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SUMMARY

Key terms: brand, destination image, brand personality, marketing, National
Park and Kruger National Park.

The conscious creation and marketing of a destination brand and image is a
feature of the present age. Brands can affect tourists’ choices and behaviour and
are therefore important in destination marketing. Marketing organisations devote
considerable time to creating brands and channelling them through various
media sources to the target markets. The success of the destination brand can
be measured and defined by the expectations of the tourists. This study
measured the SANParks brand by focusing on the current Kudu logo. It was the
first time such a brand measure was done on any of the South African National
Parks. Measuring brands can be done either internally, by employees and
management of SANParks, or externally through visitor questionnaires. This
study focused on extemal measurement. Primary data was gathered by means
of 618 (n=618) structured, self-completion electronic questionnaires. Twenty four
perceptions and eight emotions related to the Kudu brand were tested. A factor
analysis was conducted on the correlation of these pre-established perceptions
and emotions. Three factors - a successful brand, service and a positive brand
image emerged as perceptions. Two factors related to emotions were divided
into positive and negative emotions towards the Kudu brand. The findings
indicated that most respondents relate SANParks Kudu logo to only the Kruger
National Park and respondents clearly indicated that they do not want the Kudu
logo to change. This study proved the Kudu brand to be successful, but it is
recommended that SANParks differentiate the Kudu logo to create a unique
culture and identity for every National Park in South Africa.




OPSOMMING

Sleutelterme: handelsnaam, bestemmingsbeeld, handelsnaampersoonlikheid,
bemarking, Nasionale Park en Nasionale Kruger Wildtuin.

Die bewuste skepping en bemarking van ‘n bestemmingshandelsnaam en
-beeld is kenmerkend van die huidige eeu. Handelsname kan toeriste se keuses
en gedrag beinvioed en is dus belangrk in bestemmingsbemarking.
Bemarkingsorganisasies bestee aansienlike tyd daaraan om handelsiname te
skep en om hulle deur verskillende mediabronne aan die teikenmarkte bekend te
maak . Die sukses van die bestemmingshandelsnaam kan deur die toeriste se
verwagtinge gemeet en bepaal word. Hierdie studie het die SANParke-
handelsnaam gemeet deur op die huidige Koedoe-logo te fokus. Dit was die
eerste keer dat ‘n handelsnaammeting van hierdie aard op enige van die Suid-
Afrikaanse Nasionale Parke onderneem is. Handelsname kan o6f intern, deur
werknemers en die bestuur van SANParke, 6f ekstern, deur besoekersvraelyste,
gemeet word. Hierdie studie is op eksteme meting toegespits. Primére data is
deur middel van 618 (n=618) gestruktureerde, elektroniese vraelyste, , ingewin.
Vier-en-twintig persepsies en agt emosies in verband met die Koedoe-
handelsnaam is getoets. ‘n Faktoranalise op die komrelasie van hierdie
voorafvasgestelde persepsies en emosies is ondemeem. Drie faktore, nl. ‘n
suksesvolle handelsnaam, diens en ‘n positiewe handelsnaambeeld, is as
persepsies uitgeken. Twee faktore in verband met emosies is in positiewe en
negatiewe emosies teenoor die Koedoe-handelsnaam ingedeel. Die bevindinge
het aangedui dat die meeste respondente SANParke se Koedoe-logo slegs met
die Nasionale Kruger Wildtuin in verband bring, en die respondente het duidelik
aangedui dat hulle nie wil hé die Koedoe-logo moet verander nie. Hierdie studie
het bewys dat die Koedoe-handelsnaam suksesvol is maar daar word
aanbeveel dat SANParke die Koedoe-logo differensieer om sodoende ‘n unieke
kultuur en identiteit vir elke Nasionale Park in Suid-Afrika te skep.
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INTRODUCTION, PROBLEM
STATEMENT AND
METHODOLOGY

11 INTRODUCTION

The number of tourists visiting South Africa has grown over the past few years.
According to data collected by the Department of Home Affairs in South Africa during
January 2007 (Statistics South Africa, 2007:2), a total of 2 276 682 travellers passed
through the ports of entry. This total is made up of 789 276 South African residents and
1 487 406 foreign travellers. According to Saayman (2002:313), the local tourism
industry is expanding due to these encouraging developments. He further mentions that
the overseas marketing climate and international attitude towards the country are more
optimistic due to the socio-political changes in South Africa (Saayman, 2002:313).

According to Ashworth and Goodall (1991:214), the selection of a vacation is more
important for tourists visiting South Africa than ever before. They further mention that
this can be attributed to tourists having had more experience of global destinations they
have visited before. Nilson (1998:47) indicates that brands are used to distinguish one
destination from another and are a way of signalling the advantages of a particular
destination related to the customer. According to Ashworth and Goodall (1991:214), the
days of relaxing and waiting for tourists to arrive after having done the marketing are
long gone. The reason for this is that there is more intense competition within the
tourism industry and tourist expectations conceming the vacation or destination are
promoted to attract people. Echtner and Ritchie (1991:5) elaborate on this by indicating
that tourists currently wish to be inspired by the way a destination is marketed to them.
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Marketing, in its simplest form is a transactional process between two parties
(Saayman, 2002:313). Saayman explains that the tourist who wishes to satisfy his/her
specific needs stands on the one side and the marketing manager or destination that
wants to reach definite objectives on the other. Nilson (1998:47) indicates that
customers remember a destination by means of a brand. He indicates that the
destination is identified by the brand because the customers can now see and talk
about the specific destination.

The aim of this chapter is to describe the research problem, to identify the goals and
objectives, to identify the related method of research and to clarify important concepts.

1.2 PROBLEM STATEMENT

The Kruger National Park is ranked as one of the most important conservation areas in
the world and is therefore an international icon based on its wildlife (SANParks, 2007).
Today the park attracts more than 1.3 million visitors per annum to its current surface of
19 633 km?. The Kruger National Park had a humble origin with its proclamation as the
Sabie Game Reserve in 1898 by the then president of the Transvaal Republic, Paul
Kruger. The first park warden, James Stevenson-Hamilton, was appointed in 1902. In
1926 the park merged with its northern neighbour, the Shingwedzi Game Reserve to
form the Kruger National Park. The first visitors to the newly formed park arrived one
year later.

Although conservation is the main aim of the park, tourism contributes the funds to
maintain it. From the beginning, the development of tourist facilities was only considered
if this did not jeopardise conservation. Emphasis was only on educational and research
opportunities. The lack of funds limited early tourist developments, but today the Kruger
National Park offers thirteen main rest camps, five bushveld camps, a few overnight
hides, bush lodges and several luxury lodges to cater for all budgets (Figure 1.1)
(SANParks, 2007).

Destination Branding: A case study of the Kruger National Park 2




The stylised face of a kudu with its magnificent, curved horns has long been the brand
of South African National Parks. According to Bergvall (2007) and Cheverton (2006), a
brand is more than a logo; it is the memory of everything a person has experienced of a
destination by using its products or services and his/her interaction with advertising and
other users. The Kudu logo first appeared in 1955 but has undergone many
improvements over the years (SANParks, 2007). Today, its simple, uncluttered and
clean design reflects the pristine nature of the conservation areas while simultaneously
projecting a contemporary image to the target market. In the past the logo was
considered secondary to those of individual parks. SANParks as the overarching brand
now feature prominently in all communications undertaken. The process of brand
implementation is well underway and the Brand Implementation Rollout Plan focused on
the maintenance of corporate identity standards on those branding elements that are
intended for public consumption, namely letterheads, business cards, advertising,
official insignia and promotional goods (SANParks, 2007).

Nilson (1998:47) points out that it is a fundamental business truth that a destination
brand, like the Kudu logo used by Kruger National Park will not succeed uniess it has a
perceived competitive advantage over similar destinations. SANParks are offering a
wildlife experience to visitors in South Africa but are competing against all other national
and private parks within Africa. These include world-known destinations like Botswana,
Zimbabwe, Tanzania and Kenya. The question that comes to mind is; why would
tourists visit any of the South African National Parks to get a wildlife experience if they
can get the same or even better wildlife experience (buffalo immigration in Masai —
Mara) in another African National Park? Nilson (1998:47) indicated that, with the help of
a brand, differentiation and uniqueness can be achieved in a very competitive
environment. He also added that, with the help of a brand, tourists will be able to see
and talk about the destination and, above all, be able to remember the destination. It is
therefore of great importance that this study investigates the perceptions and emotions
related to the Kudu brand used by SANParks. This, in tum, can help to indicate the
uniqueness and differentiation of the Kudu brand.

Destination Branding: A case study of the Kruger National Park 3




Previous research on branding of national parks was done in Australia and Kenya
during 2005. Commonwealth of Australia (2007) completed research on the Kakadu
National Park and Kenya Wildlife Services (2007) on Lake Nakuru National Park. Both
focussed on the brand and what could be achieved after successful branding. The
importance of a brand was emphasised by the Kakadu National Park study, which
indicated that the park was without a strong and credible brand and therefore faced the
following negative outcomes:
> There was little or no difference between the park and other parks.

The park’s unique experiences were not familiar to the consumers.

Own perceptions of the park’s brand were formed by potential consumers.

>
>
» The park competed on price due to a lack of perceived value from consumers.
» Consumers saw the park as a commodity.

>

Competitors won business due to strong and positive brands.

In developing a successful brand, the study further indicated that the following three

important factors needed to be considered:

» The park's uniqueness had to be uncovered and explained by the brand.

» The brand used in marketing needed to be able to attract consumers sensitive to the
social, cultural and environmental values of the park and its people.

» The brand had to relate to tourism market needs.

According to Kenya Wildlife Services (2007), Lake Nakuru National Park was

successfully re-branded by doing the following:

» It was made a more visitor friendly facility by resurfacing the roads in the park,
upgrading and refurbishing their facilities and improving the park’s security.

» Follow-up branding was done one year later.

The conscious creation and marketing of place images is a feature of the present age.
These images can affect tourists’ choices and behaviour and are important for place
marketing, because they influence visitors’ perceptions of that specific place (Echtner &
Ritchie, 1991:2-12). Because of their importance, destination marketing organisations
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devote considerable time to creating images and to channelling these through various
media to targeted tourists who, it is hoped, will decode the messages and respond
appropriately (Ashworth & Goodall, 1991:184). Aaker and Biel (1993:10-20) said that,
cumrently, there is an explosion of place images to appeal to private investors and
government officials. These images are wilfully designed to attract tourists and to build
self-confidence and pride among the country’s residents. It is now routine practice to
build positive perceptions of a destination to counter negative ones by using dynamic
and attractive place descriptions. Aaker and Biel (1993:10-20) indicate that innovative
marketing campaigns are developed by competitors as a result of competition that is
increasing on a daily basis.

For tourists to return, successful tourism marketing must establish tourism programmes
that satisfy a certain level of tourist expectations. Some of the goals of a tourism
organisation might be to develop loyal clients through airlines, regular tourist visits to an
attraction, brand loyal guests to a hotel or the return of the same tourists to the same
travel agent (Seaton & Bennett, 1997:81). SANParks also makes use of a loyalty pricing
strategy known as the Wildcard. Visitors pay a fixed amount per year for the Wildcard.
All the national parks in South Africa are clustered into Bushveld, River, Dry, Cape,
Swazi and Ezemvelo KZN clusters. Visitors can then buy a Wildcard for each cluster of
national parks they normally visit. A Wildcard can also be bought for all clusters. Prices
of these Wildcards are set for individual (one adult), couple (two adults) and family (two
adults plus children under 18). Visitors in possession of a Wildcard have unlimited entry
into the cluster of national parks selected per year and they do not pay any conservation
fees. Seaton and Bennett (1997:81) also claim that problems can be identified and
improvements made by monitoring tourist satisfaction. The level of tourist satisfaction is
a good indication of the success of the destination. They mention that the success of
the brand can be measured and opportunities identified by defining the expectations of
the tourists according to the brand. The brand is also a commonly used marketing tool
that indicates to potential customers what to expect.

Aaker (2002:5-15), a brand management scholar, argues that the image of a brand is
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an essential ingredient of powerful brands. Lim and O’Cass (2001:122) indicate that
products can be distinguished from their competitors by using a strong brand, which
decreases searching costs, minimises perceived risks (Berthon, Hulbert & Pitt ,
1999:63) and from a tourist point of view, indicates high quality (Erdem, 1998:340).
Patterson (1999:410) indicates that tourists relationship with brand personality is very
vague, despite the importance of brand image. Upshaw (1995:12) adds that brand
personality has been defined in terms of brand image only at the theoretical level and,
according to Graeff (1997:53), in some cases estimates of tourists’ perceptions of
brands have been done by using brand image and brand personality interchangeably.
Karande, Zinkhan & Lum (1997:70) indicates that previous studies have attempted to
provide some explanations of brand personality and brand image connection, but most
have remained only theoretical. Furthermore, as explained by Gnoth (1998.758-760),
the branding of goods and services is well documented in the general marketing
literature, but lacks the application of branding tourism destinations (such as the Kruger
National Park). No such studies have been conducted for any of South Africa’s national
parks. The questions to be addressed in this study are: “How successful is the current
Kudu logo used by SANParks, what emotions and perceptions does it portray to visitors,
and will the use of an own logo by Kruger National Park be more effective?” This study
is therefore important to answer these three questions, to indicate whether the brand
can be differentiated from competitors and whether it portrays quality to visitors. If these
important elements of the Kudu brand are not known, it may result in SANParks using
an ineffective brand that compares poorly to other national park brands in Africa. This
could ultimately lead to a decrease in visitor numbers on whose entrance fees
SANParks rely heavily for maintaining all South African National Parks.

1.3 GOAL OF STUDY

1.3.1 GOAL
The goal of this study was to analyse the Kruger National Park’s brand by focusing on
the current Kudu logo.
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1.3.2 OBJECTIVES

» To conduct a literature review on the role of branding in tourism marketing.

> To identify different models that are used to measure brand effectiveness.

> To evaluate the emotions and perceptions created by the use of the Kudu logo.
> To draw conclusions and make recommendations.

1.4 METHOD OF RESEARCH

A bilateral approach (Jennings, 2001:283) (Aaker, Kumar & Day 2004:215) was
followed during the course of the study. Firstly, a literature study was done to gather
secondary data and secondly, a survey was conducted by means of a structured
electronic questionnaire to gather primary data. The evaluation of a brand like the Kudu
logo used by the Kruger National Park can be conducted internally by using three
evaluation methods (see chapter 3) or externally, by using questionnaires. An external
method of evaluation was used in this study as it enabled the researcher to portray the
views of visitors on the Kudu logo.

1.4.1 LITERATURE STUDY

The following databases were used to gather secondary data: Nexus, Science Direct
and Resource Express. Books, magazines, newspaper articles, periodicals, internet and
reports were also consuited.

The following keywords were used for search purposes: brand, destination image,
brand personality, marketing, National Park, Kruger National Park, tourism and tourism
marketing.

1.4.2 EMPIRICAL SURVEY
The empirical research took place during July and August 2007.

1.4.2.1 Research design, method of collecting data and test plan
Primary data was gathered by means of a structured electronic questionnaire.
A pilot study was conducted to ensure reliability, viability and appropriateness.
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14.2.2

This was a good sounding-board for the study to clarify question wording,
structure and design and enabled a trial of the analysis process.

Once the pilot study was completed and all problems clarified, the electronic
questionnaire was forwarded to SANParks marketing department. SANParks’
marketing department agreed to place the electronic questionnaire on their
official website. A competition, sponsored by SANParks, ran in conjunction with
the questionnaire in an attempt to motivate respondents to complete the
questionnaire. The questionnaire was available on SANParks’ website for a
period of one month (August 2007). Respondents had equal opportunity and
time to complete the questionnaire. The completed questionnaires were
retumed to the researcher, and were subsequently processed.

Development of the questionnaire design

The main aspects of the questionnaire concentrated on establishing the
emotions and perceptions related to the Kudu brand. A structured, self-
completion electronic questionnaire was used, since it enabled the respondents
to complete the questionnaire without interference from the researcher
(Jennings, 2001:234). A total of 618 (n=618) questionnaires were completed
electronically on SANParks official website during August 2007. The
questionnaire mostly contained closed-ended questions, as this enables the
researcher to make comparisons of data entered. Open-ended questions were
used where visitors could express their opinions on aspects such as
suggestions to improve the fogo that is currently being used by the SANParks
(Roe, 2004:22). The main aspects of this questionnaire focussed on
establishing a visitor profile as well as the emotions and perceptions of tourists
related to the Kudu logo.

Pilot testing
Pilot testing was conducted on ten staff members of the Tshwane University of
Technology (Nelspruit Campus) because they often visit the Kruger National
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Park. They had one day to complete the questionnaire, where after it was
collected and processed. This then clarified question wording, structure and
design and enabled a trial of the analysis process.

Coding

Codes were assigned to all questions in advance. Edge coding was used, since
it assisted the process of data entry. A copy of the assigned codes was placed
in safe keeping should the original be misplaced (Roe, 2004:47).

Entry

Pre-assigned edge coding (Jennings, 2001:275) (Bell, 2005:11) on the
questionnaires made it possible to conduct direct data entry into Excel. The
questionnaire was designed in such a way that respondents only had to
indicate their answer by making use of the “x” key. Their answers were then
converted into the pre-assigned codes and recorded onto a hidden Excel sheet.
The answers of respondents to all open ended questions were also transferred
into this Excel document as entered by respondents. These hidden Excel
sheets were then copied into one main Excel document. The data were
imported from this main document into SPSS 15.

Cleaning

Code cleaning enabled the researcher to identify data incorrectly entered. This
was then corrected by revisiting the original questionnaire, seeing that each
was numbered. If original data could not be revisited, it was entered as missing
(Van der Walt, Strydom, Marx & Jooste 1996:156).

Contingency cleaning

This type of cleaning relates to the recording of responses that do not follow the
‘if-then’ scenario (Henning, 2004:282). An example of this would be a question
where respondents indicated their spending on accommodation as being
between ZAR500 and ZAR1000 after having previously indicated that their
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income was nil. The possible questions that needed contingency cleaning were
identified in advance and checked during the cleaning process.

1.4.3 DATA ANALYSIS

1.4.3.1 Software used
SPSS version 15 was used to analyse the data imported from the main Excel

document.

1.4.3.2 Statistical techniques used

Descriptive statistics were used to describe the aggregation of raw data in
numerical terms (Field, 2005:10). Based on the goal of this study (to analyse
the Kruger National Park’s brand by focusing on the current Kudu logo),
bivariate analysis was used, because it enabled the researcher to indicate the
relationship between two variables, which may or may not be related to each
other (Jennings, 2001:294). Factor analysis was conducted on twenty four
perceptions and eight emotions related to the Kudu logo.

1.5 DEFINING THE CONCEPTS

The following concepts were used during this study and need clarification:

1.5.1 DESTINATION IMAGE

Destination image is defined by Crompton (1979:18) as “an attitudinal concept
consisting of the sum of beliefs, ideas and impressions that a tourist holds of a
destination”.

1.5.2 BRAND PERSONALITY
Brand Personality is defined by Aaker (1997:347) as “a set of human characteristics
associated with that brand”.
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1.5.3 BRAND

In comparing the descriptions of Aaker (2002:7), George (2001:172) and Laws
(1997:84) it is found that they define a brand as a unique name and/or symbol (such as
a logo, trademark or package design) intended to recognise the goods or services of
one seller, or group of sellers, and to distinguish those goods or services from each
other.

1.5.4 NATIONAL PARK
A National Park is defined by SANParks (2007) as “a system which represents the
indigenous fauna, flora and landscapes of a country”.

1.5.5 KRUGER NATIONAL PARK

The Kruger National Park (Figure 1.1), according to SANParks (2007), is the largest
game reserve of twenty-one national parks in South Africa. It is situated in the province
of Mpumalanga and covers 19 633 km?. It is bordered by Zimbabwe in the north,
Mocambique in the east, and by the Limpopo and Mpumalanga provinces in the west
and south respectively. The Kruger National park now forms part of the Great Limpopo
Transfrontier Park. This is a peace park that links the Kruger National Park with
Gonarezhou National Park in Zimbabwe and the Limpopo National Park in Mogambique
(see figure 1.1).

I

FIGURE 1.1: Map Kruger National Park
SOURCE: SANParks (2007)

1.6 CHAPTER CLASSIFICATION

Chapter 1 provides the introduction, problem statement and methodology to be used in
this study. Chapter 2 focused on an analysis of the way that marketing of a tourism
destination is done. Chapter 3 concentrates on the branding of the tourism destination
and tools used to measure a brand. Chapter 4 shows the results and findings of the
survey, followed by chapter 5 indicating conclusions and recommendations.
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CHAII?TEB 2

MARKETING A TOURISM
DPESTINATION: ANALYSIS

2.1 INTRODUCTION

Marketing is generally recognised as being central to a destination because it directs
the destination’s available resources to meet the needs of current and potential tourists.
Brisk changes in the internal and external marketing environment over the past decade
have increased the importance of marketing. These changes include increased
ecological awareness, political changes, economic fluctuations and increased
competition within the industry. Marketers must therefore focus on defining and
satisfying tourists’ requirements as best they can to be successful in the ever-changing
marketing environment (Strydom, 1999:2 and Assael, 1995:4). Kotler, Boven & Makens
(2006:10) added to this view by indicating that marketers must identify tourists’ needs,
develop tourism products in line with those needs, establish price, lay down distribution
methods and market effectively.

in recent years, the role of marketing has led to the uncomfortable question as to
whether marketing is a separate skill or function in its own right (Irons, 1996:1). Irons
(1996:1) indicated that the understanding of tourists’ real needs is of greater importance
than ever before to draw these tourists into the mainstream of the destination.
Marketing, however, has strongly become destination oriented in the 20" century, while
the entire world is increasingly focusing on service issues and realising the value locked
up in usage of services. Irons states that the key lies in the relationships between
destinations and the tourists they serve. This is achieved through the delivery process
and is critical to any service. Irons (1996:1) finally mentioned that it is vital to be
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effective in delivery; destinations must therefore remain focused on understanding
marketing to achieve acceptance and satisfaction.

George (2001:xi) quotes the Minister of Environmental Affairs and Tourism at that time,
Mr Valli Moosa, who indicated that tourism and hospitality is recognised by many
countries as the world’s largest and fastest growing industry due to the foreign
exchange earnings it generates. Mr Moosa added that tourism in South Africa already
makes a great contribution to the development of the economy in terms of job creation
and foreign exchange earnings, but that it still holds great unlocked potential. The
minister finally mentioned that marketing holds the key to successfully unlock South
Africa’s tourism potential.

Figure 2.1 indicates the layout of the chapter. This chapter will focus on unlocking some
of the important aspects of marketing a destination by firstly explaining what marketing
is, and then explaining some of the basic aspects of tourism marketing. This includes
the unique characteristics, approaches, market segmentation and marketing mix that all
relate to tourism and hospitality.

Once the basic aspects of tourism marketing are understood, the focus will shift to the
act of marketing tourism destinations by indicating what is regarded as a destination
and aspects of a destination, explaining the destination mix, objectives of destination
marketing, marketing techniques, approaches to marketing destinations and destination
marketing strategies that can be applied. The tourism destination life cycle and its
influence on marketing will be explained as well as the image of a destination and its

influence on the branding of a destination.
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1. What is marketing? l

2. Basic aspects of tourlsm marketing. 1

3. Marketing of tourism destinations.

FIGURE 2.1: Schematic chapter layout

2.2 WHAT IS MARKETING?

According to Lamb, Hair, McDaniel, Boshoff & Terblanch (2004:5) marketing is “the
process of planning and executing the conception, pncing, promotion and distribution of
ideas, goods and services to create exchanges that satisfy individual and organisational
goals.” Marketing of a tourism product differs in that it applies mostly to an intangible
experience. George (2001:4) points out that many people often use the term marketing
without knowing what it really entails. George (2001:4) mentions that people see it as a
way of getting other people to spend money, but that this belief is totally incorrect.
George (2001:4) contends that marketing is more about tourists — how to find them, how
to satisfy them and how to keep them. Peter and Donnelly (1998:7) emphasise this
point by saying that individual tourist goals are satisfied through marketing.

Hingston (2001:79) indicates that potential tourists will know nothing about a destination
unless attempts have been made to inform them. These attempts to inform them,
according to Lancaster and Reynolds (2002:70), are known as marketing. A
combination of various cornmunication tools is used in the marketing process and may
include publicity and public relations, personal selling, advertising and promotions.
Lancaster and Reynolds (2002:70) state that different approaches may be used to
market the destination. To be able to answer the question as to what marketing really is,
it is important to investigate the basic aspects of tourism marketing.
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2.3 BASIC ASPECTS OF MARKETING A TOURISM DESTINATION

According to Keyser (2002:169) and Perrault and McCarthy (1999:178), visitors use
tourism products at the destination. In the case of the Kruger National Park, the park
can be seen as a destination that offers a single product — a nature based experience.
This experience is formed by various offerings such as accommodation, game viewing,
shopping, Skukuza library, 254 cultural heritage sites, and nearly 130 recorded rock art
sites available within the park to name a few. The marketing of this experience of the
Kruger National Park differs from the marketing of manufactured products and has the
following unique characteristics.

2.3.1 CHARACTERISTICS OF A TOURISM PRODUCT
Marketing a tourism destination like the Kruger National Park with all its different tourism
offerings, differs from marketing a manufactured product based on the following criteria:

>  Intangibility

Saayman (2002:339) notes that it is something that cannot be seen, tasted,
felt, heard or smelled before it is bought. Jordaan and Prinsloo (2001:12)
indicate that all other characteristics emerge from intangibility and that it is the
primary source of differentiation between manufactured products and tourism
destinations. Marketing of the Kruger National Park offerings makes use of
marketing tools such as pictures (see Figure 2.2) to try to make the tourism
products as tangible as possible to potential visitors.
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Game drives Accommodation

FIGURE 2.2: Photos of the Kruger National Park

> Inseparability
Kerin, Hartley & Rudelius (2004:212) indicate that this unique element of a
tourism destination means that the offerings delivered cannot, and may not,
be separated from the service itself. This is also explained by George
(2001:20) as instances where tourism offerings are sold first, and then
consumed and produced simultaneously. George (2001:20) adds that both

provider and consumer are involved in the process of delivery.

» Variability
Variability indicates that the quality of an offering is unpredictable because
service delivery depends on the people who are involved in the delivery
process (Kerin ef al., 2004:212). These researchers add that this is due to
daily job performances and each individual's capabilities. Kotier and
Amstrong (1999:43) state that a service is highly variable and, according to
the researchers, quality depends on when and where the service is provided
and by whom it is delivered. Kotler, Boven & Makens (1998:43) mention that
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a major cause of customer disappointment in the tourism industry is due to
variability or lack of consistency in an offering.

> Perishability
Perishability, according to George (2001:21) as well as Kotler et al. (1998:43)
describes offerings that cannot be stored, saved, resold or retumed after use.
This simply means that accommodation in the Kruger National Park that is not
sold today cannot be sold tomorrow. The room itself exists, but what is sold is
the time in the room on that particular day and if unsold is then lost forever
(Kotler, Boven & Makens 1999:44).

George (2001:9) notes that, apart from the unique characteristics of a tourism
product, effective tourism and hospitality marketing includes market

segmentation and the marketing mix.

2.3.2 MARKET SEGMENTATION

Resnick (1991:32), as well as Lancaster and Reynolds (2002:38), state that
segmentation means dividing the market into groups that share similar needs and
wants. According to the researchers, not all tourists are the same; therefore they have
different needs and desires that do not apply to a single destination. Lancaster and
Reynolds (2002:38) mention that effective segmentation can be achieved by grouping
together demand and giving a uniform demand to specific tourists to achieve effective
tourism and hospitality marketing.

Lamb et al. (2004:132-140) indicate that tourist markets can be segmented in
accordance with the following :

» Behavioural segmentation
This means that potential visitors to the destination can be divided into
segments based on their knowledge of the destination, attitude towards the

destination or use of the destination.
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Geographic segmentation
This signifies that potential visitors can be grouped according to origin, market
size, market density or climate.

Demographic segmentation
Marketers often use this type of segmentation and it can be done in
accordance with age, gender, income, ethnic group and family life cycle.

Psychographic segmentation

This type of segmentation adds the meat to the bones formed by
demographic segmentation. This is done by segmenting the market according
to personality (habits), motive of visit, lifestyle of visitors and geo-
demographics (combination of geographic and demographic variables).

Benefit sought segmentation
This segmentation can be done by grouping potential visitors in keeping with
the benefits they seek from visiting the destination.

Expenditure based segmentation

A market can lastly be segmented according to the sum of money spent at
the destination and include all costs or expenses. According to Srivastava
(2000:1) tourism expenditure is defined as the total consumption expenditure
made by a visitor or on behalf of a visitor for and during a visit to the
destination.

2.3.2 THE MARKETING MIX
The traditional marketing mix consists of the four P’s: product, price, place and
promotion (Middleton, 2001:90; George, 2001:9; Kotler, 2000:5).

Blem (2001:3) as well as Kerin et al. (2004:12) stated that the marketing mix is one of
the most basic aspects of marketing. The different components of the marketing mix
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can be used to communicate with tourists (Rix, 2004:9). Lancaster and Reynolds
(2002:24) said that a marketing strategy is like a recipe to marketers. According to these
researchers, the ingredients are the marketing mix, as a recipe varies according to a
dish, so do different marketing mix components vary in order to market a destination
successfully to tourists. Lancaster and Reynolds {2002:24) conclude by saying that

success means not miscalculating any minor ingredient of the marketing strategy used.

FIGURE 2.3: The Marketing Mix
SOURCE: George (2001:9)
Gilbert, Churchhill & Paul Peter (1998:22-23) and Lumsden (1997:18-25) explain the

four P’s of the marketing mix as follows:

» Product — this is what customers are offered in exchange for their money.
Lubbe (2003:151) mentions that visitors to a destination (Kruger National
Park) are exposed to various offerings ranging from accommodation and
transport to attractions. These are offered by the private or public sector of
that destination. Lubbe (2003:151) points out that the overail image of a
destination is formed by the various offerings available at the destination and
that these offerings depend on one anocther to form a memorable experience

to visitors. In the final instance, the researcher mentions that the comrect
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balance is needed at the destination in providing appealing visitor
experiences to target markets on the one hand and, on the other hand, still
offering a variety to attract new target markets. Game viewing,
accommodation ranging from basic to luxury, guided walks, guided 4X4 trails
and shopping are some of the offerings available in the Kruger National Park.

> Price — this indicates the amount charged in exchange for the offering
required by a visitor to the Kruger National Park. For visitors, price is one of
the most flexible and most important variables. Pricing strategies must
correspond with the tenor of the times and still be flexible to respond to
changing conditions at the destination (Lubbe, 2003:155). The researcher
further mentions that competition within the destination affects the prices
charged and that pricing policies and strategies are determined by the target
markets selected. According to Seaton and Bennett (2001:137-139), these
pricing strategies can be used to control consumer demand at the destination.
Visitors to the Kruger National Park all pay what is known as a conservation
fee per person. The conservation fee is divided into three pricing groups. The
first group includes South African citizens (ZAR35 per person per day), the
second group includes visitors from SADC countries (ZAR 75 per adult / ZAR
35 per child per day) and, lastly, a price group for international visitors (ZAR
140 per adult / ZAR 70 per child per day). The Kruger National Park also
makes use of a loyalty pricing strategy known as the Wildcard. Visitors pay a
fixed amount per year for the Wildcard. All the national parks in South Africa
are clustered into Bushveld, River, Dry, Cape, Swazi and Ezemvelo KZN
clusters. Visitors can then buy a Wildcard for each cluster of national parks
they nomally visit. A Wildcard can also be bought for all clusters. Prices of
these Wildcards are set for individual (one adult), couple (two adults) and
family (two aduits plus children under 18). Visitors in possession of a Wildcard
have unlimited entry into the cluster of national parks selected per year and
they do not pay any conservation fees. Seaton and Bennett (2001:137-139)
established that pricing strategies can produce the following outcomes:
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Maximise access

Public sector organisations are often judged by the levels of service they
provide to local communities, who ultimately pay their salaries. They can
maximise access to a destination by providing free or discounted entrance to
local community members.

Restrict access

Discriminatory pricing may be used to restrict access to certain tourist
segments to protect another segment. This is particularly common in
marketing luxury destinations.

Control demand in time

Price can also be used to manage tourism demand during different periods.
During higher demand times, higher prices may be charged and lower prices
during low demand periods. This is common in the tourism industry where
high and low seasons are applicable.

Control demand in space

At a destination, price can also be used to disperse people away from certain
areas. High admissions may be charged at prime tourism destinations while
lower prices may be charged for destinations not yet known to tourists.

Place - this indicates the channels used in the tourism industry to get tourists
to the destination. Holloway and Robinson (2000:128) indicate that various
channels or intermediaries can be used to reach tourists, and define these
Intermediaries as any dealer who acts as a link between the destination and
the tourist. According to Lubbe (2003:155), distribution is a major
consideration of the destination and must be available and accessible to the
intended target market. The choice of distribution channels used at the
destination is influenced by the type of destination and intended target
market. The Kruger National Park is using various distribution channels that
include tour operators and travel agents as well as a direct booking system on
the SANParks website. In conclusion, the researcher mentions that the
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tourism destination is unique in the sense that tourists must be transported to
the destination and not visa versa.

> Promotion - this indicates methods that are used to inform and remind
tourists of a destination and to persuade them to visit. This may include
personal or impersonal methods. It is not enough to develop an attractive
destination with different offerings, price them attractively and ensure that
they are readily available. Destination tourism offerings must be
communicated to tourists to motivate them so that they can make use of
these offerings (Lubbe, 2003:155). According to Middleton (2001:258), sales
promotions are aimed at the following three main targets:

Individual buyers

Additional short-run purchases are the objective of promotions aimed at
individual visitors to the Kruger National Park. These may include for example
pay for two nights — stay an extra night for free.

Distribution networks

Third party distributors, such as travel agents, are targeted by promotions if
the destination receives most of its sales revenue through these distribution
networks. Kruger National Park may link up with Harvey World Travel and
offer special prices to travel agents that are, in turn, offered to visitors.

Sales force

A sales force is required for larger organisations to service and motivate
corporate consumers and distribution networks by using incentives or reward
systems such as the Wildcard system currently used by Kruger National Park.

According to Kenner (2003:130), tourists in the tourism and hospitality industry go to
where the offering is delivered. It is here where tourists and staff interact and where the
service actually takes place. Consequently, there are several unique issues for
marketers of the Kruger National Park to consider when marketing the park as a
destination.
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2.4 MARKETING A TOURISM DESTINATION

According to Lubbe (2003:144-145) and Cooke (1996:101-106), a destination is a
physical or perceived place designed to meet tourist needs. A destination also consists
of primary and secondary attractions and supports amenities that entice people to visit.

Lubbe (2003:144) indicates that a destination consists of aspects, and identified these

aspects as follow.

241 ASPECTS OF A DESTINATION
The aspects of a destination are summarised as follows:

> A destination is a geographical area that includes tourism organisations and
operations; therefore it is a single entity.

> A destination that is due to visit is an intangible socio-cultural entity because
of its history, culture and people and geographical location.

> The image of a destination is very important and is a mental picture formed by
current and potential tourists.

> A destination is affected by current and past situations.

> Other events surrounding the particular destination affect that particular
destination.
> No single index exists for categorising a destination as being expensive or

cheap but the exchange rates are commonly used for this purpose.
> A destination can incorporate several destinations or locations within itself.

Based on most of the above, the Kruger National Park can be classified as a tourist
destination. The Kruger National Park consists of a supply and demand side. Supply
indicates what is on offer inside the park whereas demand indicates what visitors want.
To market itself effectively as a destination, its marketers need to know their target
market and understand what to offer visitors. This is known as the destination mix.
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2.4.2 DESTINATION MIX
According to Keyser (2002:168), tourism exists because of destinations and therefore
draws people by means of its images and positive perceptions. This concept is

illustrated in Figure 2.4.

DEMAND
Image
DESTINATION
TRAVEL
Supply / product
Attractions Facilities
and and
Resources Services

FIGURE 2.4: The Destination Mix

SOURCE:  Keyser (2002:168)

Lubbe (2003:4), Keyser (2002:23), inskeep (1991:22) and Cooper, Fletcher, Gilbert
&Wanhill (1998:4) identified the following as components of the destination mix:

> The market
The market may consist of domestic or international tourists. This part of the
system emphasises the need to understand tourist behaviour, which may be
socially and culturally constrained. The market of the Kruger National Park
consists of a combination of domestic and international tourists as indicated in

chapter 4.
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Travel

Travel refers to travel segments, the flow of tourists, their characteristics,
existing trends and forecasts for the future. Travel to the Kruger National Park
can be achieved by using various forms of transport ranging from air to land
transport. Lubbe (2003:7) remarks that travel also influences the development
of tourism by firstly providing access to and exit from the destination and,
secondly, providing mobility within the destination. In the case of the Kruger
National Park, access to and from the park may inciude iand and air transport
and mobility within the park is limited to private/ rented vehicles, guided walks
and vehicles designed for game viewing.

Marketing

Marketing consists of destination marketing to current and potential visitors
through a variety of distribution channels, implementing the marketing plan
and making use of appropriate promotional tools. According to Seaton and
Bennett (1997:7), marketing ideally means that the habits, tastes and wants
of visitors to the Kruger National Park are satisfied by the variety of offerings
of the destination. It is therefore important to establish visitor profiles on a
regular basis for the Kruger National Park. This can be done through research
that, in tum, can assist in the identification of appropriate promotional tools to
be used currently and in the future.

Destination

This section of the system refers to the mix of offerings and amenities
required by different types of visitors to the Kruger National Park. The role
and responsibility of destination marketers is to expose the product offerings
of a destination to their target market. This involves the management of the
entire marketing process and not only the marketing of the destination.
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For marketing efforts to be successful when marketing the Kruger National Park as a

destination, they must achieve the following six objectives:

2.4.3 OBJECTIVES OF DESTINATION MARKETING

Kerin (2006:158-168) and George (2001:293-294) identified the following objectives as
being linked to the marketing of a destination:

>

Providing information

Information can be provided by employees or printed literature. Information
provided may be suggestions for travel itineraries, accommodation or
products available in the Kruger National Park.

Portraying an image of the destination
The second objective is to match the requirements of the target market with
the image of the destination. The goal is to find a match between the two.

Providing amenities for locals
In order to stimulate domestic income, marketing must promote local
amenities such as restaurants, shops, museums and theatres.

Increasing pride in the destination

Local pride is increased when the local community see that tourists wish to
visit their destination. Proud locals will be more likely to look after their
destination and therefore make tourists feel welcome.

Improving international ties

Political and cultural links can be enhanced by promoting tourism and by
exchanging tourists between countries. South Africa and Mogambique linked
up to form the Great Limpopo Transfrontier Park .
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>

Promoting tourism products
Increased awareness of the tourism products available at the destination

forms the last objective of destination marketing.

To attain the objectives indicated above, the marketers of the Kruger National Park can

make use of a combination of the following marketing technigques.

2.4.4 DESTINATION MARKETING TECHNIQUES
According to Oelkers (2007:100-105) and Lamb (2000:88-105), six marketing
techniques can be used to market a destination such as the Kruger National Park. it is

of great importance to select the correct medium as marketing draws tourists to the

destination. These techniques are summarised as follows:

>

Brochures

Brochures can be used to provide potential visitors with information or for
promotional purposes. Information pertaining to products, accommodation,
maps of the park, climate conditions, activities and safety precautions can be
communicated to potential visitors via brochures. These brochures are also
used by current visitors to the Kruger National Park while they are inside the
park. They are used especially by visitors to guide them safely and with good
timing through the Kruger National Park and even offer basic information on
most animal species found within the park.

Advertisements

The benefits of visiting a destination can be promoted through advertising by
means of videos, posters, billboards and television. Advertisements can also
be printed in newspapers and magazines.

Public relations
Marketing agencies use public relations in a quest to market the destinations
as one of their main activities. Due to the high cost of advertisements,
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journalists are often invited to destinations for them to publish favourable
articles on features of the destination.

Sales promotion
Sales promotions are often done by destination marketing agencies and
include discount booklets or coupons available to potential visitors.

Direct marketing

The internet, with each destination having its own website, is widely used to
promote destinations. The Kruger National Park can be found as a hyperlink
on SANParks official website.

Trade fairs and exhibitions

Trade fairs and exhibitions are commonly used to promote a destination to
the general public and to the travel trade. Exhibitions like Indaba in Durban
are well known in the tourism industry.

A destination can make use of different marketing approaches. George (2001:6)

indicates that the success and development of a destination can occasionally be

measured by the marketing approach used.

2.4.5 APPROACHES TO MARKET A DESTINATION
The marketing approaches can be summarised as follows:

»

The production approach

The production approach (also known as the manufacturing approach) began
in the 1600s and therefore is one of the oldest business philosophies (Van
der Walt et al., 1996:16). According to George (2001:7), the offerings
available at the destination are sold at a low price. The central idea is that
tourists will support tourism offerings because they are affordable and
accessible. This approach if applied to the Kruger National Park would mean
lowering all prices charged at the park and also ensuring easy access to the
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park by road and air. This may assist in formulating an experience (product)
linked to affordability or even value for money.

» The product approach

George (2001:6) points out that the product approach offers quality and
mentions that tourists will prefer offerings because of this. The researcher
further mentions that it is similar to the production approach but not really
concemed with satisfying visitors’ needs. Kerin ef al. (2004:10) and Lancaster
and Reynolds (2002:7) confirmed this by indicating that some destinations
have excellent offerings, but that these may not necessarily be of the type
and design tourists want to buy. Applying this approach to the Kruger National
Park would mean that not all offerings in the park may be what visitors want.
More regular research is therefore needed to establish what visitors want and
adapt what is on offer to maximise the experience (product) of visitors to the
park.

» The selling approach
Destinations that apply this approach believe that tourists will only buy an
offering at the destination if marketers put enough effort into marketing and
selling them (Strydom, 1999:14). This approach follows the “sell, sell, sell”
philosophy (George, 2001:7).

» The marketing approach
Different approaches can be applied, but a marketer who applies the
marketing oriented approach focuses on satisfying tourists’ needs and wants.
According to Lamb et al. (2004:6), this means fulffilling the desires of visitors
to the park by providing a quality offering that represents good value for
money. Lamb et al. (2004:6) further indicate that the tourism and hospitality
marketer tries to establish what tourists like and dislike so that their needs
and wants can be met and, in so doing, achieve effective tourism and
hospitality marketing. George (2001:7) mentions that this ultimately leads to
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increased sales and profits. Lancaster and Reynolds (2002:10) as well as
Burke and Barry (2000:5) indicate that the main difference between
production and marketing orientation is that production oriented destinations
pay little attention to the changing needs of the market but rather focus on
existing products. According to these researchers, a marketing oriented
destination first establishes what prospective tourists will buy before offerings
are produced. Applying this approach to the Kruger National Park would
mean that more research is needed to establish visitors’ wants and needs
when visiting the park.

The societal marketing approach

Y

Being the most recent marketing approach, a destination which uses this
approach operates in an ethically and environmentally liable manner. This
approach considers the long-term good of tourists and the society (George,

2001:7). Figure 2.5 indicates the societal marketing concept.

[ .
Society ]

Tourist Company

L

FIGURE 2.5: The Societal Marketing Concept

SOURCE: Adapted from George (2001:7)

Lubbe (2003:144) builds on George’s concept and identifies the destination approach:

» Destination approach
Lubbe (2003:144) maintains that destinations, and the offerings on sale, are

consumed under the brand name of that destination. The researcher adds
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that a destination is a combination of attractions, accommodation, transport
and ancillary services needed by tourists visiting them and that all affect the

experience (product).

There are three role-players, according to Kotler (1999:45), which influence the
marketing of a destination. These are employees, consumers and the destination.

These role-players are summarised in the service marketing triangle as follows:

246 THE SERVICE MARKETING TRIANGLE

Kotler's (1999:45) service marketing triangle (Figure 2.6) revolves around making and
keeping promises to tourists, and suggests that there are three types of marketing that
need to be applied for a destination to succeed. These are intemal, externma! and
interactive marketing.

Destination

External
Marketing

internal
Marketing

Employees Tourist
interactive Marketing
“delivering the promise”

FIGURE 2.6: The Service Marketing Triangle
SOURCE: Adapted from Kotler (1999:45)

According to George (2001:26), the left amm of the triangle suggests that employees are
treated the same as tourists to successfully deliver the destination promises to visitors.

The researcher refers to this as intemal marketing. George further mentions that, for
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these promises to be honoured, employees must be recruited, trained and rewarded for

good service offered.

The extemal marketing activities are indicated by the right arm of the triangle. These
activities elevate tourist expectations and promise to meet them. Besides the
destination’s employees and physical evidence, traditional elements of marketing, such
as advertising and promotions, are inciuded here.

The actual service delivery is presented at the base of the triangle and is known as
interactive marketing. This means that the destination’s employees interact directly with
tourists here and this is where promises are honoured. Successful destination
marketing depends on all three sides of the triangle and can be influenced by the
following issues that relate to a destination:

2.4.7 ISSUES INFLUENCING THE MARKETING OF A DESTINATION
Kotler (1999:279) identified the following five destination issues that can be applied to
the Kruger National Park as a destination:

> Tourists’ interaction with the delivery process
Tourists’ interaction with the offering consists of three involvement stages:
joining, consumption and detachment (Kotler, 1999:279). George (2001:171-
172) summarises these phases as follows:

In the joining phase, the task of marketers is to make it easy for the tounsts to
learn about the Kruger National Park, as they try to find information about the
destination. It is important that all staff should be trained to deal with enquiries
and that any printed material that is used should be clear, available and
appropriate to the Kruger National Park.

During the second phase, consumption of the destination takes place, for
example when a tourist visits the Kruger National Park. Marketers need to
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understand how tourists interact with the physical destination, staff and other
visitors, which all become part of the product presented to the tourist.

During the third phase, detachment, tourists have consumed the destination
and then depart. When tourists have left the Kruger National Park, they might
still require some assistance from the park with regard to finding
accommodation at onward destinations. Detachment is complete only when
all the tourists’ needs have been taken care of and they physically leave the
park gates.

Tourists’ interaction with other visitors at the destination

Tourism and hospitality destinations do not only consist of their physical
aspects, such as transport and accommodation — the tourist also forms part of
the offering. Tourism and hospitality destinations need to manage the
interactions of tourists to ensure that they do not negatively affect each
other's experiences. A person visiting the Kruger National Park does not wish
to be disturbed by loud music from other vehicles as they would rather hear
the sounds of the animals. Therefore no loud music is permitted in the Kruger
National Park.

Tourist participation

By involving the tourist in the service delivery process, the marketer can
increase capacity by improving visitor satisfaction and reducing staffing cost.
The Kruger National Park can, for example, have self-service restaurants
where visitors can help themselves to different foods and only pay at a central
point.

Accessibility of destination
According to Kotler (1999:277), target tourists influence how destinations
position themselves. Most tourists visiting the Kruger National Park use some
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kind of road transport and therefore all rest camps must be accessible by
road.

> Atmosphere at the destination
Atmosphere is a critical element in service delivery and can be the tourist’s
reason for choosing to visit that destination (Kotler, 1999:277). The
researcher mentions that exterior identity or character must be inviting to
potential visitors. In keeping with the above, the Kruger National Park exterior
must therefore indicate what to expect inside the park, including service, and
must be inviting and unique.

Lubbe (2003:153) points out that all tourism destinations and tourism offerings, from
birth to death, pass through life stages known as the tourism product life cycle.

2.4.8 THE TOURISM DESTINATION LIFE CYCLE

According to Lancaster and Reynolds (2002:181) and Strydom (1999:140), a
destination passes through a number of stages during its existence (Figure 2.7).
Strydom (1999:140) indicates that a number of things can happen once a destination
has been launched into the market. It may be an instant success, meaning sales
growing rapidly, but it can also decline again as new opposing destinations or revitalised
old destinations start competing strongly with it. The destination may also be moderately
successful and continue to be profitable for a number of years. The last possibility may
be that the destination fails completely. Strydom (1999:141-143) and Irons (1996:127)
identify the stages of the product life cycle; introduction, growth, maturity, decline and
revival. According to them, the aim of all destinations is to avoid the decline stage and
remain in the maturity stage for as long as possible. A destination can also introduce
new services and therefore revive itself.
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Revitalisation

Reinforcement
Harvesting

Establishment Revival

Introduction Growth Maturity Decline Revival

FIGURE 2.7: The tourism destination life cycle
SOURCE: Adapted from Strydom (1999:141)
The figure above shows five stages and Lancaster and Reynolds (2002:181) explain

them as follows;

> Introduction stage
This relates to the pericd when a new destination is launched into the market.
The researchers mention that its duration depends on the market penetration
of the destination and ends when a high awareness of the destination is

achieved. it will then move into the next stage known as the growth stage.

> Growth stage
According to the researchers, there is still high promotional expenditure to
gain market share during this stage. They also mention that brand promotion
has taken over from destination awareness and that distribution is important
to establish dealerships and distributive outlet agreements. This stage ends
as the destination becomes a brand leader and starts moving into the maturity

stage.
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> Maturity stage

According to the researchers, much marketing activity is devoted to this stage
as it is characterised by many destinations competing with one another. The
Kruger National Park may currently be operating in this stage because it is
competing with the other national parks and even private game reserves in
South Africa. The researchers indicate that the following are characteristic of
this stage: sales continue to grow, attempts are made to differentiate products
in an effort to retain market share, prices are cut, brand and inventory
validation takes place among retailers and distributors and marginal
destinations are leaving due to severe competition and price cuts. This then
leads to the decline stage.

> Decline stage
According to the researchers, consistent dropping of sales signifies this stage.
They indicate the following characteristics associated with decline: continuous
dropping of sales, escalation of price cutting and destinations abandoning the
market.

> Revival stage

There are many different ways in which a destination can rejuvenate itself and
the method chosen will depend on the reason for the destination’s initial
decline. If the decline occurred through the introduction of a new competitive
destination, the destination may choose to add similar benefits or add new but
different benefits. Lowering prices might also be chosen as an option. More
money could be spent on advertising and more emphasis placed on
promoting the destination and its offerings.

According to Lubbe (2003:145), market failure occurs frequently in the tourism industry.
Lubbe also mentions that promotion is then identified by these struggling destinations
as important. Necessary funds are then spent on destination promotion and, in return,
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an increase in demand is anticipated due to the improved destination image. It is
therefore important to discuss how destination image is formed.

A destination image, according to Lubbe (2003:145), indicates the total beliefs, attitudes
and impressions tourists have concerning a destination. The researcher aiso mentions
that this image is a critical success factor to marketing that specific destination. Lubbe
(2003:145) lastly mentions that these images are formed and assisted by brands.
Therefore, aspects related to brands and branding of the Kruger National Park are
discussed in more detail in Chapter 3.

2.4.9 DESTINATION IMAGE

George (2001:299) indicates that destination images are formed by visitors using
different sources of information. These sources are grouped together into two main
categories:

> Organic image sources
These sources are beyond the marketer's control and include personal
experience, word-of-mouth, media and education.

> Induced image sources
These are advertising and promotions that are done by destination marketing
agencies on behalf of different offerings at a destination.

One of the key tasks of destination marketers is to develop, maintain or alter the image
of a destination in line with the markets being targeted. This can be achieved, George
(2001:299) says, with the help of destination branding.

2.4.10 DESTINATION BRANDING

According to Bergvall (2007) branding is more than a logo; it is the memory of
everything a person remembers about a company through the use of its products or
services and their interaction with advertising and other users. “Branding is a person’s
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collected experiences of a company, product or service with a certain name” (Bergvall
2007).

Haig (2007) indicated that humans, like animals, want to differentiate themselves from
others. Animals like the peacock have beautiful feathers to help them differentiate
themselves from other peacocks and also to attract peahens. Haig mentioned that
humans do not have fancy feathers to set them apart and therefore they use brands.

Aaker (2002:40) and Balmer (b) (2001:28) indicate that branding is one of the most
commonly used marketing tools that indicates to potential customers what to expect.
Branding related to the Kruger National Park is discussed in Chapter 3.

2.5 CONCLUSION

This chapter focused on unleashing some of the important aspects related to the act of
marketing a destination by firstly explaining what marketing is. According to Hingston
(2001) and other researchers, marketing is about focusing on defining and satisfying
consumer needs as best a destination can to be successful in an ever-changing global
market. Explaining some of the basic aspects related to marketing was done by
clarifying Keyser's (2002) four unique characteristics of tourism products, The
marketing-oriented approach of Lamb ef al. (2004), market segmentation and the
marketing mix related to tourism and hospitality. These aspects all indicate that the
Kruger National Park, as a destination, must stay competitive in what it offers visitors.

Once the basic aspects of marketing were clarified, the focus shifted to the marketing of
a destination by defining a destination. Aspects that relate to a destination were
explained and followed by the destination mix. According to Keyser (2002), the
destination mix consists of a market, travel, marketing and the destination itself. Six
objectives of destination marketing were explained, followed by Lamb’s (2000)
marketing techniques and George’s (2001) approaches to marketing a destination.
These approaches, the production, product, selling, marketing and societal marketing
approaches were expanded by adding the destination approach. This approach, says
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Lubbe (2003:144), indicates that a destination comprises attractions, accommodation,
transport and ancillary services that are consumed under the brand name of that
destination. Strategies and the service marketing triangle and its influence on the
marketing of a destination were explained, followed by the unique issues related to
destination marketing. These include tourists’ interaction with the delivery process,
tourists’ interaction with other visitors at the destination, tourist participation and

accessibility and the atmosphere at the destination.

Finally, the tourism destination life cycle with its five stages was explained, followed by
destination image and a description of how it is formed. Lastly, destination branding
related to a destination was introduced and will be discussed in detail in Chapter 3.
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c HAPTER 3

BBRANDING THE TOURISM
DPESTINATION

3.1 INTRODUCTION

Bergvall (2007) points out that it is a complex task for newcomers to “branding” to grasp
what branding is all about. “Thanks to a huge amount of interest in branding during the
1990s, most people have grasped the fact that branding is more than a logo” (Bergvall,
2007). Czinkola and Ronkainen (1991:284—-287) and Balmer & Gray.(2000:256) explain
that brand names are a reflection of the destination. The term brand, according to the
researchers, refers to a name, term, symbol, sign or design used by a destination to
distinguish its offerings from those of other destinations. Brands are one of the most
standard stable items in the product offering; they may allow further standardisation of
other marketing elements such as promotional items. The brand mark may become
invaluable when the product itself cannot be promoted but the symbol can be used. The
term trademark refers to the legally protected part of the brand, indicated by the symbol
(Czinkola & Ronkainen, 1991:284-287). Czinkola and Ronkainen (1991:285) say that
the psychological power of brands is enormous and that brands are powerful marketing
tools. Managing a brand can be an effective tool even if the brand is constructed around
a memory (Bergvall, 2007).

Choosing a brand for a destination is an important promotional consideration because
the brand communicates attributes and meaning to potential visitors (Baimer (b),
2001:1-17). Marketers search for brand names that can communicate destination
concepts and help position the destination in customers’ minds (Belch & Belch,
1998:66). According to Dahringer (1992:357) and Wood (2002:226-230), destinations
should develop brands only after they have considered the costs of developing a brand
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image relative to the benefits. Dahringer (1992:357) implies that when a destination
decides to develop a brand, the brand name and image become parnt of the total
experience. By providing status, a brand name can even command a price premium,

thus helping to insulate the marketer against low-priced competitors.

In respect of branding strategies, advertising plays an important role in creating and
maintaining brand equity. Brand equity is an intangible asset of added value that results
from a positive image, impressions of differentiation, and/or the strength of consumer
attachment to a destination. Brand equity also allows a brand to generate higher sales
volume. This can then be used by the destination as a competitive advantage (Belch &
Belich, 1998:5).

The aim of this chapter is to explain the branding of a tourism destination by highlighting
five aspects: firstly, what branding is; secondly, understanding the basic concepts of
branding; thirdly, the chapter will indicate how brands are created, followed by the
manner in which tourists choose brands by explaining the influence of brand equity on
tourists and how the buyer decision-making process relates to brands. in the final
instance, tools that assist a destination in measuring its brand will be discussed by
explaining three internal measurement tools. Finally, the Brand Dynamic Pyramid will be
discussed, which can further assist a destination in assessing its brand.

1. What is branding? l
2. Basic concepts of branding
3. How brands are created l

4. How tourists choose brands l

5. Measuring brands

FIGURE 3.1: Schematic chapter layout
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3.2 WHAT IS BRANDING?

The first of five aspects to be discussed in an attempt to explain branding of a tourism
destination is clarifying the concept of branding.

According to Bergvall (2007) and Cheverton (2006), branding is more than a logo; it is
the memory of everything a person has experienced of a destination by using its
products or services and his/her interaction with advertising and other users. “Branding
is a person’s collected expeniences of a destination, product or service with a certain
name.” (Bergvall, 2007). It is therefore important from a tourism product perspective as
both service and experience influence the tourism product and ultimately the tourism
satisfaction level.

3.3 UNDERSTANDING THE CONCEPT OF BRANDING

The second aspect of importance when attempting to explain branding of a tourism
destination is that the basic concepts of branding should be understood.

The basic concepts of branding can be understood by explaining the different levels of a
brand, issues influencing brand potential, myths concerning branding, functions of
brands in consumer relationship building, advantages of branding a tourism and
hospitality destination, aspects related to service brands and ways that powerful brands
can beat their competitors.

3.3.1 LEVELS OF A BRAND
According to De Chematony and McDonald (1998:22-23), four levels constitute a
brand:

> Generic level
The generic level is the offerings that meet the visitor's basic needs. This is
the easiest aspect for competitors to copy. Consequently, successful brands
have added values over and above this at the expected level (Irons,
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1996:121). In the case of the Kruger National Park, visitors’ basic needs are
satisfied in that it provides accommodation and game viewing.

Expected level

Within the expected level a specific target market’'s basic needs are satisfied
together with a minimum expectation related to the brand. As more buyers
enter the market and as repeat buying occurs, the brand would evolve
through a better matching of resources to meet tourists’ needs (Jordaan &
Prinsloo, 2001:112). Additional services such as security, medical services
and shopping facilities are provided by the Kruger National Park.

Augmented level

De Chematony and McDonald (1998:23) accentuate the fact that tourists
become more experienced and sophisticated, which means that the brand
would need to be augmented in more refined ways. This is done by adding
values satisfying non-functional (for example emotional) as well as functional
needs (for example that promotions might be directed at the user's peer
group to reinforce his or her social standing through ownership of the brand).
The Wildcard membership was introduced by the Kruger National Park to
reward loyal visitors. This membership provides added value and benefits to
cardholders.

Potential level

De Chernatony and McDonald (1998:23) emphasise that the extent to which
the brand can mature to the potential level is limited only by creativity as
tourists gain even more experience of the brand and develop a tendency to
be more critical of the brand. The Kruger National Park has shifted its brand
to the potential level by developing software that enables visitors to
participate in daily observations of endangered species from the comfort of
their homes. Webcams are used for this purpose.
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After understanding the different levels of a brand, it is important to indicate that the

brand’s potential might be limited by certain influences.

3.3.2

ISSUES INFLUENCING BRAND POTENTIAL

When auditing the factors affecting the future of brands, De Chematony and McDonald
(1998:53-59) identify the following five forces:

>

Destination

It is not unusual for a destination to underutilise its brand assets through its
inability to recognise what is occurring within the destination. This can be
rectified by having realistic, quantified objectives for each of the brands.
Objectives must indicate exactly which target market it refers to, be specific
and indicate which resources must be used to achieve its full potential.

Distributors

The brand strategy of the destination cannot be formulated without concern
for the distributor. Both destination and distributor rely on each other for their
success and even in an era of increasing competition there is still recognition
among the destination and distributors that long-term brand profitability
evolves through mutual support.

Tourists

Tourists see buying as a process of problem solving. They become aware of
a need, seek information that will satisfy their needs, evaluate the information
obtained and then make a decision that will best suit their needs. The visitor's
charactenistics and experience with the brand influence the extent of this
buying process. De Chernatony and McDonald (1998:53-59) indicate that
visitors to the Kruger National Park have to make a brand selection from
various possibilities and that marketers therefore need to identify all
individuals and position the brand in such a way that it appeals to both users
and purchasers.
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Competitors

Brands are rarely chosen without being compared against others. Brand
owners try to benchmark themselves against competition but often misjudge
their key competitors. Managers should conduct interviews with current and
potential visitors rather than collect useless and misleading data. Once
marketers have selected the critical competitors, they then need to assess the
objectives and strategies of these competitors as well as fully understand
their brand positioning. 1t is also essential not to be restricted to a
conservative, defensive position but rather to gather enough information to
anticipate competitive response and be able to continuously update the
strategy to enable one to protect the destination’s brand. The Kruger National
Park’'s direct competitors can be classified as all other national and even
private parks within South Africa.

The marketing environment

Brand strategists need to scan their marketing environment continually to
identify future opportunities and threats. This can be done by using a SWOT
analysis (George, 2001:61). This involves analysing all strengths and
weaknesses related to the destination as well as the external opportunities
and threats faced by such a destination.

Alexander (1996:1) maintains that there are many myths and misgivings related to

branding. These often confuse people who seek the true meaning and essence of

branding.

3.3.3 MYTHS PERTAINING TO BRANDING
Alexander (1996:1-20) summarised the following ten myths pertaining to

branding:

Myth 1: The modern concept of a brand is difficult to describe
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Myth 2:

Myth 3:

Myth 4:

Myth 5:

Myth 6:

A product is a physical entity made in a factory, while a brand is a psychological
entity made in the minds of consumers. A brand is a mixture of tangible and
intangible attributes symbolised by a trademark and has a powerful influence

on consumers if carefully managed.

The concept of a brand is relatively recent

When thinking of brands such as Coca-Cola, which dates back to 1885 and
Castle that are over 100 years old, it is easy to recognise how many top brands
of half a century ago remain today’s brand leaders. The Kruger National Park
celebrated its 110 year birthday in 2008. The kudu logo, used as SANParks
brand, first appeared in 1955 and is therefore celebrating its 63 birthday in
2008.

Brands are the exclusive domain of products and services in the mature
phase
Today, practically anything has the potential of being branded.

Scientific analysis of brands is still in its infancy
The true picture of a brand can be best seen by analysing past marketing,
financial and legal standpoints related to that brand or destination.

Brands represent a small fraction of a company’s assets

This was certainly true in the past, but over the best part of a decade in the
eighties this all changed to the point that it was estimated that around 60-70%
of the London Stock Exchange was goodwill and that a very high portion of this
percentage was brand value. Trump University (2007) also emphasises this in
its Ten Commandments that will be discussed later in this chapter.

Brands have life cycles
In practical terms, most brands need to have no life cycle at all, but to survive,
brands have to be nurtured and invested in.
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Myth 7: Brand valuation cannot be included in the balance sheet
Not in South Africa perhaps, but over a decade ago in the United Kingdom this
was already happening. In 1984 Rupert Murdoch used the valuation of acquired

brands in the News Group’s annual report.

Myth 8: Brand valuation is only for balance sheet purposes
Balance sheet valuation is one of many reasons for valuing brands. For
investor purposes alone, the idea of the value of the individual brands that are
owned by a group can give an indication of the rating that specific groups
should enjoy.

Myth 9: The accounting world knows how to value brands
When it comes to intangible elements such as brands, there is great unease
and considerable diversity of opinion. Accountants are best at valuing tangible
elements.

Myth 10:The more invested in a brand, the more valuable it becomes
Sadly, there is no connection between investment and resulting value. Methods
of valuing brands that are income based include Royal-relief and Discounted

cash flow methods.

Due to the above-mentioned myths, Jordaan and Prinsloo (2001:142-143) indicate that
brands have several functions to stabilise the relationship between a destination and the
tourists.

3.3.4 FUNCTIONS OF BRANDS IN TOURIST RELATIONSHIP BUILDING
Jordaan and Prinsloo (2001:142-143) identified the following functions:

» Communication function
A brand is used to communicate and emphasise what the destination offers
by concentrating on one or two aspects of the destination.
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Reduction function

In an attempt to reduce search costs and minimise the risk of buying an
ineffective service or visiting unknown destinations, tourists use brands.
Brands provide evidence of consistent service standards to tourists.

Facilitation function

Brands assist in facilitating new service introductions, promotions,
segmentation and pricing. To tourists, a well-known brand diminishes the risk
associated with that destination and this, in tum, makes it easier for the
destination to introduce new offerings.

Differentiation function
Similar destinations can be differentiated by using different brands, which
assist tourists in decision making.

Expressive or social-adaptive function

A particular lifestyle or status is expressed by tourists when using a specific
brand. These brands are used by tourists to identify themselves with sub-
groups within their society.

Security function

Emotional factors can play a decisive role in the tourist buying process.
Therefore, brand names play an important role. These brand names provide
trust and security to tourists concerning the quality of the destination they
wish to visit.

Associative function

Associations in the tourists’ minds are a combination of various signals or
symbols attached to the brand. To a tourist, these associations can be either
positive or negative.
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> Economic function

The decision-making process is much easier and faster if tourists are familiar
with the brand they are using. This is because tourists do not need to asses

alternatives time and again before buying.

Besides the above-mentioned functions of branding, branding a tourism destination can

also hold various advantages.

3.3.5 ADVANTAGES OF BRANDING A TOURISM DESTINATION
According to Payne, Christopher, Clark & Peck (1998:185-190) and Cooke (1996:101),
the following are advantages of branding in the tourism and hospitality industry:

>

If the destination has a brand name, it is more recognisable to tourists and can
assist in encouraging repeat business. A brand aiso cuts across countries, class
and cultural backgrounds.

Due to the intangible nature of tourism and hospitality destinations, branding
provides a significant way of achieving differentiation by giving the destination the
ability to distinguish itself from other destinations.

Brands encourage tourists to purchase/visit particular destinations because they
provide the benefits that the tourists are looking for. These benefits may vary from
safety to status and self-esteem.

Branding can be used to sell a line of products. The Kruger National Park is using
the Kudu Logo to sell various products and services related to the park (see

annexure E).

The value of established brand names is closely related to perceptions of quality

and consistent quality standards.
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> Large hotel compariies that have a wide range of properties can target a defined

market segment by grouping the various hotels together and selling them to tourists

under various brand names.

> lrons (1996:133) mentions that the tourism industry consists mostly of services

rendered to tourists; therefore more clarity on service brands is indicated.

3.3.6

ASPECTS RELATED TO SERVICE BRANDS

A service, according to Jordaan and Prinsloo (2001:35) and McDonald, De Chematony

& Harris (2001:335), is anything offered to tourists within the destination based on their

needs, and may be tangible or intangible. The services offered may differ in degree of

tangibility and people highly influence the delivery of these services.

3.3.6.1

The importance of services
According to De Chematony and McDonald (1998:199-205), the services
sector has become a dominant force in the economy of a destination and has
created new job opportunities.

De Chernatony and McDonald (1998:199-205) add that the services sector
has not only spurred economic growth, but has also challenged the traditional
approach to doing business by creating innovative service solutions. One
such solution is service blueprinting. It involves information on flow, stock,
cost and bottlenecks within the delivery process (Jordaan & Prinsloo,
2001:202). Martin (2002:3) adds that new standards of service quality have
been set where competitors failed to please the demanding tourists.

The success of service organisations within the destination has been
stimulated by dramatic global tourism trends (De Chernatony & McDonald,
1998:200). These authors added that technology, especially
telecommunications, has enabled destinations to establish service brands by
innovating the way they do business with their target consumers.
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3.3.6.2

In conclusion, De Chernatony and McDonald (1998:205) mention that
franchise agreements and the removal of trade barriers has allowed many
services to profit from increased globalisation. These researchers indicated
that service providers such as airlines, hotel chains and car rental firms are
able to deliver their services internationally through distribution systems
owned by local investors. Destinations like the Kruger National Park that
decide to go global with their brand should be aware of possible cultural
differences. Neglecting cultural issues can have disastrous consequences for
a destination (De Chernatony & McDonald, 1998:199-205).

Understanding the importance of service branding makes it easy to realise
that unique challenges exist associated with service branding. These will now
be explained.

The challenges of service branding

According to Irons (1996:132-135), tourists have become comfortable with
switching back and forth between well-known brands. This has increased the
importance and the need for branding. Adding the intangibility of a service

further increases the need for branding.

Irons (1996:132-135) adds that the key to a true brand is consistency but that,
in the case of a service, it can create a problem. This is attributed to it not
being easy to specify the delivery of the service, although the core offering is
easy to describe. This means that no matter what the brand is, the delivery
process remains the same (Bambet & Wehrli, 2005:132-141).

Being an integral part of the offering and reflecting the values the target
market is looking for gives the brand a true meaning. According to Irons
(1996:132-135), the Kruger National Park brand can assist in developing the
real value of a service through:
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» indicating in a clear manner the service that is offered

» protecting the service from competitors by becoming a legal trademark

> certifying quality or consistency to the tourists before buying and also
assisting the choice of purchase

» creating a character for the service that tourists can identify with

One of the most problematic aspects associated with service brands is that
tourists have to deal with intangible offerings (Boyed et al. (1994:9-15);
therefore an explanation of how to make an intangible service tangible is

necessary.

3.3.6.3 Branding to make tangible the intangible

Annexure E indicates SANParks cumrent branding policies. Beckwith
(2002:10) and Boyed et al (1994:9-15) mention that, to overcome
intangibility, marketers are focusing on the destination as a brand.

According to De Chematony and McDonald (1998:222) and Bhat and Reddy
(1998:32-43), the intangible nature of service brands can resuit in the risk of
their being perceived as commodities. These researchers identified the
following factors that can help a brand such as the Kruger National Park
overcome this problem:

> |t is essential that the Kruger National Park brand have a clear set of
values to help create positive perceptions of that brand among visitors.

» Using as many physical elements that can be associated with the brand as
possible, such as staff uniforms, office décor and the type of music played
to tourists waiting on the telephone are some of the effective ways of
making the Kruger National Park brand tangible.

> Differentiation through package designs. This plays an important role for
branded goods and service brands.
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De Chematony and McDonald (1998:279-280) point out that tourists interpret brands in
different ways and, as a consequence, the emphasis placed on the resources used to

support the brands differ. More clarity is now provided on how powerful brands can beat

competitors.

3.3.7 HOW POWERFUL BRANDS BEAT COMPETITORS
Jordaan and Prinsloo (2001:76) declare that it is all about visitor satisfaction. If the

service succeeds in satisfying visitor needs, they will retum!

3.3.71

Brands as strategic devices

As De Chematony and McDonald (1998:279-280) and Lozito (2007) put it,
some destinations believe that brands are primarily differentiating devices
and, as such, they place a great deal of emphasis on finding a prominent
name. Other destinations view brands as being functional devices and
therefore emphasise excellence of performance in their marketing
programmes. Jordaan and Prinsloo (2001:92), as well as De Chernatony and
McDonald (1998:279-280), indicated that research has shown that successful
destinations adopt a holistic perspective by regarding their brands as strategic
devices. This means that these destinations analyse the forces that influence
the profitability of their brand, identify the brand’s unique advantages and
develop strategies to defend this position against competitors. By adopting
this holistic perspective, the marketer employs all the destination’s resources
to sustain the brand’s advantage over its competitors.

The strategist subscribing to this holistic view of branding recognises that the
key to success lies in finding a competitive advantage that other destinations
find difficult to copy (De Chernatony & McDonald, 1998:281; Payne ef al.
1998:185-190). Some suggestions on how to achieve a competitive
advantage are therefore made.
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3.3.7.2

Sustaining a brand’s competitive advantage

The challenge facing the destination marketer, according to De Chernatony
and McDonald (1998:301-302), is how to sustain a brand’s competitive
advantage. This is a particularly difficult problem if the services sector is
involved at the destination, since competitive responses can very quickly
appear. According to Nilson (1998:221-224), managing a brand can assist in
keeping its competitive advantage and how this can be achieved, which is
summarised as follows:

» The management of a brand is an activity which is of fundamental

importance to a destination’s survival and prosperity. The marketing
department of most destinations is responsible for managing the brand
and its competitive advantage. It is important to remember that top
management must also be part of this because the brand influences the
destination’s reputation, and reputation is the responsibility of top
management.

The importance of continuity is the second reason why top management
must be heavily involved in brand management. Nilson (1998:222) points
out that CEQO’s of destinations, on average, are employed twice as long at
the destination as marketers; therefore their involvement is good insurance
for consistency.

All parts of an organisation have the responsibility to guard, promote and
build the brand. In order to do this, everyone at the destination must be
aware of and understand the core of the brand position. In the service
industry this internal marketing is as important as external marketing.
Lastly, Nilson (1998:221-224) indicates that monitoring systems must be
established to assist in the management of the brand. It is essential that
each brand should have its own set of key brand indicators and that
monitoring the brand must concentrate on these indicators. A simple,
accurate and relevant monitoring system must be used for the
management of service brands. Three measurement tools that can assist
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3.3.7.3

in monitoring the Kruger National Park brand internally are discussed in
detall later in this chapter.

To sustain successful brands it is important to know what characterises
winning brands.

Characterising winning brands

The core of a successful brand is that it offers benefits to tourists in a way that
other brands are unable to meet (Kay, 2006:744). These benefits are
summarised by Kim and Maubome (2000:129-138) and De Chernatony and
McDonald (1998:308-311) as follows:

> Profitable brands are leaders in their field.

» Profitable brands are committed to high quality of service.

» Profitable brands capitalise on the environment in which they function.

» Memorable brands are winners.

In order to develop winning brands it is important to understand how brands are

created.

3.4 CREATING BRANDS

According to Duncan (2002:132), Pauvit (2000:165) and Jobber (2001:231), a new
brand can be created by augmenting a core destination. This is done by distinguishing

the brand values of that destination from those of competitors (Figure 3.2).
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FIGURE 3.2: Creating a Brand
SOURCE: Jobber (2001:232)
In order to understand brand value, it is important to note the difference between
features and benefits. Keller (2003:55) and Jobber (2001:231) mention that a feature is
an aspect of a brand that may or may not present a benefit to the tourists. The Kruger

National Park may, for example, add extractor fans (feature) to all built accommodation
which would aliow smokers to smoke freely inside the accommodation units. This new
feature benefits smokers but holds no benefits for non-smokers simply because they will
not be using it. Factors such as the brand name, delivery process followed, services
offered, guarantees linked to the product, packaging used and quality or design
changes are changed to develop a new brand. This new brand might have features and
benefits different from those of competitors and which might better suit the needs of

targeted tourists.

According to Trump University (2007), a destination’s brand is the single most valuable

asset to it and indicates to the rest of the world what the destination stands for. Ten
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Commandments to develop, manage and tum one’s brand into a profit were identified

by Trump University and are summarised below:

3.5

THE TEN COMMANDMENTS OF BRANDING

The following Ten Commandments (Trump, 2007) can serve as guidelines for the

Kruger National Park’s brand:

>

Establish a clear brand position

This is a statement that communicates in a clear and unmistakable way what
the destination stands for and what it offers. This can be achieved by focusing
on only one or two benefits of the brand and by avoiding vagueness on what
the brand offers to potential visitors. In the case of the Kruger National Park
brand, focus seems be on conservation as an animal (Kudu) is used for the
logo.

Build the brand on an emotional benefit

There are two reasons why a destination must build its brand on emotional
benefits: It is difficult to copy emotional benefits and tourists’ behaviour is
more affected by emotional benefits. These emotional benefits are difficult to
build and pose a great challenge to any destination. What must be kept in
mind is that a brand is a promise and that it must deliver what it has promised
to tourists so that trust can be built in that destination. The Kruger brand
seems to promise conservation and conservation is the core and the reason
for the establishment of the Kruger National Park back in 1926.

Build the brand as early as possible

The position the destination wants to take might be lost to another competitor
if the destination does not build on its brand as soon as possible. There are
two issues to remember: firstly, that the destination must be ready from the
word go, as tourists create images of the destination almost immediately and,
secondly, that competitors are fast followers and may steal loyal tourists from
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the destination if the brand was not established early. The Kruger National
Park succeeded in this as it established its Kudu brand in 1955.

Be consistent over time and across markets

Consistency over time and across markets develops brand associations. This
means that the destination must go in the same direction as its brand, even if
there are challenges to overcome or changes are required by the market. The
Kruger National Park has been established to promote conservation and has
consistently developed around conservation for the past 110 years. It has
successfully adapted to visitor changes, but has kept its focus on

conservation.

Make sure all employees know your brand position

All touch-points in the destination must reflect and embody the brand. The
content of the brand must be communicated over and over again in order for
tourists to remember the brand. The Kruger National Park makes use of the
Kudu logo on all employees’ uniforms, business cards, ambiance, signage,
stationery, bulletin boards, brochures, vehicles and websites.

Make sure all products and services embody the brand

The destination will have no credibility and will quickly fail if the brand does
not embody the destination and what it offers. The destination must live up to
the brand position as tourists are counting on it. The Kruger National Park is
all about conservation and therefore an animal is incorporated into its brand.

Make sure the target market knows the destination’s brand position

A brand will be useless if tourists do not know the brand and what it offers.
This can be achieved by reminding tourists over and over again about what
the destination brand is and such reminders should extend across all aspects
of external communications. The Kudo logo is displayed in all forms of
external communication to tourists.
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Do not dilute the brand

This means that the destination should not keep extending and adding to the
brand indefinitely, as this may harm the brand. Never extend the brand to
other products if the tourists do not want it, seeing that they are the guide to
successful branding. This means that the Kudu logo should not be extended
to any other offerings outside the Kruger National Park, for example
distributors also using the logo.

Always monitor the brand

This simply means asking consumers regularly what they think of the brand.
Ways to obtain this feedback include hot-cold testing, consumer surveys and
focus groups. A customer survey was used for the Kruger National Park. The
information obtained from this survey can assist the Kruger National Park
brand in rejuvenating itself if needed and will help to keep the brand at the top
of a very competitive market.

Maintain the brand as the destination’s most valuable asset
This can be done by using all the aforementioned commandments to maintain
the brand and improve its chances of success.

Tourists are the ones who choose and use brands. The next section of the chapter will

therefore deal with aspects related to how they go about choosing a brand.

3.6

HOW TOURISTS CHOOSE BRANDS

Marketers need to understand what motivates tourists to purchase brands and also

need to know the process they go through when deciding to buy (George, 2001:131).

How brand equity influences tourists, the buying decision process and factors

influencing brand selection are subsequently discussed.
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3.6.1 HOW BRAND EQUITY INFLUENCES TOURISTS

According to Kerin et al. (2004:245) and Kapferer (1997:120), brand eguity is something
that takes time to form and must be carefully crafted and nurtured. This is achieved by
creating strong, positive and distinctive associations and experiences with the brand.
What tourists have heard, seen, felt and learned about the brand over time forms the
brand equity in their minds (Bermry, 2002:128). Figure 3.3 indicates how brand equity is
formed in four steps.

Step: 4
Relationships =
What about you?

Step: 3 ; o
Positive
Response = ; | i
What about e
Ve reactions

T

Intense, active
loyalty

; Strong,
M?a?ﬁr'\g 3 favourabie and
What are you? Hricpe Biand

associations

L)

FIGURE 3.3: Customer based brand equity pyramid
SOURCE: Kerin et al. (2004:245)

The first step, according to Kerin et al. (2004:245-246), Mackay (2004:210-221) and
Krishnan and Hartline (2001:328-342), is to give the brand an identity by developing a
positive brand awareness and association in tourists’ minds. This is done by focusing on
a need (why the brand is important). When the Kruger National Park brand was

developed in 1955, the focus was on conservation.
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In the second step, the brand’s meaning must be established in tourists’ minds. This is
established through the brand performances over a given time which in turn also
influence the image (brand imagery) that tourist associate the brand with. Over the past
110 years, the Kruger National Park brand has been established in tourists’ minds by
various extemal communication methods and always focused on its core, which is

conservation.

In the third step, proper response to the brand identity and meaning from tourists must
be developed. This is done by focusing on tourists and how they think and feel about
the brand. Thinking focuses on a brand’'s perceived quality, credibility and superiority
relative to other brands, while feeling relates to tourists’ emotional reaction. Both of
these aspects have been tested in this study by making use of questionnaires (see
chapter 4).

An active loyal relationship between tourists and the brand is the final and most
difficult step. This is characterised by a deep psychological bond between the tourist
and the brand and the tourist’s personal identification with the brand. At this stage, the

brand is used by tourists to distinguish themselves from other tourists.

The second aspect that calls for explanation is how the tourists decide on a specific
brand.

3.6.2 BRANDS AND THE BUYER DECISION-MAKING PROCESS
Many theories exist conceming the way tourists buy brands. Kotler et af. (1998:201)
identify the following process (Figure 3.4)
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FIGURE 3.4: Buyer decision process
SOURCE:  Kotler et al. (1998:201)
De Chematony and McDonald (1998:67-76) explain this process linked to branding as

follows:

The decision-making process begins when tourists become aware of a problem or

need; therefore recognise the need.

The information search would start in the tourists’ own memories, and evaluating the
available brands will continue if they feel confident that they already have sufficient
information about the brands. Highly involved tourists will start leaming how to interpret
the information as they continue to obtain more information and it would then help them
to evaluate competing brands. External sources such as brochures can also be used in

this evaluation process.

Purchasing the brand would then take place. Satisfaction with different aspects of the
brand will strengthen the tourists’ positive beliefs and attitudes conceming the brand,
and they would be proud of their purchase and praise its attributes among their peer
group. They would look favourably at the destination’s brand in any future purchase if a

high level of satisfaction was experienced.
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According to Van der Walt et al. (1996:222) and Pritchard and Morgan (1998:220),
brand selection is often influenced by the different phases in brand acquaintance and

acceptance. It is therefore important to understand brand selection.

3.6.3 FACTORS INFLUENCING BRAND SELECTION

The different phases are displayed in Figure 3.5.

FIGURE 3.5: Phases in brand acquaintance and acceptance
SOURCE: Van der Walt et al. (1996:222)

Van der Walt et al. (1996:223) and Sheth and Mittal (2004:134) note that the five

phases influencing brand selection and are characterised by the following:

Brand unawareness and insistence represent the two extreme phases of a tourist's
acquaintance with and acceptance of a brand. Brand unawareness indicates that the
tourist views the specific brand as being similar to other products that provide similar
services and therefore does not recognise the specific brand.

Brand recognition indicates that the tourist has seen or heard of the brand before,
understands it and therefore remembers it.

Destination Brairﬁwg: A case study of the Kruger National Park 63



Brand rejection indicates that the brand and what it offers are unacceptable to the
tourist. Brand acceptance occurs as soon as the tourist accepts a specific brand among
similar brands. The brand therefore complies with the tourist’'s minimum expectations.

Acceptance of the brand is soon followed by brand preference. This is often based on
past experiences and the tourist will prefer this brand above those of competitors.

The final phase is brand insistence and is characterised by the refusal of the tourist to
use brands other than the ones he/she knows and prefers. These brands are then

known as speciality brands in the eyes of the tourist.

Measuring and assessing the Kruger National Park brand will help to establish in which
of these phases the brand exists. Measurement can be done intemally or externally. A
combination of both can help to pinpoint the phase in which the Kruger National Park
brand currently exists. This study made use of visitor surveys as an external
measurement tool as the views of visitors are not currently known. The following internal

measurement tools can be used intemally by the Kruger National Park.

3.7 TOOLS TO ASSIST IN MEASURING AND ASSESSING A BRAND
INTERNALLY

The following three intemal measuring tools can be used by destinations to measure
their own brand:

3.7.1 BRAND ASSESSMENT QUESTIONNAIRE (SINGAPORE GOVERNMENT)
Developed by the Singapore International Enterprise (2007) in collaboration with
Enterprise IG (Annexure B), the brand assessment is a diagnostic tool designed for the
business community. It is a straightforward analytical virtual scorecard that can be used
to conduct an internal assessment of a brand to understand current brand position and
possible issues to consider for interational branding success.
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It comprises two sections: Section 1, which poses ten questions that are rated on a
scale of 1 to 10, and Section 2 in which international brand issues can be indicated.

Section 1 consists of ten questions relating to the following aspects:

Brand awareness, brand management, brand strategy, brand investment, brand value,
brand presence, brand process, brand behaviour, brand research and brand
consistency.

Section 2 consists of the following ten frequently encountered issues experienced by
destinations that wish to take their brand internationally. One or more of the following
can be ticked off:

Centralisation versus decentralisation of brand management

Brand pricing and commoditisation

Brand architecture

Brand globalisation versus localisation

Brand positioning

Different legal / regulatory contexts for brands

Cultural translation of brand attributes

Competition with big brands

Naming / renaming of brands

V V.V V V V V V V V

People development of local brand champions

Based on the answers from Sections 1 and 2, a final score out of 100 is allocated.
Result 1:

A score ranging from 1 to 49 indicates that the brand needs help and steps are
recommended to improve each of the ten aspects posed in Section 1.

Result 2:

A score ranging from 50 to 75 indicates that the brand is at full potential but that cutting
comers takes place and that the brand needs preventive health care. Steps are also
recommended on each aspect.

Result 3:
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A score ranging from 75 to 100 indicates that the brand has mastered the basics. Basic
brand health is the only prerequisite for performance internationally, but the brand is
ready to be taken to the international level.

3.7.2 BRAND ASSESSMENT QUESTIONNAIRE (ALL-ABOUT-BRANDING)
All-about-branding (2007) also developed a brand assessment questionnaire (Annexure
C) consisting of thirty questions. The brand is further classified according to the age of
the brand and the size of the organisation. Using a Likert scale to choose between:
don’t know, never or seldom frue; occasionally true; almost always true; and always true
can furnish answers to thirty questions. These questions include aspects such as:

What is important to tourists? How tourists feel about the destination. The effectiveness
of the brand in terms of how it looks and feels to tourists. The attitudes of tourists and
their changing views and needs. The effect of discount prices to attract and keep
tourists. Tourists can state quite clearly and simply what is important to them about the
brand, and why they think it is different. The communication plan and the ways in which
to interact with tourists. Alignment of the organisational structure, operations and culture
with brand values. Induction programme and the role it plays in enhancing
competitiveness. What differentiates the brand from competitors. Employees know what
the brand stands for and what they have to do to deliver on brand promise. The
performance management system of the destination. Communications, marketing,
service delivery, finance and HR functions aligned with brand objectives. Regular
internal communications detailing what the brand is about. Strengthening and protecting
the destination’s brand is a long-term goal. Having a brand management programme in
place that is continually looking for new and more effective ways to protect and enhance
the brand. Branding strategies are proactively driven. All key stakeholders are involved
in the brand creation process. The destination has systems in place for carefully
monitoring the appropriateness, timeliness, integration and consistency of branded
communications. Viewing the brand as far more than just a visual identity and marketing
communications. The brand includes not only core organisation but also partners and
key third party suppliers. The marketing and communications team has an integrated
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understanding of the brand and brand-related activities and issues. Consistency of our
brand is paramount. Reviewing the brand and what it stands for at least once a year.

Based on the answers from all thirty questions, a final score out of 100 is allocated.
Resuit 1:

A score ranging from 1 to 40 indicates that the company understands to a limited extent
that the brand is important. The company is vulnerable to competition because its brand
is not a priority.

Result 2:

A score ranging from 41 to 70 indicates that the brand is on an upward trend and the
company is well placed to continue to grow its importance by incorporating more of the
ideas and practices included in this assessment.

Result 3:

A score of 71 or higher indicates that the brand is inspirational. Staff members have a
full understanding of what it really means to deliver brand promises. Exceptional
attention to the importance of the brand means that consumers carefully and
consciously choose your brand over those of competitors. Communications are
consistent over time while remaining relevant to various audiences. The brand is
distinctive and memorable (All-About-Branding, 2007).

The Brand Assessment Questionnaire of All-About-Branding is more suitable for the
Kruger National Park, since it measures thirty aspects of the brand compared to the ten
aspects of the Singapore Government Questionnaire. The Singapore Government also
developed their questionnaire for the business community who would like to expand
their brand internationally.

3.7.3 BRAND AUDIT

Full Capacity Marketing (2007) developed the Brand Audit (Annexure D), which is a
quick evaluation instrument that helps to identify potential barriers that may prevent a
destination from receiving funding opportunities, creating high-profile partnerships and
maintaining a positive public image. It also consists of four possible answers: Yes this
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applies to our organisation; This does not currently apply to our organisation but will in
the near future; This occasionally applies to our organisation but it is not fully
implemented; and No this does not apply to our organisation. These questions include
the following aspects:

Using market research to determine what is important and relevant to the public with
respect to the mission. Designing services for customers based on the market research.
The destination created a market segmentation strategy by identifying key customers
and stakeholder groups. The destination conducted a community audit to determine
strategic alignment opportunities for public-private partnerships. The destination
gamered competitive grants with high profile community partners. The destination
developed a proactive plan to engage secondary target audiences to market the
mission. The destination developed a single brand identity and single point of contact
for customers. The destination used customer feedback on a regular basis to improve
services. The destination created a monthly ROl snapshot that includes metrics such as
brand awareness, market penetration, service outcomes, new customers, strategic
partnerships and market position. The destination Customer Contact Teams have been

trained in customer service.

Based on the answers from all ten questions, a final score out of 100 is allocated.

Result 1:

A score ranging from 1 to 49 indicates that a brand makeover is needed and that the
style of communication to consumers is poor.

Result 2:

A score ranging from 50 to 75 indicates that the brand needs a consistent strategy to
make a shift to a more customer-friendly service model.

Result 3:

A score of 75 or higher indicates that the brand is well on its way to becoming relevant
to customer and stakeholder needs.
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The gaps identified through the Brand Audit are addressed by using the Customer-

Centric Roadmap.

STEP: 1 STEP: 2
Market Research Brand
& Strategy Management

STEP: 3
Staff Training &

L Capacity B

FIGURE 3.6: The Customer-Centric Roadmap
SOURCE: Full Capacity Marketing (2007)
Figure3.6 is a simple 3-step process to track and monitor the destination’s market

position. It is based on continuous tourist feedback that will enable the destination to

adapt to changes and remain relevant in the market. The process consists of the

following three steps:

»

Step 1: Market Research and Strategy

This step is about understanding tourists and key stakeholder needs. It uses
objective research and puts it into vital strategic planning.

Step 2: Brand Management

This step is about communicating the value and relevancy of the destination through
a variety of ways which may include special events, public relations, news ariicles
and websites.

Step: 3 Staff Training and Capacity

This is the most important brand touch point for any destination. Employees must be
trained to deliver what was promised through advertising (Full Capacity Marketing,
2007).



Comparing the three measurement tools discussed above, the Kruger National Park
can gain valuable brand-related information by using the brand questionnaire developed
by All-About-Branding. The Brand Audit designed by Full Capacity Marketing can then
be used to help the Kruger National Park in identifying brand-related gaps. These gaps
can be addressed by using the Customer-Centric Roadmap shown above.

3.8 CRITERIA TO ASSESS THE STRENGTH OF A BRAND

De Chematony and McDonald (1998:402) mention that Millward Brown intemational
has devised a helpful diagnostic tool which enables managers to understand the basis
of their brand's equity compared to that of competing brands. They developed a Brand
Dynamics Pyramid model (Figure 3.7).

Nothing else beats it! -

Does it offer
something better
than the others?

Strong relationship/
High share of
category
expenditure

Can it deliver? PERFORMANCE

Does it offer me
something?
Weak

relationship/Low
share of
category

Do | know
about it?

FIGURE 3.7: Brand Dynamics Pyramid
SOURCE: Millward Brown International (2007)
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De Chernatony and McDonald (1998:402) indicated that, for a brand to be considered
by tourists as potentially useful, it must have a presence, both physically in terms of
availability and psychologically in terms of awareness. If these tourists find the promise
inherent in the brand to be relevant to their particular needs, they are expected to
progress to trying the brand for the first time and therefore forming a view about its
performance. The Kruger National Park logo is available on all corresponding material,
brochures, maps and SANParks’ website. The psychological awareness of the Kruger
National Park logo is measured in this study by establishing visitors’ associations with
the logo. De Chematony and McDonald (1998:402) further indicate that tourists are led
to a view concerning the brand’s relative advantages by assessing the brand’s
functional and emotional performance capabilities that relate to competing brands. The
emotional performance of the Kruger National Park logo is tested in this study by asking
visitors to indicate different emotional perceptions on a Likert scale of 1 to 5. De
Chematony and McDonald (1998:402) lastly point out that, if these advantages of the
brand are particularly strong, tourists are likely to continue buying the brand and, over
time, a bonded relationship is formed with that brand.

3.9 CONCLUSION

The aim of this chapter was to explain the branding of a tourism destination by
highlighting five aspects. Firstly, branding was explained by highlighting the fact that
brands are more than logos. According to Bergvall (2007), it is a memory of everything
encountered by consumers at the destination. Haig (2007) adds to the branding concept
by indicating that it is used by humans to distinguish themselves from others. Secondly,
aspects such as the four different levels of a brand, five issues influencing brand
potential, ten myths related to branding, eight functions of brands to help stabilise the
relationship between a destination and consumers, aspects related to service brands,
how powerful brands beat competitors and advantages of branding a tourism
destination were explained to further clarify the concept of branding. Thirdly, the chapter
indicated how brands are created by referring to a model conceptualised by Jobber and
by explaining the Ten Commandments of branding developed by Trump University.
How tourists choose brands was explained by using the Customer-based brand equity
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pyramid of Kerin et al. (2004:245), the buyer decision-making process tourists go
through when buying brands and the five phases that influence brand selection. Lastly,
three different measuring tools were explained, the brand assessment questionnaires
separately developed by the Singapore government and All-About-Branding and the
Brand Audit developed by Full Capacity Marketing. These measurement tools can be
used by destinations to assess their brand internally. The Brand Dynamic Pyramid was
also discussed, which can further assist a destination in assessing its brand.
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anITER 4

SURVEY RESULTS

4.1 INTRODUCTION
The goal of this study was to analyse the Kruger National Park’'s brand by focusing on
the current Kudu logo. The Kruger National Park is ranked as one of the most important
conservation areas in the world and is therefore an intemational icon based on its
wildlife (SANParks, 2007).

Ashworth and Goodall (1991:214) state that, for tourists visiting South Africa, the choice
of a vacation is more important than ever before. They further mention that this is due to
tourists having more experience regarding global destinations they have visited.
Ashworth and Goodall (1991:214) further point out that the days of relaxing and waiting
for tourists to arrive after marketing has been done, are long gone. The reasons are that
there is more intense competition within the tourism industry and that tourist
expectations of the vacation or destination are promoted to attract visitors. Echtner and
Ritchie (1991:5) elaborate on this by indicating that, currently, tourists want to be
inspired by the way a destination is marketed to them.

Primary data was gathered by means of a structured electronic questionnaire (annexure
a) developed by the researcher. A total of 618 valid, structured, self-completion
questionnaires were completed by domestic and international respondents. The
respondents completed the questionnaire without interference from the researcher
(Jennings, 2001:234; Jackson, 2005:170). This uniquely designed electronic
questionnaire captures the data automatically in an excel format as respondents insert
their answers. The researcher sent the questionnaire to SANParks’ marketing
department, who made it available on the SANParks website for a period of one month
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(August 2007). Respondents were able to log on to the website and complete the
questionnaire electronically. Respondents were given equal opportunity and time to
complete and submit the questionnaire. The completed questionnaires were
consolidated by SANParks’ marketing department to protect the confidentiality of the
respondents. The raw data were then returned to the researcher, and were
subsequently processed.

Pre-assigned edge coding of questionnaires made it possible to automatically capture
the raw data into Excel and then import it into SPSS 15.

Code cleaning was done by the researcher to identify data wrongly entered. This was
corrected by revisiting the original questionnaire, seeing that each was numbered (Van
der Walt et al. 1996:156; Cramer, 2003:123). Frequencies, descriptive and inferential
statistics, tables, figures, one-way ANOVAs and factor analyses were drawn from the
SPSS data.

4.2 SOCIO-DEMOGRAPHIC FINDINGS

Socio-Demographic details, according to Holloway (2004:116-117), include aspects
related to the personal classification of respondents like gender, age, language, race,
marital status, education and occupation. They also indicated the origin of the
respondents. This classification is an important foundation from where comparisons can
be drawn between various aspects in this study and to better understand respondents
views about the aspects tested.
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4.2.1 GENDER OF RESPONDENTS

O Domestic
@International

Male Female

FIGURE 4.1: Gender

Male respondents form the majority with 50% domestic and 58% international followed
by female respondents with 50% domestic and 42% intemational. There is thus an
almost even distribution of the 618 respondents. The results are therefore not gender

biased.

4.2.2 AGE GROUP

60%7" |

50%1" N
40%-( :
30%t"
20%4/. ‘ e 25%
10%+" ﬁ- 14%
9% %
O%Jh
16 - 27 28 - 47 48 - 57 58+

EDomestic OInternational

FIGURE 4.2: Age group

According to Figure 4.2, all respondents were born between 1940 and 1992. This
means that their current age is between 16 and 58+ years. The age group 16 to 27
years totalled 16% domestic and 9% intemnational, 28 to 47 years 55% domestic and

52% intemational, 48 to 57 years formed 21% domestic and 25% intemational and age
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58+ totalled only 8% domestic and 13% intemational. The average age of respondents
was 42 years.
4.2.3 HOME LANGUAGE

TABLE 4.1: Home language

Home Language Percentage Home Language Percentage
English 51% French, Siswati, Northem Sotho, 2% in total
Afrikaans 41% Southem Sotho, Flemish,

German 3% Hungarian, Xhosa, Spanish,

Dutch 2% Swedish, Swiss, Zulu

Sepedi 1%

Most respondents’ (92%) home language is either English or Afrikaans. German and
Dutch are spoken by 5% of respondents. The remaining portion of respondents

indicated their home language as per Table 4.1.

4.2.4 RACE OF RESPONDENTS

100%y _95% - ake | O Ay = 3
90%;
80%-
70%1
60%1
50%-
40%1
30%1
20%1
10%]
0%+—

HE Race Total
B Domestic

OlIntemational

Coloured

FIGURE 4.3: Race of respondents

White respondents formed the majority with 95%, followed by Coloured 2%, Asian 2%

and Black 1%. This alsc correlates with Table 4.1 where most respondents indicated

that they speak English or Afrikaans. The high percentage of white respondents may

have been due to the use of only electronic questionnaires on the website and the

accessibility of other groups could have been limited. The high percentage of white
76
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respondents correlates well with studies that were formerly done in the Kruger National
Park.
4.2.5 MARITAL STATUS OF RESPONDENTS

| 2%
Intemational 3%
%
1% B Widowler
1% 4%
Domesti = P% 19% 0 Divorced
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T 570 OLiving together
'50%4"/ @ Not married
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FIGURE 4.4: Marital status of respondents
According to Figure 4.4, 64% of all respondents are married, 21% not married, 10%
living together, 4% divorced and 1% widowed. This indicates that families with or

without children are the primary target market for visiting the Kruger National Park.

4.2.6 COUNTRY OF RESIDENCE OUTSIDE SOUTH AFRICA

International respondents totalled only 11% compared to the 88% domestic

respondents Table 4.2 indicates their country of residence.

TABLE 4.2: Country of residence cutside South Africa

Country Percentage Country Percentage

United Kingdom 23.9% Canada 3.0%

Germany 14.9% Namibia 1.5%

USA 13.4% Sweden 1.5%

Belgium 7.5% Northem Ireland 1.5%

Netherands 7.3% Botswana 1.5%

Australia 6.0% New Zealand o 1.5%

Switzerland 4.5% Hungary 1.5%

United Arab Emirates | 3.0% Mexico 1.5%

Scotland 3.0% France 1.5%
Swaziland 1.5%

The top three countries indicated in Table 4.2 correlate with the July 2007 statistics

released by Statistics South Africa. The top three leading overseas source countries

identified were the United Kingdom, Germany and the USA.
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4.2.7 PROVINCE OF RESIDENCE INSIDE SOUTH AFRICA

50%
45% OGauteng
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35% ONorth West
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259, B KwaZulu-Natal
20% DOEastem Cape
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0% OFree State

5% S Northem Cape

FIGURE 4.5: Province of residence inside South Africa

Gauteng had the majority of domestic respondents, totalling 46%, followed by the
Western Cape with 18%. North West and Mpumalanga both had 10%, KwaZulu-Natal
and Eastemn Cape both had 5%. Limpopo had 3%, Free State 2% and Northem Cape
1%. This correlates well with the provincial statistics on source markets of Mpumalanga
{Van Niekerk, 2006:33).

4.2.8 HIGHEST LEVEL OF EDUCATION

Other
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FIGURE 4.6: Highest level of education

According to Figure 4.6, 72% of respondents had a post matric qualification. This
indicates that the majority of visitors to national parks are well educated academically
speaking and that they are seeking educational material and experience that can teach

them more about nature and its various aspects.
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4.2.9 OCCUPATION OF RESPONDENTS

TABLE 4.3: Occupation of respondents

Occupation Percentage Occupation Percentage
Professional 33.4% Pensioner 2.5%
Management 20.4% Housewife 22%
Administrative 15.0% Mining 1.2%
Self-employed 9.4% Non-profit 0.3%
Technical 6.9% Farmer 0.3%
Student 4.6% Unemployed 0.3%
Sales 3.5%

According to Table 4.3, 69% of respondents work in management, administrative or
professional careers and 9% are self-employed. This correlates with Figure 4.2, which
showed that a total of 756% of respondents were between 28 and 57 years of age,
indicating that they are still working.

4.3 BRAND PERCEPTIONS RELATED TO THE NATIONAL PARKS

According to Lamb ef al. (2004:198) visitors might regard competing services or
products similarly, but often perceive them differently. These impressions and images
that visitors have about a destination serve as a guide and even shape consumer
behaviour. Lamb et al. (2004:199) added that perceptions and image are among the
most powerful tools in attracting visitors if the destination identified the strengths and

weaknesses of their image and took actions to improve it.

4.3.1 WORDS ASSOCIATED WITH SANPARKS

Respondents were asked to write down words that they associate with SANParks. This
was done to establish whether respondents are familiar with SANParks and whether
these respondents were able to recall any marketing aimed at them related to
SANParks. Table 4.4 summarises these associations.
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TABLE 4.4: Words associated with SANParks

Words Percentage
of
respondents
Animals, Elephants, Nature, Wild, Wildermess, Trees, Custos Natura, Bush, 23%
Outdoors, Bushveld, Game, Birds and Big 5
Kruger, Parks, Conservatian, Habitat 17%
Relax, Relaxation, Peace, Camping, De-stress, Rest, Safe 14%
Nature, Environment, Wildlife, Reserve 12%
Amazing, Marveiious, Awesome, Impressive, Wonderful, WOW 4%
Holiday, Vacaticn 4%
Home, Homesick, Place, Soul, Belong 4%
Special moments, Longing, Dream, Memories, Photo, Wish 3%
SANParks, South Africa 3%
Experience, Paradise, Special, Heaven 3%
Atmosphere, Rustic, Smell, Unique, Unspoilt, Freedom, Easy living, Escape 2%
Beauty, Beautiful, Scenery, Serene - - 2%
Enjoyment, Happiness, Lucky, Excitement, Fun, Great 2%
Spaces, Mountain, Open 2%
Good, Well-known, Leaders 2%
Never heard, Availability of accommadation, Nothing 2%
High / expensive fees 1%

Table 4.4 summarises the words associated with SANParks indicated by respondents.
What is interesting is that 17% of respondents associated SANParks with the Kruger
National Park. This may be due to the fact that the Kruger National Park is ranked as
one of the most important conservation areas in the world and is therefore an
intermational icon based on its wildlife (SANParks, 2007).

4.3.2 ASSOCIATION OF KUDU LOGO

According to Grace and O’Cass (2002:96-111) associations are very important
indicators. Respondents were shown the current Kudu logo used by SANParks for
branding purposes and asked to indicate what they associate it with. This was done to
establish whether respondents are familiar with the Kudu loge and whether these

respondents were able to recall any branding aimed at them related to SANParks.

Based on the findings of Table 4.4 and associations with the Kudu logo, a statistical

process conducted by North-West University’s statistical department was foliowed to
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establish how many respondents, when thinking of SANParks, relate it to the Kruger
National Park. These findings indicate that 86% of respondents relate SANParks to the
Kruger National Park. None of the other National Parks were mentioned by

respondents.

4.3.3 ASSOCIATION OF LION LOGO
In an attempt to motivate the idea of separate logos for each of the national parks,
respondents were given the unofficial Lion logo used by The Kruger National Park for

merchandise branding purposes and asked to indicate what they associate it with. Table

4 5 symmarises these associations.

TABLE 4.5: Association of Lion logo
Words Percentage
of
respondents
Lion, Leadership, Predator, Pride, King, Proudly, Royalty, Beast 24%
Private, National park, Reserve, Nature, Africa 22%
Nothing, Can not, Don't, Haven't, Association, Idea, Not familiar, Unknown 14%
Kruger National Park, Skukuza 11%
Wildemess, Wild, Hunting, Bush, Animal, Big 5 9%
Togo 5%
| Cereal, Oats, Maize, Syrup, Chips, Simba, Tiger Brands 4%
Rugby 3% ]
Aggression, Danger, Carefui, Courage 1%
Conservation, Concessions 1%

Matches 1%
' Zoo, Entertainment, Movie 1%
Beer 1%

Gauteng

1%

=

Golf, Sport, Soccer

1%

Holidays

1%

}

Table 4.5 indicates the associations made by respondents when shown the Lion logo.
Only 11% associated the Lion logo with the Kruger National Park. It is clear that the use
of this logo for branding of the Kruger National Park is not successful and that there is
confusion on market segments. if such a logo is to be kept or promoted, more effort
must be made relating to brand establishment. According to Kerin et al. (2004:234), this
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can be done by spending heavily on advertising and other promotional tools to build

awareness about the brand.

4.3.4 PREFERRED NATIONAL PARK

Tourists have a choice between visiting various national parks in South Africa. Each of
these national parks is located in various biomes and therefore have their own
unigueness related to location, fauna and flora. Respondents (domestic and
international) were asked to indicate their preferred national park. The results are

summarised in Table 4.6.

TABLE 4.6: Preferred National Park

Preferred Park Percentage Preferred Park Percentage
Kruger National Park 80.8% Marakele National Park 0.6%
Kgalagadi National Park 8.0% Table Mountain National Park 0.6%
Tsitsikamma National Park 3.0% "Karoo National Park S 06% |
Addo Elephant National Park 2.8% Augrabies National Park 0.4%
West Coast National Park 0.9% Golden Gate National Park 0.4%
Mapungubwe National Park 0.7% Knysna National Park 0.4%
Mountain Zebra National Park \ 0.7% Wildemess Nationai Park 0.2%

According to Table 4.6, the Kruger National Park is the preferred park with 80.8% of
respondents, followed by Kgalagadi National Park (8%) and Tsitsikamma and Addo
National Parks each with 3%. The popularity of the Kruger National Park may be due to
its close proximity to Gauteng as the main domestic market and that it is the most
established park of them all (Figure 4.8).

4.3.5 REASONS FOR PREFERRED NATIONAL PARK
Visitors were also asked to indicate why they prefer to visit the national park which was

indicated by them in Table 4.8. These reasons are summarised in Table 4.7.
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TABLE 4.7: Reasons for preferred National Park

Reason Percentage of
respondents
Been visiting since childhood, Grew up in parks, Visiting for lifetime. 19%
Park described as excellent, brilliant, best, great, fantastic, amazing, 16%
| awesome, fabulous, unique and good
Good accessibility, Park closest to home and convenient to visit 10% )
Animals, Wildlife, Nature 10%
Variety offered by parks 9% 1
Love the park, Favounte place to visit and special times 7%
[ Untamed, Isolated, Remote, Uncrowded and undisturbed 4%
E’_ark indicated as big or largeareas | 3%
Africa, SANParks, Kruger National Park i 3%
| Accommodation, camping 2%
Everything, Wonderful, All in one 2% T
' Climate, Peace and safety 2%
Experiences, Memories 2%
Home, Family 2%
Never been to park 2%
Enjoy visiting, Happiness 1%
Clean, organised and weli managed 1% 7
Addicted, Only holiday 1%
' Beautiful, Tranquil 1%
Rejuvenated, Relaxed, Recharges 1% ]
| Self drive 0.5%
Holiday 0.5%

Atmosphere 0.5%
Accommodation 0.5%

Table 4.7 indicates the reasons why respondents prefer to visit their favourite National

Park. Most respondents (19%) indicated that they have visited the various nationa!
parks since childnood. According to Jobber (2001:235), image of a destination is formed
over a number of years or even through repeat exposure. It is therefore important that
marketing of the national parks must also be targeted at the younger generation as they
are the future loyal visitors of these national parks.
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4.3.6 NATIONAL PARKS PREVIOQUSLY VISITED BY RESPONDENTS

OKruger @ Tankwa Karoo
OWest Coast OGolden Gate

B Augrabies OAddo Elephant
EKnysna OKgalagadi
mWwildemess HdKaroo
DMokala O Bontebok
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DO Tsitsikama

FIGURE 4.7: National Parks previously visited by respondents

According to Figure 4.7, the Kruger National Park is the most visited park totalling 17%.
Tankwa Karoo totalled 11% followed by the West Coast at 9%, Golden Gate (8%),
Augrabies, Addo and Knysna at 7%, Kgalagadi {(6%), Wildemess (5%), Karoo and
Mokala at 4%, Bontebok, Agulhas, Marakele and Mountain Zebra at 3% each,

Camdeboo at 2% and the remaining national parks at 1% or less.

4.3.7 WORDS LINKED TO THE KRUGER NATIONAL PARK

The respondents were asked to write down words that they associate with the Kruger
National Park. These words were grouped together by the researcher according to
similarity of meaning and expressed as a percentage of the total words. Only the top
three words according to their percentage score are indicated in Tabie 4.8.

TABLE 4.8: Top three words describing the Kruger National Park
| Kruger National Park " [ Wonderful, Gem (53%)

\ Africa, Pride (27%)

Overpriced, Crowded (3%)

Other (17%)

Table 4.8 indicates the top three words describing the Kruger National Park. This is

impartant information for the marketing department of the Kruger National Park and for
SANParks as a whole.
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4.3.8 OWN LOGO FOR EACH NATIONAL PARK

OTotal
B Domestic
Olnternational

Yes No

FIGURE 4.8: Own logo for each national park

Figure 4.8 clearly shows that respondents do not want each park to have its own logo.
This may be because 75% of respondents are 28 to 57 years of age (Figure 4.2) and
therefore familiar with the current logo used by all South African National Parks. It may
also be that these respondents have been visiting the national parks since childhood
(Table 4.8) and do not want to encourage changes as they are comfortable with the
current logo. A one-way Anova comparison between Race and Own logo for each park
resulted in White 94%, Coloured 2%, Asian 2% and Black 2% indicating that they do not

want to change the logo.

4.4 MARKETING AND BRANDING SANPARKS
4.4.1 INFORMATION SOURCES USED IN DECISION MAKING

R ———— L= S S T —. r Olinternet
j BMagazine
OBrochures
DMaps
BInformation Centres
OExhibitions
B Newspaper
ORadio
BCD/DVD /Video
BTour Programmes
OTravel Agents
D Talks [ Lectures / Slide Shows
B Tour Operators
B Software Programmes
W Audiotapes

Information Source

FIGURE 4.9: information source used in decision making
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According to Figure 4.9 the Intermet (19%), Magazines (17%), Brochures (13%), Maps
(12%) and Information Centres (7%) are the popular information sources used by
respondents in planning their holidays. This correlates with Figure 4.2 indicating that
75% of respondents are between 28 and 57 years of age and are therefore using the

internet as their main information source.

Other information sources used in holiday planning are summarised in Table 4.9.

TABLE 4.9: Other information sources used in decision making

1

Family and friends Television programmes 1

Own research Word of mouth ‘

4.4.2 BRAND PERCEPTIONS RELATED TO THE KUDU LOGO

Based on the statistics of Table 4.4 and section 4.3.2, 86% of respondents think of the
Kudu logo as the official logo of the Kruger National Park. Therefore it can be assumed
that the brand perceptions tested on the Kudu logo can also be linked to the brand
perceptions of the Kruger National Park.

Twenty four pre-established brand perceptions and ideas were tested, related to the
Kudu logo as a brand. This process was necessary as brand perceptions influence and
shape consumer behaviour. Results of these brand perceptions are summarised in
Table 4.10.
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TABLE 4.10: Total Variance Explained — Brand Perceptions

Rotation Sums |
Extraction Sums of Squared | of Squared
Com- Ini]tial E/:gg_fn va}tées ; | Lo:;difm@ - : Loadings(a) l
nent o O umula- b O umula

i Total | Variance | tive % | Total | Variance | -tive % Total J
1 12158 | 50657 ‘ 50657 | M2:58 50657 | 50657 8.804 |
2 1.553 6.470 | 57127 | 1563 6.470 ' 57.127 : 7.823 |
3 1.343 5.597 62.724 | 1.343 5.597 62.724 9.314
4 914 3.807 | 66.531 | | | ;
5 828 3.449 69.980
6 781 | 3254 | 73234 : 1 : 1 |
7 717 2.988 76.222 |
8 590 l 2.459 l 78681 | | [ | |
9 542 | 2257 | 80938 | | | I |
10 482 | 2009 | 82947 | | | | |
11 446 | 1857 | 84804 | | | ‘
12 395 | 1645 | 86449 | } | l
13 356 | 1484 87.933 | | \ |
14 351 | 1.464 ‘ 89.396 | | |
15 323 1.345 | 90.742 | ! l '
16 314 | 1.307 92 049 I j | | |
17 309 | 1289 f 93.337 | i | l
18 200 | 1210 94548 | !
19 245 | 1.023 I 95.570 " | ' ! |
20 235 980 96.550 1
21 231 | 962 | 97513 | | ! | |
o7 216 ‘ 899 ‘ 98.411 | | J | |
23 193 802 | 99214 | | |
24 189 L 786 | 100.000 ' | | B ‘

Extraction Method: Principal Component Analysis.

(a)_When components are correlated, sums of squared loadings cannot be added to obtain a total
variance.

Table 4.10 indicates the total variance of twenty-four pre-established brand perceptions,
tested on the Kudu Logo. In principle components analysis, the amount of variance that
is to be explained equals the number of variables. For twenty-four variables, a total
vanance of 24 must be explained. To calculate the proportion of the total variance
explained by each factor, the loadings of the variable are squared on that factor and the
squared loadings are added to give the Eigen value. Three components were extracted
with Eigen values of more than one. The first component = 12.158, the second
component = 1.553 and the third = 1.343 (Table 4.10). Direct Oblimin are used to take
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the initial principle components that explain most of the variance in variables and rotate
them to make their meaning clearer. These Direct Oblimin factors are allowed to
correlate or be oblique to one another (Table 4.11). Two methods are used to represent
the results of an oblique rotation. The first is the pattem matrix (Table 4.11) which
shows the unique contribution that each variable makes to each factor but not the

contribution that is shared between factors if the faciors are correlated.

TABLE 4.11: Pattern Matrix — Brand Perceptions
' Cﬂémponent

1: Successful brand | 2: Service | 3: Positive image
RECOGNISABLE [ 167 i

| DISTINGUISHED 761

ESTABLISHED 653
| INTERNATIONAL BRAND 612 i
| PROUD HISTORY 598
' RELEVANT IR 573 S
| SIMPLISTIC | 560
CREDIBLE 499
HIGHLY VISIBLE 487
PROUDLY SA 447
ENHANCES 416

SERVICE LEVEL -.860

INTEGRITY . s | |
QUALITY PRODUCT -835
RELIABILITY o -604 |
VALUE T - 481
GOOD IMAGE L ——— -.385
SOCIAL UPLIFTMENT -.835
| CREATIVE -.817
u\lNOVATIVE i -778
CONSERVATION - 694
CAPTURES ] -585
|
[ COLOURS I =520
| TALKED ABOUT AT
Eigen value 6.801 4.469 6.805
Proportion
Cronbach Alpha

Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalisation.
{&) Rotation converged in 13 iterations.
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The structure matrix is the second method of representing the results of an oblique
rotation and indicates the overall contribution that each variable makes to a factor
(Table 4.12).

TABLE 4.12: Structure Matrix — Brand Perceptions

RECOGNISABLE
ESTABLISHED
RELEVANT
PROUD HISTORY
INTERNATIONAL BRAND
DISTINGUISHED
CREDIBLE

HIGHLY VISIBLE
SIMPLISTIC

PROUDLY SA
ENHANCES

SERVICE LEVEL
QUALITY PRODUCT 415 -.859 -489
INTEGRITY 453 -.849 -420
RELIABILITY 499 -.787 -.642
VALUE 384 -.684 -662
GOOD IMAGE
CREATIVE
INNOVAT IVE

SOCIAL UPLIFTMENT
CONSERVATION
CAPTURES
COLOURS

TALKED ABOUT
Total

Oblimin Factor

Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalisation.

The factors were rotated with Direct Oblimin, giving essentiaily similar results. The first
factor seems to reflect the characteristics of a successful brand as resuits indicated
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an easily recognisable brand, a well established brand, brand still relevant today, brand
associated with a proud history of organisation, considered as an intemational brand,
easily distinguishable from other conservation organisations, credible, highly visible,
simplistic, proudly South African and a brand that enhances marketing efforts. The
second factor appeared to represent service as results indicated an association with
high service levels linked to brand, association of high quality products, associated with
integrity, portraying reliability, value for money and portraying a good image. The third
factor appeared to represent a positive image as resulits indicated a creative logo, an
innovative brand, reflecting social upliftment, portraying a function towards
conservation, capturing the essence of national parks, using appealing colours, and a
brand that is much talked about. The three Varimax factors accounted for 0.707, 0.379
and 0.373 respectively of the total variance. The three Direct oblimin factors correlated
with 0.60.

The pattern matrix was also used to determine the Cronbach Alphas. The Cronbach
Alpha coefficient is used to indicate the reliability of the questionnaire. Any reliability
coefficient of 0.70 or higher is considered acceptable (HANSEN, 2008) (see Table
4.11). Factor 1 (successful brand) resulted in a Cronbach Alpha coefficient of 0.921.
Factor 2 (service) resulted in a Cronbach Alpha coefficient of 0.900. The third factor
(positive image) resulted in a Cronbach Alpha coefficient of 0.887. All three factors
therefore indicate good internal reliability of the questionnaire.

TABLE 4.13: Component Correlation Matrix

Component Successful Brand | Service Positive image
| Successful Brand | 1.000 -.463 -.531
' Service -463 1.000 538
‘Positive image | -.531 538 1,000

Table 4.13 shows the component correlation matrix. The covariance was standardised
to give a value that lies between -1 and +1. A coefficient of +1 indicates that the two
variables are perfectly positively correlated which means that as one variable increases
the other also increases by a proportionate amount. Conversely, a coefficient of -1
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indicates a perfect negative relationship: if one variable increases the other decreases
by a proportionate amount. A coefficient of 0 indicates no linear relationship at all, so if
one variable changes, the other stays the same. Because the correlation coefficient is a
standardised measure of an observed effect, it is a commonly used measure of the size
of an effect. Values of +-.1 represent a small effect, +-.3 is a medium effect and +-5is a
large effect (Field, 2005:111).

4.4.3 BRAND EMOTIONS RELATED TO THE KUDU LOGO
Eight pre-established brand emotions, related to the Kudu logo as a brand were tested.
This process was necessary as brand emotions influence and shape consumer

behaviour. Resuits of these brand perceptions are summarised in Table 4.14.

TABLE 4.14: Total Variances Explained - Brand Emotions

Rotation
Sums of
Extraction Sums of Squared Squared
Compo- Initial Eigen values Loadings Loadings(a)
nent | %of | Cumula- %of | Cumula- I
Total | Variance | tive % Variance | tive % | Total (
1 3807 | 47.588 | 47.588 | 47588 | 47588 | 35695 1
2 1.404 : 17549 | 65.137 17.549 | 65137 I 2.027 }
3 742 | 9277 | 74415 n’ ,[ | I
4 569 | 7107 | 81521 | | | |
5 476 | 5948 | 87.460 | | | |
6 428 | 5383 92823 | l j { {
7 311 | 3894 96.716 | } .’ | r
|8 263 | 3284 | 100000 | | | | |

Extraction Method. Principal Component Analysis.
(a) When components are correlated, sums of squared loadings cannot be added to obtain a total
variance.

Table 4.14 indicates the total variance of eight pre-established brand emotions tested
on the Kudu Logo. In principal components analysis, the amount of variance that is to
be explained equals the number of variables. For eight variables, a total variance of 8
must be explained. To calculate the proportion of the total variance explained by each
factor, the loadings of the variable are squared on that factor and the squared loadings

are added to give the Eigen value. Two components were extracted with Eigen values
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of more than one. The first component = 3.807 and the second component = 1.404
(Table 4.14).

Direct Oblimin are used to take the initial principal components that explain most of the
variance in variables and rotate them to make their meaning clearer. These Direct
Oblimin factors are allowed to cormrelate or be oblique to one another (Table 4.15).

Two methods are used to represent the results of an oblique rotation. The first is the
pattemn matrix (Table 4.15) which shows the unique contribution that each variable
makes to each factor but not the contribution that is shared between factors if the

factors are correlated.

TABLE 4.15: Pattern Matrix — Brand Emotions

PATTERN MATRIX
Component
1: Positive brand 2: Negative brand
emotions emotions
EXCITEMENT 811
HOPE 777
TRUST 772
ANTICIPATION 252 |
PRIDE | 750
PEACEFUL 731 ]
CONTEMPT 930
| DISGUST .899
Eigen value 4.62 1.84
Proportion
Extraction Method: Principal Component Analysis.
Rotation Method: Oblimin with Kaiser Normalisation.
|_(a) Rotation converged in 3 iteratons.

The structure matrix is the second method of representing the results of an oblique
rotation and indicates the overall contribution that each variable makes to a factor
(Table 4.16).
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TABLE 4.16: Structure Matrix - Brand Emotions

Component
1: Positive brand 2: Negative brand
emotions emotions

EXCITEMENT 807

TRUST 779

PRIDE 765

HOPE 763

ANTICIPATION 749

PEACEFUL 736

CONTEMPT 918
DISGUST -326 914
Eigen value 4.93 1.83
Proportion B T i
Cronbach Alpha

Extraction Method: Principal Component Analysis.

Rotation Method: Oblimin with Kaiser Normalisation.

The factors were rotated with Direct Oblimin, giving essentially similar results. The first
factor seems to aiso reflect positive brand emotions as results indicated excitement,
hope, trust, anticipation, pride and peacefulness as all these variables loaded highly on
it. The second factor appeared to reflect negative brand emotions as there was a
strong disagreement to the two emotions contempt and disgust. The two Varimax
factors accounted for 0.68 and 0.19, respectively, of the total variance. The two Direct
Oblimin factors correlated with 0.22.

The pattern matrix (Table 4.15) was also used to determine the Cronbach Alphas. The
Cronbach Alpha coefficient is used to indicate the reliability of the questionnaire. Any
reliability coefficient of.70 or higher is considered acceptable (UCLA, 2008). Factor 1
(positve brand emotions) resulted in a Cronbach Alpha coefficient of .858. Factor 2
(negative brand emotions), resulted in a Cronbach Alpha coefficient of .794. Both
factors therefore indicate good intemal reliability of the questionnaire.

TABLE 4.17: Component Correlation Matrix — Brand Emotions

Component | Positive brand emotions Negative brand emotions
Positive brand emotions | 1.000 -311
Negative brand emotions -311 1.000
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Table 4.17 shows the component correlation matrix. The covariance was standardised
to give a value that lies between -1 and +1. A coefficient of +1 indicates that the two
variables are perfectly positively correlated which means that as one variable increases
the other also increases by a proportionate amount. Conversely, a coefficient of -1
indicates a perfect negative relationship: if one variable increases the other decreases
by a proportionate amount. A coefficient of 0 indicates no linear relationship at all, so if
one variable changes, the other stays the same. Because the correlation coefficient is a
standardised measure of an observed effect, it is a commonly used measure of the size
of an effect. Values of +-.1 represent a small effect, +-.3 is a medium effect and +-.5is a
large effect (Field, 2005:111).

TABLE 4.18: Other brand emotions related to the Kudu logo

Amaze Love
Consistency Passion
Fear Tradition
Holiday

Table 4.18 summarises the other brand emotions related to the cumrent Kudu Logo as
indicated by respondents.

4.5 CONCLUSIONS

The aim of this empirical research chapter was to analyse the Kruger National Park’s
brand by focusing on the current Kudu logo. To draw a conclusion, it was necessary to
look at the combination of all the questions in the questionnaire. These factors played
an important role in establishing the branding image of the Kruger National Park.

From the results, Socio-Demographic findings indicated that most respondents (75%)
were between the ages of 28 and 57 with an average age of 42. The dominant home
languages spoken were English (§1%) and Afrikaans (41%). Most respondents (94%)
were white, and 64% of the respondents are married, 89% were domestic respondents
views, 46% live in Gauteng, 72% have post matric qualifications and work mostly in
management, administrative or professional careers.
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Based on the findings of Table 4.4 and section 4.3.2, a statistical process was followed
to establish how many respondents, when thinking of SANParks, relate it to the Kruger
National Park. The findings indicate that 86% of respondents relate SANParks to only
the Kruger National Park. None of the other National Parks were indicated by
respondents. Only 11% associated the unofficial Lion logo, which the Kruger National
Park is currently using for merchandise branding purposes. Based on these results, the
question raised concerned the influence of this perception (SANParks = Kruger National
Park= 86%) on the remaining South African National Parks. Future studies are therefore
needed to test these perceptions.

Eighty one percent of respondents preferred the Kruger National Park above the other
South African National Parks and made their choice because they have been visiting
National Parks since childhood. The Kruger National Park was previously visited by
17% of respondents. Respondents wrote down words describing the Kruger National
Park, resulting in the words wonderful and gem being very popular. Sixty two percent of
respondents (54% domestic and 8% intemational) clearly indicated that they do not
want the Kudu logo to change.

Aspects related to the marketing and branding of SANParks indicated that the internet
(19%), magazines (17%), brochures (13%) and maps (12%) were the popular
information sources used by respondents in planning their holidays.

Twenty four pre-established perceptions and ideas related to the SANParks Kudu logo
were tested on a Likert scale. A principal component analysis was conducted on the
correlation of these twenty four pre-established perceptions of the Kruger National Park.
The first factor seem to reflect the characteristics of a successful brand as results
indicated an easily recognisable brand, a well established brand, brand still relevant
today, brand associated with a proud history of organisation, considered as an
international brand, easily distinguishable from other conservation organisations,
credible, highly visible, simplistic, proudly South African and a brand that enhances
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marketing efforts. The second factor appeared to represent service as results
indicated an association with high service levels linked to brand, association of high
quality products, associated with integrity, portraying reliability, value for money and
portraying a good image. The third factor appeared to represent a positive image as
results indicated a creative logo, an innovative brand, reflecting social upliftiment,
portraying a function towards conservation, capturing the essence of national parks,
using appealing colours, and a brand that is much talked about (see. 4.4.2).

A principal component analysis was also conducted on the correlation of eight pre-
established emotions linked to the Kudu logo. The first factor seems to also reflect
positive brand emotions as results indicated excitement, hope, trust, anticipation,
pride and peacefulness as all these variables loaded highly on it. The second factor
appeared to represent negative brand emotions as there was a strong disagreement
to the two emotions contempt and disgust.

To summarise: eighty six percent of respondents related the Kudu Logo to the Kruger
National Park and sixty two percent of respondents clearly indicated that they do not
want the Kudu logo to change. Regarding perceptions, the first factors seem to reflect a
successful brand and positive brand emotions were the first factor related to emotions.
The Kudu brand can therefore be summarised as being a highly successful brand.
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CIIAPTER 5

CONCLUSIONS AND
RECOMMENDATIONS

5.1 INTRODUCTION

The purpose of this study was to analyse the Kruger National Park’s brand by focusing
on the cumrent Kudu logo. The achievement of this goal relied on the following

objectives:

» To conduct a literature review on the role of branding in tourism marketing.

» To identify different tools that are used to measure brand effectiveness.

> To evaluate the emotions and perceptions created by the use of the Kudu logo.
» To draw conclusions and make recommendations.

These objectives were accomplished as follow:

» Chapter two focused on how marketing of a tourism destination is done. This
was achieved by unleashing some of the important aspects related to the act of
marketing a destination by explaining what marketing is. Once the basic aspects
of marketing were clarified, the focus shifted to the marketing of a destination by
indicating what is defined as a destination. Aspects that bear relation to a
destination were explained, followed by the destination mix. Lastly, the tourism
destination life cycle with its four stages was explained, followed by destination
image and the way it is formed.

> Chapter three explained branding of a tourism destination by highlighting five
aspects. Firstly, what branding is and, secondly, aspects related to brands.
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Thirdly, the chapter indicated how brands are created. Fourthly, how tourists
choose brands and, lastly, three different internal measuring tools were
explained. These measurement tools can be used by destinations to assess their

brands.

In chapter four, the results of the empirical research were reflected to analyse
the Kudu brand of the Kruger National Park. Six hundred and eighteen
responses to the questionnaires were interpreted and possible success factors
identified.

The aim of this chapter is to draw conclusions and offer recommendations for future

purposes and research.

5.2 CONCLUSIONS

The following conclusions regarding the research can be drawn:

5.2.1 CONCLUSION CONCERNING DESTINATION BRANDING FROM THE

LITERATURE STUDY

The following are regarded as the main conclusions from research objective one, to

conduct a literature review on the role of branding in tourism marketing.

>

Marketing is generally recognised to be central to a destination because it directs
the available resources of the destination to meet current and potential tourists’

needs.

The importance of marketing has increased over the past decade due to rapid
changes in the marketing environment. These changes are summarised as
increased ecological awareness, political changes, economic fluctuations and
increased competition within the industry.
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Marketing has strongly become destination oriented in the 20" century while the
world around increasingly focused on service issues and releasing the value lock
up in usage of services. The key lies in relationships between destinations and

tourists served.

Tourism products differ from manufacturing products and comprise the following
unique characteristics: intangibility, inseparability, variability and perishability.

Tourists go to where the offering is delivered. It is here where visitors and staff

interact and where the service actually happens. Consequently, there are several

unique issues for marketers to consider concemning the marketing of destinations.

These aspects of a destination are summarised as follows:

v A destination is a geographical area that includes tourism organisations and
operations and is therefore a single entity.

v A destination is an intangible socio-cultural entity because of its history,
culture, people and geographical location.

v The image of a destination is very important and is a mental picture formed by
current and potential tourists.

v A destination is affected by current and past situations.

v' Other events surrounding the particular destination affect that particular
destination.

v No single index exists for categorising a destination as being expensive or
cheap but exchange rates are commonly used for this purpose.

v" A destination can incorporate several destinations or locations within itself.

The destination mix consists of the market, travel, marketing and the destination
itself.

In order to be successful, destination marketing must achieve the following six
objectives:
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Information provision.

Portraying an image of the destination.
Amenity provision for locals.

Increase pride in the destination.
Improve international ties.

AN N N NN

Promotion of attractions.

> To achieve these objectives, destinations marketers can make use of different
marketing techniques, which include brochures, advertisements, public relations,
sales promotions, direct marketing, trade fairs and exhibitions.

> The Kruger National Park can make use of different marketing approaches to
market the destination - the production, product, selling, societal marketing and
destination approaches.

> The Kruger National Park can also use the following strategies to market
themselves:
v Deciding on a destination’s target markets.

Destination positioning strategy.

Product strategy.

Pricing strategy.

Distribution strategy.

AN N NN

Promotion strategy.

> There are three role players that influence marketing of the destination,
employees, tourists and the destination. These role players are summarised in
the service marketing triangle.

» There are five issues unique to the marketing of the Kruger National Park:
v Tounst’s interaction with the delivery process.
v Tourist’s interaction with other visitors at the destination.
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v Tourist’s participation.
v Accessibility of the destination.
v' Atmosphere at the destination.

» All tourism destinations, from birth to death, pass through life stages known as
the tourism product life cycle. These stages are known as the introduction,
growth, maturity and decline and rejuvenation stages.

> A destination image indicates the total beliefs, attitudes and impressions that
tourists have about a destination. These destination images are formed by
visitors making use of different sources of information. These sources are
grouped together into two main categories, organic and induced image sources.

» Winning brands are characterised by the following:

v'  Profitable brands are leaders in their field ~ the Kudu logo has been
identified by respondents as a leader and a successful brand as results
indicated an easily recognisable brand, well established brand, brand still
relevant today, brand associated with a proud history of organisation,
considered as an international brand, easily distinguishable from other
conservation organisations, credible, highly visible and simplistic.

v Profitable brands are committed to high quality service — results in chapter
four indicated that the second factor linked to perceptions of the Kudu logo
resulted in an association with high service levels linked to the brand,
association of high quality products, associated with integrity and portraying
reliability and value for money.

v Profitable brands capitalise on the environment in which they function — the
Kudu logo first appeared in 1955. Today, its simple, uncluttered and clean
design reflects the pristine nature of the conservation areas while
simultaneously projecting a contemporary image to the target market.
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v Memorable brands are winners — all respondents recognised the Kudu logo
as the official logo of SANParks and 86% linked it to the Kruger National
Park specifically.

> One of the key tasks for destination marketers is to develop, maintain or alter the
image of a destination in line with the markets being targeted. This can be
achieved with the help of destination branding.

The following are main conclusions with respect to research objective two, to identify
different models that are used to measure brand effectiveness.

> Measuring brands can be done either internally, by employees and management
of the Kruger National Park, or externally, on visitors’ to the Kruger National Park.
This study focused on external measuring by using questionnaires to establish
visitor's perceptions and emotions iinked to the use of the Kudu logo by the
Kruger National Park.

> The following three internal measuring tools can be used by destinations to
measure their own brand namely brand assessment questionnaires designed by
All-About-Branding and the Singapore Government and conducting a Brand
Audit.

Comparing the three intemal measurement tools, the Kruger National Park can gain
valuable brand-related information by using the brand questionnaire developed by All-
about-branding. The Brand Audit designed by Full Capacity Marketing can then be used
to help the Kruger National Park in identifying brand-related gaps. These gaps can be
addressed by using the Customer-Centric Roadmap.
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5.2.2 CONCLUSIONS FROM THE SURVEY
Regarding research objective three (to evaluate the emotions and perceptions created

by the use of the Kudu logo), it was primarily found that:

>

Male respondents form the majority with 50% domestic and 58% international
(see. 4.2.1).

The age group 16 to 27 years totalled 16% domestic and 9% international, 28 to
47 years 55% domestic and 52% international, 48 to 57 years formed 21%
domestic and 25% international and age 58+ totalled only 9% domestic and 13%

international. The average age of respondents was 42 years (see. 4.2.2).

Most respondents’ (92%) home language is either English or Afrikaans (see.
4.2.3).

White respondents formed the majority with 95% (see. 4.2.4).

Sixty-four percent of all respondents are married (see. 4.2.5).

Intemational respondents totalled only 11%, compared to the 89% domestic
respondents (see. 4.2.6).

The majority of domestic respondents were resident in Gauteng, totalling 46%
followed by the Western Cape at 18% (see. 4.2.7).

Seventy-two percent of all respondents had a post matric qualification (see.
4.2.8).

Sixty-nine percent of respondents work in management, administrative or
professional careers and 9% are self-employed (see. 4.2.9).
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> Based on associations that respondents made with the Kudu logo, a statistical
process conducted by North-West University’s Statistical Department was
followed to establish how many respondents, when thinking of SANParks, relate
it to the Kruger National Park. These findings indicate that 86% of respondents
relate SANParks to the Kruger National Park. None of the other National Parks
were mentioned by respondents (see. 4.3.1 & 4.3.2).

> Only 11% associated the non-official Lion logo with the Kruger National Park
(see. 4.3.3).

> The Kruger National Park is the number one preferred park with 81% of
respondents (see. 4.3.4).

» Most respondents (19%) indicated that their reason for visiting their favourite
national park was because they have been visiting various national parks since
childhood (see. 4.3.5).

> The Kruger National Park is the most visited park totalling 17% (see. 4.3.6).

> Fifty-three percent of respondents describe the Kruger National Park with the
words “wonderful” and “gem” (see. 4.3.7).

> Sixty-two percent of respondents clearly indicated that they do not want each
park to have its own logo. A one-way Anova comparison between Race and Own
logo for each park resulted in White 94%, Coloured 2%, Asian 2% and Black 2%
indicating that they do not want to change the logo (see.4.3.8).

> The Intemet (19%), Magazines (17%), Brochures (13%), Maps (12%) and
Information Centres (7%) are the popular information sources used by
respondents in planning their holidays (see. 4.4.1).
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5.3

A principal component analysis was conducted on the correlation of twenty-four
pre-established factors relating to perceptions of the Kudu brand. Three
components were extracted with Eigen values of more than one. The first
component = 12.158, the second component = 1.553 and the third = 1.343
(Table 4.10). The first factor seems to reflect the characteristics of a successful
brand as results indicated an easily recognisable brand, a well established
brand, brand still relevant today, brand associated with a proud history of the
organisation, considered as an international brand, easily distinguishable from
other conservation organisations, credible, highly visible, simplistic, proudly
South African and a brand that enhances marketing efforts. The second factor
appeared to represent service as results indicated an association with high
service levels linked to brand, association of high quality products, associated
with integrity, portraying reliability, value for money and portraying a good image.
The third factor appeared to represent a positive image as results indicated a
creative logo, an innovative brand, reflecting social upliftment, portraying a
function towards conservation, capturing the essence of national parks, using
appealing colours, and a brand that is much talked about (see. 4.4.2).

A principal component analysis was also conducted on the correlation of eight
pre-established emotions linked to the Kudu logo. The first factor seems to also
reflect positive brand emotions as results indicated excitement, hope, trust,
anticipation, pride and peacefulness as all these variables loaded highly on it.
The second factor appeared to represent negative brand emotions as there
was a strong disagreement to the two emotions contempt and disgust.

RECOMMENDATIONS

The following recommendations are based on the study findings:

5.3.1 GENERAL RECOMMENDATIONS
Destination images of the Kruger National Park must be wilfully designed to attract

tourists and to build self-confidence and pride among South African residents. This can
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be done through innovative marketing campaigns.

For tourists to retum to the Kruger park, marketing programmes must be established
that satisfy a certain level of tourist expectations. If these expectations are unknown,
they can be identified through research on visitors to the Kruger park.

The psychological power of a brand is influential if the brand is constructed around a
memory. A memory is formed by an experience and this “experience” is the only
product offered by the Kruger National Park. It is therefore of utmost importance that all
staff need to work together to create positive experiences (memories) for all visitors to
the park.

Due to the intangible nature of this type of experience, the following can help the Kruger
National Park overcome this problem:

> It is essential that the Kruger brand has a clear set of values to help create
positive perceptions of that brand among visitors. This may include values such
as quality service or emphasis on conservation.

> By using as many physical elements as possible that can be associated with the
brand, such as staff uniforms, office décor and the type of music played to
tourists waiting on the telephone are some of the effective ways of making the
Kruger brand tangible.

> Effective differentiation can be achieved through package designs.

The Kruger National Park as a destination needs to adopt a holistic perspective by
regarding their brand as a strategic device. This means that the Kruger Park shouid
analyse the forces that influence the profitability of the Kudu brand, identify their brand’s
unique advantages and develop strategies to defend this position against all
competitors.
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In order to sustain the Kruger brand’s competitive advantage, the following should take

place:

>

Firstly, the marketing department needs to manage the brand and its competitive
advantage. What is important to remember is that top management must also be
part of this because the brand influences the destination’s reputation, and
reputation is the responsibility of top management.

Secondly, top management must also be heavily involved in the management of
Kruger Park’s brand. Nilson (1998:222) points out that CEOs of a destination are,
on average, employed twice as long at the destination as marketers. Therefore
their involvement is good insurance to ensure consistency.

Thirdly, everyone working for, or linked to, the Kruger Park has the responsibility
to guard, promote and build the Kruger's brand. In order to do this, everyone
must be aware of and understand the core of the brand position. This can be
communicated to all involved by means of newsletters and even induction of new
employees.

Lastly, a monitoring system must be established to assist in the management of
the Kruger Park’s brand. This can be done internally by making use of the three
measurement tools discussed in chapter 3 of this study, or extemally by means
of questionnaires. What is important is that evaluation must be done on a regular
basis.

§.3.2 RECOMMENDATIONS PERTAINING TO THE RESEARCH
Because 86% of visitors link the Kruger National Park only to SANParks’, there is a

definite need to launch a strong marketing campaign to create awareness among

visitors of the remaining national parks that are also part of SANParks.
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The internal perceptions of SANParks employees must also be tested. This can be
done by using any of the three measurement tools indicated in chapter 3. These results
can then be compared with this study to identify significant correlations and differences.

Based on the successful re-branding done by Lake Nakuru National Park in Kenya (see.
1.2), a follow up branding survey should be comnpleted by SANParks at least one year
after any changes are made to the Kudu logo.

When applying the ten commandments of branding (see 3.5) to the Kruger National
Park, the following two are not done successfully and require urgent attention:

v" Do not dilute the brand.
The Kudu logo has been diluted by adding the non-official Lion logo to
merchandise sold inside the Kruger National Park. The Kudu logo has also been
copied and rebranded as the Golden Kudu by private concession lodges inside
and adjacent to the Kruger National Park.

v" Always monitor the brand
This study has focused on establishing visitors’ perceptions of the Kudu brand for
the first time. It is now important to adapt the brand where needed and evaluate
the Kudu brand on a regular basis.

Van der Walt et al. (1996:223) and Sheth and Mittal (2004:134) note that the five
phases influencing brand selection (see 3.6.3) and are characterised by the following:
Brand unawareness, brand recognition, brand rejection, brand acceptance, brand
preference and finally brand insistence.

Based on the research results it is clear that the Kudu brand can be placed in the brand
preference phase (see figure 3.5). This is because the Kudu brand complies with the
tourists’ minimum expectations (brand acceptance) and is preferred by tourists based
on past experiences. Tourists prefer the Kudu brand above those of competitors. This is
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further enhanced by 62% of respondents indicating that the brand should not be
changed.

Because most respondents do not want the Kudu Logo to change, but 86% link
SANPark to only the Kruger, the following are examples of how the logo could be
adapted to differentiate each of South Africa’s national parks but still keep the already
successful brand.

Option 1 Keep the current Kudu Logo and add underneath SANParks the name of
gach national park e.g. SANParks KRUGER.

SANPARKS
KRUGER

Option 2 Keep the cumrent Kudu Logo and add underneath only the name of each
national park eg. KRUGER NATIONAL PARK

KRUGER
NATIONAL PARK

Option 3 Keep the current Kudu Logo and add underneath only the name of each

national park plus South Africa eg. KRUGER NATIONAL PARK, SOUTH
AFRICA
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KRUGER
NATIONAL PARK
SOUTH AFRICA

By implementing any of the above options, differentiation and uniqueness can be
created by the Kruger National Park. This will also help tourists to easily identify the
Kruger Park in marketing done by each national park or by SANParks. It will also assist
in creating a sense of pride, belonging and ownership among SANParks employees.
This, in turn, can even help SANParks employees to identify each other when gathered

on a national or intemational level.

Because none of the service levels are known to tourists who visit the any of the South

African National Parks, the following options can be implemented:

Option 1 Keep the current Kudu Logo, undemeath the word SANParks the name of
each national park, the rest camp applicable and indicate the service star

rating for the rest camp applicable under the national parks name.

SANPARKS
KRUGER
LETABA
% K ¥
Option 2 Keep the current Kudu Logo, undemeath the word SANParks the name of
each national park, the rest camp applicable and indicate the service star

rating for the rest camp applicable between the Kudu horns.
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KRUGER
NATIONAL PARK
LETABA

Implementing either of these two options will provide a clear indication to potential
tourists what to expect of each rest camp in the Kruger National Park regarding service.
it will therefore heip to create a reasonable expectation about service prior to the visit.
This will help to improve visitor satisfaction as there will be no surprises in store
regarding expected service. It can also serve as a motivation for staff to improve the
current service rating of the applicable rest camp. All the rest camps within the Kruger
National Park can compete among each other to reach the top service rating which can

result in higher money tumovers.

5.4 FURTHER STUDIES

This study on branding was the first to be done on any of the National Parks in South
Africa. The brand perceptions of the remaining national parks are not known. This study
can therefore be repeated for each of the remaining national parks in South Africa and
the results compared with each other to establish differences and correlations.

The disabled market is participating more and more in tourism related activities. Their
brand perceptions of the Kudu logo are not known. This study can therefore be
repeated on the Kruger National Park but focusing only on visitors with disabilities. The

two studies can then be compared to establish differences and correlations.

This study focused on the perceptions of visitors to the Kruger National Park. Therefore
the perceptions of employees are not known. Using any of the three brand
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measurement tools discussed in chapter 3, the brand perception of the Kruger National
Park employees can also be tested and compared with the perceptions of visitors.

There are various brand measurement tools available that focus either on the brand
perceptions of employees or management (internal measurement). Visitors' perceptions
are normally tested by means of a survey {external measurement). Both the internal and
extemal measurement tools are not specifically designed to test tourism destination
brands. There is, therefore, a need to develop a measurement tool specifically for
tourism destinations that can be used as a standard measurement tool and only be
adapted to the applicable destination. This tool must also be designed to test both
internal (employees and management) and external (visitors) perceptions related to the
destination brand.
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ANNEXURE A:
QSUESTIONNAIRE



SECTION A: SOCIO ~ DEMOGRAPHIC DETAIL

Please indicate your phone number for entrance to the competition: (this
information will only be used for the purpose of the lucky draw)........................

1.

8.

Gender?

In which year were you bom?

What is your home language?

Race?

Marital status?

| Male

| Female

Ny | =

L

—

| Black

Asian

| Coloured

| White

Married

Not unmarried

| Divorced

Widow / er

Living together

Country of residence (if outside South Africa)

In which province do you live?

Highest level of education?

| Gauteng

|

| Kwazulu —Natal

| Eastern Cape

Westemn Cape

Northem Cape

Limpopo

Mpumalanga

Free State

North West

WO D] P[P —

L1 1 [ [

| No school

| School but no matric

Matric

Diploma, Degree

|| W[N]

| Post Graduate

| NN ] N Sy




a.

Professional

| Other, please specify

Occupation?

Professional

Management

Self — employed

Technical

Sales

Farmer

Mining

Administrative

Civil service worker

WO ~D (| WM =

Non — profit worker 10
House wife 11
Pensioner 12
Student 13
Unemployed 14
Other, please specify 15

SECTION B: PERCEPTIONS OF NATIONAL PARKS

10.

11.

12.

What are the first word / phrase that come to mind when someone

mentions SANParks?

With what do you associate this logo?

L

With what do you associate this logo?




13

Which National Park do you prefer to visit? Provide reasons for answer.

Name of park

Reasons

14.

Write down one word / phrase that best describe the various national

parks below. Also indicate whether you have visited these national parks
by selecting Yes or No.

 NATIONAL PARK

WORD / PHRASE

-
m
w

14.1

Addo

— ]

14.2

Agulhas

J

143

Augrabies

(14 4

Bontebok

14.5

Camdeboo

146

Golden Gate

14.7

Kgalagadi

14.8

Karoo

14.9

Knysna

14.10

Kruger

14.11

Mapungubwe

|

14.12

Marakele

1413 Mountain Zebra

1414

Richtersveld

1415 Table Mountain

14.16

Tankwa Karoo

14.17

Tsitsikamma

14.18

West Coast

14.19

Wildemess

14.20

Mokala

14.21

Namakwa

JRURC U QU W IR QU UK N U N K. ) [ ) RN N [N QN N U ) N N N O RN ) . e e N N N

rofrol ol ol ro o mal rafro ol rofro| ral o ro [ ra ro [ro [ re [ ro | ©

18,

Do you think that each park should have its own logo?

YES

e

NO

SECTION C: BRANDED MERCHANDISE

16.

Do you buy branded merchandise when visiting the parks that serves as a
reminder of your experience?

YES

NO




17. Do you buy these items for yourself or as gifts for other people such as

family and friends?

18. Do you buy any park specific branded merchandise when visiting the

For yourself

|

As gifts

Both

W N |—

= ES e e

national parks? If yes please indicate which merchandise. If no, please

indicate reason.

ITEM YES | NO | REASON

18.1 Kids clothing 1 2

18.2 Toys 1 2

18.3 Adult clothing 1 2

18.4 T — shirt 1 2

18.5 Kitchen utensils / mugs 1 2 |

18.6 Caps i 2 \

18.7 Jackets 1 2 |

18.8 Souvenirs 1 2

18.9 Books and maps 1 2

| 18.10 Other (specify) 1 2
SECTION D: MARKETING AND BRANDING OF SOUTH AFRICAN
NATIONAL PARKS
19.  Indicate which information source you prefer when planning your holiday
to any of the nationa! parks?

MEDIUM ES | NO
Audiotapes 1 2
Brochures 1 2
CD, DVD, Videotapes 1 2
Exhibitions / show / displays 1 2
fnformation centers 1 2
Internet 1 2
Magasines 1 2
Maps 1 2 |
Newspapers 1 2
Radio 1 2 |
Software programmes 1 2 |
Talks/ lectures / slide shows 1 2
Tour programmes 1 2
Travel agents 1 2
Tour operators 1 2 ]
Other (specify) 1 2




20. Please indicate your perceptions and ideas with regard to the Kudu Logo

of SANParks by selecting the most appropriate option.

The KUDU LOGO..... TOTALLY | DISAGREE | NEUTRAL | AGREE | STRONGLY |
DISAGREE AGREE

Captures the essences of 1 2 3 4 5
national parks
Enhances the marketing efforts 1 2 3 4 5
of SANParks - ) B

| Colours are appealing 1 2 3 4 5
Can be associated with high 1 2 3 4 5
levels of service
Can be associated with high 1 2 3 4 5
quality products
Can be associated with integrity 1 2 3 4 5
Can be easily distinguished 1 2 3 4 5
from cther conservation
organisations
Can be considered an 1 2 3 4 5
international brand
Can be associated with a proud 1 2 3 4 B
history of the organisation
ls much talked about 1 2 3 4 5
Is innovative 1 2 3 4 5
Is highly visible 1 2 3 4 5
Is easily recognisable 1 2 3 4 5
Is credible 1 2 3 4 5
[s well established 1 2 3 4 5 ’
Is still relevant today 1 2 3 4 5
Is creative 1 2 3 4 5
Is proudly South African 1 2 3 4 5
Is simplistic 1 2 3 4 5
Portrays SANParks function 1 2 3 4 5
towards conservation
Portrays SANParks function 1 2 3 4 5
towards social upliftment L
Portrays value for money 1 2 3 4 5
Portrays good image 1 2 3 4 5
Portrays reliability 1 2 3 4 5




21.  Which siogan would you recommend to be used for SANParks? Options

are given but you can indicate your own as well.

Go Wild Yes No
Champion Nature Yes No
Nurturing Nature Yes No
Nature Calls Yes No
Own slogan:

22.  Which emotions are evoked when locoking at the Kudu Logo of SANParks?

The KUDU LOGO.....

TOTALLY
DISAGREE

DISAGREE

NEUTRAL

AGREE

STRONGLY

AGREE

|

Pride

1

Hope

Excitement

Disgust

Contempt

Peacefulness

Trust

Anticipation

—_ |t |- |

RINIRNINI N N RN

[ Q2 oo

B B | e B

gy on

23. Please indicate any suggestions and recommendations with regard to the

above indicated Kudu Logo of SANParks.

THANK YOU FOR PARTICIPATING IN THIS SURVEY



ANNEXURE B:
BRAND ASSESSMENT TOOL X



IE Singapore | Brand Assessment Start Page 1 of |

@ Singapere Government

Integrity » Service » Excellence

Pmmotmg OVerseas groy

and mternatmnal trade

— Brand Assessment A -

Step 1 0f 3
This form may lake you approximately 5 - 10 minutes to complete.

Understanding Your Brand Better Before Taking that Step into the Global Market Place

Developed in collaboration with Enterprise |G, this diagnostic brand assessment is designed for the business
community in mind. It is a straight forward analytical virtual scorecard for you to conduct an infernal assessment
of your brand, know where your brand is today and understand some of the possible issues you need to consider
for inlernational branding success.

Disciaimer:

This on-line toolkit is provided by International Enterprise Singapore solely for the purposes of a general self-assessment
guide 1o fest your/your company's brand status online and should not be relied on as a substitute for your own research or
independent advice Whilst every reasonable care is taken to ensure thal the information contained herein is not untrue
nor misleading at the time of publication, no representation is made as to its accuracy, completeness or correctness
Neither International Enterprise Singapore nor any officer or employee of International Enterprise Singapore accepls any
liability whatsoever for any loss or damage caused (o any person as result of using the toolkit and/or any error, omission or
misleading statement in the information on this website or reliance thereon

Please enter your company Information
All fields are compulscry.

Company Name:

Your Email:

Your detailed resull wiil be sent 1o this email actount,

Industry: (Pull Down Option)
Advertising/Branding/Market Research

Rate this e-Service

Lasl roviewad 23 Jan 2008
Terms of Use | Privacy Statement © 2006 intemational Enlerpnse Singapora
1Y

-

k.

Best viewed with Intemet Explorer 5.0/Netscape Navigater 8.0 and above on 2 800 X 600 resoiution,
Adoba Acrobal reader may be required Lo open some linksfdocuments.

http://202.42.224.123/toolkit/ie_new/start_assessment.asp 5/1/2009
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IE Singapore | Brand Assessment Section 1 Page 1 of 3

?); Singapore Government

Integrity » Service * Excellence

Feedback

Promoting ovel rowt _
-~ and international trade

Brand Assessment
Step2of3
This form may take you approximately 5 - 10 minules to complete.

Section 1

Please select the score that best reflects the current condition of your
company

Brand Awareness

Many people are still under the misconception that Brand means logo, or that
Branding is only the concern of marketers, or that Branding is only concerned
with the extemnal image of a company. Before any company is ready to take
their Brand overseas, they need to have a clear understanding of what a
Brand is. Your Brand will be one of your chief intangible assets overseas, and
so it will be imporiant that the company as 3 whole comes fo appreciate the
importance of the Brand. Whether your company is well-versed in the
language and practice of Branding or just getting started, what is essential is
the desire to become mare Brand aware.

1. How would you characterize your company's [evel of Brand understanding and Brand

awareness?

. A minority L We know
s all new to us % get it branding
»2* @ o © O @ O o O
1 2 3 4 5 6 7 8 g 10

Brand Management

Without high-level ownership of Brand issues within a company, the Brand often fails to
contributle what it can to the vaiue of the company. In order ta be an effective aspect of
company strategy, Brangd needs to be a cencem of those who lead the company. The level of
people in the company making Brand their business communicates its importance
Increasingly companies are realizing that Brand is @ maiter for the beard room not the
backroom.

2. At what level in your company are decisions made that impact your Brand?

Marketing/ Executive

Not Sure ¢ Comms, Dept F Steering Team
O ) ) O ] £ ) p O
1 2 3 4 5 3] 7 8 9 10

Brand Strategy

Companies vary on the amount of influence the Brand carries in directing business strategy.
For some the Brand informs the vision and mission of the company, governs KR policy, and
guides the hows, wheres, and ifs of company expansion and development. Many companies
find that giving the Brand a ceniral role. allowing Brand Strategy o direct Business strategy
has allowed them to develop a different kind of vaiue in their marketplace. Many afso find
that the alternative, letting the business be guided by variable forces, cften erodas a
company's ideniity. With very litfle differentiating their offering. they are forced to compete as
a commodity, rather than a Brand.

3. How much weight does Brand carry in your business strategy?

Operations Brand is one Brand guides
dictate Strategy tactical factor L.ong-term strategy
7 I - ) N N Ny | ’ 2 ~

/
{ )
% R Kz W A L L

1 2 3 4 5 6 7 8 g 10

Brand Investment

It should be fairly obvious that any company that claims 10 be concerned with its Brand but
doesn't actually spend any money on ensuring its growth is deluded. Just as people
development, new business developmenl. and cperational process developmaent all require
expenditure, it is equally imporiant to allecate sufficient funds for Brand develogment. If a
comnpany is seeking ta internationalize. all the more their investment in Brand development
will be & crucial factor ir their success. Some companies make the mistake of neglecting
investment in Brand because the returns are not always immediate or tangible, but to not
invest is to ensure your Brand will not grow to its full potential.

4. Describe your company's financial commitment to Brang growth and development?

http://202.42.224.123/toolkit/ie_new/section].asp 5/1/2009
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Not Budgeted g so“;i r;?;rgey 3 Significant
ot Budgete G ;
set aside for it budget expenditure

{ 2 3 4 g 6 7 8 g 10

Brand Value

It is an imperiant paradigm shift when a company realizes ihat its Brand is a valuable assel.
Increasingly shareholders whe understand the dynamics of strong Brands within a company
are asking the management to give an accounting of Brand vaiue. This not anly includes
assessments of current Brand valuation but also an accounting by the management of what
they have done with this assel. Have they grown i1? Have they leveraged it as much as they
could? A valuable Brand can mean the difference between financing and none, between
atiractiveness to local pariners in overseas markets and going it alone Do you knaw whal
your Brand is worth?

5. How does your company measure Brand in its assessment of company value?

Part of Quantitativel
Wetlnglded ) goodwill }Qualltatwe Brand Audit
1 2 3 a 5 5 7 8 9 10

Brand Presence

While success with your Brand in the loca!l market is no guarantee of success overseas it is
good indicator of the overall strength of your Brand. A Brand exisis in the minds of key
audiences or nol at all. Good intentiens, even functionally superior products are not sufficient
to build Brand presence. Your key audiences must see, hear and interact with your Brand if
they are to recognize and eventually form a relationshig of loyalty with that Brand. As with
human interaction, Brand relationships usually come down to how much effort you pui inlo
communicating.

6. How would you rank the curreni strengih of your Brand in the local market?

Qur key
. S audiences . Strong reputation/
TG B K S recognize : industry leader
our Brand
G : o O O O O (
1 2 3 4 5 8 7 8 9 10

Brand Process

There are severa! factors that make Brand development a challenge for many companies.
Some are impeded by a corporate culture that is too resulls-oriented and fail 1o sge the
benefit of going through the Branding process itse#f. Others lack the patience to undertake a
reBranding programme and prefer to remain focused on matters of less imporlance but
greater urgency. For others it is the transition from lactical to strategic decision making or
from tangibles to intangibles that stretches them. No one ever said if was easy, but the
process is a vital part of becoming a Brand-centric company.

7. Describe your company’s commitment te Brand development.

; Where can .
? et =
Do we need this? ¢ e start? ¥On-going Committment
1 2 3 4 5 6 7 8 9 10

Brand Behaviour

Everyone can inluit that 2 Brand's promise is only half the equation in Branding. The Brand
relationship depends on the fulfilment of that promise. Whether the Brand promises to meet
some tangible or deeper need, or promises to connect with a person's lifestyle in a cerain
way, or promises a unique feeling or experience, this Brand promise must be delivered on at
every point of contact with the Brand. This means your people as well as your products and
services must embady the Brand.

8. How much effort is spent on making sure internal audiences understand and faithfully
represent your Brand?

None, Brand is Access " Regular Brand
for outside le Brand " workshops & trainin
Information 4
1 2 3 4 3 6 7 8§ 9 10

Brand Research

One of the common dangers faced by companies is a tendency to neglect consumer input in
strategic Brand decisions. There are of course, companies who are tog externally criented,
who cannot act without the benefit of a focus-group. However, most err in the other direction,
acting on only internal perceptions of and aspirations for their Brand. No one would
recommend lhat companies divest the responsibility for making tough Brand decisions to
outsiders, but 1o not factor in the consumer is 1o run the risk of rendering their Brand
irrelevant. Moving into new markets makes Brand Research an even more necessary

http://202.42.224.123/toolkit/ie_new/sectionl.asp 5/1/2009
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component of good Branding.

g. How good is your company at assessing the relevance and relationship of your Brand to
customers' needs?

We rarely e Customer input -3 Regular customer-
seel feedback * mechanisms forcused Research
O L, J £ i
1 2 3 4 5 6 7 B 9 i0

Brand Consistency

it seems that the law ¢f entropy is at work in the realm of Brands. Consistency is not
something that happens automatically but has {o be reinforced to prevent the natural
development of difference. the gradual erosion of Brand identity. From variations in
packaging colour in different countries to mixed advertising messages resulting in the Brand
equivalent of multiple personality disorder, the consequences of inconsistency on the Brand
can vary. However, inconsistency becomes more significant and proliferates more readily in
an intermational context. A complete absence of change cannot be achisved, and it is aiso
undesirable. What is necessary is for the Brand to be consistent enough to achieve
conlinuity in peoples' minds white retaining its freshness. The key is understanding what can
and cannot change with the Brand and putting mechanisms in place to eénsure that level of
consistency.

10. By what means does your company ensure the consistency of Brand Communication?

Verbal

Briefings ¢ and Visual SPpaal B
Brand Guide ampionship

\_, ' » k? j ' ¢ {7 0 r

1 2 3 4 5 6 7 8 9 16

back 1o top

Last reviewed 23 Jan 2006

Terms of Use | Privagy Statement © 2006 intermational Enterprise Singapore
9 4

r |

Best viewed with Intamet Explorer 5.0/Netscapa Navigaior 8.0 and above on a 800 X 600 resolution.
Adobe Acrobat reader may be required 10 open some linksfdecuments,

http://202.42.224.123/toolkit/ie_new/section].asp 5/1/2009
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Singapore

Brand Assessment

Step3of3
This form may 1ake you approximately 5 - 10 minules to complete.

Section 2

BRAND ISSUES WHEN GOING INTERNATIONAL

Page | of 1

@ Singapore Government

Integrity - Service - Excellence

The foliowing is a list of frequently encountered issues faced by companies who want to take their Brand

international.

Select the issues that you feel are most relevant to what your company is likely to face in your Brand expansion overseas.

|| Centalization versus Decentralization of Brand Management

[ Brand Pricing and Commoditizaticn
[ | Brand Architecture

[ 7 8rand Globalization versus Localization

[ | Different Legal/Requialory Context far Brands

(| Cultural Trarslation of Brand Attributes
] Competition with Big Brands

[} Naming/Renaming of Brands

[ ] Pecple Development of Local Brand Champions

After you clicked on the “Get result” button, a detailed reporl will be sent to the email that you've inputed.

It will be in text format.

Lasl reviewed 23 Jjan 2006

Temms of Use | Privacy Statement
W

r

Rate this e-Service

© 2006 Intemationgt Emerprise Singapore
4

Best viewed with Intemat Explorer 5.0/Natscapa Navigaicr 8.0 and above on a 800 % 800 resalution,
Adobe Acrobal reader may be required to 0pen some links/documants,

http://202.42.224.123/toolkit/ie_new/section2.asp 5/1/2009


http://202.42.224.I23/toolkit/ie_new/section2.asp

ANNEXURE C:
BRAND ASSESSMENT TOOL 11



AllAboutBranding.com : Brand Assessment Questionnajre Page | of 2

¢ allaboutbranding:com

[ CREATING | COMMUNICATING : LIVING | MEASURING ! MANAGING ;| EXTENDING

tools

! = =
| P RESOQURCES

Brand Assessment Questionnaire

Brand
If you would like to compare your brand with others, then take 5 minutes to Assessment
take DNA Design's own brand assessment test. The questions explore your pithy Quotes

organisational strengths in creating, communicating, living, measuring,
managing and extending your brand. Results will be presented in aggregate

form, your responses remain anonymous and confidentiality is assured. e
P CRERTED BY

Perspectives

Please complete the following five questions to continue with the

assessment.. I DNA @ :

Country: Select your country..,
Industry: Select an appropriate industey.,,
Age of your brand:
g Y d years
Classify your organisation: / Smalt
@ Medium
) Large
) Global
Your position: Select...
30 Questions:
i, We actively investigate what is Important to cur customers, Your answer...

using research, face to face interviews, questionnaires,
suggestion boxes, etc.

2. We understand how our customers feel about our products Your answer...
and services.
3 We judge the effectiveness of gur brand in terms of how it Your answer...

looks ang feels to our customers - not how it seems (o us.

4, We understand the attitudes of our customers and their Your answer...
changing views and needs.

5. We don't have to discount prices in order to attract and Your answer...
keep our customers.

6. Qur customers can state quite clearly and simply what is Your answer...
impartant about our brand to them, and why they think it is
different.

7. Our communication plan includes all the various places and Your answer...

ways In which we interact with our customers.

8. We have aligned our organisational structure, operations Your answer...
and culture with our brand values.

9, Our induction programme includes education on our brand Your answer...
and the role it plays in enhancing our competitiveness.

10. We understand In our own minds what differentiates our Your answer...
brand from our competitors.

11. Everyone in our organisation knows what our brand stands Your answer...
for and can articulate that idea simply and clearly.

12. Everyone in pur organisation knows what they have to do to  your answer...
deliver on our brand promise.

http://www.allaboutbranding.com/index.lasso?page=11,53,75 5/1/2009
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13,

14,

15.

16,

17.

18.

19.

20.

21

22,

23.

24,

25.

26.

27.

28.

29.

30.

DTOR :

Included in our performance management systems i1s an
assessment of the contribution each individual makes to
growing and enhancing the brand.

Our communications, marketing, service delivery, finance
and HR functions are all aligned with our brand abjectives.

Branding is champicned throughout our grganisation, from
the CEO down.

We receive regular internal communications detailing what
our brand is about.

Strengthening and protecting the company’s brand is @
fundamental driver behind our arganisation’s long-term
geals.

We have a brand management programme In place that is
continually looking for new and more effective ways to
protect and enhance our brand throughout the organisation.

Our branding strategies are proactively driven. They do not
depend on what our competitors are up to.

Accounts quantifying the value of cur brand to our business
are included in our financial systems.

Detals of our brand and the strategy that drives it are well
documented and that information is availlable to those who
need and desire it.

All key stakeholders are involved in our brand ¢reation
process.

Qur company has systems in place for carefully monitering
the appropnateness, timeliness, integration and consistency
of our branded communications.

We view hrand as applylng to far more than just our visual
identity and our marketing cormmunications.

Qur brand Includes not just our core organisation but also
our partners and key third party suppiiers.

We regard our brand agency(ies) as our strategic partner(s}
and actively involve themn in organisational and
communications planning and review sessions,

Our marketing and communications team have an
integrated understanding of our brand and are in constant
communication over brand-related activities and issues.

The consistency of our brand is paramount. [t reaches way
beyond just tactical brand campaigns and it is deeper than
even key personnegl changes,

We review our brand and what it stands for with all our
agencies at least once a year.

If our brand did not exist, the vast majority of our
customers would notice our absence and really miss having
us in their lives.

Your answer...

Your answer...

Your answer...

Your answer...

YOour answer...

Your answer..,

Your answer,..

Your answer..,

Your answar...

Your answer...

Your answer...

Your answer...

Your answer...

Your answer...

Your answer...

Your answer...

Your answer...

Your answer, ..

See Results

[ Start Over |

: Home : Creating : Communicating @ Living : Measuring : Managing : Extending :
: Resources @ About us : Email us :

© 2007 allaboutbranding.com and DNA Designed Cornmunications Ltd. (DNA)
: Terms and Conditions @ Your Privacy :

http://www.allaboutbranding.com/index.lasso?page=11,53,75

Page 2 of 2
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Brand Audit (SM) Page 1 of 1

Elevate your image

http://www fullcapacitymarketing.com/BrandAudit_Tool/index.htm 5/1/2009
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Brand Audit (SM) Page 1 of |

Brand AUdItSM

What's your market position? it sk

» This does ot cur rently amﬂv to ot or;,amzatmn" bat it will in the near foture

* This somew haE :lpphl‘\ to our nr‘.am?dtxan butitis 1ot fulh ;m;ﬂmnf*ntui

http://www fullcapacitymarketing.com/BrandAudit_Tool/index.htm 5/1/2009
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Brand Audit (SM) Page 1 of 1

Brand Audits™

What's your m arket pos ?.?iﬂf'? = o _ Elevate your image

http://www fullcapacitymarketing.com/BrandAudit_Tool/index.htm 5/1/2009
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Brand Audit (SM) Page | of |

Brand A'udits’“"

- What's }mu market position? et A L

3) Has your orga ted a market
- segmentation strategy by 'y customer and

-

stakeholder groups?

’ Hm »-,r;me*«;i 1at applies to pur or

i T?zis does not currently app!

http://www fullcapacitymarketing.com/BrandAudit_Tool/index htm 5/1/2009



http://vvwvv.fullcapacitymarketing.com/BrandAudit_T00l/index.htm

Brand Audit (SM) Page 1 of |

Brand AuditSV

| What's your market position? = . L e el i

4) Has your organization conducted a community audit
to determine strategic alignment opportunit

¥ This does not currently apply to our organization, but it will in the near future

» No, this does not apply to our organization

http://www.fullcapacitymarketing.com/BrandAudit_Tool/index.htm 5/1/2009
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Brand AudifS_Fﬁ:

FEas i ; e SET 4 wt1e VOUF imuge
| What's your market position? i i e S

5) Has your organization garnered competitive grants
~with high profile community partners?

¥ Yes, this applies to our organization :
» This somewhat applies to our organization, but it is not fully implemented
» This does not currently apply to our organization, but 1tw1

» No, this does not apply to our organization

http://www fullcapacitymarketing.com/BrandAudit_Tool/index htm 5/1/2009
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Brand Audit (SM) Page ] of 1

Brand AuditSM

Y : ; g Elevate v ‘._-" e
What's vou rkel positton? Lievate your image

en ga L,o
mzaamn ?

4 -‘fe.:s_';., this applies to our org

» This somewhat applies to our organization, but it is not fu

i ﬂua does not currently ‘.p;ﬁ'v to outr organization, but it will in the

4 \Iu Ihzwine« not d');ﬂ\ to our ﬂr;‘amf.nmn

http://www fullcapacitymarketing.com/BrandAudit_Tool/index htm 5172009
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Brand Audit (SM) Page 1 of 1

Brand Audits™

What's your market position? Sttt Sk bl

7) Has your organization developed a single brand
identity and single point of contact for your customers?

- Yes, this applies to our orgamzation
» This somewhat applies to our Orga‘ﬂiz:l _but 'it'i-s not fully implemented

» This does not currently apply to bur organization, but it will in the near future

» No, this does not apply to our organization

http://www . fullcapacitymarketing.com/BrandAudit_Tool/index.htm 5/1/2009
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Brand Audit (SM) Page 1 of 1

Brand AudltSM

= Sleviite your imape
What's ;f'ii'f F‘H"m—-'fﬂ n? 5 LU i bl

8) Duea YOUr Org ammtmn use cuqmmgr fcec’d}aclx (m a
regular basis to improve set '

* Yes, this applies to our organization

» This somewhat applies to our organization, but it is not fully implemented
» This does not currently apply to ouf organization, but it will in the near future

» No, this does not apply to our organization

http://www.fullcapacitymarketing.com/BrandAudit_Tool/index.him 5/1/2009
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Brand Audltﬁ'M -

‘What's your mai sition? v Elevate }w:e.n' image

9) Does your o ganmatmn create a monthly ROI
‘snapshot that includes mgmcc. such as brand
awareness, maz}wt pfenuf“tmtzmh serv}ce outcomes, new
{*mtmne: S, sz:mtez.,if:" nmez «:h;ps and market pmztmn?’

4 'X’f{"ﬁ' thls upp{ws to our orgam?'mo
» 'Ihh somewhat applies to our org,am?ahon butlt is nnt fu]h .mplemmted £

o1 Eua dnes not currently apph to our orc'dm:’atlnn but i it will in the near future

> No, this does not app!\ m our Qrga'"' ition

http://www fullcapacitymarketing.com/BrandAudit Tool/index.htm 5/1/2009



http://www.fiilIcapacitymarketing.com/BrandAudit_Tool/index.htm

Brand Audit (SM) Page | of 1

Brand Audits™ 3 asity earheting,

What's your market g

10) Has your organization's Customer Contact Teams
been trained in customer service? | '
» Yes, this applies to our orgummhqﬁ

» ""ii"hi‘s ét}m_cwhat applies to our orgziﬁ ation, but it is not ' iy impleme

the near

http://www fullcapacitymarketing.com/BrandAudit_Tool/index.htm 5/1/2009
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Standard logo format

The standard loge formal represents te Sauth African
Katgoal Parks master logo and 13 corect plogartions.
N adapts wel! to & variety of applications and should
be used whenever possible While the master South
Bincan National Parks Iogo format is the prefarred
format, acceptable zhtematives are descrived on 1he

following pages.

The logo consiksts of 1 Pantone Colour (often referred
105 & 500t colour). This colour i custom mixed t exac
specifications. Use only the proper South African National
Parks logo colour to repreduce the master logo.
[Refer to the colout quide }

General Rules for all South African
National Parks logo formats

* The South African National Parks logo should ahways
appear an 3 white, or reversed cut of a solid green,
batkgreund,

» Me South African Nationa! Parks logo colow is dark
and theretore it does nof read well on coloured
packgrounds,

« Abways use the stardard logo farmat, unless sthensize
indicated in this manual

* Use the Fantone spot colour wherever possible (See
the coler usage quida in secnion 7).

» Ihe logotype and symbol must never be distorted.

* Never alter the praportions between the logo type
and 16goe symbel.

LOGO = Standard format

|

I

|

~ i

_ | South African |

 NATIONAL PARKS |

This page s nor fr reproduction purpeses. Artwark for esproducion & dvaflable in the Reproduction section


file://'�//zif

LOGO = Standard Format

Standard logo format application ana |
‘ coloured background

The standard logo formst represents the master South
African Natianal Padks logo it adapts well 10 2 variety
of applications and shold be uved whenever possible.

While the master South Alrican National Parks loga
format & the preferred format, acceable shematives
are descrived on te fellowing pages

The logo consist of ¥ Partane Colour (often refemad

as 3 spot colowr). This colour s ustom mixed 10 waq)
| spectfications. Use only the proper South Alrcan Natonal
Parks loge colour To reproduce the master logo
{Refer 1o the Colour quite in Section 2}

General Rules of thumb for all South
African National Parks logo formats

ISTU————— South African
NATIONAL PARKS

appear on a white, or reversed out of 2 solid grean,

ackground,
« [he South African Natienal Parks fogo celour is dark

and therefore 1t does not read well on coloured
batkgrounds

= Ahways use the standard logo format, unkss oiherwise
indicated in this manual.

= Use the Pantone <pot colour wherever poss ke, (See |

the calout usage guide in wection 2} |
» The logotype and symbol must rever be distorted.

= Newer alfer the proportions between the logo Type
and loga symbol

This page € Aot for reproduenon purpeses. Artwsrk for reproduction s avaifable in the Reproduchon secton

LGGO = Spot Colour

1 Colour Spot Logo (Pantone} |
| 1

The Soath Mrican Mational Parks logo snould be (

neproduced whenever possible in the designated Pamtone
$pat Colowr,

Whan using another ik supplier of reproduction process l

owmer than printing, shways supply colour swatches as

|

The paper stock {quality, weight, absorbency, finksh) |

areference (Seepages224-225)

must be taken into consideration before deciding whether |

Ta match colours 1o the Fantone CV (coaied) swatches, '

' South African :
NATIONAL PARKS South African
} NATIONAL PARKS

o Pantone U (uncoated} swatches.

PANTONE
ST

THis GaGE 15 NOT OF reproduciion Durposes. Armwork for reproduciion IS avarable in the Repraguction settion



LOGO = Process Colour

4-Colow Process (CMYK) Loga

While optimally, the Soush Alrican National Parks kg should
b reproduced vdienever passible in the designated Pantone
spart colour, some siuations may anfy sllow for prinbing in

the standard 4-Colowr process [CMYR).

In such cases. i's critics] that every attempt be made to
mateh the South African Matonal Parks $pot Cofour, using

e swakhes onpage 2.24a0d 225 |

The paper stock (quality, weight, absorbency finish) must |

be taken into consideration betor deading whethes 10 |

mateh colours fo the Pantone CV {coated) swatches, or

Pamtone U (uncoated] swatches

South African :
ST ORAL PR South African
NATIONAL PARKS

8

1
W -

This page 1s noT for reprogduchion DUrpeses. Armwork far reproduction 5 avallatle in the Reproduction section

LOGO » Black & White

Black & White Logo

Whike cpnimatly, the South African Nationa Parks logo should
e repeodisced whenever possible In the designated Pamtone
spat colowr, same situations may only allow for printing in

Riack & White.

South African
NATIONAL PARKS

South African
. NATIONAL PARKS

This page 15 nof fof reproduction purposes. Artwork 1or réproduction s gwailabie i the Reproduction section



Unacceptable uses

These ate anfy a Tew examples of the unacceptable use

of coporate signature

Flease use the offloal artwark 1o tecreate goroorate

signature

Carrect use

These are only a few examples of the sceeptable use of

<Orparate signature

Please use the officel artwork 1o recreate corpotate

signamure

LOGO = Unacceptable use

Se Af Sogfth Afrfyan
RAYIDMAL PARYS MATIONAL PARKS

SXn
NATIOMAL PARKS

K

South African

KATIBKAL PARKS

puth African
NREIONAL PARKS

LOGO = Correct use

South African
HATIDNAL PARKS

South African
NATIONAL PARKS

South African South African
NATIONAL PARKS NATIONAL PARKS
South African South African
HATIONAL PARKS NATIONAL PARKS

This page 15 not for reprodcTion puiposes. Artwork for reproduction 15 awilable in the Reproduction seThon



CORPORATE STATIONERY

w
-
-}
-
[~
3
(3
=

-

Corporate Typeface

; e pr.wwg,ﬁ s ABCDEFGHIJKLMNOPQRSTUVWXYZ
R TR— abcdefghijkimnopgrstuvwsyz

1234567890& 5% 1 7;:,.

Frve vartatians of Frutiger may be used {see alongside)
S Frutiger &7 Condensed

| For information on how to use these varistions please

| lrto o ceprte oy s ko ABCDEFGHIJKLMNOPQRSTUVWXYZ

| | abcdefghijklmnopgrstuvwxyz

| 1234567890& 1 ?;:,.

| " ABCDEFGHIKLMNOPQRSTUVWXYZ

| ‘ abcdefghijkimnopgrstuvwxyz

‘ ‘ 1234567890& %' ?;:,.

| | ABCDEFGHIJKLMNOPQRSTUVWXYZ
| | abcdefghijklmnopgrstuvwxyz
1234567890& $!7;:,.

| ABCDEFGHIJKLMNOPQRSTUVWXYZ
1 abcdefghijkimnopqrstuvwxyz

! 1234567890& $172;:,.



Corparate Letterhead

Please note, and dffere to, the prescribed use of sur
carporate Typelace 2¢ indicated alongside.

Under no circumstances must you alter the arengement
ot fixed information and <pecifications as set o
alongside

fn particular pay attention fo the approved use of
punctuation, i spoticable

The elements of the lettemead are spacially drawn and

spaced. Never alter in any vay.

Letterhead Size! A4 - 787 x 210mm

Logo Size 44 5 35mm Green panel
Logo White

Migsion Statement.  Frutiger 57 Con, White

National Parks: Fratiger 57 Con
B0% Pantoned5TCY

Address Detalls: Frutiger 57 Con
100% Pantone 357CV

Reservation Detaits. Frutiger 67 Con.
100% Pantone 3570V

Colour Usage Various tints of Pantone 3570V
(s indicated). Logo ahays

appears In White reversed out of
Fantone 357CV

Park Letterhead

Please note, and adhere to, the prescribed use of our
torparate typelice a5 indicated alongside

Under no draumsTanies must you altef the arrzngement
ot fixed information and <pecficstions 2 set ot

abagside

in particular pay Jttention 1o the approved use of
wmunciuation, if applicable

The alements of the letternead ame specially drawn and
spaced, Never alter in any way

Letterhead Sizet M -297 x 210mm

Loge Size 44 x 35mm Green paned
Logo White

Mission 3tatement-  Frutiger 57 Con. White

Natiomal Parks: Frutiger 57 Con.
80% Pantoned5?2CV

Address Details Frutiger 57 Con.
100% Pantone 3570V

Colour Usage Various tints af Pamtone 3570V
fas indicated). Logo always
appears in White reversed out of
Famtone 397CV

l
|
|

STATIONERY » Corporate Letterhead

AB0% Taneste 3570
0% Paratons 1Y
LR Pacicons Y5TCY

0.3 wom rue
100 Fansann 1T

e

02 ruw
v v o v e Enarre tasgremass: £33 418 0EYY 100% Famtine I
mrea L. b - v e o T
ram we wemmm i —— | oa Pymone 35KV

I——-u: ]‘ 1!7 i i

This page 15 noT for reproduchon pUrpeses. Artvwark for reproduction 5 avadoole 11 the Reproduction section

STATIONERY *» Park Letterhead

A% Fartone 15708

2% Panione 3570V

2w e
TS Penmne ISTCY

s S e

e Ly

0.3 mm e
2 -t cam [P —— 19% Pantore JSTCY
. 1 4 [ ——— |
= e L i 0% Pantone 350V

e ]

This page s not for reproduciion Purpases. Armadark for repredUction 13 availadle in the Reproguction SeCtion



STATIONERY = Continuation Sheet

Continuation Sheet |

Unidfier no circumstances must you 2iter the amangement [
of fixed information and specilications 35 set out B3 m 1k

|
alongside | ‘

The elements, of the conBinuation shaet 2 spacially

drawn and spaced. Never alter In any way,

Larterhead Size: Ad - 297 x 210mm
Colour Usage Various tints of Pantons 3570V
tas Indicated).

==

This page Is not for reproduction purposes Artwork for reproduction 15 aradable i the Reproduchon section

STATIONERY » Complimentary Slip & Business Card

e ——

Complimentary Slip ‘

Please note. and adhere 1o, the prescribed use of our

corparate typetace as indicated alongside

a3 mm raie

The elements of the Complimentary SHip are speclally

drawin and spaced Never alter in any way

T
—s—|

S— Ll
[rT—_—— e [ u—— 100% Pantane TSIV
I ————
Complimentary Slip Sizer 100 x 210mm l __--.--..._' e 0% Pansowa IS2CH

i s 1

Business Card

Please pote, and adhefe Yo, the presorited use of our

cerporate typelace as indicated 2loagside.

— K% Parwone 1SY
The elerments of the Busines Card are specially drawn
and spaced. Never alter in acy vay.

Tebla B smtan

Business Card Swe: B5 ¥ 35mm

Because al the various sizes of the documents alongside, [

follow the same proportipns snd speditications & the
Jetterhear.

THis page 1§ not far repeoduction purposes Artwork for reproduction 15 avaiable in the Reproduchion secton

B0 Fanore TT

4% Pantare SNV

10 et YTV

2| e
L | % Fantuoe 3370

1A% Poantoes T5ICY

IS Pancona FTPCV

A% Partone IVCYE

100% Peninee WTTE
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STATIONERY « Fax Cover Sheet

Fax Cover Sheet e

FACSIMILE

The slements of the Fox Cover Sheet are specially drawn

— 0 Bom TE7 Fwtmids 3004 1ak: D17 425 5308 Lar: 512 LeT0AEY

and spaced Newer alter in any way cantral rpasevatiens: 013 428 311 pvINs AT S o s T ol
— et
|
| Fax ssoe A4-297 5 210mm | PR =
Logo Size: 44 x 35mm Black pancl ;i . -
o490 lu»gowmte From: Tel J\fn.

‘ ® pages {imr, this onel

Address Dotz i Frutiger 57 (on
Black

This page 15 riet for reproduction purposes Artwonk for reproduction 15 Jvoliable i the Reproduction section

STATIONERY * Invoice ! Receipt

Invoice

Please note. and adberz fo, the prescribed use of our

corporate typeface as indicated alongside.

Beczuse of Mevanaus 5703 of the docaments alongside, |

follow the same propertions and spedfications as the
letterhead.

‘ Receipt

Please rote, and adhere To, tne prescribed use af our

‘ wwrporate typeface as indicated alongside.

Because of the warious sze= of the documents zlengside,
follow the same proportions snd spedfications a3 the
letterhead.

Thes page & noi Tor reprodutiion purposes. Arwaork for reproduction 5 avatlable « the Reproducton section



STATIONERY = Tax Credit Note/Purchase Requisition

Tax Credit Note

TAX CREDIT NOTE

|
i
Please note, and adhere to. the prescribed use of our 1
|
1
i

corporate typeface as indicated alongside.

Becase af the vanous saes of e documents Jkngeide,

follow the same proportions snd spedifications as the
fetternead,

|

Purchase Requisition

Piease note and edhere to, the prescribed usé of our
corporate typetace a5 indicated alongside DIRECT PURCHASE REQUISITION

Follow the same specifications s the letterhead

Because of the vasous szas of the documents alongside,

follow the same proportions and speafications as the
letterhead.

Thiz poge 15 nOT for reproduchion purposes, Artwark for reproductan o avatlable I the Reproduchon sectin

STATIONERY « Entrance Permit

Entrance Permit

Pease note and adbere 1o, the prescribed use of our

cotporate Typeface a¢ indicated alongside.

ENTRANCE AND RESIDENTIAL PERMIT
35 5 TR A T2 AR A oREOMDL R Bt

Because of the various sizes of the document alongside.

follow the came praportions and spetitications s the
Ietterhead.

This page 5 NO1 fOr reproedUction PUrbDOSES. Artwark 1or reproduction 15 available in the Reproduciion section



|

Application For Leave

Mease note, and adhere to, the prescribed use of our
carporate Typetace o indicated alengside.

Because of the vorious sizes of the document alongside, |
follow the same proportions ond spedifications as the
letterhread.

Motepad

In particular pay attention to the approved se of
puncrwation, d applicable

The elements of the continuation sheet are specially ‘

drawn and spaced Hever alter In any way

Natepad size AS - 210 x 148mm }
Colour Usage Variouz tints of Pamone 3570V
tas indicated)

STATIONERY + Application For Leave

APPLICATION FOR LEAVE

Tow sy

= — i1

v
o

This page 5 not for reproduction purposes Artwork rar reproguction 15 available in the Reproduction section

STATIONERY » Notepad

V00% Perzone JSCY
£0% Parvmos 35TEK
PR Farame JICY

- 02 mm e
100% Parmone I5TCY

3 it
2% Fancone 570

T #% Pasmare 3TIC,

This page 1 not for reproduchon purposes Artwork for reproducTtion 15 available iy the Reproduction section



STATIONERY » Memo

——f——]|

Memo

BTW Patose ITICE

Please note, and adhere o, The prescribed use of our A% PR
az e
carporate fypeface a3 indicated alangside :W;'I:d:«m!
| .
Follow the same proportions and specifications as the |
from
| letternesd |
Capy lu
‘ b
Nemo size: A4797 210
| Lubject —— tlmne
‘ 0% Pansane TV
|
|
| T | s e i s
& |
4 —__a - i gy
- il i
‘ ’—- 2 £ t n i
This poge 15 not for reproducnion purposes Artwork for reproduction 15 avaifabie i the Reproduction secnon
STATIONERY = Envelopes
DL Envelope f |
!
| \
s 4

Please note. and zdhere fa, the prescribed s of our ’

corporate typeface 35 indicated alongside.

Because of e warious sizes of the Envelopes dlongside, |
fellow the same propartions and spedifications a8 the
Eettxrnead

Ad Envelope i

Please note, and adhere to, the prescribed use of our

L—

wrptiate typeface as indicated alongside.

Because of e various sires of the Envelopes alongside.
foliow the same proportlons and specfications 2< the
letterhead

This page 15 not for reproduction purpases. AMTwork for reproduction 15 avatloble in the Reproduchon section



Corporate Folder

This ie just an gxample of how the elements can te

apolied to 3 corporate folder

Achiever Award

Please note. 2nd adhere to. the prescribed use of our

corporate colowrs 8 indicated slangside
Follow the type specifications as set out below,
Achiever Award Size: 297 x 210mm

| Header Edwardizn Scrigt

All other fypse: Frutiger Bold Malic

Chairman’s Award

| Please note, and sdhere to, the prescribed use of cur

corporate colowrs as indicated alongside

Follow the type specifications a3 et out below
| Achioesr Award Sze: 297 % 21omm

Header: Edwardian Script

All otner typee Frutiger Bold Italic

Course Certificates

Flease note, and adhers to, the prescribed wie of our
corporate colours as indicared aloagside

| Follow the type specifications as set ol below
Achiever Award Sue: 297 x 210mm
Header Cdwardian Script

| Allother type: Frutiger Bold italic

STATIONERY » Corporate Folder

This page o not for reprodut ion purposes Artwork for reproduction s aves

& Reproouction secton

STATIONERY * Certificates

‘ f;g{/j;f:[(f'{/b

‘ ;_'_ 100% Pamrome 3870
O

(Deairarert 5—

[ | . L7 -:.‘;;:\av.. .»
. //((([({}'(H:T.M o . /%/.f,‘rff',ﬁ”({/—— ik o

Cogrs
. iog e
(

| ———— 100% Yarnore 350V

e |

8% Fantore JSICY
1013 Faniore T37CY

Terlfloale—T .

This page is noT fof repreduction DUposes. ATwork for reproduction is avliable in the Reproducnon secton



Rubber Stamps

The size of the rubber stamp can vary but the shape

must Ahuays te rectangular

The logo snould only appear on the right slde of the

Landscape ads

Shown here are typical layouts for SANParks landscape
advertisements The position of the logo ramaing

constant o3 6oes the application of the style element.

Headline Helvetkea Neue 49 Ught
Logo: CMYK
Body Copy: 147201 Gill Sans Light

1113t Gil Sans Mtalic
National Paris 12154p1 Giil Sans Bokd

Image Descripion: 12/ & Gill Sans Boid Italic

OrOaUCTION DIKDOSES. AMwork for reproduction is ariable in the

STATIONERY * Rubber Stamps

DATE

RECEIVED

South African
KATIONAL PARKS

DATE

APPROVED

South African
KATIONAL PARKS

DATE

South African
NATIOKAL PARKS

production section

ADVERTISING « Landscape format ads

e DTG

1 Hacthes

Gowid ¥ | -

a0 i Carel copy

— Naticnsl parts




Vertical ads
Shown here are typical fayouts for SANParks Vertical
advertiserments. The posltion of the logo ramains

congtant a¢ does the application of the syle slament.

Headline: Helvetlea Newe 45 Light
Loga: CMYR

Body Copy: L120pt Gill Sans Light
Card Copy 1171851 Gill Sans Malic

Nathonal Pars: 12/14p1 Gill Sans Bald
Image Description: 127140 Gill Sans Bold Nakic

Posters

Shown nere is typhcal kayout for SANParis Posters. The
pasition of the logo ramains constant as does the

apalication of the style clement.

Heagline: Helvelica Neue 45 Light
Lago: TMYK

Body Copy Gill Sans Light

Card Copy: Gill $ans ftalic

Navonal Parks: Gill San4 Bold

tmage Descripion: Gill Sens Bold Halic

ADVERTISING » Vertical format ads

'Go wild

|| e i i i g
[ A L O A
ek wuy mwmbr = gn e map b o
o s o M b e g € bk ¢
Can b Hin 4 Snen & Cas lnt Aed fru
wenlls g1

Vepams moss fon yion Whe ced me
v Bt e it o e b
e w8 iy ol vt m e Bk
L 1 [

This page i3 not for reproducton purposes Artwark for reproduction s avalfable in The Reproduction secTion

ADVERTISING » Posters

s s o W
L A e e

o ot e iV

e e oy Wid oy
S e 5

Trus page 15 net for reprogduction purposes. Artwark for reprodudtion & avadable In the Beproduciion secmon



Bannerss

Shown berz are tyoical layouls for SANParks Banner
sdvertisements. The position af the lage ramains

comstant & does the application o 1he style element.

Headline: Hebvetica Newe &5 Light
togo: MY
Postcard

Shown here are typical layouts for SANParks posteards.
The pasition of the logo ramains censtant a4 does the

application of the style element.

ADVERTISING = Banners

This page s nol for esproducion purposes Arfwork for regroduchon s evailabis in (ke Reproduchon secton

ADVERTISING » Other

This 0208 15 not 1! reproducTion purpeses. Amwork for reproducion 5 avatlable in the Reprooucton secnon



Signage

SIGNAGE * Road

Road signage |
The ebjective of the road sign is 1 make $ANParks
‘ naticesble from 3 distance The location of the sign

sheuld be chosen for optisum eisitility, ‘

Centre all text

South African
NATIONAL FARKS

Colour Usage: Pantane 357CY

‘ Type: Frutiges Bold
\ ‘ KRUGER
NATIONAL PARK

KRUGER
NATIONAL PARK

This page 1 noi for reproducion gurposes. Arnivork for reproducton 15 avadable i the Reproduction section



SIGNAGE » Park

Park signage ¥

The objective of these signs Is t inform the public

’ The locatian of the sign should be chasen for optimum DECLARE ALL DON'T FEED

wisiblity,
|
Colour Usage: Pantone 257CY A,
Pantone fed 0320V
Black :
Type Frutiger Bold y *
FIREARMS AT L
THE GATE THE ANIMALS

? ...SPEED KILLS!

TS DAQE 15 ROL for reproduction purposes. Armwork for reproduction 5 aviarlabie In the Reproduction section

SIGNAGE » Camp

Camp signage
| W
\ The opgective of the camp signs i fo rake the directions ( oy
RECEPTION
—-

in the camps noticeable from a distance The lacation

of the sign: should be dhosen lor optimum visibitty.

|
{ Colour Usage: Pantane 3570V

Type Frutiger Bold ‘

| ’ WELCOME WELCOME

South African

South Alrican
NATID . )

| HEAD OFFICE SATARA

|

This page 15 nol for reproguchion purpeses. Artwork for reproduction 15 avarabie in the Aeproducbon secton




Vehicle Signage

The SANParks logo must ahways appear in the centre
on both doors for optimum visibility The sire af the
logo will vary from vehicke to vehicle, but the position
must always be the centre of the door as iIndicated

Flongside

Colour Usage. 0n a green widice e white logo

Type Frutiger Bold

Vehicle Signage

Ihe SANParks (ogo must ahways appear in the centre
on both doots for optimum wisibility e sire of the
togo will vary from venicle 10 vehicle, but the postion
must always be the centre of the door as indicated

Jlorgside

Colour Usage: On a wihite velricle e groen logo
Pantone 3370
Type Frutiqer Boid

SIGNAGE * Vehicle

This page 15 not for repreduction purposes. Artwork for reproduction is avarable in the Seproduction section

SIGNAGE = Vehicle

This page 15 pot for repreducion putposes. Artwark for repros

stan (5 avarable in the Reproduchion section



SIGNAGE = Vehicle

Vehicle signage

The SANFarics logo must always appear behind both
doors for optimun visibdity The imdeccamage must be

Pantone 357CY 25 Indicated alengside

Colour Ysage Fantone 357CY

Type trutiger Beld |

This page 15 not for repreoliction purpeses. Armwark for reproduction 15 ovafobie m the Reproduchion section

PROMOTIONAL ITEMS & CLOTHING
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Bunting

The SANParks bunting consists of logos prnted ona
rectangular green or white background. On the green
bunting the lago must b¢ white and on white
background the logo should be green. These shouid be
placed amentively &3 indicated alengside,

Colour Usasger Pantone 3STCY
Type: Frutiger Bold
Flags

The SanParks flags consists of logos printed on &
rectangular green background On both the hotimatal

and verticsl green flags the logo must be white as

indicsted dongside.
Coleur Ysege: Pantone 3570V
Type: Frytiger Bold

Pens & Pencils

With the vast selecBon of promotional tems currently
available, 1t is not possible to lay down firm quidelines
with regard t the SANParks corporate $ignature 10

Rach type, and discretion must therefore be pxercised

Sport Bag

With the vast selection of prometonal fterms currently
available, @ is not passible fo lay down fim quidelines
with regard 10 the SANParks corperate signeture to

A type, and discretion must tharefare be exercised

Shopping Bag

With the vast selection of promotional ems currently
availsbie 1t 1 not pessitle 1o lay down fiem guidelines
with regard 1o 1he SANParks comporate signature to

each type, and discretion must theretone be sxercised

PROMOTIONAL ITEMS & CLOTHING = Bunting & Flags

Trath dricas

South African

h African
AL PiRES

Thes page 15 not tor reproduction purposes Artweark for reproducTion s availabie in The ReproducTion section

PROMOTIONAL ITEMS & CLOTHING * Pens, Pencils & Bags

This page 5 not Tor reproduetinn purpases Artwaork foz reproc

stion & awpliahie in the Reproducton secton



PROMOTIONAL ITEMS & CLOTHING » Mousepad & License Holder

Mousepad ‘

With the vast selection of promotional items currently
avzilable, 1t 15 not possibie ta fay down firm guidelines
with regard 1o the SANParks corperate signature o |
mach Type, and discretion must therefore be exercised ‘
| |
Colour Usage: Fantone 357V

|

AR Parione $TICV

License Holder

With the vast selection of promotional items currently ‘

weailable, 0 s not possible to lay down firm quidetines i

with regard to the SANParks corporate signature to

each rype. and disaretion must thereore be axeecised

Colour Usage: Panione I57CV
| fymer Frutiger Bold

iy Rtssﬂa’r
——2l

g o
‘ ; & &
.’.7:"‘-“ Gl
| e )
| = | w
| 34 1%}
| { South African V20 South African 5;:.
KATjgNAL FA3XS N Tl MAltouAL PARKS 8
| ! &

10U gtz 557C¢ \\‘"9
g
~ot reservat
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This page 15 ot for reproduction purposes Ardwort for reproduction 15 avadabie in the Reproduction section

PROMOTIONAL ITEMS & CLOTHING = Corporate Clothing

Corporate Clathing

These are some examales ¢f how the SANParks |

corporate identity elements should be applied to the

uniterms. The examples shown on these pages enly

|
| serve as 2 quideline, ’
The embroldered or s/lk-screened SANParks corporate \
identity should atways be consistent regarding size.
structure and visual appearence. These should be placad

on the left side as indicated alongside, ‘

Colour Usage: Pantone 3570¢

This page 15 not for reproducTion pUrposes. Artwork for reproduction 15 avadabie i the Reproduction secnon



PROMOTIONAL ITEMS & CLOTHING = Corporate Clothing

Corporate Clothing ‘

Theze are some examiles of how the SANFarks
corperate Jdennty elements sheuld be applied 1o the
uniforms. The examples shown on these pages only

serve 3s a quideline,

The embroidered or ¢llk-soreened SANPArks corporate
identity should slvays be consistent 1egarding size,
structure and visual appearance. These should be placed

on the left side = indicarnd slongside. |

Colour Usage’ Pantane 357CV

This page I5 Not for reproduciion purposes. Armwork for reproduclion 5 avatiabie in the Reproduction Section



