sector
plans for tourism. The purpose of this review is to updite strategy, and to align the strategy to
these new sector plans.

METHODOLOGMND APPROACH

Phase one includes the contextual analysis (a review of national, provincial and local policy and
plans), and a situational analysis (analysis of the curremtigm system in Amajuba) which ends

with a SWOT analysis. The SWOT analysis highlights the strengths, weaknesses, opportunities and
threats as determined in the situational analysis. The second phase of the riaviesy strategy

report which outlines avision, strategies and recommended projects to improve tourism in
Amajuba. The third phase of the review is an implementation plan which provides a framework
within which the projects should be implemented. This includes timeframes, key performance
indicators and an institutional structure. The implementation plan also includes mini business plans
for 5 chosen priority projects.

The report contains both primary, desktop research, and secondary research. A complete review of
national legislation, natiodaand provincial tourism sector plans, district and local municipality plans
has been conducted. Statistics have been acquired from a variety of sources including Tourism KZN,
South African Tourism, KZN Wildlife, the Department of Arts and Culture (Ms$eamwell as
various tourism papers released by TKZN and dti. Extensi®eon oneconsultation has éen
conducted with private and public stakeholders includiogrism service providers and product
owners, curators, department officials, LED and temriofficers and managersports clubs and
marketing persons. A site visit was conducted over two days where officials from each of the local
municipalities as well as private stakeholders were met with. The situational analysis is a
culmination of thesénterviews, site visitsstatistics,and research papers.

In order to include every aspect, the following systems approach was applied when developing the
strategy. The diagram reflects that tourism is not merely a grouping of products and attractiots, b
rather a network including marketing, governance, human resource, support services, transport
services, and infrastructure, without which, the products and attractions would fail to function.
When formulating the situational analysis report and thenettprojects, this alencompassing
approach is used.

15
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Figurel Systems approach to tourism
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éSTRUCTURE OF THEQREP

The first section of this report is a contextual analysisich outlines the legislative and policy
context within which this report is developedhe second section is the situational analygch
describes the status quo of tourism in the area. The third section is the strategy formulation which
identifiesstrategies and projects. The final section is the implementation plan va@sbribeshow

these projects should be implemented and provides details on the priority projddtsrefore, the
report structure is as follows:

Section 1: Introduction
Section2: Contextual Analysis
Section 3: Situational Analysis
Section 4Strategy Formulation
Section 5: Implementation Plan
Section 6: Project Designs

[T e R e e et R
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This regional contextual analysis is a review of national plans (such as the national growth path),
provincial plans (such as the provincial growth and development strategy), district plans (such as the
Amajuba IDP), and local municipality plans (IDPéch of the LMs). The review also includes a
brief review of the recently released National Tourism Sector Strategy and Provincial Tidlassen
Plan(KZN). LG A& AYLERNIIFIyG (2 dzyRSNBROGFYR ! Yl 2dol Qa ¢
broader plansand, more importantly, to align the strategy to these plans.

2.1) NATIONAL AND PROVINC POLICY AND STRBIES

New Growth Path

The New Growth Path strategy focussesimarily onjob creation. It cites social dialogue and
solidarity as central to change. It also has a strong focus on inclusive and shared growth in a hope to
target inequality. The Amajuba Tourism Strategy must focus on inclusive tourism projects that are
spatially diverse in ordeo align itself with the New Growth Path. Projects that allow for maximum
employment gains must take priority.

National Planning Commissiorda bk GA 2yt 58@St2LISyd ttly

The National Development Plan aims to create a new story where South Africans eombark

journey towards equality. In 2030 South Africa will be a socially integratde, sustainable place

G2 tAGS F2NJ bttt {2dziK ! TNAOI yQad tKS SO2yz2ve
investment and savings; and will have created fflon jobs. Tourism will play a key role in
increasing exports. Importantly, tourism is an industry that is able to increase growth and
SYLX 28YSyid aAavydzZ Gl yS2dzateod . @ 022a0Ay3 'Yl 2dz |
international tourists Amajuba is aligning itself to the National Development Plan. Regional tourism
packages can be offered to boost foreign interest, and rural economies will be activated through
tourism investments.

Provincial Growth and Development Strategy

The PGDS for K&aluNatal aims to maximizets position as a GATEWAY to South and Southern

Africa, as well as its human and natural resouiicegrder to createa safe, healthy and sustainable

living environment. Tourism has been established as priority sector in thevimce for both
conservation and as a driver for investmertt.2 dzZNA A YQa | oAfAGEe (2 O2y JdSNI
that would otherwise have almost no economic value into a thriving industry is not underestimated.
Objective 3.6.2 speaks of developing ustty-orientated arts and culture programs in order to

increase social cohesion.

Provincial Spatial Economic Development Framework

The PSEDF outlines the spatial priorities and uses in KEZ&spatial framework is outdated (2006)
and is in the process dieing reviewed.The following map indicates that Newcastle is a secondary

17




Amajuba Tourism Strategy

Final Compate Report AMAJUBA

DISTRICT MUNICIPALITY

node which means that it isnaurban centre with good existing economic development and the
potential for growththat services the regional economyTourism is considered a catagoof
potential for Newcastle. Dannhauser and Utrecht are considé€pedternaryNodes whichis a
centre whichshould provide servies to the locaked economy Newecastle falls on an existing
economic corridor which runs through Amajuba, but not through Dannhauser and Utrecht. Amajuba
also falls on an agricultural corridor, but it does not fall on a tourggmridor which means that
tourism is not the primary adtity in that area. The closest tourism corridors fall into Uthukela
district. This again emphasizes the importance of linking with uThukela.

NODES

NODES

‘ 4 E Legend
NODES

Multi- Sectoral Cnm’dn-

Hierarchy Tourism Corridor

. —

B : Agriculture Comidor gy
. . N Existing Comridor g g

Niche Tourism

Niche tourism is an importantourism segment for Amajuba, considering that Amajuba cannot
competein the traditional markets obig five game reserves, Drakensberg and beaclThe dti
recognised the important role that niche tourism can play in this regard, and has included niche
tourism development as a key tourism projecty’ (i KI8dusRidl Pdliy Action Plan 2010/%1
2012/13. The development of nichurism sectors holds a number bénefits, including

9 the opportunity to diversify theourism economy via the creatiasf new markets;

1 generate higher yields per visitor, tlerms of foreign exchange earningmd consumer
spending, everthough niche markets are ofteamaller in size than mainstreatourism
markets;

91 generally provide greater growthotential than mainstream torism;

1 significant developmental impactsften stimulating the creation oduality jobs that require
specializedskills, as opposed to the low or semiskillgbs generally associatedith
mainstream tourism;

158 NIYSYyd 2F ¢NI RS | yR Ly Rdzi i NETBurisminvSoEh Aficak S R G A
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1 niche tourism activities, whichre often comnunity-based andocated outside of traditional
tourist areas, thereby encouraging tlyeographic distribution of tourisrenefits;

9 and increased local spending, aighe tourism offerings attracindependenttravelers as
opposedto pre-paid package tousts.

Some niche tourism products include #urism, business tourism, agourism, heritage tourism,
arts tourism, educational tourism and geological tourism.

Investment and Promotion

Investment projects are an important part of tourism due their ability to drive growth and
employment. In any investment location is important, as well as the markets (international and
national). Investment projects must have a multiplier effects fooromic opportunities and high
impact on the region in terms of infrastructure, sustainable employment created as well as a direct
benefit to the local communities.

Projects identified that have the potential to attract investment in Amajuba include tesor
RSOSt2LIYSyiG o6xdZA Aydalrol oo +dzZf AYGl ol oAt f arA3aya
employment. It is important that throughout the strategy, further opportunities tourism

investment are identified and taken advantage of.

2.2)NATIONAL ANBROVINCIAL TOURISMRBTEGIES

NATIONAL TOURISM $BR STRATEGY

The National Tourism Sector Strategy (NTSS) was developed throughout 2010 and adopted by
cabinet in 2011. It is closely aligned to national policy, particularly, the New Growth Path which
guides all development in South Africalhe strategy focusses on making South Africa a world class
tourism destination while being inclusive and improving local economic development.

Vision: To be a Top 20 tourism destination in the world by 2020
The stratgic objectives of the NTSS were developed around the following themes:

V Theme 1Tourismgrowth and theeconomyg this includes increasing tourisms contribution
to national and regional GDP, as well as increasing employment in the sector

V Theme 2:Visitor eyerience and the brand this includes positioning South Africa as a
globally recognized brand with world class visitor experiences as well as enhancing the
tourism culture amongst South Africans.

V Theme 3:Sustainability andjood governanceg this theme revolves around integration and
sustainability in local economic development.

The role of local government in implementing the NT3Sical authorities must make decisions
about and set directions for, promoting the social, cultural, environmental and enimnweltbeing

of their communities. Their role in the tourism sector is to manage assets such as public land, and to
provide important infrastructure. They also represent host communities.
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The following table describes the targets set for tourism in Séiditita in the NTSS.

Tablel NTSS Targets

Focus Measure Baseline (2009) 2015 2020
GDP Industry (direct impact) R71,4 bn (3% of R118,4 bn R188 bn (2,9%
GDP) of GDP)
Economy (direct and indirect| R189,4 bn (7,9% of| R318,16 bn R499 bn
impact) GDP)
Visitor Arrivals Foreign 9933966 2068030 15000000
Domestic 14600000 16000000 18000000
Trips 30.3m 40m 54m
Employment Direct 389 100 403 900 461 700
Direct and Indirect 919 800 968 300 1 097 000
Investment Public R82,4 bn R2100 bn R118 bn
Private no baseline data
Foreign Direct R3 bn R3.8 bn R4 bn
Transformation | No of companies with a BEE | no baseline data

scorecard

No of companies with high
level accreditation

no baseline data

Number of companies
reaching tourisntharter
targets

no baseline data

70% of charter compliance

Number of black majority
owned companies

no baseline data

Rural Tourism
demand

Number of visitors to rural
businesses:

no baseline data

Number of attractions in rural
areas:

no baselinedata

Number of bed | Foreign 15.80% 21.10% 25%
nights in low
seasonmonths = iic 5.30% 7.10% 10%
Visitor Number of visitors whose no baseline data
Experience experience meets or exceeds

their expectations
Awareness increased levels of awarenes| no baseline data

of tourism and its value

Increase in levels of
community participation

no baseline data
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éKZN TOURISMASTER PLAN
The KZN TMP was finalized in 2011 and has 4 high level strategies:

1 Marketing (marketing the experience, not the location, and measuring each marketing
project by the number of visitors it attracts)

1 Product development and planninfocus on beaches, wildlife, scenic and then heritage as
a support enterprise with special mentionmthe product as mentioned below)

91 People in Tourisnfhuman resource development, transformation, creating standards of
excellence in the industry, and making tourism a priority in the minds of all KZNers)

1 Policy, strategy, governance, research & knowledganagement monitoring & evaluation

Relevance to Amajuba: Niche Tourisiithe strategic thrusts under niche tourism are:

1 BUSINESS, SPORT ANENTS TOURISM STHGNAMAJUBA!)
9 Other niche strategies

0 Heritage niches - Avitourism
o Adventure - Diving

o Rall - Hunting

0 Health - Shopping

0 Pink tourism - Agritourism

9 Future niches
o Green tourism
0 Geological
o Paleontological

The following table describes the targets given in the Master Plan.

Table2 KZN tourism master plan tgets

Objectives Measure 2009 (or 2010) 2020 Target 2030 Target
Baseline
GDP Direct GDP impact | R22bn R65,2bn  (R40,4b
2009 Rands)
Indirect GDP impact | R33bn R98,4bn (R60,66b
2009 Rands)

Foreign tourists | Total visitors 1213 001 2095 410 3,45 million
International day| 350 541 657 584 1,15 million
visitors
Foreign tourists 862 460 1437 826 2,33 million
Inter-continental 348 434 482 724 650 000
tourists
African Tourists 514 026 955 102 1,68 million

Domestic Tourists| Total domestic tourists| 8 800 000 16301 935 24,17 million
Domestic holiday 3168 000 7128 000 10,85 million
tourists
Domestic non holiday | 5632 000 9173935 13,32 million
tourists

Employment Direct jobs supported 100 000 183 820
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by the sector
Direct and indirect 133000 244 480

Durban isthe | Durban Average Hotg 56,5% (2010) 70%
place to Holiday | Occupancies

And other targets
requiring research

Events and Mice | Provincial ICCA rankin| 178 (2010) In the top 25
Market Growth | No. large  event§ 2010 SoccerWorld | Minimum of 1 every
hosted Cup 10 years
Niche Marketsc | No of cruise liner visits| Durban 67 (2010/11)| Durban 150 pa
Cruise Tourism Richards Bay 1} Richards Bay 38 pa
(2010/11)

The Amajuba District Tourism Strategy is aligned to the new Toudsister Plan which is
mentioned throughout the report and strategy.

1
|l
il

Taking the above national and provincial plans into consideration, the Amajuba tourismj
should align itself to the following key principles and ideas.

The tourism strategy should:

focus oninclusivityand projects should bgpatiallydiverse;

aim to increase regional exports and boost employment through SMME development
recognise that tourism has a key role to play in conservation and creating sustail
livelihoods;

takeadvanta§ 2F ! Yl 2dzol Qa Ll2aAdAz2y Fa I 3k
NEO23IyATS G(KS AYLRNIIYyd NS 2F yAOK
strength;

aim to improve each visitors experience and the tourism brand so that South Afric:
achieve global top 20 tourisstatus; and

align with branding, marketing and service excellence outlined in the KZN Master Pla

(N>

2.3) AMAJUBALANS

Amajuba IDP

Vision: Amajuba will be a fully developed district, with Arant and sustainable economy, a better
quality of life, preserved within its own cultural and traditional values.

It is the general perception that the ADMmiot a major investment or tourism destination KZN.
There arehowever, opportunities that cabe developed in this regards witihe agriculture and
tourism sectors representing importargconomic sectors that can be nurtured to bring about
further economic development and growth
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The following areas of growth potential have been identified inliié, namely:

Battlefield development and Amajuba Tourism Route.

The Amajuba Birding Meander.

The development of tourism opportures around the proposed NcandRiver Dam.
The further development of the Balele Nature Reserve at Utrecht.

The development of &lyfishing Meander.

The development of a proposed residential estatéhe Newcastle Goffourse.

=4 =4 =4 4 -4 =4

The IDP has committed to improving the D96, R34 and Ut@cbénvleiwakkerstroom roads
which are all vital tourism roads.

éAMAJUBA LOCAL ECONOMEVELORNT PLAN (2011)

According to the LED strategy,is difficult to measure the contribution of tourism to the district
economy as GVA from the tourism industry is spread across a number of other sectors. However,
catering and accommodation within Amajuba contributed 0.6% to total GVA in 2010. This is
expected to be only a portion of the total GVA generated from the industry. The contribution of this
sector to total employment is 1.5%, which equates to approximately 1290 employed pergores.
following challenges and opportunities are presented in thatsgy.

Challenges:

a) Historical association of the district as a mining and industrial centre;

b) Lack of coordinated promotion of the region and attractions offered,;

¢) Rundown and lack of tourism facilities;

d) No specific dravcard attraction to make thelistrict a priority for tourists;

e) Lack of sufficient signage along the N3 and also within the district to promote tourism
facilities and attractions;

f) Loss of tourists to larger tourist attractions such as the Durban beachfront, Drakensberg
Mountains, and tie north and south coast.

Opportunities:

a) Establishment of extension services for natural attractions such as the Ncandu and
Chelmsford Reserves at the foothills of the Drakensberg, as well at historical attractions
including battlefields

b) The development ofhe N11 as a possible dual carriage toll road wilvibal for the future
success of the development of the battlefield sites.

c) The role of marketing and tourism campaigns would play a key role in creatingelong
sustainable tourism development for tlerea. With such limited tourism to the area there is
'y 2LAYA2Y GKIFIG R2YSAGAO0 G2dzNRAY YIN] SGAy3
R2YSadGAO YINJSid ¢KS O2yOSLIi 2F RS@GSt2LAy3a |
one that should be exploreds a means of linking Gauteng with key tourism areas in KZN via
Newcastle.

The following strategic thrusts and programmes are suggested in the LED for tourism development.
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4 Furthering 4.1 Strategy Alignment  4.1.1 Implement relevantinterventions identified in
Tourism the KZN Tourism Strategy
Development 41.2 Undertake a review of the Tourism Strategy
4.2 Promoting and 42.1 Development of an Amajuba Brand
Marketing 4.2.2 Rollout of District Tourism Marketing
4.3 Tourism 4.3.1 Battlefield development and Amajuba Tourism
Opportunities Route
4.3.2 The Amajuba Birding Meander.
4.3.3 The development of tourism opportunities

around the proposed dam sites (Ncandu, Tom
Worthington as well as Zaaihoek), the
Drakensberg and the Noddjeojects

4.3.4 The further development of the Balele Nature
Reserve at Utrecht.

4.35 Develop Ntshingwayo Resort Game Park;

4.3.6 Develop Ncandu Nature Reserve / Incandu For
Reserve

4.3.7 The development of a Fiyshing Meander.

Amajuba Tourism Strated004)

The previous tourism strategy recommended the following key projects (priority number in
brackets):

Midway Meander (1) Game Farming & Hunting (7)
LUME; Identification of Tourism Nodes (2) Birding (7)

Newcastle TourisrRrecinct (3) Events (7)

N3 Information Centre (4) Development of Arts & Crafts (7)
Environmental Centre (5) Dam Sites / River Sites (Private)
Battlefields Development (6) Golf Courses (Private)

Matching Tourism Opportunities with Lar Trout/ Bass Fishing Resort (Private)
Claims (6)

The strategy focused on putting Newcastle on the map from a tourism perspective by creating a
meander that crosses district boundaries and a tourism preciiitie vision was to make Amajuba

the premier Battlefields destirieon in the region. The strategy was perhaps rather idealistic and
many of the projects have unfortunately, not been implemented.

OTHER TOURISM PLANSude the Battlefields Development Plan and, the Signage and Route
plans. The Battlefields DevelopntePlan is still relevant as many of the sites are still in a state of
disrepair. The signage and routes plans have been successfully implemented in the district and
provide a useful marketing tool.
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2.4)LOCAL MUNICIPALITIYAR'S

 NEWCASTLE

Themost recent IDP (2011/12) gives hardly any attention to tourism, and there is few to no tourism
projects suggested.There is also no CTO, although the nomination process is in progless.
promising, however, that a tourism manager was hired at thd en2010 to drive tourism in the

area. The most recent LED strategy was conducted in July 2007 and concludes that business tourism
should be the focus for Newcastle. Other growth areas identified in the strategy bhuétlefields;

birding; adventure and sports tourism as well as art, crafts and cultural tourism.

 EMADLANGENI

Emadlangeni has recently established its CTO which is keen to start improving tourism in the area.
Furthermore, the municipality is in the process of appointing management for tledeBaame Park
which will take the form of an agency. These are two very positive steps for the local municipality
with regard to tourism. Tourism has been established in thed@PLED (2018s a key driver of

local economic development. h& missionn the IDP readsWe will focus on tourism development,
game farming, agriculture, local economic development, job creation and skills develdpifieat.
following goals are outlined under tourism development in the IDP and LED

9 Tourism Awareness (initlglthrough formulating a tourism plan for the area)

9 Small town revitalization

1 Marketing (develop a marketing strategy and improve signage)

1 Expanding the tourism niche (by engaging with stakeholders and identifying products)

1 Twin Cities Programme (seek €ling a development from Utrecht, Netherlands)

1 Communication and information (development of a brochure and website)
 DANNHAUSER

There are very few tourism attractions in Dannhauser; however, tourism has been identified as a key
growth sector in the IDP (2009).

VisionnAiBy 2015, the municipality wil!/ strive to be a
environment, and an available economy, based on agriculture, industrial and tourism
devel opment, providing sufficient job opportunities

A tourism strategy was undertaken in 2009. The following assets were identified:

Arts and Crafts Centre in Durnacol.

Fort Mistake

St Margaret Presbyterian Church

The Mosque

Ntshingwayo Dam

Cut Flower Farm

Traditional Arts and Craft such as Midsize Beadwork, Simiso Art and Crafts, etc.
Bomani Game Lodge

Tweediedale Dam & Caravan Park.

E I IR
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_TOURISM BYAWS

By-laws cover various local government issues such as public roads and miscellaneous, parking
grounds, public open spaces, street trading, public health, cerest and crematoria, emergency
services, cultureand recreation services, and encroachment on prope@jten bylaws are
communicated and enforced by local municipalities, metro police and CTOs. Newcastle has a
particular issue with service providegsoring the tourism byyaws in relation to signage. Many

illegal signs are put up around Newcastle at a rate that the LM cannot keep up with. Emadlangeni
and especially Dannhauser have very few Bws relating to tourism. This needs revision. A full
analysis of the current blawsacross all three local municipalitiessnecessary.

2.5) BASELINE INDM2RS BASED ON NT8I® AXZN MASTER PLAN

The following table provides baseline values for key tourism indicators in Amajuba. These indicators
have ben taken from the NTSS and KZN Master Plan. Where values were given for South Africa and
KZN, they have been included. Figures for Amajuba have been derived from various sources which
are described in the table, however, in many cases values could noeteed due to lack of
information. An important function of the tourism division of Amajuba going forward, will be to
gather the necessary information in order to form accurate indicators and targets. Suggested means
of gathering this data have beenggested in the table.

Table3 Baseline Indicators based on NTSS and KZN Master Plan indicators

National & .
L Amajuba
Provincial . .
Focus Measure . baseline values | Source of indicator value
baseline values (2010)
(2009/10)
. ) Based on values for catering &
lglr?t(lg&alc.)f gz)lpz)l R53,3 mn (0.6% | accommodation sector only
Direct GDRPmpact of district total (Quantec Regional Data, 2010
Provincial: GDP)
.
R189 4 k;n (7,99 National InputOutput table
_Dlrect & Indirect GDP of GDP) 100.6 mn (UrbanEcon, 2010)
impact o
Provincial:
R33bn
. . National total: ..
Foreign (holiday) 9933 966 2009 visitors
. . Provincial I: . .
Foreign (business) 1r201v:|3n(():(|i tota 1339 visitors UrbanEcon estimates based d
Visitor Numbers National Total TKZN number of visitors to theg
Domestic (holiday) 14 600000 7900 visitors Battlefields
. . Provincial Total: ..
Domestic (business) 8800 000 31600 visitors
Employment Direct 389100 1292 (Quantec regional data, 2010)
Provincial: 100
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National &

. Amajuba
Provincial . .
Focus Measure . baseline values | Source of indicator value
baseline values (2010)
(2009/10)
000
National: National InputOutput table
Direct and Indirect 919300_ 1977 (UrbanEcon, 2010)
Provincial: 133
000
: National: R82,4 [ no baseline data
Public . Investment data can be
bn available .
. gathered from building plans
. . no baseline data
Investment Private no baseline datg available approved and amount spent o
o baseline dat new tourism projects in
Foreign Direct National: R3 bn | N° Pas€lin€ dala | Amajuba
available
No of companies with a | no baseline datgd no baseline data
BEE scorecard available available
No of companies with high no baseline data] no baseline data It ded that thi
level accreditation available available it 1s recommended that this
: - information is gathered
Transformation | Number of companies

reaching tourism charter
targets

no baseline datg
available

no baseline data
available

Number of black majority
owned companies

no baseline datg
available

no baseline data
available

through the CTO or that a
survey is conducted annually

Rural Tourism

Number of visitors to rural
businesses:

no baseline datg
available

no baseline data
available

Information should be
gathered at each rural
attraction and accommodation

demand place
Number of attractions in | nobaseline data] no baseline data | Information to be gathered
rural areas: available available through CTO
: National: no baseline data | Occupancy information needs
Foreign .
:ZE}Z?; (I);Vk\)/ed g 15.80% available to start to be gathered from
e | - orcsiic National: 5.30% no k_)aselme data everyaccommodann place in
available Amajuba

Number of visitors whose

Service excellencaurvey, or

Visitor . no baseline datg no baseline data . . .
. experience meets or . . customer satisfaction cards is

Experience . . available available g
exceeds their expectation necessary to gather this info.
increased levels of . .

. no baseline datg no baseline data . .

awareness of tourism and - - This can be assessed in future
. available available

Awareness its value through surveys and also

Increase in levels of

no baseline datg

no baseline data

investment.

community participation | available available

Events & MICE | Number of events > 1000 no baseline datg no baseline data | Requires district levalo-

market growth | people available available ordination of events
Economic Impact no baseline datd no baseline data | Requires economic impact
Assessment of Events available available surveys
Number of meetings and | no baseline datg no baseline data | Eachconference venue to
conferences available available provide data

Niche Market Number of visitors per no baseline datg no baseline data

Growth niche market available available
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SECTION SITUATIONAL ANALYSIS

The situational analysidescribes the status quo of tourism in tlagstrict andincludes, mainly, a
supply and demand analysis, as well as, a spati@homic review, and an analysis of the current
marketing strategy and institutional structure.

3.1) SPATIAIECONOMIC PROFILE

The Amajuba Municipality is located in thertitowestern corner of the Province of KwaZNatal

(KZN), and comprises three local municipalities, namely Newcastle, Emadlangeni, and Dannhauser.
The map below displays the location of the district and local municipalities in relation to the rest of
KZN:

Map 1: Family of Municipalities in the Provincial Context

Utrecht
Utrecht

Newcagge  AMajuba
Newcastle

Dannhauser

Amajuba is 6 910 km2 in size with Emadlangeni (previously Utrecht) occupying the largest area of 3
539 km2, Newcastle some 1855 km2 and Dannhauser some 1 318krajuba District Municipality
accommodated an estimated 468, 837 people in the year 2010. Newcastle, Dannhauser and
Emadlangeni accommodate 72.3%, 5.4% and 22.2% of the population respectively.

The alternative route from the east coast to Gauteng, tHel Noasses through Amajuba. The route
links the district to both the major port of Durban and the industrial complex of Gauteng, and the
main rail line from the Durban harbour to Gauteng also travels through Amajuba. The R34 bisects
the district from eastto west and provides a linkage from the port city of Richards Bay to the
hinterland. Therefore the district is well positioned to take advantage of passing trade. However,
the fact that Amajuba is bordered on two sides by ffree Stateand Mpumalanga mens that ce
ordination of these routes with regard to maintenance and linking for tourism purposes is made
more difficult. Amajuba is also bordered by uThukela (Drakensbedy wildlif§, UMzinyathi
(Battlefields), andzululand (heritage and wildlife) wdhi means that big 5 game reserves, famous
battlefields sites and Zulu cultural experiences are easily accessible from Newcastle. The following
map depicts the road networks and districts discussed.
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Map 2 Amajuba Basemap
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Umzinyathi

The totd GVA for the province was estimated at R269 billion in 2010, while this figure was just over
R9,3 billion for the district. Therefore the district accounts for about 3.5% of the total provincial GVA.
The Amajuba district accounts for 3.8% of total empient in the province, which is in line with its
GVA contribution of 3.5% to total provincial GVAhe graph below describes the employment
contribution and GVA contribution of each sector. Manufacturing contributes 25% to GVA,
wholesale and retail tradas well as government services are the next two highest contributors. The
highest growth sector is finance and insurance and the lowest growth is the agricultural sector which
is in line with national and provincial trendd he highest number of peoplergloyed are in the
wholesale and retail trade sector, with government sectors next highest.

Majority of the economic activity falls within Newcastle. This is true also of the tourism activity in
the district. It is however difficult to measure the cortrition of tourism to the district economy as
GVA from the tourism industry is spread across a number of other sectors. However, catering and
accommodation within Amajuba contributed 0.6% to total GVA in 2010. This is expected to be only a
portion of the tadal GVA generated from the industry. The contribution of this sector to total
employment is 1.5%, which equates to approximately 1290 employed persons. The extent of this
sector on the economy of Amajuba can be noted by the Vodacom Newcastle Winter F-egtica
attracts over 30,000 people, and has a significant impact on the local econdimg following table
describes the contributions to GVA and employment by sector.

2Amajuba LED review (2011), Urbaoon
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Table4 Percentage contribution and growth of GVA and empiognt by sector

Gross Value Added Employment

Percentage | Average Employed| % %

contribution | annual number | growth | contribution

to GVA growth 2005 2005¢ | total

(2010) - 2009 2010 | employment
Agriculture, forestry and fishing 2.1% -8.3% 2044| -8.1% 2.4%
Mining and quarrying 3.4% 3.9% 810 3.1% 1.0%
Manufacturing 25.2% -1.6% 14 339 -1.6% 17.0%
Electricity 2.6% -0.2% 234 | -2.4% 0.3%
Water 0.6% 2.3% 80| -2.4% 0.1%
Construction 1.9% 6.3% 3926 0.7% 4.7%
Wholesale and retail trade 12.1% 1.3% 16 576/ 0.0% 19.7%
Catering and accommodation services 0.6% 0.5% 1292 -0.7% 1.5%
Transport and storage 6.7% 4.4% 3791 1.8% 4.5%
Communication 3.7% 11.1% 372 1.1% 0.4%
Finance and insurance 9.7% 14.2% 1671 1.0% 2.0%
Business services 9.8% 6.6% 8738| 2.7% 10.4%
Community, social and personal servic 6.3% 3.8% 14796, 0.5% 17.6%
General government 15.2% 3.3% 15541 1.1% 18.5%

Source: Quantec regional Dataset (2010), Urkaeon growth estimates
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3.2) SUPPLY ANALYSIS

The following supply analysis conducts a full audit of the tourism attractions and accommodation
facilities in Amajuba. It also provides insight into which are most successful, which have growth
opportunities and which have challenges.

3.2.1) ATTRACTICN

The following map depicts the attractions in Amajuba spatially. From the map it is clear that
majority of the attractions are Battlefields and fall within Newcastle LM. It also shows the
importance of the routes which link Newcastle to outlying attracts in Dannhauser and
Emadlangeni.

Map 3 Amajuba Tourism Routes and Attractions

..|Amajuba Tourism Routes - Attractions
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The graph below describes which attractions service providers in Amajuba think best promote the
district. The results are from survey conducted for this report in December 2011. 67% of service
providers felt that the Battlefields were the best way to promote tourism in the district which is in
line with the number of attractions and the current marketing strategy. Interektjr29% and 33%

of service providers respectively felt that sports/adventure tourism anda@wism best promotes
Amajuba as a tourist destination. Notably, these are all niche markets.
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Figure4 Graph describing which attractions best promote Amajuba as a tourism destination

What do you feel best promotes your district as a tourism destination?

Heritage tourism

{Battlefields included) 66.7 %

Adventure and
sports tourism

Avi-tourism (Birdingf
Bird watching)

Nature reserves
(Drakensberg included)

Palitical/struggle
tourism

Game parks
bB%

Township tourism

Arts and culture 56%

0% 20% 40 % 60 % 80 %

Source: Online survey conducted by Urb&con, 2011

The following sections give a brief overview of each of the major attractions in Amajuba.

AVITOURISM

The dtQ &ourism [rectorate identified birding tourism oavitourism as a potential higlgrowth

niche. ¢ 2 dzZNA aY Y ¥%b Qa 2 OO laitdulsyhhotes that thiSricheymarket, althoRgi
KAIKfe ALSOAFEAT SR Aa OFrLIotS 2F 3ISYSNIGAyYy3
is capable of providing sustainable jobs for qualified guides. It is a viable alternative to extremely
destructive environmental practices, thereby both providing income, and protecting sensitive bird
habitats which, in turn, encourage larger numbers of birders and thus more income into local
economies.The occasional paper concludes thabna birdrich areas needa be identified in the
province, particularly in poorer, rural areas, in order that the potential for increasétburism to

occur. The potential ofavitourismas a niche market is marked throughout the literature.

What are the benefits adivitourism in Amajuba?

1 Avil 2 dzNJokentig) &ontribution tof 2 dzii K GDPNshnQHe €adige of R1,205 billion to
R2,243 billion annually.

1 If Amajuba is able to attract just 2% of the total South African market (21 000 at minimum
annually), and if each of tse stayddayson a modest spend of4R00in Amajuba then
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there will be a direct income dR1 680 00@nnually. Using enultiplier of 1.3, this means
R22YAf t A2y FRRSR (G2 !YlI2dzol Qa DDt FTNRBY 0ANRAY:
1 Avitouristsspend more per visitor thathose in other niche market segments.
1 Avitourists have higher than average income levels, longer trip lengths, ampleater
tendency to visit multiple provinces than mainstream tourism mak@gments. They also
spend a higher total number of days perar travellingor birding purposes.
1 Domestic and internationahvitourist profiles correlate with priority markesegments
targeted by South African Tourism.
1 Avitourismgenerally has positive environmental and conservation impacts.

Avitourism Definel:

T ! GAG2dz2NRAAaY NBFSNE G2 (NI JS to viewdbirds intRel
natural habitat.

9 This definition applies to both domestic and international avitourists in South Afric

1 NB: This niche market does not include hunting tourism (@mgshooting).

Avitourism is a majorpotential attraction in Amajuba with over 400 species of birds being
identified in the region Amajuba also has a large number of endemic and some endangered birds
which are the primary reason &t birders are attracted to an areaespecially international birders.
Utrecht hasthe biggest Amur Falcon Roost Site in the Southern Hemisphiére Amajuba Birding
Meander is well promoted along with other identified routes in Amajaival is in the pocess of
being promoted as one of the routes on the BLSA website. There is also possibility to expand this
route to form a Northern Natal Route (as there is already a Southern Natal route being marketed).
Birdlife Northern Natal is active in the areanpstantly developing routes, marketing, doing research
and guiding. The editor of the Bircer Online resides in Utrech$ actively involved in promoting
Utrecht as a birding areadn ebrochure about birding in Utrecht has been sent to birding clubs and
aFaceboolpage has been created.

Wakkerstroom ¢ KA OK f ASa 2dzald 2dziaai RSO yWaAARRIBHNRER |y 2 NY &G
OANRAY3I FTYRZ @gKAES Yl adowl aLkRda FINBE y2d AyOf dz
Wakkerstroom is This providean opportunity to attract birders who are already nearby to explore

new areasoffered in Amajuba such afé Nandiforest and the Balele Game Park and surrounds.

Newcastle is surrounded by birding sites and can therefore be promoted as a central pei wh

birders can stay and go on day tripAs mentioned Wakkerstroomis 70km north; Memel 50 KM

west (poth of these are RamsaSites which means that they are internationally recognized
wetlands); Kempenfeld Vulture Restauram 80 Km south of Dundeeard the Eskom Ingangula

pumped storagescheme with its adjoining ghly preserved wetlands (whichasso being developed

as a nature resenjeis 80 kmaway. The area north of Utrecht forms part of one of the largest

Important Bird Areas (IBA) South Afica (as identified by BirdLife South Africa) and as such is a

haven for threatened speciesThe Important Bird Area actually crosses over to Wakkerstroom in
Mpumalanga and also includes the noshstern Free State, incorporating reserves such as
Seekoeilei Nature Reserve near MemeThreatened bird species that occur within this IBA include:
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V Southern Bald IbjsLesser KestrelWattled Crane, Blue Crane&orncrake, Whitewinged
Flufftail, Rudd's Lark, Botha's Lark, Yellmeasted Pipit (globally threatened
species)Secretarybird, Bittern, Martial Eagle, African Marsh Harrier, Grey Crowned Crane,
Striped Flufftail, Stanley's Bustard, Whiiellied Korhaan, African Grass Owl, Shaited
Pipit (nationally threatened species); Pallid Harrier, Bleickrier, Blue Korhaan, Black
winged Pratincole, Ground Woodpecker (globally nAdaeatened species); Black Stork,
Greater Flamingo, Peregrine Falcon, Lanner Falcon, Blackwinged Lapwing, Orange Thrush,
Broadtailed Warbler (nationally neahreatened speies).
/| dZNNBylifter GKSNB FINB y2 NBIAAGSNBR WOANRSNI FNR
O2NNBOGSR a2 GKIFdG GKS IINBF OFy o©6S LINRBY2GSR 2Yy
FNASYRE&2Q Saidlof AakKYSy (dag exdBriisdzbrNsaff, litera@i® Naad- birg/ f S &
viewing spots to be considered for registrationPreviously, BLSA did not register budget
accommodation, but this is changing due to the economic criBiSSA has agreed to register any
birder-friendly establshments that meet their promises and offer a good serviéa list of birding
accommodation can be formulated and linked to the popular birding accommodation in
Wakkerstroom and Memel as a Northern Natal Birding Route this could attract birders tol#anaj
Balele Game park @ich abirding spot, however, bird hides need to be renovated, and information
specific to birding such as hunting season times, access etc needs to be made available to birders.

D & a 1Y

N>

The sites most appropriate for birding are:

V Duckpads in the Newcastle area

V . ANR NRdziSa 2y adzZ f SNDa t+Faada FyR b2NXIYRASY

V Biggar's Pass / Knight's Pass Route;

V Route via the dirt road from Biggar's Pass to Wakkerstroom incorporating Groenvlei (there
are also two accommodation establishments en routejclitcould be utilized as opposed to
Wakkerstroom)

V Chelmsford Nature Reserve, and

V As mentioned, Balele Nature Reserve.

It is important when establishing Amajuba as a birding area that bird guides are availdides
were trained birding guides previously but they did not receive enough business to be viable
possiblydue to the fact that they were stationed in Memel and their services were not advertised
well enoughlt is essential thatbefore investingagainin the training of bird guideghat guides &
committed and realize that guiding will not provide a decent income at. {smmunity leaders
have expressed interest in nominating community members to become guides, however, they would
need to have other sources of income until demand picks upereTare several options here that
need to be assessed. Anothgossibility is to starbn a small scaland get the existing bird guides
from Wakkerstroom interestedn coveting an area like Balele Game Park in Utrecht and use this
then to establistthe size of themarket and only thenif warranted select suitablenew candidates
dedicated to Amajuba The challenge with this is that Wakkerstroom is 45 minutes away and does
have a different selection of birds.

Marketing is essential to attract the sizearket required to sustain birding infrastructure,
accommodation and guides. Currently, the BLNN website is down and there is no promotion of
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Amajuba on the BLSA website which means that there is very little online marketing currently being
done. This neds to be improved through, firstly, engaging with BLSA to market Amajuba routes and
accommodation on their website, and, secondly, providing BLNN with the finance and capacity to
build and maintain their websiteEvents are also important in gaining expeesg birders in the area

are keen to organize events which should be supported by the district if possible.

NATURE AND GAME REYES

Amajuba has a host ofature reserves andjamelLJr NJ a2 Ay Of dzZRAYy 3 (G KS dzy A lj dzS§
LI NJ] QX K2¢SEEMIE r*yeRWSAIydPD NBASNVSa sKAOK 2Fa4S

parts of South Africa.

Table5 List of Nature Reserves, Game Parks and Lodges in Amajuba

Game Parks Nature Reserves Other private accommaodation
BonaniGame Ranch Ncandu Nature Reserve Balele Mountain Lodge
Utrecht Balele Gam¢g Chelmsford Nature Reserve (K| Majuba Lodge
Reserve Wildlife)

Bivane Wetland Reserve Grey Goose farm Lodge

Bivane River Lodge

Waterloo Farm

Luiperd Kloof Trout Lodg@Natural
Heritage Site)

Drakenbergkloof

Source: UrbarEcon

The accommodation listed above is situated close to nature and has game of some sort on the site.
Most provide hunting, fishing, hora@ding and other nature based activities. They are assets to the
district and are being marketed appropriately throutife several routes that have been created.
Further information and marketing will continue to attract people to these sites. Interviews suggest
that once people have found the lodge, they often return several times. Marketing needs to reach
new tourists. This could be aided by increasing communication technology in the rural areas, this
includes phone and internet technology. Often these places have poor access to their markets and
vice versa. If technology cannot be improved on site, then touristnmdtion centerswith decent
internet and phone lines should be set up in Utrecht and Dannhauser to manage demand and
communications.

¢tKS ! iNBOKGk. FftStS DIFYS tFN] Aa oN}YyRSR (KS
marketable and unique. The game park is popular with local tourists who often return to fish, go for
walks, birding, and to enjoy the surrounding scenery. The pHeksocamping, caravan and self
catering facilities. At night, game is allowed into the town. Utrecht also has cultural heritage which
can be explored by tourists visiting the game park. Unfortunately, both the town and the game park
are not being keptip to tourism standards. There is still @forCinformation inside the front gate,

but there is no information centre or brochures even. The room is being used by crafters who sell
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their mats to the local community. These crafters could be usedpasnd of interest for tourists as
they are undertaking a traditional craft.

Recently, positive steps have been taking by the Emadlangeni Municipality to improve the game
park. An agency is being created to manage the park, based on the moddiyutshtkhanyakude
District when forming their agency Umhlosinga. A board of directors will be appointed to hire staff
with the appropriate skills to manage a game park. The staff and management of the park will be
handled by the agency who will report directly the Emadlangeni council. A percentage of the
revenue will be paid to the municipality and the rest will go back into developing the park and the
agency. External funding is still required to set up the agency but it is hoped to be rigrting £*

of July this year (2011)Currently, capacity at the park is around 180 people as there are only 36
caravan sites, 9 small cottages and 3 rondavels. Over high season, several people are turned away.

Another opportunity in Emadlangeni is Zaaihoek Dame d&am is currently untapped, but DOT
plans to build a new road linking Utrecht to Wakkerstroom near the dam which could help to open

up this opportunity.

ChelmsfordNature Reserve is one of two sites managed by KZN wildlife in Amajuba. Regular visitors
attend the site in order to carry out a range of water sporithe dam boasts 286 Oribi which are
under special wildlife managementThe graph below shows that out of 25 KZN wildlife sites,
Chelmsford is the'most visited. This shows its value t@throvince and the districtChelmsford

can expect up to 32,000 day visitors a yeMajority of these are over the summer montkgen

there are up to 3000 visitors a month

Figure5: KZN Wildlife Visitor Statistics 2011
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Source KZN Wildlife

The dam could attract more visitors each year if there was more accommodation, and of a higher
quality. Currently, there are only 8 chalets on the near side of the d#mse are fully booked
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throughout summer. Similarly, the camp sitefudly booked in summec, there is opportunity to
convert the day visitor area (Red Sands) into a camp site to meet demand. On the far side of the
RFYZ Fd GKS WwAR3IS DFGSQ FNBI GKSNB INBE F2dzNJ OK
further developed ad is in need of renovation. The roads within the dam are also in need of
renovation ¢ especially the main road from the registration office through to the main camp site
which experiences a lot of traffic. The roads leading to the dam fronmitsuser and Normandien
could be improved, and signage on the main roads is necesgargnts are held throughout the

year, especially fishing events, which attract a large amount of visitors consistently throughout the
year. Other events include cyclingnd swimming competitions, and fun rundVater and nature

based events need to be sourced and further promadtedugh marketing and communication with
sports clubs in surrounding areas such as the trails and mountain. cMledidings are also an
option. There is opportunity for conference and wedding facilities to be developed.

 DRAKENSBERG

The Drakensberg Escarpmenins from Utrecht to Newcastle, and then on to Normandien and
Ladysmith. There are access roads along the bottom of the escarpment (notably tren® 834,

and roads along the top of the escarpment. There are at least 7 or 8 passes crossing the Berg,
betweenthe upper and lower roads. This includes a pass at Utréchf A 3 K ), M&jubs padsa
.20KFQa tlaasx 52y1ASa tlraax {F1aSqQa tl aax ad#f
Donkies Pass has been used fmvuntain challenges in the past and tieeis potential to increase

adventure tourism along these passes and the escarpment in general. The Normandien Area in
particular, with its proximity to Chelmsford Nature reserve has the potential to become an
adventure tourism/ sporting niche area if sgfic events can be attracted to promote the area.

VulintabaLifestyle Estatds a new development which lies at the base of the escarpment in an
amphitheateronly 18km outside of Newcastle. The development is plannaddadehotels,up to

700 stands,a golf courseand academy46 time sharaunits, 12km of trout watera spa,conference

and wedding venue, equestrian centre, mountain biking trails and boutique shops. This is-a multi
billion rand development which holds immense potential and may unlockigm in the district.
Development is also planned for the top of the escarpment 2000feet above Vuilintaba. The area
boasts 12 waterfalls. It is vital for this development to go ahead that the D96 which runs from west
Newcastle tathis developmenistarred. There are a number of B&Bs along this road which would
also benefit from this road being tarred. Several craft stands could be opened along the road, and
cultural artists could, with negotiation, become a part of this development.

There are seval other challenges to the promotion of the Drakensberg escarpment. riioalg in
the D96 valleyis being consideredThe fact that the escarpment runs along the Amajlibaé State
border also provides problems for -@wdination of information and infrstructure. It is essential to
link developments within Amajuba to towns in tieee Statesuch as Memel and Vrede in order to
attract tourists. The R34 needs to be upgradedrder to provide better access to the many lodges
along this route

There ae several lodges along the foothills of the escarpmesdpecially between Memel and
Newcastle and then running down to Ncandu Forrest and Ncandu Fallkese include
Drakensbergkloof anBngogo Riverside Lodge which specialize in trout fishing, hikrdgyatching
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and game viewing. This area is relatively untapped and with proper attention holds much potential.
Due to its remoteness, signage is vital.

ADVENTURENDSPORTSOURISM

Amajuba has many advantages when it comes to promoting adventure @ortls Sourism. Its
biggest advantage, perhaps, is its location. Newcastle is very well located to host KZN sporting
events, inter provincial sporting events, and to attract the large populations of both Durban and JHB.
The natural assets are located s#oto the town centre where there is ample accommodation. The
sites offered on the escarpment and foothills of the Drakensberg from Utrecht around and down to
Normandien are easily accessible by amateur sports enthusiasts, and Amajuba has the second most
actively visited dam in KZN in Chelmsford Dam to la@ gromotion of water sports.Currently,

there are many active sports clubs in the amlo are active in organizingporting and adventure
events. These events attract people fronursounding areasnto Amajuba largely because the area
offers a lot of different things to do while the clubs are herthis includes battlefields and other
heritage sites, as well as birding, game viewing and fishing.

The largest opportunities in adventure and sports tourism come througtooodinatingeventsvia

clubs within Amajuba Most clubs have some events that could be much larger or more frequent
with support from the district municipality with regard to lansecurity and funds.There is also
opportunity to market the assets of Amajuba to surrounding clutddajuba Lodge managed to
gather a lot of support for the services they offered through offering organized weekends where
clubs could go fishing, shootingame driving etc. This was done through heavily promoting
themselves; inclusive of many trips to Gauteng and Durban to present for sports clubs. Generating
this sort of business is worthwhile but takes time and effort and requires the dedicated co
ordination of a tourism driven person/persons.

V The CyclingClub holds a handful of events each year that attract people from areas
surrounding Amajuba. They hold a battlefields mountain bike experience which takes
cyclers to the battlefields sites over twoyda The head of the cycling club has a proposed a
million rand development in Newcastle that has the potential to develop sports in the town.
The proposal is for a Bike Park and Development Centre and is being held up by a problem
with ownership of the ppposed site.

V Variousfishingclubs exist and are active in organizing events at Chelmsford and other areas.
Further sponsorship for events and promotion is required. Fishing attracts people from
Gauteng and other surrounding areas to lodge and farre stgcommodation in Newcastle.
Utrecht has 5 excellent fly fishing venubsit, with the right marketing, could attract more
visitors than it is currently.

V  The SwimmingClub is also active in Amajuba. Their signature event is the Chelmsford
Challenge wk OK A& NBIAAGSNBR a | WYW{gAY {! Q S@Syi
used as qualifying for other larger events. There is also an Olympic size swimming pool in
Newcastle which holds the Regional Level 1 swimming championships. Faatheetitions
could be held in this pool if there was a heating facility. The national standards dictate that
a pool needs to be 286 degrees, but the pool in Newcastle is cooler than that outside of
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summer. The heating facility could extend the use of the pooltioautumn months and
attract more events.Furthermore, the lane rope, starting blocks and time keeping device all
need renovation and upgrading

V There are several famous South Africanccer players who were born in Newcastle.
IncludingSamora Khulwho recently passed awand is considered a soccer legenthere
Ad LRGSYOGArf G2 K2fR a200SNJ) S@Syi(aszx FyRk2NJ G
get them to attend the events to rally support. This requires communication anrd co
ordination with these players and their club©ther players from Newcastle include:

Helman Mkhalele

Siyabonga Nkosi

Sizwe Motaung

Fani MadidgAmazulu Assistant Coach)

O O O O

V There are thregolfcourses in Amjuba. One in Utrecht and two in Newcastle (one of which

is privately owned). The municipal golf course in Newcastle is managed by the Newcastle
Golf Club. They hold at least 3 events a year which attract between 50 and 100 people.
However, these evestare on a small scale and it is difficult to compete for major events
against the bigger cities. One yearly open championship sponsored by the district and other
private enterprises with decent promotion and prize money would lift the standing of
Newcade as a golfing town as it would attract players from Gauteng, Bloemfontein and
Durban.

V The Voyagers Club is active in promotmgper bikingin Amajuba. Their most popular
annual event attracts 4000 riders bug unfortunately being held outside of Axjuba
because riders refuse to take the roads into Newcastle from Memel, Voksrust and Utrecht
due to potholes riders from the south are deterred by the road works. The poor state of
these roads will not only deter super bikes, but any road enthusiasts awintage car clubs
and other sports car clubs.

V Off roading(bikes, quads and 4X4s) used to be driven by Majuba Lodge whatwfiraad
track called the smokey mountains trail, howevire farm was sold and the trail no longer
exists. Te introdudion of GPS has posed a problémthat the trails are largely on private
land. When GPS @odinates are made public, other riders visit the sites without prior
arrangements causing a problem for farmers. This ultimately leads to trespassing and has
led farmers to stop allowing tourists through their farms. There is a need for a trail that
does not conflict with private land, especially with farm@raddocks and paddock gates.

V Equestriansport has been recently promoted in KZN as a niche market aitbt of
potential. Newcastle has a competitive advantage in that the current number one cross
country/ eventing horseider in South Africa lives in Newcastle (Doug Walsh). Newcastle
used to host international show eventsitil the venue burnt down anthere was no longer
a driver of these events in town. There is a potential to get these events up and running
again as they were prestigious and well supported. Currently, 14 shows are organized a year
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in KZN, 8 of them are international but none of thame held in Newcastle because of the

lack of a venue. Potential also exists for bush racing. This is an unofficial horse racing event
where rural breeders have an opportunity to showcase their horses. The track required is
not costly. Dundee recentlpuilt a track and hosted an event that attracted 100 000
spectators with 100 horses competing.

Several other opportunities exist for paragliding, wing shooting, road running, triathlons, mountain
climbing,and trialsamongst others. The important thing is that laadd proper informatiomeeds
to be madeavailablefor sports enthusiasts.

BATTLEFIELBSID HERITAGE

The Battlefields region is considered the biggest tourism asset in Amajuba. It is the only tourism
region as determined by TKZN that falls within Amajuba and therefore it receives the most exposure

by TKZN. However, it must be noted that the three masited and renowned battlefields sites

(Rorkes Drift, Isandlwana, and Blood River) fall outside of Amajubdl 2dzo F Qa4 aiAidSa NBJ:
the first AngleBoer war otherwise known as the Transvaal War of Independence. The sites include

the following:

In Newcastle LM:
1. Fort Amiel in Newcastle

2. The Battlefield at Schuinshoogte on the road between the R34 and the N11
3. The British Military Cemetery and British camp site at Mount Prospect near Inkwelo on the

N11
4. hQbSAttQa /200G 38 2y Nokninbmm i G(KS Fz220 2F
5. ¢KS . FGGESTFASIR i [FAYIQE o6[Fy3IQa0 bS1 2dzd

6. The Battlefield at Majuba

Also inNewcastleare:

1. The Armoury
2. The Military Cemetery (In the centre of the Old Town Cemetery)

In addition, inUtrecht, there are a number of sites relating The Anglo Zulu War, The Anglo Boer
War and the early settlement of Trekkers in the region.

In Utrechtitself there are:

The Old Parsonage & Museum

The Dutch Reform Church

Captan Leo Pokrowsky Monument
Petrus Lafras Uys Monument

The Old Residency

The UydHouse

The Rothman & Shaw Houses

The Town Hall

. The "Landrost, Posten Telegraafkantoor”
10. The Irrigation System

11. The British Military Cemetery (In the centre of the old town cemetery)

©Co~NO~WDE
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Then in Bloedrivierpoort there is the British monument and graves foBtiitle of Bloedrivierpoort
in the Anglo Boer Wat.

A full report of the improvements needed was conducted by SiVest in 2005 and is available on the
Amajuba website. Although outdated, much of what is recommended is still relevant. The priority
projects ecommended in the report are included as annexure 2. Perhaps most valuable in the
report, however, is a maintenance plan for the sites which seem to fall between the cracks of
AMAFA, Newcastle Local Municipality, and private land owners. Most of tle aitein a poor
condition and simple things such as weed and waste removal are not happening. There is a
challenge in that at least half of the sites have restricted access due to the fact that they lie on
private farm land. This is a challenge for renaton and for tourists who cannot simply take
themselves to each of the sites but need to be taken by guides who have arrangements and rapport
with the farmers. It is critical that Majuba Mountain, at least, is made accessible as it is the major
battlefield site in Amajuba. Majuba Mountain is accessible to everyone via a gate on the
commemorative farm (which is privately owned), however, the path up the mountain is eroding and
in need of hand rails. Other improvements suggested by the Battlefields Roatel Guides
Association have also been included in the annexure.

There is one guide dedicated to the area. The guide forms part of the Battlefields Guide Assaociation
and the Battlefields Route Association which are both active in marketing the route anthining

the route website.Unfortunately, there are not enough tourists to sustain even one guide (less than
50 in 201}, and the guide that is there does the job as a hobby rather than for stable income. It is
essential that more tourists are attraaeto the battlefields and heritage sites in order to sustain
them. Once this guide has moved on there may not be another so willing to replace him without
guarantee of income and the Amajuba leg of the battlefields route would saffer result Touriss

will not be attracted to the Battlefields through improving site maintenance, as with many other
tourism markets in Amajuba, a vigorous marketing strategy is necessary.

While there are not many tourists who take advantage of the guide, the value didhagesites
should not be underestimated as they add to the diversity of the tourist activities offered. Many
sports clubs for example are attracted to Newcastle because of the added value that a Battlefields
tour offers. In a survey conducted for thieport, 66.7% of service providers indicated that the
battlefields best promotes Amajuba as a tourist destination (full report in annexureyt Amiel

alone adds to the culture of Newcastle as it holds international events such asitdreational
Museums Day, and interesting hagical events such as the ghasiur or the anniversary of the

150" years since the arrival of Indenturethdian labourers. These events, museums and
monuments provide Newcastle with exposure and can begin to move Newcastg fom its
image as a mining town and t@ands a more culturedmage. Unfortunately, of the two historical
museums, Fort Amiel is not open on weekends and the Utrecht Museum also does not receive
enough business to be open during all working hours andieekends. It should be noted that the
museums are moving from local municipality to the provincial Department of Arts and Culture. The
consequences of this for small museums likesénin Amajuba neetd be further researched.

3 Information received from Dave Sutcliffe of the Battlefields Route and Guides Associations. Further
information and contact details can be foundvaivw.amajubaexpdence.co.za
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Other than the Battlefield site, over 50 sites of historical importance exist in Amajubam forts

to monunents to school buildings.Each site of significance should be noted and marked with a
plague and should have a maintenance agreement. The image of a town and hoectiied or

viewed by tourists is a key factor in attracting tourists to atownK S € | 6 Sad F RRAGAZY
heritage is the Freedom Route which looks at struggle histdine route is discussed in more detalil

below.

ARTSAND CULTURE

Arts and Cultug has the potential to attract tourists to towns, like Newcastle, that have a high
population and active culture, but have few other tourism ass@&srhaps more importantly, it has
the potential to change the image of a town, create positive publicity segenerate urban areas
through private and public interest. The following catedy describeshe impact that investing in
arts and culture had on a town, similar to Newcastle, in the United Kingdom.

A CASE STUDY: LIVEBEBPE, UK

Before 2003,within the Liverpool city regionthere were marked economic, social and spatial
disparities with particular neighbourhoods experiencing multiple deprivations of low income and
economic inactivity, poor educational achievement, poor health and high levelswd.cfihis led to

a poor national image of the town and Liverpool was not seen as a tourism destindtiaecent
years, a renewed local political leadership has sought-tengage with national government, and to
build on local economic growth and suéstial public and private investment in the citipart of this
renewal involved a successful bid to host tgropean Capital of Culture

The European Capital of Culture (ECoC) is an initiative which was launched by the European Union in
1985, with the itle awarded every year and on a rotating basis to respective European Union
memberstates. With the UK nominated as ECoC host for 2008, a national competition was held and
Liverpool, alongside 12 other UK cities, bid for the title and was selected &2008 in June 2003.

In Liverpool, the aspiration to regenerate and reposition the city was placed at the heart of the ECoC
vision. The Liverpool ECoC was a programme of activity with at least three levels of operation:

1. The main branded programme ofevents -W[ A @S NJl-Jan2 frelatedyaftivity, co
ordinated by thelLiverpool Culture Company with a wide range of stakeholders over six
themed yearg20032009), with a budget a£129.9million.

2. The intersection with the widecity regeneration and remagng programme which
emerged out opublic and private partnerships and was funded mainly by private capital
to a value of £4billion ovezight years.

3. The broader European contexinvolving European Commission (EC) guidelines and
engagement wittECoC statolders from the rest of Europe. Liverpool received discrete
funding of just over £800k froitthe EC

The full Liverpool ECoC programme (including not only full events, but also total performance days,
exhibition days, training and educational workshopmalled over 7,000 activities in 2008 and over
41,000 activities across four years (260@8). Around half of these activities were workshops,
education sessions or training day3he Liverpool Culture Company was set up by Liverpool City
Council to ceordinate the bid for European Capital of Culture 2008 and subsequently to deliver the
ECoC activityAll staff were already staff at the council.
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Since investing heavily in cultural events and urban regeneration from 2003 through to the ECoC in
2008 thefollowing has occurre(statistics of the impact are included as annexure 3)

V The city has undergonea remarkable image renaissancdocally, nationally and
AYOSNYFGA2yFfted [201f 2LAYA2Y fSIFIRSNBR 3IADS
the cultural sector as a source of civic leadership; national media in the mainstream, as well
as in specialist domains, have got dge presenting a richer picture of Liverpool as a multi

FI OSGSR YR O2yGSYLRNINE OAleée 6A0GK Wg2NIXI R Of
internationally, the city has been rediscovered as a tourist destination beyond football and
the Beatles.

V Lewls of confidence have been raised across the city, particularly in the areas of culture
and tourism. Strong partnerships have been developed, have continued post 2008 and may
bring greater opportunities to retain local talent, bring in new ideas and @ggres, attract
SEGSNYyLt Ay@SadySyid |yR FdzNIKSNI RSOSt 21 GKS |

V Culture is more widely accepted as a driver for economic chanbealth and social
inclusion. The cultural sector took the opportunity to play a larger blgg (G KS OA (&
leadership in the lead up to 2008, demonstrating that they had a contribution to make
across a number of city agendas. As a result, one year on, thereggingcommitment to
ensure that the sector continues to contribute in areas as deesls community safety,
tourism development, health or city centre management.

Reference: Garcia, Meliville & C(010) / NB+F G Ay 3 'y LYLI OGY [ ADBSNLIR2f ¢
Capital of Cultur, European Capital of Culture Research Programme, Univefdiiyerpool

Newcastle has enough heritage, artistic and cultural assets todaltlysuccessfullgngage witha
programsimilar to that of Liverpooin order to change the image of Newcastle from a mining to a

cultural town Carnegie Art Galleng the aly art gallery in northern natal and is thkird largest

gallery in KwaZuliatal. It is actively engaged with the community and community craftrdated
WLAALKSIKIZQ 6KAOK A& | 3INRdZI 2F 62YI ysamtirg. ONBI
Isipethu has displayed work in local and international art fairs and has generated international
interest. The project receives public funding. This among other African art holds immense potential

but unfortunately, due to the lack of fundjgnand lack of a market, production is starting to drop off

¢KS 3ALftSNE 2NBIYyAT S& |y lyydzZdf WI NI&a Ay GKS t ||
funding is not as large as it could beEvents such as these cause visitor numbers toespik
dramatically and are therefore important.

The Galleryheld a temporary exhibition in the Town Hall during August and Art in the Park in
Septembemwnhich caused a huge increase in visitors (2f6ople) In past years there was enough
storage space thold 4temporary exhibitions a yeaand annual visitor figures were in the region of
14 000.The Gallery waen the venue for the Standard Bank travelling exhibitions as well as other
gallery exhibitions. Unfortunately, there is now very little spacend therefore the Gallery holdsn
exhibition in the Town Hadinly about once in 4 yearsEventhis will not continue infuture because

at the August exhition in 2011rats hadnibbled one of the sculpturedt is essential that the gallery
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is offereda larger exhibition and storage space, and that it receives funding to hold events which
benefit tourism and the community.

Arts and Culture Practitioneis Amajuba include:

Table6 Feedback of interviews with crafter organizatiotis Amajuba

Name of Crafters Location Type of goods and service

Gcewensa Cultural Village | Blaaubosch Farm neg Beadwork, traditional attires, educat
Osizweni in Newcastle | people about the Zulu Culture and history

Madadeni Selfhelp | Emzamo shoppin{ Beadwork, traditional attires and weddir|
Community development| centre near Osizweni i| gowns

project: Newcastle

Masizithuthukise Mainly service providers who go to schot
Multicultural ~ Art and and train teachers on arts and crafts. Th
Craft: would like b go to businesses and sell the

crafting but they have been struggling sin
2005 to find a place to conduct their dai
business operations. They have contac
the municipality and the department c
tdzoft AO 2N & odzi KI

Thandusikolwakho Skills | Osizweni in Newcastle | Beadwork, grass mats and trayg
development Project: traditional Zuluartifacts

Source: UrbarEcon

Other craft groups such as the Kwamdakane Cluster which was created in Dannhauser in 2005
experience similar problems. There aarrently not enough visitors to sustain art and craft in
Newcastle. This can only be solved througlgrading current facties and marketing arts and
culture vigorously in tourist publications, cultural magazines, on radio and through everitse
Osizweni Art Centre is one such project that has the potential to grow boost arts in the di$tnist.
Department of Arts and Wture built The Osizweni Art Centre as a District Structure situated at
Osizweni, Ward@ in Newcastle Local Municipalityt was officially opened in 2011. It is the first of

its kind in the whole District and it serves artists and other stakeholdeys fthe 3 Local
Municipaliities(Newcastle, eMadlangeni and Dannhauser) within Amajuba District. The first phase
which was completed in 2011 cost R10m and is a relief to the artist community who previously did
not have access to a facility of its nature.

With regards to the Tourism Strategy, the centre will be linked to the existing tourism routes as it
has apotential to improve culturaltourism in the area. Arts and Culture in the Region and the
District will work closely with the stakeholders such as iienicipalities to package experiences
that are artistic, cultural and unique to Amajuba Districtcalendarof events will be developed.
Tourism also has a big potential of providing a market for cultural products produced at Amajuba
District. The centrewill assistwith capacity building in terms aharket research and to improve
guality of artifacts. It also has a potential to draw Provincial, Natiandleven International artists.

Apart from the beatiful craft and visual arts products, there are oth@ojects that have a potential
to grow andattract people inside and outside of the District. The 2 of those projects are: The annual
Amajuba Rainbow Show, which is a multicultural project where people from the District come
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together to talk about themdees, render multiculturatraditional performances, enjoy
multicultural food tasting from a range of displayed cuisines, view and buy exhibited visual arts and
crafts products. This is a project meant to create understanding amongst the people Dfdtiet

andto enhance unity in diversity. It has an elementhofmalizingrelations for Tourism to prosper

as well. The other project which was piloted in 2011 is the Amajuba Community Arts Festival and it
also has a big potential for growth.

Combining ad with heritage and music could enhance the value of these events and marketing
strategies. Lucky Dube was from Newcastle, and his grave is on a farm in the area. His daughter,
Bongi Dube is also a musicidnumkile Ngcekw a renowned entertainer frm Newcastle.This all

FRRa&A (2 bS¢gOladtsSQa OdzZ (dz2NB o CKSNE A& €¢az2 LRa
who have their own claim to fames, notably, Ladysmith Black Mambazo.

éTOWNSHIP TOURISM

Township Tourism refers to an act wherebgraup of people go to the township with a purpose to

learn and experience the life and history of that particular township. They are usually headed by a

tour guide who has a very strong knowledge of the towndnifAmaguba District, the Carnegie Art

Galley conducs these township tours. hey take people to the community gardens, an organic
@S3ASGlroftS ANRgAY3I LINRP2SOG: IINIAadQa addzRAzaz |
themselves on the fact that their tours are academic and infdivean nature.

Despite the efforts of the gallery and the municipality, who have developed a route with sighage,
township tourism does not attract very many touristhis means that there are not enough tourists

to sustain the route at all times whicheans that tourists need to book in advance so that the
gallery can make arrangements for crafters and traditional healers to be preSesdterswith no
guaranteed flow of tourists to their townships are more likely to leave the township for the streets i
town to selltheir products As a resultof the low numbersthe Art Gallery has no dedicated tour
guide for these toursvhich is another reason guests must book in advanbggortunately, most
visitors want on demand tours. It is impossible for thertoto be organized instantly, and possible
tourists are lost; which feeds into the original problem.

During consultation, input was received from the abovementioned 4 arts and culture practitioners,

Fa ¢Sttt Fa aadaz2dzi KSNY ¢ @&SbayI3akabuk B&BRMAsi Lodgdz@ida K2 LI |
Iphiva Lodge. These service providers are in the Madedeni and Osizweni areas. Accommodation is
supported on weekends by tourists visiting for weddings and funerals. Bars and taverns are
supported by locals onlyexcept at holiday times where people come from outlying areas to visit

friends and relatives. None of these service providers had heard of the Township Tourism Route,
except Iphiva lodge who have had pamphlets funded by the municipality. The only seoxer

to receive tourists due to the route was Gcwensa Cultural village. These were brought by Judy
Jordaan and this only occurs once or twice a year.

EVENTS

As mentioned Amajubaalready is host to a number of sporting events due to its central iogat

This is especially true of junior and school evenBeveral club events, arts events and heritage
events are also organized annually as mentioned in the above write up, with positive results. Data

45



Amajuba Tourism Strategy

%
AMAJIJUBA

DISTRICT MUNICIPALITY

Final Compate Report

shows how visitor numbers spike during events, aeskarch shows how positive publicity created

by events leads to improved information and town imaggften events are lost, ato not attract as

many visitors as they could due to a lack of funding andrdnation by the municipality. There
needs tobe staff dedicated to sourcing and supporting events in Amajuba. A proper procurement
strategy that outlines how funds can be made available for these events needs to be developed and
relationships need to be formed with external public fundefurrently, Champ Marketing hosts a
number of the more successful events.

Annual events held iAmajuba

Name of the Event Description

National Swimming Gala Newcastle Swimming Pog

SA Regional Swimming Championships March- 1 April 2012

BMW Car Spinning Township BMW Spinning everiarch
Live Music Performances & DJ
Easter Sunday Music Show 8 April 2012

4 day Festival including live performances, agricultt
exhibits, arts& craft,
Vodacom Winter Festival 25¢ 28 April 2012

SEEEEE AT S e Aviation- Tourism Attraction 2 June 2012

Siyabonga Nkosi Challenge Cup Soccer Challenge3, 9 & 10 June 2012
50 km Run/ Walk relay from Free State to KZN
Newcastle Memel Walk 9 August 2012
Drag Racing Blackrock CasincAugust
. Art & Craft Exhibition
AT TS Septemberg Carnegie Art Gallery
Dragon Festival Chinese Dragon Boat Racing and Music Show

1 Sep 2012 (Proposed)

{40 52YAYyAO0Qa& . dzy Rd Run/Ride/Swim/Amble

Balele Game ParkUtrecht 20 October 2012

Summer Explosion Liveadza A O t SNF2NXI yOSa g

Amcor Dam 25 October 2012

Amajuba Rainbow Show Art and Culture event October 2012

Mo Fest Music Festival in aid of Testicular Cancer Movembe
30 November 2012

Comedy Show December

Amcor Dam Festival [ AGS adzair O t SNIDRdMMiIen201S &

Chelmsford Challenge Open Water Swimming at Ntshingwayo Dam

Dannhauser 29 JarR013

Old Mutual Battlefields 5in 1 Comrades / Oceans Qualifier February 2013

Waterside Wimpy Checkers Cycle Road Cycling

Challenge February 2013

SA Duke oEdinburgh Championship Tsogo Sun event approved by SAGA

(Golf) March 2013

Kosmos Festival Market Day & Concert

Utrecht March 2013
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There is potential for a host of cultural events, such as Ghost Tours, music (jazz) and arts
festivals, cookery and frestood events, sports clinics (possibly involving famous sports stars
from Newcastle), markets (potential in Utrecht). While the Winter Festival is very successful and
popular, there is opportunityo hold equally popular events that cater for the black rism

market segments. As mentioned above, the bush racing event held in Dundee drew over 100
000 spectatorg, this, as well as other equestrian and sporting events have immense potential.

ROUTES

Marketing for tourism attractions revolves around the Aotz Routes. An A4 brochure is produced
with a double page spread for each of the 6 routes. Each of the routes emphasizes atanicgmne
offering in Amajuba and between them they cover the majority of attractiorighe appeal of the
routes is that, wih the brochure, routes can be followed without a guide as there is information in
the brochure and each route is signed from beginning to efilde downside is that the brochure is
not up-to-date and, perhaps, ovesells the activities and accessibilitytbhé sites along the routes.

V Amajuba Battlefields RouteThe Battlefields Route stretches from 18771902, which
includes the First AngiBoer War (1871881), the Zulu War (1879) and the second Anglo
Boer War (1894902). Majority of the sites in Amajuba relate to the first Argtmer War
but the route connets up with others in the battlefields region. As mentioned in the section
above on the Battlefields, the one guide for the route sémger than50 tourists a month,
and sites require maintenance. The route serves to attract sports clubs and enthirsiasts
the area and adds to the cultural significance of Newcastle.

V Amajuba Drakensberg Routd&his route takes visitors along the western border of Amajuba
through the foothills of the Drakensberg and includes Chelmsford D¥y€mentioned in the
Drakensberg section above, the foothills require further development and will be benefitted
by the completed development of Vulintaba.

V Amajuba Township RouteThis route takes people through Madadeni to Osizweni and
through to UtreK U @ l'a YSYUA2YSR +020S Ay GKS (26yaK)
attract many tourists, there is not always a guide available and crafters are not always
present along the route due to lack of business.

V Amajuba Balele Rout&he Balele route imds along the escarpment on the eastern side of
Amajuba, and borders with Mpumalanga at times. It has beautiful scenery and abundant
bird life. Unfortunately, it is quite difficult to contact attractions along the route. The must
R2 I 004N} QiUAf2§/t OITRBRY (WzNBaQ KIFIR y2id KFER Y2NB
years which is indicative of the success of the route and brochure.

V Amajuba Bivane Rout&his route runs south of the Balele route and game resémaugh

the Blood River Poort. It lies in the Bivane wetland reserve and therefore is very scenic
(including waterfalls) and offers many fishing opportunities.
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V  Amajuba BuhléBomzinyathi RouteThis route cts across from the Drakensbergstwards
along the southern side of the Chelmsford Game Reserve to cross the N11 and pass through
the town of Dannhauser and the village of Hattipgst.

TheAmajuba Birdingnd FlyFishingMeanders havebeen created to provide information toirders
and fishermerabout the type of birds and birdiigshing spots available in Amajuba.

The following map depicts these routes spatially:

Map 6 Map showing the Amajuba Tourism Routes

== T

N2 !Amajuba Tourism Routes

tnransin-Laoyenin

Uthukela

Source: UrbarEcon based on Amajuba Municipality Town Plangimaps

The Freedom Routéhas recently been created by TKZN and runs throughout Kw&asal. The
Amajuba section of the route has yet to be included into the brochure but has its own brochure.
Armed with a map and the brochure a visitor dake themséves on the freedom route with ease.
The route benefits from marketing from TKZRhe Freedom route starts with the tirme after the

two AngleBoer Wars (Battlefields Rogtand consists of:

the imprisonment of King Dinuzulu (192610) during the Babatha Rebellion,

the miner's Strike led by Gandhi 1913,

the teaching of Albert Luthuli (19118) in Blaauwbosh,

the birth of Mac Maharaj 1935,

the imprisonment of the Presidents of the Natal and Transvaal Indian Congresses in the early
1950's,

O O O O O
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ITY

0 the establishments of Madadeni and Osizweni in the 1960's as part of the Groups Areas
(promulgated in 1950),

o the freedom Struggle in the 70's and 80's and subsequent TRC Hearings in 1996, and finally

0 various new South Africa monuments around town.

Many stakeholders have seen the potential for a route that links Ladysmith to Newcastle and
b2NIKgl NRa® ¢CKAA NRdziS ¢2dAd R 0SS &AAYALI NI G2 GKS
the midlands meander is completed and continue along the N11. Theopegetourism strategy
NEFTSNNBER (2 UGKAA& | & drefebto thiarbuedms theHaenBand/FGAM > 26 KS N,
route would require the capperation of uThukela Municipality.

OTHER ATTRACTIONS

The following are potential tourism attractions thate currently not being exploited in Amajuba,
but could possibly be feasibl&Some may not prove to be tourist attractions in themselves but could
help to attract funding, media coverage and to improve the image/prestige/culture of Amajuba.
Further infomation needs to be gathered in order to determine their benefit to tourism.

TWIN CITIES PROGRAMWTRECHNEWCAST)LE

Majority of the international visitors to Utrecht, come from Utrechttive Netherlands, Europe, to

explore the history of the town and visit the grave sifeurther research needs to be done in order

to understand the relevance of the historical connection, and which institutions or tourists would be
interested in this connetion. b S OF alif S {2dziK ! FNROI X +faz2 FlLffa
GKS 22NI RQ® ¢CKS (2dzZNRaAYKYFN] SGAy3a LRGSYGALFET 27

FAMOUS PEOPLE

There are several famous sportsmen, musicians and other prestigious people that werénbor
Newcastle. If a relationship is developed with these people, they could be usattrdot media
coverage for events, increase attendance and perhaps even arrange sponsorship. The benefits of
having a connection with these prestigious people ne@dbd further explored.The following is an

initial list of famous/prestigious people who come from Newcastle.

1 John Philip "Bakkies" BotltegRugby union player

Sathyandranath Ragunanan "Mac" MaharajANC member, Politician, Presidential
Spokeperson and Businessman

Helman Mkhadle ¢ Soccer player

Siyabonga NkosiSoccer player

Moulana Cassim Mohammed Semq®uslim educator

Siphiwe Nyandg the Former Minister of Communications in South Africa
Sizwe Motaung, Soccer playe

PeggySue Khumalg Former Miss South Africa

Thokozani Ndlovu L'vovo Derranddusician

Pastor Khathide Famous Preacher

Thokozani Hustladjkwanyana; Businessman

=

= =4 =4 4 -4 4 -8 -8 4
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1 Lumkile NgcekwaMusician,music director&artist manager

Lucky Dube& Musician(19642007)

Bongi Dube; Musician

DJ JameDisc Jockey

Samora KhuluSoccer Legend(1:2008)

Margaret H. Marshalt Chief Justice of the Massachusetts Supreme Judicial Court
Fani Madida; Former Soccer Player (Current Amazulu Assistant Coach)
Sibusisio Sithole Soccemplayer

=A =4 =4 4 -4 4 A

AGRICULTURAL TOURISM

Agricultural tourism occurs when a person visits a working farm or any agribusiness operation with

the aim to enjoy, learn, or just to be part of the activities and operations on the farm. It teaches
people about plants (whathey are for, where it is productive to grow them, and what they can be

used for); and animals (mostly wild animals). There is currently very littlecagism in Amajuba.

This is, firstly, because of a lack of resources, and, secondly, due to a laoknofipn. However,

there is an organisation that promotes and manages-tmyniism in Amajuba The organization is

YIRS dzLJ 2F F 3INRdzZL) 2F @2fdzyGiSSNBR 6K2 |NB AyidS
assistance from the district municipality. Towganization arranges for schools, mainly, to learn and

spend time on farms in groups that reach up to 100 per month, and some tourists who visit the area.

VIRTUAL TOURISM

A companycalled Rogetayton Associates is in the process of, in partnership thithOkahlamba
municipality, creating a comprehensive audit of all businesses and tourism assets in Eshowe which
will then be uploaded onto a web portal called xtownx. The focus of this project is to create a
geographical database of information that idleoted door to door a®pposedto on the internet,
allowing each SMME and crafter through to larger businesses to have their contact information
recordedon a map that can be accessed online. Roger Layton Associates is also busy working with
the Albert Luthuli museum in KwaDukuza in order to create a digital archive of biographical
information that may later be used to develop online virtual tours of museums. This way, a tourist
can experience the museum online before visiting it. These sorts of temioal innovations should

be taken advantage of so that Newcastle can be amongst the first in South Africa to approach
tourism in a new way and move it forward.

EDUCATIONAL TOURISM

Educational tourism involves visiting other countries to learn about their culturelitextyle. 1t

includes programs such asident exchange programs and study tours.is said tobe one of the

fastest growing areas in tourism but it is often oveked by the tourism professionals. India has

grown to be one of the top travel destinations in the wqrfzhrtly because many foreign nationals

were attracted by the education offeredThis is true even of South Africans who often travel to
India to study ¢ KS AYUGSNYFGA2Y L € SRdzOF A2y AYRdzAGNE A A
contributing $11.7 billion to the Australian economy in 2@ Students from more than 100
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countries come to Australia to learn English for academic, work, traveéisonal reasorfs With
the shortage of universities iBouth Africaand with Newcastle being smentral there is potential to
build a University, and perhaps offer English courses for business men and students.

|3.2.2)ACCOMMODATIOAINDFUNCTIONS

The folowing table provides a list of accommodation places in Amajuba. There are over 30 B&Bs, 7
hotels, and almost 20 lodgeshe majority of these are located in Newcastle. The high number of
B&Bs and hotels in Newcastleoupled with the high number of cterence facilities offeredis
indicative of a business traveler markeé¥lajority of the B&Bs reach over 80% occupancy during the
week, but are empty on weekendsdccommodationn Newcastle needs to do more to meet the
needs of business travelers in orde encourage them to stay a night, where they may otherwise go
home immediately. It is essential that B&Bs offer fgeFi It would be useful to conduct a survey

of business men to determine their exact need$here is very little backpacker tow budget
accommodation suggesting a low number of tourists under the age oTBere are also insufficient
camp sites. The camp sites at Chelmsford Nature reserve and Balele are fully booked over the
holidays. These should be made larger and new cangs &it new tourism areas such as the
Drakensberg foothills and Balele Mountains should be established.

Table7 List ofAccommodation offered in Amajuba

Bed and Breakfast

Ashdene B&B Home & Away Guest House | Sintokha Guest House
Avalon guest Manor House Ebony Siyaphumula B&B
Belveders Guest house Isakubuli B&B Tiger's kloof B&B

Camelot Guest House Isidingo Guest House Zamambongi Guest House
Century Place B&B Izinga Guesthouse Zipho's B&B

ComfitZone Jabulujule Guest House Zodiac B&B

Dunga House KwaNtulindawo Guest House | 2 The End

Gracelands Guesthouse Loli's B&B Belvederes B&B

Greaves Street B&B Newbali B&B Monikas Guest House
Guest House Kestrels Patterson B&B Mountain View Guest House
Haggards Hilldrop PhumulaNathi Motel Walala B&B

Heritage House Robin's Nest B&B

Lodges Hotels Nature reserves

Newcastle Country Lodge Newcastle Inn Bonani wild and Wonderful
Aloes Country Lodge Santorini Suites Chelmsford Nature Reserve
Arbor Farm lodge Sizakancanklotel

Bivane River Lodge Tramonto Boutique Hotel SeltCatering

Blood River Outspan Lodge The Haven Victoria Self Catering
Cannon Lodge Blackrock Garden Court

4 Department of Foreign affairs and trade, Australian Government,
http://www.dfat.gov.au/aib/tourism_students.html
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Farmhouse Lodge Capricorna Budget Accommodation
Ikhasi Lodge D&H Lodgings

Iphiva Lodge Holiday resort

JNB Lodge Vulintaba Country estate Caravan Park

Khaya Mini Rus n Bietjie

Luiperd kloof trout lodge

Balele Game Reserve

Majuba Lodge

The Oak Tree Guest Farm
Engogo Riverside Lodge Blue Ridge Guest Farm
Klipsringer ZebralLodge

Zinyathi Lodge

Drakensberg Kloof

Guest Farm and Museum

Grey Goose Farm Lodge

Amajuba mountain
commemorative farm

anc

Source: UrbarEcon and Newcastle Tourism Information Centre

The following map depicts these accommodation places spati&ilgm the map it is obvious that
majority of the accommodation falls into Newcastle and surrounds, with a few places scattered in
the Utrecht and Normandien mountains, as well as on the road to Volks R&sveral
accommodation places exist in MadadenidaOsizweni within the townships. A few of these have
received funding from the municipality and SEDA, however, numbers are fairly low still. Most of the
visitors to these places are visiting friends and relatives (often for weddings and funerals) on the
weekends. Township service providers requested that signage be put up at the entrance to the
townships leading to the establishments as in Newcastle Town. There is also a need for the TIC to
direct clients to these establishments as they are largelynank and advertising is expensive and

difficult.
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Map 7 Amajuba Accommodation

The following graph provides a graphical representation of the above map.full list of
accommodation separated by local municipality is includetiénannexure.

Figure8 Distribution of Accommodation

Distribution of Accommodation

m Dannhauser m Emadlangeni m Newcastle

6%

The graph below gives an indication of how well service providers (74% of which are accommodation
places) are doing financiallythe graph forms part of the results of a t®m service provider survey
conducted online over December 2011 for the purposes of this report. The graph shows that 63% of
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