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2O
ABSTRACT
2O

Over a decade ago, the Department of Environmental Affairs and Tourism in South
Africa observed that 22 to 25 million potential travellers did not consider South Africa
as a destination of choice because of safety concerns. Many authors also point to
the crime perception factor as a major contributor to the decline in tourism demand
at any tourism destination. Feelings of lack of safety or threat in a specific place can

lead to a negative impression of the destination as a whole.

This study set out to investigate whether the perception of crime in the Inanda
Heritage Route has caused any damage to its overall tourism growth. The Valley of a
Thousand Hills was used for comparison purposes. This study strategy used both
guantitative and qualitative methods to ensure that the study was reliable and
obtained the views of both the tourists and the attractions management regarding the

effects of crime perceptions, and on what can be done to minimise the impact.

Through convenience and simple random sampling methods, the study involved a
guantitative survey of 201 tourists who were visiting the two tourism routes, as well
as six managers and four owners of attractions on these routes. The tourists
answered questionnaires and the managers and owners were interviewed to

produce qualitative data.

The findings of the study indicated that crime perceptions play a huge role in
deterring tourist activities on attractions. It was also learnt that not all tourists on
these routes experienced criminal activities, proving that the issues is possibly more

perceptual than actual.
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CHAPTER 1: BACKGROUND TO THE STUDY

1.1 INTRODUCTION

South Africa boasts a variety of tourism offerings that range from ecotourism, beach
tourism, adventure tourism and sport tourism, to cultural and heritage tourism. The
Inanda Heritage Route is one of the key cultural and heritage tourist attractions in
KwaZulu-Natal, classified under ‘community tourism’ attracting both foreign and
domestic tourists. Inanda is a township situated 24 km from Durban and is part of

eThekwini Municipality or the Greater Durban Metropolitan Municipality.

Marschall (2008: 71) describes Inanda as being located on the peri-urban fringe,
away from economic as well as employment opportunities. The closest economic
and industrial area is Phoenix. Thus, the Inanda Heritage Route is a major
contributor to the growth of tourism organisations and tourism attractions situated
there, and to employment. The Inanda Heritage Route, which comprises the Gandhi
Settlement, the Ohlange Institute, the Green Hub, Sbu’s Lounge and the Inanda

Seminary, is symbolic for its rich history and heritage.

The Industrial Policy Action Plan (IPAP) (Republic of South Africa 2010: 81)
indicates that tourism is one of the economic generators predicted to contribute to
the development of rural areas, townships and culture by bringing in foreign
investment, growing the economy, creating jobs, developing the local economy and
increasing local cash flow and consumer spending. Bearing this in mind, this study
set out to investigate the challenge of crime-safety perceptions by tourists, based on

the case of the Inanda Heritage Route in Durban.
1.2 RESEARCH BACKGROUND

George and Rivett-Camac (2010: 2) articulate a definition of tourism sourced from
the World Tourism Organisation, which describes tourism as “the movement of
people from their usual place of residence, travelling to and staying in places outside
their normal environment for not more than one consecutive year for leisure,
business and other purposes”. Key cultural, heritage and historical sites as well as
adventurous places that are of significance to tourists, are found within communities
(Barry 2019: 29). According to the Department of Tourism (2010: 45), the Inanda
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Heritage Route has been in existence for a few years, but no significant tourism
worth mentioning occurred there. It was only in preparation for the FIFA World Cup
that the eThekwini Municipality decided to operationalise the route as a new tourist
attraction. This was achieved by investing in major upgrades, including access
infrastructure, restoration of historical sites, improvement of environmental conditions
and security, as well as the production of marketing material (Marschall 2009: 758).
During the official opening of this route, eThekwini Municipality made a commitment

that it would ensure the safety of tourists using this route (Durban Tourism 2013: 2).

Community-based tourism (CBT) such as the Inanda Heritage Route is a strategy for
sustainable tourism (Department of Environmental Affairs and Tourism 2008: 4).
Community-based tourism is a form of tourism where a number of local people are
involved in tourism development and management, and even those who are not
indirectly involved in tourism enterprises gain some form of benefit (United Nations
World Tourism Organization 2006: 72; Woo, Uysal and Sirgy 2019: 53). The White
Paper on the Development and Promotion of Tourism (Department of Environmental
Affairs and Tourism 1996: 40) states that tourism should be firmly based in local
communities. This ensures interaction, either positive or negative, of tourists with the
locals. In this regard, this study evaluates the impact of crime perceptions of tourists

visiting this route and how they feel about the locals in relation to their safety.

The increase in tourists’ interest to visit attractions such as South Africa’s Black
townships, including sites such as the Inanda Heritage Route, because these
townships portray or represent heritage in the context of everyday life have long
been observed (Tourism KwaZulu-Natal [TKZN] 2008: 1). Muldoon (2017: 80)
recognises township tourism as an increasingly popular activity for foreign tourists
visiting South Africa. Tourist visits on the Inanda Heritage Route have grown from 23
000 visitors in the year 2016 to 26 000 in 2017 (Durban Tourism 2017: 2). The
township visit experiences are sometimes surprisingly different. Moyle, Weiler and
Croy’s (2013: 13) definition of tourism includes heritage destinations, such as the
ones found on the Inanda Heritage Route, stating that these significant and rare
attractions boost the county’s economy the greatest. However, the success of the
Inanda Heritage Route has been affected by crime perceptions; hence tourism in this

area has not been growing accordingly.
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Inanda has a strong heritage foundation in both the struggle against apartheid in
South Africa and the current struggle to implement sustainable development
initiatives (Ncube 2014: 12; Turco et al. 2012: 18). The Inanda Heritage Route exists
today because of all the events of the past, which now attract tourists from all over
the world. The first serious attempts at promoting tourism in Inanda was marked by
the reconstruction of the principle buildings on the apex of the Phoenix Settlement in
1999, officially unveiled by the former President, Mr. Thabo Mbeki on 27 February
2000 (Hennig 2010: 28).

Marschall (2012: 80) states that the Inanda Heritage Route’s development is seen as
a crucial mechanism for diversifying the local economy, while simultaneously
enhancing social cohesion and community pride. The author further state that Inanda
is of great importance in the history of Durban and South Africa as there are many
historical and significant events that took place in Inanda that have had global
significance and influence, which still makes Inanda a lively and exciting hub of

cultural and spiritual activity.

Perry and Potgieter (2013: 84) claim in a study of crime and tourism in South Africa
that this country is often viewed as the crime center of the world. While crime rates in
specific types of crime are decreasing or stabilising, there continues to be an upward
trend in many types of crimes. The study concludes that crime remains an important
consideration in relation to tourism in South Africa and requires an interdisciplinary
and critical theoretical and methodological approach to examine multi-faceted and
complex economic, social, political and spatial aspects. This then increased the need
for research on the Inanda Heritage Route and perception of crime to be conducted.

1.3 RESEARCH PROBLEM

Despite the importance of the Inanda Heritage Route as a CBT initiative, it is
bedevilled with crime and the perception of crime which is a threat to the tourism
sector and potential of tourism (Mchunu 2012: 1; Mngadi 2017: 8994). The media
and word-of-mouth play a key role in spreading perceptions and mounting debates
about crime and tourism (Perry and Potgieter 2013: 102). The Institute for Security
Studies (ISS 2001 cited in Perry and Potgieter 2013: 102) propose that public
perceptions of crime are rarely based on statistical information about crime levels or

the risk of crime, but are influenced by a range of factors that include actual
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victimisation and first-hand experiences of crime and violence; impressions and
opinions of the city environment; the media; interaction with colleagues, friends and
family; perceptions about government’s ability to provide safety; and the extent to
which people feel helpless against crime. In support, George (2010: 806) observes
that crime perceptions play a vital role on tourists’ decision to visit or revisit the

affected destinations.

Crime and safety issues such as the ones occurring in Inanda can adversely affect
tourism behaviour and experiences (Horner and Swarbrooke 2016: 1; Turco et al.
2012: 68; Bentley et al. 2001: 85). Marschall (2012: 337) is of the view that the
Inanda Heritage Route is poorly managed, especially in relation to the perception of
crime in the area. The crime perception in the Inanda Heritage Route might be
connected to poorly-developed urban infrastructure, low levels of economic activity,
widespread poverty and high unemployment (Pollock 2007 cited in Ncube 2014: 83,
Carlini and Wagner 2017: 1).

Booyens (2010: 282) states that potential visits to some townships become
impossible because tourists feel there is too much crime and choose to visit other
destinations and this is exactly what Inanda is experiencing. On the other hand,
Makgabo (2006: 18) earlier argues that other townships such as Alexandra, even
though they have high crime rates, are doing well in terms of tourism visitations. This
could be due to their aggresive marketing strategies that are able to overpower the
negatives and turn them into positives. Nonetheless, Bob, Swart and Turco (2006:
193) suggest that tourism is highly sensitive to perceptions of danger, lack of safety
and security. Therefore, lack of safety and security and incidences of crime
epitomize a more stern risk to travel and tourism than any other negative factors
(Prideaux and Master 2001: 25; Ghaderi, Saboori and Khoshkam 2017: 553).

Carneiro, Eusébio and Caldeira (2018: 10) contend that crime plays a lesser role in
terms of determining whether the tourist would visit and/or revisit the destination.
Crime is an ubiquitous factor that makes visitors unhappy and is a deterrent to the
potential tourist visits due to the spreading of rumours of such problems (Zambuko
and Edwards 2007: 6). George (2003: 102) claims that perceptions of crime play a
huge role in influencing visitor behaviour in terms of not booking, cancelling visits to

the affected destinations, slowing tourist demand and revenue in the affected tourist
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attraction. Musvoto, Lincoln and Hansmann (2016: 205) point out that the image of a
destination plays a vital role in attracting tourists. This means that the route such as
the Inanda Heritage Route needs to ensure that its image remains appealing in the
eyes of tourists in order for it to be attractive.

Investigating challenges of crime perceptions at the Inanda Heritage Route is crucial
to assess to what extent crime perceptions on this route have stifled its tourism
potential and growth. This is also crucial because crime and grime and, perceptions
of these are major obstacles to attracting more visitors to the area (Barry 2019: 108).
Indecorous perceptions cause prospective visitors to adopt against visiting South
Africa, resulting in significantly lower numbers of international visitors to the country
(National Department of Tourism 2010: 42; Yaksic-Vera 2016: 22). The prospective
consumer usually has a very narrow perception of a destination and a negative
image can be created through the media relating to safety at a destination (George
2003: 560; Milicevi¢, Mihali€ and Sever 2017: 211).

1.4 RATIONALE AND SIGNIFICANCE

The rationale for this study is formulated on the need to address crime-safety
perception on the Inanda Heritage Route. The rationale is also fuelled by the
observation that there is limited research on tourism and crime with most reports and
debates being concentrated in the local and international media (Perry and Potgieter
2013: 102). Moreover, community tourism is a dynamic sector in a rapidly changing
world, and for any community tourism to reap its tourism potential, it needs to have a
positive crime-safety image. Tourism, and especially cultural tourism such as is
found in the Inanda Heritage Route, has become a force to be reckoned with,
irrevocably transforming destinations, traditions and lifestyles (Min, Martin and Jung
2013: 760).

Another motivating factor that drew attention to the study is to contribute to extending
the literature and debate on the Inanda Heritage Route. Although prior research has
tried to answer questions on the the Inanda Heritage Route to some degree, it
remains crucial to continue the debate and contribute to the literature. The results of
this study are expected to contribute to a critical examination of key tourism and
crime issues, drawing on relevant experience from tourists and tourist attraction

managers. The study also contributes to the body of knowledge on management
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strategies to promote the Inanda Heritage Route, despite the perception of crime in
the area. These findings can strengthen those instances where management have

already made recommendations to address these issues.

A study of this nature can also encourage the government’s effort in positioning
Durban globally as reflected in the Visitor Marketing Strategy 2013-2020, which is an
effort to focus on improved earnings from the tourism industry. To achieve the
‘positioning Durban globally’ goal, strategies have to be aligned with the National
Sector Strategy; the KwaZulu-Natal Provincial Master Plan; the South African
Tourism Visitor Strategy; and the South African Brand Strategy. The National
Department of Tourism (2010: 51) notes that robust perceptions occur globally that
South Africa is a perilous destination and has a real problem with safety and crime,
so an effort needs to be prepared to proactively address any improper perception in
this regard.

This study will also draw attention to the vital role of township tourism such as the
Inanda Heritage Route, in the country’s economy and community tourism
sustainability efforts. It is necessary to discover the effects of crime perceptions as
these can impact negatively on the Inanda Heritage Route tourism growth resulting
in this route failing to realise and reach its full potential by inhibiting tourists’ activity
in this area. It could therefore be anticipated that at the provincial level, this study will
inspire academics and researchers to engage in similar research. Doing so, could
help to identify and evaluate existing management strategies that can address crime-

safety challenges and crime perception on the Inanda Heritage Route.
1.5 RESEARCH AIM

The aim of this study was to explore options for the management of crime-safety
perceptions by tourists on the Inanda Heritage Route in Durban. This study
accordingly examined crime perceptions regarding Inanda Heritage Route tourism
destinations and recommends management options to alleviate negative perceptions

of the destination.
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1.6 RESEARCH OBJECTIVES

The objectives of the study were as follows:

1.

To ascertain factors that contribute to crime perceptions of the Inanda
Heritage Route amongst tourists;

To investigate the impact of tourists’ perceptions in determining visitor
demand for tourism;

To ascertain the extent to which crime perceptions of the Inanda Heritage
Route inhibit tourists’ activity; and

To investigate management strategies that promote the Inanda Heritage

Route, despite the crime perceptions of the area.

1.7 RESEARCH QUESTIONS

The following research questions were developed to achieve the research

objectives:

1.

What are the factors that contribute to crime perceptions of the Inanda
Heritage Route amongst tourists?

What is the impact of tourists’ perceptions on determining visitor demand on
tourism?

What is the extent to which crime perceptions of the Inanda Heritage Route
inhibit tourists’ activity?

Which management strategies need to be utilised to promote the Inanda

Heritage Route, despite the crime perceptions of the area?

1.8 RESEARCH METHODOLOGY

This research is a case study of the Inanda Heritage Route. Case study is an in-

depth exploration of a single case or multiple cases over a period of time (Creswell

2014: 45; Kumar 2019: 10). The rationale for case study is that it is suitable as

researchers’ collect detailed information using a range of data collection procedures

over an unrelenting period of time (Stake 1995: 102).

The research methodology for the study was mixed method comprising quantitative

and qualitative methods. Integrating the two forms of data affords a more complete

understanding of a research problem than can be provided by either approach alone
(Creswell 2014: 32).
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1.8.1 Sample size and sampling technique

The participants, that is tourists were selected by purposive sampling and business
managers and owners were selected using simple random sampling. The rationale
for the use of purposive sampling was because it targets a particular group of people
and helps find knowledgeable and reliable informants from the community (Creswell
2014: 72; Dolores and Tongco 2007: 41). Six managers and four owners of
attractions from the Inanda Heritage Route and the Valley of a Thousand Hills were
sampled for interview and this will be shown in table 4.1. Two hundred and one (201)
respondents were tourists to the Inanda Heritage Route and the Valley of a

Thousand Hills and were selected for questionnaire administration
1.8.2 Data collection

Data was gathered from primary and secondary sources. Primary data was collected
through interviews and questionnaires. Interviews were administered to six
managers and four owners of tourist attraction, five each from the Inanda Heritage
Route and the Valley of a Thousand Hills. The interviews were semi-structured and
open-ended in order to give room for divergent views on the topic and for thematic
collation, as espoused by Creswell (2014: 78) and Babbie and Mouton (2003: 45). In
addition, questionnaires were completed by 201 tourists from both tourism routes.
Secondary data was collected from books and journal articles, policies, government
legislations newspapers and magazines, research reports and the internet.

1.8.3 Data analysis

A number of qualitative and quantitative data analysis techniques were employed to
analyse the data. Since the data collection was based on interviews and
guestionnaires, various data analyses were utilised. The quantitative data derived
from questionnaires was analysed by means of descriptive statistics in the form of
graphs and cross tabulations. The qualitative data derived from the interviews were
analysed by means of content analysis. Content analysis entails gathering and
analysing the content of qualitative data, identifying recurring themes, language,
words or phrases (Patton 2002: 274; Babbie and Mouton 2003: 87). In this regard,
the study also employs thematic analysis on interpretation and application of data.

Thematic analysis as indicated was employed in the analyses of the viewpoints of
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the six managers and four attraction’s owners through the thematic analytical tool in

finding common grounds among the respondents.
1.9 DELIMITATIONS AND LIMITATIONS OF THE STUDY
1.9.1 Delimitations

The primary study was limited to two tourism routes, namely the Inanda Heritage
Route and The Valley of a Thousand Hills. This delimitation of the study was
necessary due to time and budgetary constraints. Data was gathered from five
attractions in the Inanda Heritage Route. To provide a frame of reference, data will
also be gathered from attractions in the Valley of a Thousand Hills. A frame of
reference will provide a lens through which the Inanda Heritage Route may be
understood. Hence the study recommendations will accordingly focus only on the
Inanda Heritage Route.

1.9.2 Limitations

One of the chief limitations of a small-scale case study is that it cannot lead to
statistical generalisation (Veletsianos, Johnson and Belikov 2019: 1714). Hence, the
findings of this study are limited in terms of extrapolation and generalisation. The
study targeted a limited sample of six tourism managers and four attraction

managers with experience.

One of the limitations was that the study could not cover all the tourist attractions in
the Inanda Heritage Route. However, saturation point was reached towards the end
of the data collection. Time constraints also affected the research. The researcher
worked full-time basis and extra hard to carry out the research, and used two

research assistants to administer the questionnaires.

Another limitation of this study was the unavailability of certain managers to
participate. The study initially aimed to obtain an equal participation of men and
women managers. However, this was not possible and more men were interviewed.
It was very difficult to achieve parity because men were more involved in tourist
management in the area. The data collection interviews were conducted during
working hours. Therefore, interruptions of the interview were common, as the tourism

attraction owners and managers were distracted by customers.
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1.10 STRUCTURE OF DISSERTATION
This study report is presented in six chapters as follows.
Chapter 1: Background to the study

Chapter one presents the background, problem statement, aim of the study and
research objectives, as well as the research questions, delimitations and limitations.
It also elucidates the significance of the study, the research methods, research
setting, sample size and sample technique, data collection, data analysis, its scope
as well as its methodological and practical limitations, and finally, the structure of the
dissertation. This chapter provides the historical background and the location of the
study area. It further outlines the rationale for choosing Inanda as a case study along
with the Valley of a Thousand Hills. The significance of the Inanda Heritage Route

was also discussed.
Chapter 2: Study area

This chapter provides historical background and the location of the study area. It
further outlines the rationale for choosing Inanda as a case study and the Valley of a
Thousand Hills. The significance of the Inanda Heritage Route is also discussed.
The Valley of a Thousand Hills Route is drawn upon as a frame of second reference
on a cognate route in order to guide appraisal of the Inanda Heritage Route and

broader understanding.
Chapter 3: Literature review

This chapter discusses the relevant literature on crime perceptions generally on the
Inanda Heritage Route. It also highlights previous and current debates with regard to
challenges of crime-safety perceptions by tourists and managers at both
international and local level. This chapter also highlights the trends with regard to
strategies for addressing challenges of crime-safety in tourism. It identifies some
gaps, which the existing literatures has missed, and underscores a nuanced
understanding of these concepts. In this way, it provides the link and a contextual

framework for unpacking the challenges of crime-safety.
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Chapter 4: Research methodology

The chapter discusses the important methodological strategies used for this
research, including the research design for the study, sampling method, data

collection procedures, data analysis, reliability and validity, as well as the rationale.
Chapter 5: Data presentation and discussion

Chapter 5 presents the statistical data and thematic data from the questionnaires
and interviews. This data is depicted in descriptive, frequency tables and graphs, to
clearly illustrate the findings of the study. The chapter analyses the levels of crime-
safety perception of tourists and managers from the Inanda Heritage Route, and
compares this data to data collected from the Valley of A Thousand Hills. This
chapter also provide a comparative assessment for both the Inanda Heritage Route
and the Valley of a Thousand Hills.

Chapter 6: Chapter 6 provides a summary of the research results, recommendations

and conclusions.
1.11 CONCLUSION

The chapter presented an overview of the research background, rationale of the
study, and detailed the problem statement, research aim, research objectives and
guestions, and delimitations and limitations. The summary of all six chapters is also

presented.
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CHAPTER 2: STUDY AREA

2.1 INTRODUCTION

The Inanda Heritage Route as a tourism product is growing annually. This could be
because tourists are becoming more and more interested in experiencing township,
cultural and heritage tourism. This chapter will present the historical background of
both the Inanda Heritage Route and the Valley of a Thousand Hills. The importance
and economic contribution of these routes to tourism will be discussed, as well as
their value to the communities, especially the Inanda Heritage Route as a CBT

initiative.
2.2 HISTORICAL PERSPECTIVE

The Inanda Heritage Route is rich in history and heritage with cultural tourism
attractions. The route’s historical background will be reviewed in order to understand

how it was developed and what it stands for.
2.2.1 History of Inanda Heritage Route

Inanda lies about 15 kilometres northeast of the Durban city centre, which is an area
rich in diverse cultural, heritage and natural resources (Ntuli 2011: 8). The tourist trail
starts at the Gandhi Settlement and passes through the Dube Village Mall, situated
in the central part of the Inanda Heritage Route, which arose out of the need for a
local shopping centre to help retain Inanda’s wealth within its borders. The Shembe
faith that has a membership of about two million followers has a strong presence in

the area.

Dating back to 1869, the Inanda Seminary for Girls boasts of graduates that include
several of South Africa’s prominent political personnel and businesswomen,
including the former Deputy President of South Africa, Baleke Mbete, the former
Deputy Speaker of the National Assembly, Nozizwe Madlala, and the late Minister of
Health, Manto Tshabalala Msimang (Ncube 2014: 90). From an historical point of
view, the Inanda history dates back to the time when the Voortrekkers moved into
KwaZulu-Natal during the Great Trek in the 1830s and established farms over a wide

area including Inanda. These farms, which were largely abandoned when the British
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took control of Natal in 1843, fell into the hands of land speculators (Marschall 2012:
724).

Around the turn of the 20th century, several better-off Christians from the Inanda
Mission including the Dubes and Gumedes, bought land from these adventurers.
Many Indian farmers also bought land here. Until the 1920s, these landowners were
able to make a decent living from their crops. The Dubes’ for example grew sugar
cane. However, they soon realised that the racial discrimination that they were

exposed to was undermining their long-term sustainability (Ncube 2014: 90).

Marschall (2013: 34) states that in the 1930s, the entire area of private landholding
in Inanda was characterized as an African area due to segregationist regulations at
that particular time. This was a direct attack on Indian landowners, who were
thereafter reluctant to add any new investments to their farms. Matters dragged on in
a state of uncertainty until the late 1950s when the apartheid government, which had
by then been in power for ten years, turned its attention to urban Africans. In order to
introduce tight controls over entry to urban areas, the state built new townships all
around Durban. Access to housing became dependent on jobs (Hennig 2010: 01).
Those without jobs were ordered to leave the city altogether. They, however, moved
further out to places like Inanda where landowners, now in a desperate state, found
that they could rent out plots for shacks that became a much steadier form of income
than crop farming. They eventually became “shack farmers” and this led to the

beginning of the urbanisation of Inanda (Marschall 2008: 337).

2.2.2 Background and crime perceptions on Inanda Heritage Route as a

Community-Based Tourism Product

The Inanda Heritage Route is vital for CBT which provides a more authentic and
non-performative experience, depicting ‘real’ history, ‘real’ people and the ‘real
South Africa (Witz 2001: 17). The importance of the area is later reflected in The
Inanda Tourism Development Business Plan which is shown in the 2009/10
eThekwini Municipality IDP which is a platform to provide a framework for tourism
development in Inanda (The Economic Development Growth in eThekwini (2016:
31). The Durban Tourism (2013: 9) Visitor Marketing Strategy and plan for the City of
Durban identified elements such as culture, history and heritage, of which the Inanda
Heritage Trail is part of, as having strong potential. Nemasetoni and Rogerson
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(2007: 201) elucidate that township tourism also offers visitors visual evidence of the
deprivation left behind by the apartheid regime that tourists’ are interested to see.
Based on its importance in township tourism, the Inanda Heritage Route was
officially launched under the branding “Woza eNanda” on 9 May 2010 at the Ohlange
Institute (Hennig 2010: 13).

The Inanda Heritage Route, as a CBT project, is an effective tool for poverty
alleviation because residents in the community earn income as land managers,
employees, entrepreneurs, service and produce providers (Ncube 2014: 92). The
Inanda Heritage Route is rich in diversity in cultural and natural resources (Marschall
2008: 71). The tourists’ numbers at the Inanda Heritage Route grew and reached 26
000 visitors in the year 2017 (Durban Tourism 2018: 2). This is an achievement
despite its soiled image as township visit experiences are sometimes surprisingly
different from the other tourism practices such as the city visits, game reserves and

others.

Ramchander (2007: 34), in a study of Soweto tourism, found that tourists are
surprised that townships are not deprived areas steeped in violent crime as many of
them had been led to believe. By contrast, they are lively centres filled with
welcoming people and tremendously inspiring stories. The author found out further
that many tourists leave with an impression far-off and unlike the one with which they
had attained before arrival. The Inanda Heritage Route is crucial to the community
within which it is located as it is a CBT product. The importance of the sector is also
reflected in the KwaZulu-Natal White Paper (Department of Environmental Affairs
and Tourism 2008: 30) on tourism development and promotion that stated that for
tourism to succeed in any destination, there is the need to put in place an enabling

environment.

Marketing Air Access Ll
Development

Figure 2.1: KwaZulu-Natal White Paper on critical enablers of tourism development and
promotion (Department of Environmental Affairs and Tourism 2008: 30).
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Figure 2.1 shows that the provincial government has recognized safety, which
includes crime perceptions, as a critical enabler of tourism development and
promotion. Ncube (2014: 95) suggests that the crime perceptions in the Inanda area
have grown due to actual crimes that are happening and the fact that the media has
spread this news, raising the importance of this study to investigate the impact of
crime on tourism growth in the area. Crime in Inanda is escalating every year as
highlighted on Table 3.1. The most worrying factor is that contact crimes are also
increasing, meaning that the tourists visiting this area might not be safe. The police
in the area have tried to combat crime but it is noted by the researcher that
cooperation between tourism and the South African Police Service is essential in
order to restore the destroyed image of this area (Situation Analysis Report 2009:
04).

2.3 HISTORICAL PERSPECTIVE OF THE VALLEY OF A THOUSAND HILLS
ROUTE

It is always important to learn about the past before discussion on the present and
the future. The Valley of a Thousand Hills is a famous route and it holds a lot of
history and importance. It is therefore equally important to discuss its history and to

give an overview of its existence and the benefits of this route.
2.3.1 The Valley of a Thousand Hills Route

The Valley of 1000 Hills is named after the many hills, cliffs and valleys which rise up
from the banks of the Umgeni River as it flows from the distant Drakensberg
mountains to the Indian Ocean (TKZN 2013: 1). According to the Durban Tourism
1000 Hills Brochure (2014: 3), the Valley has been home to the Zulu people for
centuries, with many continuing to practice and live their unique traditional lifestyle.
The Valley is a scenic 30-minute drive inland from Durban and the Indian Ocean.
When Europeans arrived at the Port of Natal in 1825, the Valley of 1000 Hills was a
remote and isolated area teeming with game (Chazan 2009: 13). WS Field was one
of the first Europeans to settle in 1851, and leopards were said to occasionally spend
the night on the veranda of the Field homestead in what is now Kloof (Durban
Tourism 1000 Hills Brochure 2014: 4). Within a few years from 1851, a wagon road
opened up access between Durban and the interior, close to what is now the Old
Main Road. From the establishment of European settlers to the vibrant Zulu culture
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which gives the area its distinctive identity, the Valley of 1000 Hills has a rich

heritage.

The success of the Valley of a Thousand Hills tourism route is attributed to its rich
history due to its strategic location that has relevance to the current trends and the
development and promotion of tourism within the area. The Valley of a Thousand
Hills has received a remarkable 1 766 international and 3 244 domestic tourists in
the year 2012 which is a great improvement since the route was opened (Durban
Tourism 2013: 1). The numbers have since improved to 4 200 international and 9
040 domestic tourists in 2017 (Durban Tourism 2018: 1). Cele (2016, pers. Comm.
19 October), Senior Tourism Officer, managing the Durban Tourism office at the
Valley of a Thousand Hills confirmed that according to his information, there are no
reported crime cases against tourists ever since the route started operating. On the
contrary, business owners in the route have expressed divergent views as their
businesses have been affected by crime. Standeaven (2016, pers. Comm. 25
October), Shongweni Farmers Market Owner, reaffirmed that business owners have
also comprehended crime perceptions as a major contributor to the sluggishness in
growth of their businesses. It then brings much anticipation and eagerness for a
research study to be conducted on crime perceptions in order to understand the
actual crime perceptions and learn ways of dealing with their impacts on the areas’

tourism activities.

The rich history has a bearing on the location of the area and to both the Zulu and
Colonial history within Durban (Meintsma 2001: 45). The author further noted that
due to the improvement in transport services into and through the area, and the
strategic location along the corridor to the hinterland, many accommodation and
catering facilities were provided in order to provide services to the passing travellers.
During the 1950's more development resulted, such as the Rob Roy Hotel, which
was developed from a proposal to build a country club and zoo in order to service
the business people and day trippers from Durban (Shevlin 2001: 427). The present
tourism trends due to the history of the area and its strategic location has benefited
from the tourism trade, which seems now to have expanded into a major economic

generator for the area.
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2.4 CONCLUSION

This chapter has provided a historical background and the location of the study area.
It further outlined the justification for choosing the Inanda Heritage Route as the case
study and the Valley of a Thousand Hills as a frame of reference. The next chapter

will critically discuss the literature relevant to the study objectives.
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CHAPTER 3: LITERATURE REVIEW

3.1 INTRODUCTION

Rountree and Land (1996: 1353) and Taylor (2018: 95) note that the
conceptualisation and measurement of fear of crime, which is also known as crime
perceptions, have received considerable attention in the research literature. This
chapter seeks to offer a critical review of relevant literature within the parameters of
the research objectives of the study. The chapter highlights the trends with regard to
strategies for addressing challenges of crime-safety in tourism and will review the
challenge of crime-safety perceptions by tourists and managers at an international
and local level.

3.2 CHALLENGE ASSOCIATED WITH CRIME-SAFETY PERCEPTIONS BY
TOURISTS

Mayne et al. (2018: 15) state that the term ‘crime-safety’ means the persons’
understanding, feelings and experiences of either crime or safety of that particular
area. The understanding of this term will then help in answering and understanding
this study’s aim and objectives better. Challenges of crime-safety perception
manifest in various forms. The challenges associated with crime-safety perception
are cross-cutting and will be reviewed under appropriate subheadings along primary
themes in the literature. These themes are:

= Crime perceptions and tourists

= Tourist safety and security

= Tourists’ perceptions and the impact on tourism

= Tourists victimisation

= Crime incidence in South Africa and Inanda Heritage Route

» Crime-safety challenges on tourism and image destination

» Media’s role in crime perceptions

= The role of image in destination selection

= Destination image and destination branding

= Tour operators and destination image

»  Word-of-mouth and destination image

= Strategies for addressing crime-safety
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3.2.1 Crime andtourists

Crime is a universal social phenomenon that threatens the safety and security of
people, their property, their sense of well-being and social order (Ghaderi, Saboori,
and Khoshkam 2017: 558). Adam (2015: 94) states that crimes against tourists can
inhibit tourism by significantly detrimenting a location's image. One of the
prerequisites for a successful tourist industry is a reputation that crime is under
control and tourists' safety is guaranteed. Tourists’ fear of crime is a deterrent to
potential tourism growth (South African Tourism [SAT] 2008: 4; Bronner and Hoog
2016: 97). George (2010: 806) affirms that tourists’ perceptions of crime play a vital
role on their decision to visiting or revisit a particular destination. Perceptions of
crime change the ultimatum patterns of tourists and have a serious impact on the
behaviour of tourists. Brown (2015: 266) propose that tourists’ perceptions of or fear
of crime and threat to personal safety are just as important as the issue of tourist

victimisation in terms of assessing their impact on tourist behaviour.

George and Swart (2015: 1118) add that the degree of safety tourists feel during
different travel situations determine interest in future travel. The perceptions of risk
and feelings of safety during travel appear to have stronger influence on avoidance
of regions than likelihood of travelling to them (Weaver 2001: 32; Lepp, Gibson, and
Lane 2011: 675; Chili 2018: 4). George’s (2010: 808) investigation on tourists’
perceptions of crime-safety whilst visiting Cape Town, South Africa, found that more
than 50% of respondents affirmed revisiting an area even though they had
encountered a criminal incident or felt insecure during their stay. The severity of the
incident plays a vital role in tourists’ perceptions. Hove, Paek, and Jwa (2015: 132)
highlight that crime like theft does not have a huge negative impact compared to
other crimes, for example, rape, murder, and robbery with violence. These incidents
nonetheless do cause tourists to hesitate when considering visiting areas believed to

be affected by such crimes.

Nkosi (2010: 76) maintains that tourists are sensitive about travelling to destinations
where there is a high risk of crime. Swart et al. (2018: 104), on the other hand,
suggest that crime perceptions have more influence on determining whether tourists

visit or revisit a destination than the actual crime. Ferreira (2014: 16) estimated that
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about 2% of international tourists to South Africa are affected by the country's

escalating crime rate.

Glensor and Peak (2004: 1) point out that crime against tourists usually involves one

of the following scenarios:

3.2.2

The tourist is an accidental victim, in the wrong place at the wrong time,
targeted as an easy mark.

The location is conducive to crime, due to its nightlife, hedonistic culture, and
myriad potential victims. This makes safety difficult for tourists as they usually
are not familiar with the area, therefore not knowing where they can get
assistance.

Tourists are more prone to taking risks while on vacation, and less likely to
observe safety precautions. The tourists usually want to explore and get the
experience of a lifetime when they are on a holiday and these sometimes
compromise their safety. The worry of crime-safety diminishes.

As tourists' numbers grow, so too can local hostility toward tourists, thereby
increasing the chances that they will be cheated, robbed, or assaulted. This is
how crimes against tourists grow and alongside crime perception rates that
rise automatically.

Terrorist or other groups may specifically target tourists, singling them out for
hostage-taking or even murder. Many studies have discussed the negative
impact of terrorism on tourism destinations. The impact of terrorism usually
stay in people’s minds longer so they bring severe damage to the areas of
occurrence. Tourists, because of fear of terrorism, avoid such destinations,
thus decrease the destination’s tourism demand and revenue. Even when

tourists choose to visit these areas, they tend to limit their activities.

Measuring crime perceptions

Sellin and Wolfgang (1964: 30) were among the earliest of researchers to address

crime perceptions by proposing two crime perceptions measurement strategies,

namely, category scaling and magnitude estimation. Gainutdinov, Read and Saleur

(2016: 49) add that category scaling allows the participants to rank a number of

given behaviours, typically on a semantic differential scale from “least serious” to

“most serious”.
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Stylianou (2004: 37) state that the way people perceive crime is a fundamental
feature of normative culture in general and formal social control in particular. There
are certain groups or countries that are known to have high crime rates. Perceptions
of crime and safety differ according to several factors, such as employment status,
population group and area of residence (Brunton-Smith and Sturgis 2011: 335).
Mopeli (2009: 19) cites an example using a situation in Miami, where a foreign tourist
was murdered, and states that this demonstrates the encounters faced by such a
destination. The author claims that once a perception becomes attached to a tourism
destination, it is almost impossible to jiggle it off, as it remains in the minds of people.
Therefore, tourism destinations should strive to ensure safety of tourists while visiting
the country (Ferreira and Harmse 2000: 81; Tarlow 2014: 19). Should a case similar
to that of Miami happens in the Inanda Heritage Route, it is likely to appear in the
media and thus create a negative image. In addition, Wolff and Larsen (2014: 205)
state that the person who becomes a crime victim in a tourism destination will tell
other people about their experience and this will negatively influence their decision to
visit. Such negativity might not affect the Inanda Heritage Route only, but the whole
of South Africa. Therefore, tourism destinations must have an implementable crime

perceptions management strategy (Musvoto, Lincoln and Hansman 2016: 205).
3.2.3 Tourists demand

George and Swart (2015:1120) observe that crime perception, crime incidence and
safety concerns of tourists have a great impact on tourist demand. Eilat and Einav
(2003: 5) provide a useful definition of tourist demand as the total number of persons
who travel, or wish to travel, to use tourist facilities and services at places away from

their places of work and residence.

The Economic Development Growth in eThekwini [EDGE] (2016: 17) states that
Durban prides itself with its core tourism experiences such as the beach and
marine/coastal environment. However, there are some challenges with the beach
experiences, including a lack of activities and services offered on the beach, which
makes the Inanda Heritage Route important. A portion of these visitors will have the
Inanda Heritage Route in their itinerary. The lack of activities in some tourism
attractions in Durban might also be the cause to a decline in tourism demand in this

city.
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An estimation of the tourist market for the Inanda Heritage Route may be based on
the accommodation survey by Grant Thornton (2017: 2); it is estimated that more
than 25 million visitors visited Durban in 2016. This comprised 470 648 foreign
overnight tourists and 261 925 foreign day visitors; and about 3 million domestic
overnight trips and 11.5 million domestic day trips. The Annual Room Occupancy
(ARO) in Durban for 2016 was estimated to be 76% (excluding
camping/caravanning). The analysis further revealed that 77% of guests at Durban
accommodation establishments are from the domestic market with the remaining
13% being foreigners. Based on the accommodation survey, the average length of
stay for domestic tourists is 3.2 nights and the average length of stay for foreign
tourists is 5 nights. The Grant Thornton (2017: 2) survey of tourists to Durban further
revealed that more than half the respondents were in Durban for holiday purposes
(57%), mounting the potential size of the available market for Inanda Heritage Route.
More than one quarter of visitors (28%) stayed in Durban for 3-4 nights, whilst 17.1%
of respondents stay in Durban for 1-2 nights, 22% for 5-6 nights and 31.7% for 1-2
weeks. Further, the Grant Thornton (2019: 2) survey of tourists shows that in
February 2019, the top domestic source of tourists were from Gauteng. Most
international tourists in the same month were from Germany, United Kingdom and
China.

However, tourism demand is influenced by tourists’ decision to visit South Africa
based on personal experience, word-of-mouth communication, technology, media,
and pull and push factors (Avraham 2015: 225). For the benefit of this study, it is
therefore important to understand the factors influencing tourism demand at the

Inanda Heritage Route.

Economic Development Growth in eThekwini (2016: 15) further itemises significant
factors influencing a visitor to choose Durban as a tourist destination. These range
from wildlife and scenery, adventure, cultural activities, beaches, warm weather,
exchange rates and world class shopping centres. Schroeder et al. (2013: 107)
identify safety and safety perceptions as some of the push factors and a cause for
hesitation in tourists’ decision-making process. Otieno et al. (2014: 612) define
tourists’ hesitation as postponing or deferring product purchases by having additional

processing time before making final product-purchase decisions.
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Wong and Yeh (2009: 9) explain that crime perceptions cause hesitation in tourists in
making a decision whether to visit a destination or not. Hesitation, according to the
authors, is based on the phenomenon that if consumers possess a higher level of
product knowledge, it is possible that they will be more certain and confident in
making their purchasing decisions. This is because decisions in the trip-planning
phase are typically modified or sometimes completely revamped; among factors that
easily affect tourists making decisions is safety (Bansal and Eiselt 2004: 409; Rutty
and Scott 2015: 43; Musvoto, Lincoln and Hansman 2016: 190).

Boshoff (2002: 82) and Sharifpour, Walters, and Ritchie (2013: 544) emphasise that
in the final vacation-decision phase, travel risk can change tourists’ minds when
insufficient information makes consumers uneasy about their expected experience
quality. Floyd and Pennington-Gray (2004: 83) and Karl (2018: 130) suggest that
higher risk is associated with decreased visitations, so making it necessary to reduce
the degree of risk leading to tourists’ hesitation. Cornelissen and Swart (2006: 115)
and Chang, Hsu and McAleer (2018: 12) accordingly emphasise that destinations
rely heavily on positive images to increase tourist demand. Levantis and Gani (2000:
962) maintain that crime and safety problems at a tourist destination have an impact
on tourism demand. If experiences of crime increase for locals, it also tends to
increase for visitors (Corak 2015:74). There is a general consensus that crime
against tourists is more likely to occur in areas that experience high crime rates
(Bristow and Keenan 2018: 2).

The report from South African Tourism [SAT] for April to June and July to September
in 2010 illustrate that 85% tourists exiting South Africa exhibited satisfaction with
their experiences of safety and security specifically (SAT 2010: 4). The data
nonetheless indicate that crime and security were consistently the highest in terms of
bad experiences tourists’ withessed. The data indicated that safety and security was
noted by 3.7% of respondents in April to June 2010 and 3.3% in July to September
2010, and personal safety by 2.9% of respondents in April to June 2010 and 2.2% in
July to September 2010. Strydom and Nel (2006a: 27) and Schroeder and
Pennington-Gray (2016: 103) emphasize the importance of understanding potential
tourists’ safety experience in order to create a favourable environment for tourism

development. Evidence gathered in many parts of the world demonstrates that
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safety, tranquillity and peace are necessary for the prosperity of the tourism industry
(Fuchs et al. 2013: 185).

Statistics for tourism arrivals into South Africa show that tourism has grown in 2017
as compared to 2016. According to the latest Tourism and Migration Survey released
by Lehohla (2017: 2), almost 3,5 million travellers passed through South African
ports of entry in August 2017. The report states that crime and its perceptions played
a role in decreasing tourists’ numbers in 2016. This is a pointer that safety is a major
determinant of tourists’ demand. Safety is one of the prerequisites for tourism
demand and an important factor for successful tourism (Mthembu 2009: 78; Prideaux
and Master, 2001: 16, Lehohla 2017: 1). Mthembu (2009: 12) and Demiroglu et al.
(2015: 98) elucidate that safety and security is a key determinant of tourists’ visits to
tourist destinations. Ferreira (2018: 178) supports the point that crime and its
perceptions have played a huge role in stopping tourists from visiting South Africa.

The safety of tourist and tourist demand is reflected in Maslow’s Hierarchy of Needs
in Figure 3.1.

Figure 3.1: Maslow’s Hierarchy of Needs (Donaldson and Ferreira 2007: 353; Padma 2016: 65).

As is evident from Figure 3.1, safety is one of the paramount needs for tourists
whenever they are involved in tourism activities. Donaldson and Ferreira (2007: 65)
place physiological need, which are hunger, thirst as the first need for tourists,
followed by safety needs. It is understandable that tourists demand or need safety,
because they are away from their normal place of residence. If safety is not provided

or guaranteed for tourists, tourists might not explore the tourism activities that are
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available due to fear of becoming a victim of crime, thus reducing the revenue to that

particular tourism destination.

Due to the important role played by safety in tourist demand, Perry and Potgieter
(2013: 42), Mopeli (2009: 98) and Awaritefe (2004: 235) suggest tourist safety and
security must be prioritised by local communities, the private and public sectors as
well as tourism organisations because they all benefit from tourism. This will improve
the image of tourist destinations in the long run (Chew and Jahari 2014: 382;

Martinez-Ruiz, Llodra-Riera and Jiménez-Zarco 2018: 267).
3.2.4 Tourists and crime perceptions

Schonteich and Louw (2001: 1) state that levels of documented crime in South Africa
began to intensify in the mid-1980s and increased more in the early 1990s. A major
cloud hanging over the possible success of South Africa as a tourist destination is
the obstinate perception that South Africa is not a safe destination, with an
overwhelming crime status quo (Kuilis-Bosimin and Chan 2018: 5). Singh (2018: 1)
point out that crime rates in South Africa are amongst the highest in the world and
are one of the biggest challenges facing the country in the post-apartheid era.
Potgieter and Perry (2013: 104) argue that geographically, the largest concentrations
of serious crimes in South Africa, such as murder, armed robbery and rape, are
found in the metropolitan areas of Johannesburg, Durban and Cape Town and these
areas are important tourism regions. Magi (2000: 84) researched crime perceptions
of tourists visiting Umhlathuze in KwaZulu-Natal and found that of the crimes that are
committed and convicted by the court in this area, at least two or three out of ten are
committed against tourists. The graph in Figure 3.2 illustrates crimes committed in
the years 2010 and 2011 in South Africa.

= Crime rate 2010
I - M Crime rate 2011

contact property other crime from  contact
crimes related serious police related
cccccccccccc action crimes.

Percentages

Figure 3.2: Crimes committed against tourists in Umhlathuze (South African Police Services
2012: 1).
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According to the South African Police Services (SAPS) (2010: 5) the statistics on
crime for the period 1 April 2009 to 30 March 2010 indicates that in the previous year
more than two million (2 121 887) serious crimes were registered in South Africa. Of
this, 31.9% were contact crimes such as murder, attempted murder, assault, sexual
offences, and aggravated robbery, 26.1% were property-related crimes such as theft,
car-hijackings, and burglary. The above-mentioned crimes are the most common
crimes experienced by tourists. Such crimes against tourists may be seen as being
most influential in terms of increasing tourists’ crime perceptions (Williams and Shaw
2011: 27). The report further reveal that three key categories of serious crimes,
namely, murder, attempted murder and robbery with aggravating circumstances,
have decreased. The above statistics give hope that South Africa may be perceived
as a better country and there are ways of curbing crime in this country.

The South African Police Services crime report released for the 2016/2017 financial
year shows that about 2.1 million serious crimes were recorded, of which 1 738 980
were community-reported serious crimes (SAPS 2017: 2). This report further shows
that crime decreased by 1.8% compared to the 2015/2016 financial year. This
decrease was driven mainly by reductions in all the broad crime categories, namely
contact-related crime (3.3%), contact crime (2.4%), other serious crime (2.0%), and
property-related crime (0.5%). SAPS (2017: 5) shows significant differences in the
number and types of crimes reported in different provinces illustrating that there is a
spatial crime landscape. Furthermore, there is a stabilisation in the number of
residential and business robberies reported, showing that tourists do not need to

worry when they are within their accommodation establishments.

Ferreira and Harmse (2007: 792) argue that South Africa poses no greater safety
danger to international tourists than any other tourist destination does, provided that
tourists avoid hazardous areas, places and routes where occurrences of crime are
usually high. The authors further indicate that it is unfortunate that some of the
country's highest crime rate areas are closely associated with major tourist

destinations.

Cohen (2018: 26) contends that if a tourist feels unsafe at a tourism destination, he
or she can develop a negative impression of that area and that can be very

detrimental to the destination’s tourism potential. Chowdhury and Raj (2018: 26) add
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that in many countries globally, especially in popular destinations, crimes committed
against tourists has become a major challenge to the growth of tourism in those
regions. The Inanda Heritage Route is no exception to this problem. Magi (2000: 45)
observes that in KwaZulu-Natal local respondents view tourism safety and security
matters second only in importance in determining their tourism choices, to lack of
disposable income that could be used for tourism purposes. George (2003: 577)
indicates that crime perception can inhibit tourist flow in the various ways, as shown

in Figure 3.3.

N
» Prospective tourists may decide not to visit the destination

because it has a reputation for having a high crime rate;
J

\
« If tourists feel unsafe at destinations, they are not likely to take
part in activities outside their accommodation facilities; and

J

* Tourists who have felt threatened or unsafe are not likely to]
return to the destination, and they are not likely to recommend
the destination to other.

J

Figure 3.3: The ways in which crime perceptions may inhibit tourist flow (George 2003: 577).

Drawing from the crime statistics discussed earlier, most crimes in South Africa are
contact crimes, and property-related crimes. These are the crimes that tourists in the
Inanda Heritage Route find themselves exposed to as well. Mopeli (2009: 15) and
Blscher (2018: 158) emphasize that crime perceptions and protection of safety
significantly affect the desire to travel. According to George (2010: 653), when a
destination is perceived to be less safe, potential travellers may:

= Pursue their travel plans;

= Change their destination choice;

= Modify their travel behaviour; or

= Acquire additional information if they decide to continue their travel plan.

Giddens (1990: 52) states that crimes against travellers affect many people besides
the victims and their families. Nkosi (2010: 77) and Amaro, Duarte, and Henriques

(2016: 5) concur, as unpleasant experiences of tourists at a particular destination are
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widely exaggerated by the media or reported by tourists themselves to friends and
families by word-of-mouth. Consequently, it is likely that the destination will be
exposed to negative publicity and the potential number of tourists visiting the area
will deteriorate. South Africa, despite being Africa’s top destination, attracting one in
every four visitors to the continent, has developed a reputation for being an unsafe

place to visit (De Wet, Somefun, and Rambau 2018: 1).
3.2.5 Tourist safety and security

Nassani et al. (2018: 12) state that crime and safety issues adversely affect tourism
behaviour and experiences which makes safety of tourists important. Shaw,
Saayman’ and Saayman (2012: 193) categorise risk in tourism into two namely,
those that influence domestic travel and those that influence international travel.
Safety is the freedom from danger or risks and feeling safe around that area. The
Americana Encyclopaedia (1986: 2) describes the concept 'safety’ as the condition of
being free from the danger of harm. As a legal concept, safety implies a state of
relative security from accidental injury or death due to measures designed to guard
against accidents. Safety is the state of being free from danger, or more practically,
the use of methods and devices that reduce, control, or prevent accidents (Collier
1994: 17; Hollnagel 2018: 2). Britannica Encyclopaedia (1996: 7) defines security as
any of various means or devices designed to guard persons and property against a
broad range of hazards, including fire, accidents, espionage, sabotage, subversion,
attack and crime. Knowledge of means or devices are thus important to tourism

managers to ensure safety of tourists at all times.

Perry and Potgieter (2013: 137) state that a key standard in terms of rating tourism
destinations and establishments is the level of safety. According to Minnaar, van
Schalkwyk and Kader (2018: 72), multi-million potential travellers across key markets
namely the United States of America (USA), the United Kingdom (UK), Germany,
France, the Netherlands, Australia and China did not consider South Africa as a
travel destination over the past five years, because they were concerned about
safety. Clements and Cumming (2018: 425) also highlight that crime-safety concern

IS growing every year.
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The question of whether tourist areas are areas of criminal activity has been a
research theme regularly addressed by researchers. The United Nations World
Tourism Organization (2006: 2) and Fletcher (2018: 592) state that if a tourist feels
unsafe or threatened at a holiday destination, he or she can develop a negative
impression of the destination. For example, Faulkner (2001: 182) called to attention
the terrorist attacks of September 11, 2001 in the United States that resulted in 6.8%
fewer international tourists visiting North America in the same year compared to the
previous year. Safety and security concerns is the primary reason tourist are
discouraged from visiting South Africa (Perry and Potgieter 2013: 50; Department of
Environmental Affairs and Tourism 2007:12; Innes 2004: 73). George (2010: 806)
provide a sample of scenarios that explain crime in tourism:

= Tourist areas as areas of high crime. This is expected as tourists are usually
carrying huge sums of money, jewellery and are not cautious.

» Tourists as victims. Tourists are often victims of crime as they find themselves
at a wrong place at the wrong time due to the wish to explore, forgetting to
take safety precautions.

= Tourists as offenders. Tourists also are expected to commit crime. For
example, cutlery is often missing at the hotels due to tourists who sometimes
get too excited and choose to stash some hotel belongings in their bags
illegally.

= Tourism generating higher levels of deviant or illegal activity. The main aim of
tourism is not to bring about harm or danger in any tourism destination. If
there is no proper planning and management in a tourism destination, such
problems are more likely to occur.

= Terrorism and tourism. This is one of the most unforgettable types of crime for
tourists that are caught up in such incidents, and is very alarming to tourists
who wish to visit that particular destination.

» Policy responses to tourism and crime. All tourism destinations should have
policies and guidelines related to tourism and crime. Such policies may
include encouragement of tourists and staff members to report any criminal

incidences that they see or encounter.

The triumph or failure of any tourism destination depends on being able to deliver a

safe and secure environment for its visitors (Leiper 1990: 46). Therefore, Glensor
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and Peak (2004: 176) highlight the need for every destination to ensure the safety of
tourists at any time in order to improve its image. Floyd and Pennington-Gray (2004:
1052) state that high risks lead to decreased visitations so it is necessary to reduce
the degree of risk. Mopeli (2009: 13) observes that the potential for tourism is a
major source of income for any city is lost mainly due to the non-manipulation of
negative factors by the decision-making bodies. Safety and security may be

considered among these and regarded as vital to providing quality in tourism.

Pizam and Mansfeld (2006: 109) suggest that tourist safety is the most important
factor that managers need to consider for their attractions to be appealing in the
market. Sonmez and Graefe (1998: 4) and Blose, Mack, and Pitts (2015: 147) also
consider security as the single most important determinant of a destination’s allure.
Boakye (2012: 1) and Saarinen (2018: 337) support the view that providing security
for tourists has become an imperative and any destination which ignores this
responsibility stands to lose out in the keen competition for tourist revenue. Holcomb
and Pizam (2006: 32) state that the painful reality is that tourists’ fall victim to crimes

on a daily basis.
3.2.6 Crime incidence in South Africa and the Inanda Heritage Route

Bob et al. (2006: 729) assert that violence is an integral part of South African history
and society and evident in crime incidences. According to George (2010: 18), the
high levels of crime in South Africa threaten the growth of tourism which is the
country’s main foreign exchange earner. Breetzke (2010: 172) observes that
societies in evolution, especially those distinguished by high levels of inequality and
discrepancy between the rich and the poor (as is the case in South Africa primarily
as a result of colonial and apartheid processes), are often characterised by high
crime levels. Perry and Potgieter (2013: 101) claim that anxiety regarding crime has
emerged as a central concern in relation to promoting South Africa as a safe tourist
destination. The authors further ascertain that concern over tourism and crime has
also emerged as a global issue, heightened by the focus on safety concerns relating
to potential crimes against tourists. This is underpinned by Marschall (2012: 725)
description of the Inanda area as the murder capital of South Africa due to high

levels of crime incidences, mainly murder and robbery.

Page | 30



Tatalias (2007: 41) and Snyders and Landman (2018: 265) note that crime incidents
in South Africa that involve tourists continue to occur and the media, both
internationally and locally, continue to report on these incidents as headline news.
Crime reporting has negative repercussions for South Africa’s tourism and
development efforts (Masuku 2001: 61; Percival and Homer-Dixon 1998). However,
Phakathi (2016 pers. comm. 19 June) confirms that there have not been any
reported crimes against tourists at the Inanda Heritage Route since it started
operating. It, therefore, seems that the Inanda Heritage Route is affected by its past

criminal incidents that have only affected the locals, not the tourists.

Consistent with Marschall (2012: 725), George (2003: 576) perceives that South
Africa has established a status for being an unsafe place to visit and has been
categorized as the “crime capital of the world”. Glensor and Peak (2004: 176) concur
that tourists might be vulnerable to certain crimes. Table 3.1 shows the actual crimes
that have been reported to police in Inanda and these crimes might include the ones

that have been committed against tourists in the Inanda Heritage Route.

Table 3.1: High crime rates in Inanda (South African Police Services 2018: 2).

Crime Category April April April April April April April April April April
2008 to | 2009 2010 to | 2011 2012 to | 2013 to | 2014 to | 2015 2016 2017
March to March to March March March to to to
2009 March | 2011 March | 2013 2014 2015 March | March | March

2010 2012 2016 2017 2018

Murder 227 175 156 157 170 164 179 169 207 203

Total Sexual | 506 512 424 394 417 353 313 316 348 330

Crimes

Attempted murder | 114 118 109 119 122 104 97 144 131 122

Assault with the | 952 1092 1135 970 947 1079 1001 1039 997 1176

intent to inflict

grievous bodily

harm

Common assault 658 819 646 505 559 496 579 593 532 548

Common robbery 223 222 173 141 152 146 141 175 160 142

Robbery with | 1020 841 733 599 601 614 651 695 707 673

aggravating

circumstances

Burglary at non- | 133 119 107 118 151 107 99 137 96 105

residential

premises

Theft out of or | 71 73 103 108 99 100 112 131 146 129

from motor vehicle

Stock-theft 19 29 28 55 22 25 20 25 27 50

Carjacking 65 47 48 45 59 68 86 90 84 108

Robbery at | 302 217 186 150 166 141 123 141 171 176

residential

premises
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It is in recognition of these crime challenge perception that efforts are in place by the
government and the SAPS to address this situation and to change the image of this
area. This shows that there are interventions by government programmes to fight

crime in the notorious Inanda area (Mchunu 2012: 1).

Zambuko and Edwards (2007: 8) concur that all areas within Inanda, Ntuzuma and
KwaMashu (INK) are getting maximum attention from the Department of Community
Safety and Liaison of the eThekwini Municipality, the police and community
structures in ensuring that there is meaningful intervention to turn around the image
of these areas. This is witnessed by the number of awareness programmes being
conducted by the SAPS in partnership with the Community Policing Forums and
private security companies and the promotion of ‘visible policing’ (SAPS 2017: 13).

3.2.7 Crime in tourism

Crime hurting the tourism industry was first documented in Jamaica in the early
1980s (Ambinder 1992: 135). Saarinen (2018: 339) claims that various crimes can
happen to different types of tourists within the same geographical space. Barclay
and Jones (2010: 156) are of the view that tourists are prone to being crime victims
and among the reasons for this trend are their appearances. Allen (1999: 5) and
Michalko (2004: 97) suggest language barriers and the type of environment and
travel behaviour as being among the factors that cause tourists to be more
vulnerable (Boakye 2009: 367). Tomigova, Mendes and Pereira (2016: 198) suggest
that not enough effort has been dedicated to understanding the tourists’ viewpoints

of susceptibility especially in a distinctive African destination.

Tourism is a human activity that is sensitive and reacts rapidly to crime (Scott et al.
2016: 80). This makes it imperative for tourism destinations to put in place security
measures. Any tourism organisation that ignores this responsibility stands to miss
out due to the keen competition for the tourist spending (Boakye 2012: 37). Swart et
al. (2010: 158) agree that crime restricts and limits people’s movement, options,
participation in activities and opportunities. Lepp and Gibson (2003: 607) state that
tourists are typically risk averse and, thus, any actual or perceived threat to their
health, safety or security is likely to influence their decision to visit a particular

destination. This is in line with the understanding underlying objective two and three
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of this study. Today, as tourism destinations attempt to acquire a favourable image

among investors and tourists, their managers believe that the unfavourable images

and stereotypes associated with their names are obstacles that forestall a brighter

future (Speakman and Sharpley 2012: 67). It is in recognition of this that government

and stakeholders in the tourism industry are putting in place measures to address

this trend. However, despite these interventions, violent crimes such as car-

hijackings, muggings, smash and grab attacks on vehicles and other incidents are

regularly reported by visitors (Mchunu 2009: 2).

Glensor and Peak (2004: 1) and Mawby (2014: 294) identify crimes against tourists

that can affect any tourism destination. These crimes include:

Prostitution. The areas where prostitution takes place are usually associated
with thugs and gangs, hence tourists that want to participate in this activity
may be exposed to more criminal activities.

Pick-pocketing. This is a norm in busy places such as big malls or at the
beachfront where tourists tend to relax more and forget that crime is possible
in such areas.

Fraud. Many tourists tend to fall into the trap of fraud as they are not familiar
with high crime areas. Sometimes one may find that South Africans have
areas that they avoid because they know that there are excessive criminal
activities in that area.

Fencing of stolen property. Selling of stolen property is a crime in South
Africa. Some of these stolen goods are usually taken forcefully from tourists.
Organised crime and gang activities. There are planned crimes against
tourists that occur in tourism destinations. It can happen, for example, that a
person working in a hotel alerts criminal friends that there are tourists that are
carrying money and jewellery so that this can be stolen from them.

Offences relating to casino gambling. There are lot of crimes that tourists are
prone to that relate to casino gambling and this needs to be eliminated in
order to ensure safety of tourists.

Crimes involving the elderly. The crimes against elderly tend to shock
because they show no humanity. Elderly tourists tend to become easy targets

due to the fact that they need more assistance from other people.
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Burglary of holiday homes. When one is in a hotel room, the only thing one
needs is peace, tranquillity and amusement. If tourists experience break-ins in
their accommodation while on a holiday, they might change the hotel or
choose to go home earlier than expected.

Robberies at bars and other businesses. These are supposed to be the areas
of relaxation and enjoyment. If crimes also occur in these areas, tourists will
stop visiting them and the overall revenue of that area will decrease.

Terrorism against tourists. These attacks play a vital role in increasing crime
perceptions of a particular area because a vast number of people tend to die
in these incidences. Tourists then will not like to associate themselves with
these areas.

Mass-transit crimes (e.g. at bus or airport terminals or on subways or trains). It
is noted that crimes occurring in these places portray a negative image about
such places and inhibits tourism in such destinations. For example, crimes at
the airport might make tourists not want to be in that airport again, meaning
that the whole area that the airport distributes tourists to is affected.

Tourist victimisation. Tourists that are victims of crime may choose to cancel
their trip and then tell other potential visitors not to visit that destination, thus

increasing crime perceptions of that area.

The United States warned its citizens travelling to South Africa to take caution after

the release of crime statistics that focused more on murder and other serious crimes
(Grobler 2018: 1). Viollaz, Graham and Lantsman (2018: 602) state that the number

one concern of many people who are considering a South African safari is the threat

of crime.

3.2.8 Tourist susceptibility

Rader (2004: 689) contends that the threat of victimisation consists of three

components namely:

The emotive component, which is fear of crime, results in many tourists
deciding not to visit a tourism destination or to limit their activities;

The cognitive component, which is the perceived risk, also plays a role in
tourists choosing other tourism destinations which are perceived to have less

risk; and
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= The behavioural component, which is constrained behaviours, also has a
negative impact on tourism demand. Tourists are usually told about tourism
destinations that are not safe thus influencing their decision not to go to those

areas.

Cavlek (2002: 489) and Breetzke (2018: 9) elucidate that holidays involve higher
than regular amounts of risk-taking undertakings, such as unfamiliar areas, or
attempting innocently into parts of the community that provide tourism products
which residents consider dangerous, and this might increase tourists’ victimisation
chances. Washington (2018: 361) claims that leisure tourists are more prepared to
take risks while on vacation than local residents and less likely to observe safety
precautions. Theft from tourists is common in tourism destinations worldwide
because of tourists’ lack of understanding, awareness of local risks and as a result of
common beliefs that while on vacation nothing bad could happen to them (Pizam
and Mansfeld 2006: 25).

Mansfeld, Jonas and Cahaner (2016: 398) mention that larceny, burglary, rape,
robbery, and murder are the type of crimes that are committed against tourists.
Tourists are susceptible as targets of criminals because they:

» Tend to carry much portable wealth;

» |gnore normal precautions;

= Are unfamiliar with the surroundings;

= Sometimes do not report crimes;

= Cannot correctly identify their assailants; and

= Do not return as witnesses at trial.

In most cases, the likelihood of prosecuting offenders who victimise tourists is
relatively low because the victims or witnesses have returned home and unless they
were seriously injured or experienced a large but recoverable loss, they are not likely

to return to press charges.

Lepp and Gibson (2003: 607) observe that many tourist crime cases go unreported
to the police because of guilty feelings and the embarrassment of having had a
desire for illicit activities that led to victimisation. Lepp, Gibson and Lane (2011: 769)
state that in pursuit of risk-free travel potential tourists may use a variety of security-
related information services to ensure their safety. The Inanda Heritage Route does
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have adequate tourist information centres; but the researcher recognises the need
for these centres to work closer with the local South African Police Services in order

to improve tourists’ safety.
3.2.9 Media’s role in crime perceptions

The media plays a crucial role in either decreasing or increasing crime perception
which can then either positively or negatively affect the destination’s image. The
media and word-of-mouth play a key role in formation of perceptions and framing
debates about crime and tourism (Perry and Potgieter 2013: 105). It is important not
to underestimate the power of the media (Ferreira and Harmse 2000: 85), including
social media. Amaro, Duarte and Henriques (2016: 12) state that the most well-
known and popular social media sites are Facebook, Twitter, instagram, YouTube
and Linkedin. Chung and Koo (2015: 220) explain that social media has become a
potent tool that tourists use in the travel planning process use before, during and

after the trip.

Swart et al. (2012: 376) claim that there is almost a societal obsession with crime
that in part emanates from the media and the world of entertainment. The high crime
rates in a destination exposed by newspapers, by word-of-mouth, or by any type of
media, changes the potential visitor's perceptions on travelling to the affected areas.
This causes people to cancel their bookings and looking for safer destinations
(Papathanassis and Dinu 2019: 102).

Musvoto, Lincoln and Hansman (2016: 205) investigation of the dominant sources of
information used by people when seeking out a travel destination, found that 91.8%
of participants indicated that they made use of the internet when sourcing
information. Forty-seven percent indicated that they sourced information from
magazines, 21% sourced information from social media platforms such as Facebook
and Twitter, while 13.2% sourced information from television. Tourists are no
exception from the above statistics as they also use these information sources.
These media sources seem powerful in increasing crime perceptions on tourists, as

they are the commonly used sources of information.

According to Wahlberg and Sjoberg (2000: 35) and Mkono and Holder (2019: 3),

media broadcasting of crimes towards tourists tends to exaggerate the actual risk
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and have a profound effect on public perception of safety at particular locations. The
importance of the media is reiterated by Collins et al. (2006: 72) who identify four
major influences that the media has on audiences:
» Informing audiences as major sources of information;
= Agenda setting (media’s ability to raise the salience of novel or existing
issues, and the corresponding level of importance the public assigns to these
issues);
» Framing (the subtle selection of certain aspects of an issue by the media to
emphasise a particular aspect); and
» Persuading (ability of the media to persuade the public regarding the issues

they represent).

George (2003: 472) highlights that a negative image can be created through the
media referring to a lack of safety at a destination. Accordingly, Evans and Elphick
(2005: 136) and McCombs (2018: 5) posit that the media possess the power of

creating and improving a destination’s positive image.

Nkosi (2010: 81) asserts that unpleasant experiences of tourists at a particular
destination are widely covered by the media or reported by tourists themselves
through the use of the internet. Also, Perry and Potgieter (2013: 101) claim that
safety concerns relating to potential crimes against tourists in South Africa have
been internationally publicised in the media. For examples:

= Blair and Pook (2004: 1) described concerns of British travellers in South
Africa which resurfaced in June 2004 following the murder of Darryl Kempster
on the steps of his Johannesburg hotel (he was part of Michael Flatley's Lord
of the Dance Company) as traumatic.

» Marriah-Maharaj (2017: 1) wrote about Anni, Shrien Dewani’s wife, who was
murdered in Cape Town. The husband of a murdered tourist Anni Dewani
falsely alleged that she made a decision to go into Gugulethu Township in
November 2009 because she wanted to see the real Africa.

» Gous (2017: 1) described the dramatic incident of Dutch tourists being held up
at gunpoint, robbed and terrorised on a bus from OR Tambo International
airport in 2017 as an unforgettable one. In the same article, a spokesperson
for the Dutch travel company ANWB, Ad Vonk, was quoted as stating that his
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company was not reconsidering organising tours to South Africa "just because

it is a beautiful country” and is popular with Dutch tourists.

Hence Cornelissen and Swart (2006: 115) maintain that a significant component of
the perception of crime in South Africa is linked to the manner in which the
international media interprets criminal activity and crime rates. McCombs (2018: 7)
further state that the problem of dealing with perceptions of a destination being
influenced by the media remain widespread for destinations in developing countries
that are facing high levels of crime. Blose, Mack and Pitts (2015: 148) maintain that it
is often difficult to ascertain and demonstrate the extent to which the media
influences attitudes and perceptions pertaining to crime and tourism, but agree that it
reinforces images and concerns. Zehrer, Crotts, and Magnini (2011: 106) state that
both negative and positive are helpful, and that negative postings were not
necessarily bad if followed by a positive counter reaction from destination and

attraction managers.
3.3 CRIME PERCEPTIONS AND ITS IMPACT ON TOURISM

Tourists’ perceptions are crucial in relation to tourist demand, especially where
personal experience, word-of-mouth communication and media comes into play as
these are the most potent weapon influencing a tourist's decision to visit South Africa
(Crotts, Mason, and Davis 2009: 14). Tourists seek safe and secure destinations and
avoid tourist attractions plagued by violent incidents (Pizam and Mansfeld 2006: 73).
The authors further observe that the perceived risk of travelling to a security-affected
destination is shaped by:

* The objective facts on the ground;

» Mass media;

» The travel trade such as the travel agents and tour operators; and

=  Personal information sources such as friends and relatives.

McMichael (2018: 279) posits that South Africa, has developed a reputation for being
an unsafe place to visit. This view seems not to have improved since Minnaar et al.
(2018: 13) point out that a major negative aspect blurring the understanding of
tourism growth is the tenacious perception that South Africa is not a safe destination,
with an irrepressible crime condition. Demombynes and Ozler (2005: 288) and Singh
(2018: 343) elucidate that crime rates, which are among the highest in the world, are
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among the many challenges facing South Africa in the post-apartheid era. This then
reduces tourist visits and the ability of the community to be involved in tourism

activities.

Reisinger and Mavondo (2006: 305) observe that risks pose both an absolute and
perceived danger to the tourists. Minaar (2007: 15) adds that South Africa is more
affected by perceptions than real risk. In agreement, Singh (2018: 342) states that
South Africa is suffering from perceptions rather than the actual crimes. Cohen,
Prayag and Moital (2014: 874) argue that the fear of crime and images of danger
influences tourists’ decisions to visit a particular location as well as their experiences

should they decide to do so.

Larsen, Brun and Ogaard (2009: 260) maintain that decisions are inherently linked to
uncertainty. This uncertainty concerns possible consequences of individuals’
choices, and it concerns the likelihood of such imagined consequences occurring.
Present day technological societies generate several possible hazards, dangers and
risks that force individuals to make choices (Adam 2015: 99). Schroeder et al. (2013:
113) contend that tourists increasingly have more choices and have become more
dependent on their own decisions. The danger of uncertainty is problematic for an
area such as the Inanda Heritage Route because if tourists have a perception that
the area is not safe, they will choose other destinations with a good reputation.

Early studies on crime perception in South Africa and other countries such as by
Donaldson and Ferreira’'s (2007: 362) point out that international visitors will
generally conduct research on general safety and security in South Africa before
they travel to that country. Based on their perception on a three-point scale many
visitors (37%) stated that they were worried about travelling to South Africa, whereas
most indicated neutral sentiments (39%). Almost a quarter of respondents (23%)
said they were not worried. Of the three main source markets, it is the Americans
who were most worried (38%), followed by visitors from the UK (28%) and Germany
(25%). When asked to compare other tourism destinations, most visitors (56%)
thought that they were not running a bigger security risk by planning a trip to South
Africa and did not consider the country to be more unsafe than other parts of the
world. A common perception among tourists is that they are easy targets for

criminals.
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Pizam, Tarlow and Bloom (1997: 104) point out that some reasons for these
perceptions may be that tourists typically carry large sums of money, engage in
“risky” behaviours such as frequenting nightclubs, consuming alcohol and moving
through strange places and so on; are ignorant of local languages, signs, and
customs; and lack local support groups. The high crime rates and perceptions of
crime rates cause tourists to worry and that can lead to them altering their choice of
destination. Similarly, Demos’s (1992: 84) study of tourists’ perception of crime in
Washington DC found that the number of previous visits by the tourists to the city,
and their demographic profile such as gender, marital status and level of education,
influenced their perceptions. Milman, Jones and Bach’s (1999: 384) examination of
tourists’ perceptions of safety in Orlando, Florida, found that travellers’ previous

exposure to crime influenced their overall sense of security.

Hence Saha and Yap (2013: 512) emphasise that crime perceptions have
implications for security worries and concerns for tourists in visiting a tourist
attraction. Larsen et al. (2009: 259) posit that some tourists may therefore assess
specific destinations as risky and not even consider travelling to these destinations,
while other tourists may assess the same destinations as not very risky, but still
worry about visiting them. Fuchs et al. (2013: 185) state that ‘worry’ is related to fear
and anxiety and to other aspects of psychological health, and worry seems to be a

more important issue in psychology than in the general study of tourists and tourism.

In this regard, Baron, Hershey and Kunreuther (2000: 204) and Kuilis-Bosimin and
Chan (2018: 3) found that worry played an important role in determining priorities
relative to various types of tourist destination. Bergstrom and McCaul’s (2004: 167)
observed that the media thrives on highlighting various hazards related to tourism
and provides tourists with reasons to be apprehensive about travelling. According to
Perrin and Downs (2004: 531), the reason why being a tourist may be associated
with a certain degree of uncertainty, is the focus on terror events such as 9/11, the
terror attacks in Bali in 2002, the inauguration of the so called ‘war on terror’, the
terrorist attacks in Madrid in 2004 and London 2005, and the brutal killing of a
student at Mangosuthu University of Technology’s student residence in Durban in
2018. Chowdhury and Raj (2018: 32) state that countries such as the UK and USA
have become perceptibly unattractive to Muslims due to the terror attacks and
suspicions between these countries. Sigala (2014: 6) observes that the high salience
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of such ‘threats’ portrayed in world media implies that contemporary tourists will
consider subjective risks associated with visiting various destinations and

undertaking particular trips.

Fischhoff et al. (2004: 533) estimated travel vulnerability by asking their respondents
to indicate how much they felt at risk in relation to various aspects of travel and to
indicate how much various problems worried them when travelling abroad. The
authors further explained that worry played an important role in peoples’ willingness
to travel to various places, in as much as worry predicted peoples’ trip cancellation

choices.

Blair (2005: 1) states that the growth of tourism often occurs in conjunction with
increases in certain types of crime, including theft, hijackings, use of illegal drugs
and prostitution. These crimes are capable of raising crime perceptions in any
tourism destination. Fuchs and Reichel (2010: 209) agree that the greater the
tourism destinations and activities there are in a particular location, the higher the
criminal activities there. The authors add that the presence of tourists and the growth
in tourism are causing increased illegal behaviour thus increasing the crime
perceptions in the area. Nxumalo (2017 pers. comm. 19 June) suggests that it is the
same crime incidents that have increased crime perceptions within the Inanda

Heritage Route, thus creating a steady growth in visitor numbers on this route.
3.3.1 Therole of image in destination selection

Hurley et al. (2015: 155) point out that the negative image of a destination affects
tourism in various ways. These include:
= Prospective tourists may decide not to visit the destination because it has a
reputation for having a high crime rate.
= If tourists feel unsafe at a destination, they are not likely to take part in
activities outside their accommodation facilities.
= Tourists who have felt threatened or unsafe are not likely to return to the

destination, and they are not likely to recommend the destination to others.

According to Qiu, Masiero and Li (2018: 698), the image of a destination is one of
the considerations of tourists in selecting a tourist destination. It seems that crime

perception goes a long way in affecting the image of destination selection by tourists.
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The image and management of a destination is vital for international positioning and
the development of a market strategy for any tourism destination (Barry 2019: 68;
Dirsuweit 2007: 8). Ritchie (2009: 87) defines the image of a place as being “the sum
of beliefs, ideals, and impressions people have toward a certain place”. Tourism is

becoming increasingly dependent on image (Tasci and Gartner 2007: 14).

Grosspietsch (2006: 225) suggests that the major impediments for increased tourist
activity in tourism destinations include knowledge of visitors and the perceived
negative image of any destination provoked by crime perceptions and unstable
conditions. Lepp, Gibson and Lane (2011: 676) state that a destination’s image is the
expression of all objective knowledge, impressions, prejudice, imaginations, and
emotional thoughts an individual or group might have of a particular place. However,
whether an image is an exact reflection of what any given region has to offer the
tourist is less important than the existence of the image in the mind of the person
(Jenkins 1999: 2; Ringbeck, and Pietsch 2013: 46).

Strydom and Nel (2006b: 166) maintain that what is important is the image that
exists in the mind of the consumer. There is a growing perception that exists in the
marketplace that many developing countries are unsafe tourism destinations and this
is the most threatening challenge facing the tourism industry worldwide. These
perceptions are usually related to high incidences of crime in the society. Ferreira
and Harmse (2000: 81) acknowledge the importance of branding a destination for its
image to remain positive in the market. Perry and Potgieter (2013: 257) argue that
national reporting of crime incidents has a negative impact on the overseas image of
South Africa as a tourist destination, hence impacting on tourist arrivals and

spending.
3.3.2 Destination image and branding

According to Dwyer et al. (2016: 392), the image of a tourist destination can either
increase or decrease tourists’ perceptions of crime and limit visitor activities. The
ever-increasing competitive nature of the tourism industry requires tourist
destinations to develop an effective marketing plan and strategy (Baloglu and
Mangaloglu 2001: 1). The image of a destination and its brand can be described as
perceptions about the place as reflected by the connotations held in tourist memory
(Cai 2002: 723).
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Morrison and Anderson (2002: 13) confine destination branding to a way of
communicating a destination’s unique identity by differentiating a destination from its
competitors. Although not explicitly examined in the context of branding, destination
image should also be regarded as a pre-existing concept corresponding to
destination branding (Pike 2009: 419). Uysal (2007: 92) argues that it is not enough
for a destination to be included in the evoked set; instead the destination needs to be
uniqgue and differential to be selected as a final decision. Hence the core of
destination branding seems to be about building a positive destination image that
identifies and differentiates the destination by selecting a consistent brand element
mix (Seabra et al. 2013: 504). Bay (2018: 26) states that success in tourism
marketing can only be achieved through presentation of the right products in the right
place and with right intermediaries. Distribution works are facilitated with
commensurate communication and information technologies and therefore a cost
benefit is obtained and a mutual communication can be provided between the

purchasers of touristic products and target markets.

Morrison and Anderson (2002:13) recommend that the Inanda Heritage Route
should put in place effective branding to improve its negative image. Qu, Kim and
Hyunjung-Im (2011: 1) have developed a model (per Figure 3.4) which highlights the
overall image of the destination. Brand image is a mediator between its brand
associations which are cognitive, affective, and unique image components, and
tourists’ future behaviours, that is, intentions to revisit and recommend. Thus, it is
necessary that any tourism destination must in its management strategy, ensure that

its brand image is not affected by crime perceptions.

Figure 3.4: Model of destination branding to tourists (Qu, Kim and Im 2011: 468).
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It is in recognition of the critical role of branding and destination image that the
Durban Visitor's Marketing Strategy evolved as a rallying call to the City of Durban to
focus on increased returns from the tourism industry. From all angles, the concept of
destination branding is critical for a destination to be identified and differentiated from
alternatives in the minds of the target market. This has been the case in the Inanda
area after the introduction of the ‘Taking Durban to the World’ visitor marketing

strategy because it has experienced a growth in tourist numbers.

3.3.3 Tour operators and destination image

Tour operators and travel agents are opinion formers of their clients’ images and
knowledge about destinations which then have a significant impact on their decision-
making process (Lawton and Page 1997: 26; Li, Wen and Ying 2018: 106). Baloglu
and Mangaloglu (2001: 1) and Picazo and Moreno-Gil (2018: 22) note that
destination images and decisions of travellers are influenced by several factors, and
so tour operators are likely information sources and distribution channels influencing
the images and decisions of travellers. The importance of tour operators is evident in
Beerli and Martin’s (2004: 569) research that found that destination-naive travellers
mostly rely on professional sources such as tour operators and travel agents in their
information search and destination choice. Tomigova, Mendes, Pereira (2016: 201)
indicate that destination image has been proven to be a pivotal factor in travellers'
decision process and destination selection behaviour. In that respect, tour operators
contribute to formation of images of the travellers in the active information search

process and so influence tourists’ decision-making.

Turco et al. (2012: 88) report that the vast majority of tour operators they surveyed
harbour negative opinions regarding township tourism. The authors attribute this to
there being virtually no domestic market, either for township tours such as that of
Inanda or visits to African villages. The study also found that township tourism is
associated with high levels of crime. Donaldson and Ferreira (2007: 355) and Lin, Yu
and Chang (2018: 7) state that destinations rely heavily on positive images which

have to be improved and managed by tour operators.
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3.3.4 Word-of-mouth and destination image

Fan, Chen, Su and Cheng (2018: 600) maintain that word-of-mouth communication
and tourist’s personal experience are the utmost imperative factors influencing a
tourist’s choice to visit a destination. Subramanian (2018: 97) describe word-of-
mouth communication as one of the most important factors influencing a tourist’s
decision to visit South Africa and, managers need to carefully monitor what previous
visitor say in their evaluations because negative evaluations will deter future

visitations.

Horner and Swarbrooke (2016: 20) explain that consumers ask for the opinions of
the people regarding a certain brand, product or establishment, which is an aspect of
what is referred to as word-of-mouth (WOM) in marketing literature. The authors add
that with the emergence of the internet, personal comments and opinions have
started to be shared on the internet. Many studies have shown that word-of-mouth
communication plays a vital part in determining people’s approaches and behaviours

positively and also negatively (Harrison-Walker 2001: 572).

The spread of negative word-of-mouth depresses demand (Chevalier and Mayzlin
2006: 345). Crotts, Mason, and Davis (2009: 381) state that the problem with word-
of-mouth is that potential visitors sometimes do not confirm the negative rumours.
Mansfeld (2009: 32) is of the view that the high crime rates in a destination printed
by newspapers, or communicated by word-of-mouth and/or by any type of media
changes potential visitors’ perceptions on travelling to the affected areas. The
potential tourists react by cancelling their bookings and looking for safer destinations
(Eman et al. 2018: 485). Hence, George (2010: 806) states that tourists’ perceptions
of crime play a vital role in tourists’ decisions to visit or revisit the affected

destination.
3.3.5 Crime perception challenges and impact on destination image

Jun and Vogt (2013: 193) contend that crime challenges and safety concerns have
an impact on the destination itself. When a tourism destination is facing criminal
incidents, its image is usually negatively exposed internationally (Pizam and
Mansfeld 2009: 6). This causes tourists to perceive that particular area as unsafe

and avoid visiting it with the main concern being their safety and their expensive
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valuables. Pizam and Mansfeld (2006: 48) and Chon (1990:53) explain that tourists’
perceptions of the destination determine the number of visits in that area and have a
negative image on it. UNWTO (2012: 21) reports that the more the negative
perceptions, the lesser the number of visits to the affected destination, while the
more good words are passed around regarding safety of a destination the higher the
expected number of visitors into that area. Ramchander (2004: 47) reports that if a
destination has been affected by security incidents, those incidents have an impact
on the destination itself, tourists’ behaviour, and the tourism industry as a whole.
Coleman, Jansson and Kaiza (2006: 61) highlight some of the more common
variables used for assessing the impact of security incidents on a macro-level
destination performance. These include: tourists’ overall arrivals in a given period,
tourists segmented arrivals in any given period, tourists’ overall receipts in any given
period, duration of impact, destination life cycle, and impact on tourist’'s behaviour. It
is noted that crime perceptions have a negative impact on tourists’ destination

images.

Crime perceptions have implications and an impact on a destination’s image. The
more favourable the image of destinations, the greater the likelihood that potential
travellers will visit them (Chon 1990: 53; Corak 2015: 10). Mawby (2000: 113) notes
that security concerns cause changes in tourist’'s perceptions of risk, and are often
deciphered into travel choices. These could be in the form of avoiding booking trips
to affected destinations, cancellations of booked trips, and for those already in the
crime-affected destinations, moving to safer destinations or evacuating the
destination and returning home. Potential tourists’ lack of interest in travel to
destinations such as Inanda are affected by the levels of crime (Pizam and Mansfeld
2006: 7).

Ritchie (2004: 60) states that people that have made bookings but have not yet
arrived are more willing to cancel their bookings if criminal activities occur in the
destination that they wanted to visit. Most people tend to avoid visiting destinations
perceived to be unsafe while some tourist segments with a risk-taking tendency do

not mind visiting those areas.
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3.3.6 Strategies for addressing crime-safety

As eluded to in objective 3, there is a need for the tourist destinations to put in place
strategies to address negative perceptions and turn these into positive images
(George 2013: 203; Lepp and Gibson 2003: 610). Volo (2007: 83) reiterates the
importance of a safe and secure environment for tourists. Mansfeld, Jonas and
Cahaner (2016: 396) note that this can be achieved by policing visibility at all times.
Perry and Potgieter (2013: 105) further suggest the need for situational crime

prevention measures that build on Newman'’s theory of defensible space.

Ghaderi, Saboori and Khoshkam (2017: 554) explain that situational crime
prevention approaches imply that locations can be ‘defended’ and risks reduced by
physical infrastructure, surveillance technology and measures including visible
policing. To a large extent, this has been a successful approach in keeping tourists
and major tourist destinations safe. Shaw, Saayman and Saayman (2012: 198)
suggest that the tourism industry needs to have skills in identifying and managing
risk, as risk will have a tremendous influence on the growth of the industry. The
authors add that risk in tourist attractions can be addressed by either eliminating the
risk entirely, minimising the adverse impact of risk, and transference of risk by
insurance. Armenski and Dwyer (2018: 74) maintain that the countries or

destinations that manage risks best will have a competitive advantage.

Gholipour, Tajaddini and Al-mulali (2014: 19) reiterate the need for tourism
certification in attracting significant interest within the industry because it has
emerged as a mechanism for marketing and profiling, especially to the rapidly
growing clientele base who are interested in supporting responsible tourism.
Certification can possibly provide an effective mechanism for higher safety standards

from the tourism industry.

Turco et al. (2012: 89) put it succinctly by saying that “the potential which the Inanda
Heritage Route has to offer domestic tourists seems bleak if marketed on its own,
but [is better] if incorporated with other Durban city packages, domestic or
international”. The authors suggest that there needs to be a collective effort by
tourism business owners and tourism managers along those nodes to put in

resources, as ultimately this leads to a feeling of ownership.
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There are 10 strategies suggested by Avraham and Ketter (2016: 471) that can help

the tourism destinations to transform a negative crime perceptions image to an

image that encourages visits to the destination.

Hosting spotlight events. These events help to build the positive images
particularly of previously affected tourism destinations.

Turning negative characteristics into positive characteristics. This is usually
achieved through social events with the inclusion of media.

Changing the destination’s name, logo or slogan. If there is a need to start
afresh and build a new image of a destination affected by crime perceptions, a
manager has to do so in order build a new brand that people will believe and
buy into.

Cultivating the residents’ local pride. A winning tourism strategy is the one that
has the local people’s support.

Solving the problem that led to the creation of the unattractive image. It is the
aim of this research to solve the problem of crime perceptions of the Inanda
Heritage Route, therefore it is always important for tourism managers to
counter-portray the positives in relation to the negatives.

Delivering counter-stereotypical messages. This is very important as it shows
that a manager is aware of any stereotypes of a particular tourism destination.
It is the ability to turn those negative stereotypes into positives that determine
good management.

Ignoring the stereotype. As a tourism manager, one cannot ignore the
stereotypes, but need to prove them wrong. This will instil a new image of a
tourism destination and hope to the potential visitors.

Acknowledging the negative image. Each and every manager should face the
reality that if their destination is affected by crime perceptions, they must
accept and recognise the problem and come up with the solutions.
Geographic association or separation in the campaign. It is always important
to isolate or eliminate the area that is affected by crime perceptions on your

marketing or itinerary.

Additionally, Perry and Potgieter (2013: 180) suggest the need to put in place well

publicised relevant safety and security information including what to avoid, what to

do if attacked, contact numbers and information services.
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3.4 CONCLUSION

This chapter reviewed the challenges associated with crime-safety perceptions of
tourists, and explored these from the point of view of the media’s role in crime
perceptions, the role of image in destination selection, destination image and its
branding. The role of tour operators in tourism and in changing crime perceptions
was also discussed. Specific topics on crime perceptions such destination image,
word-of-mouth as well as strategies for addressing challenges of crime-safety
perception were also discussed. The next chapter will present the research
methodology followed in this study.
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CHAPTER 4: RESEARCH METHODOLOGY

4.1 INTRODUCTION

The previous chapter critically reviewed the appropriate literature to access the
thoughts and reviews of other authors relevant to this research. This chapter
explains the research methodology and design utilised during the research. The
chapter also provides the rationale for the research methods employed.

4.2 RESEARCH DESIGN

A research design provides a precise plan of action in a manner that clearly
describes the techniques that will be employed when executing the research. Kumar
(2019: 48) posit that the research design should provide an extensive description of
information with regard to sampling, data collection and data analysis techniques.
This research is a case study using non-probability sampling and a mixed method
approach. Creswell (2014: 45) highlights types of research that include case study as
follows: descriptive, exploratory and explanatory research. This research used the

descriptive and exploratory case study research method.

Ledford and Gast (2018: 91) state that there are three approaches in conducting
research: (1) the qualitative approach; (2) the quantitative approach; and (3) the
mixed method approach that uses both qualitative and quantitative methods. In
fulfilling the desire to use the mixed method approach that fosters triangulation, the
researcher conducted interviews with six managers and four owners of tourism
attractions and 201 questionnaires for tourists visiting these tourism sites. Shekhar et
al. (2018: 9) favour the use of this research approach as sometimes one approach is

not enough to address the research problem and the study’s objectives.
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4.3 CASE STUDY

The study is located within the case study research method. Case study is an in-
depth exploration of single or multiple cases over a period of time (Creswell 2014: 7;
Kumar 2019: 272). The researchers collect detailed information using a variety of
data collection procedures over a sustained period of time (Stake 1995: 30).

Shamir, Arthur, and House (2018: 38) identify three types of case studies, namely,
intrinsic, instrumental and collective case study. The authors further explain that
intrinsic case study focuses on gaining a better understanding of an individual case.
Instrumental case study focuses on gaining a better understanding of a social issue.
Collective case study involves multiple cases in order to draw a comparison amongst
the chosen cases to extend and validate theories. This research used the collective
study method as the main research area is the Inanda Heritage Route. The Valley of

a Thousand Hills tourism route was selected for comparison purposes.
4.4 SAMPLING AND SAMPLING TECHNIQUE

Sampling is the process of selecting observations (Babbie and Mouton 2003: 68).
Sapsford (2007: 59) advises that through sampling, some of the elements in the
population assist in drawing conclusions regarding the entire population. A sample is
a subset of measurements which are drawn from a population that the researcher is
interested in, in order to understand that particular population (De Vos 2005: 194).
The first sample for the study comprises all tourist segments in the Inanda Heritage
Route, all tourist segments in the Valley of a Thousand Hills and six managers and
four owners of tourist attractions in both the routes in order to get proper insights

from people who are managing the route every day.

The Valley of a Thousand Hills received about 4 541 domestic and international
tourists in 2014 and 13 249 domestic and international tourists in 2017 (Durban
Tourism 2018: 1). The main study was conducted in the Inanda Heritage Route, with
a population of 19 080 tourists. Therefore, the total population of the study was
23 631, which was 4 541 tourists from the Valley of a Thousand Hills, 19 080 tourists
from the Inanda Heritage Route, six managers and four business owners from both
the Valley of a Thousand Hills and the Inanda Heritage Route. The managers and

tourists were chosen because they were the key informants of the variables that
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were embedded in the objectives of this study. This research contains no selection

bias to either international or domestic tourists.
45 SAMPLING TECHNIQUES

The manager participants were selected by means of purposive sampling. Purposive
sampling is classified as a form of non-probability sampling, whereby the selection of
elements is not determined by the statistical principle of randomness (Kumar 2019:
139). De Vos (2005: 201) explain that the odds of selecting a particular individual in
non-probability sampling are unknown because the researcher does not know the
population size or the members of the population but uses the readily available
people. The rationale for the purposive sampling technique is because it targets a
particular group of people thereby helping to find knowledgeable and reliable
informants from the community (Creswell 2014: 58; Dolores and Tongco 2007: 32).
Purposive sampling comprises elements that contain the most characteristic and

representative attributes of the population (Hayes 2018: 17).

Etikan, Musa and Alkassim (2016: 4) note that in the convenience sampling
technique, the probability of each participant case being selected from the total
population is based on the availability of participants. The tourists at the Inanda
Heritage Route and the Valley of a Thousand Hills were sampled for questionnaire

administration using convenience sampling.
4.6 SAMPLE SIZE

Six managers and four owners of tourist attractions, from both the Inanda Heritage
Route and the Valley of a Thousand Hills, were sampled. Two hundred and one
tourists to Inanda Heritage Route and the Valley of a Thousand Hills completed the
guestionnaires. The total number of respondents in this study was 211 as shown in
table 4.1. The justification for this number is based on Sekaran and Bougie’s (2016:
268) assertion that if the population size is between 20 000 and 29 999, a sample
size of 201 is recommended. Additionally the, sample size must be big enough to

ensure that reliable and valid conclusions can be made about the population.
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Table 4.1: Sample size from both tourism routes.

RESPONDENTS | INANDA HERITAGE ROUTE | VALLEY OF A THOUSAND HILLS
Managers 4 2

Owners 1 3

Tourists 100 101

TOTAL 211

4.7 DATA COLLECTION

The researcher organised meetings with managers from both routes with the
purpose of conducting the interviews and distributing questionnaires to tourists
visiting both routes. Data was collected via two research instruments namely,
guestionnaires for tourists and in-depth individual interviews with the tourist attraction
managers. The self-administered questionnaire allows room to cover a vast number
of respondents in less time and at a substantial reduction of cost (Healy et al. 2018:
72).

The interview method is suitable for a small number of respondents and allows the
researcher to obtain in-depth information from the interviewee. Tsubamoto et al.
(2018: 102) state that the structured interview is easy for the researcher because the
interviewer reads the question and then records the response on a standardised

schedule.
4.7.1 Questionnaire for tourists

The structured questionnaire contained closed-ended questions with the tick-only
method to make it easier for the respondents to complete (Mouton 2002: 38). The
guestionnaire comprised 18 question items with six questions that addressed study
variables in each objective (Appendix 3). While it was expected that it would take 25
minutes to complete a questionnaire, none needed that amount of time as the

maximum time taken to complete a questionnaire was 15 minutes.
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Sellin and Wolfgang (1964: 37) highlight two crime perception measurement
strategies, namely: category scaling, which is ordinal level; and magnitude
estimation, which is ratio level. The authors further explain that the category scaling
is where participants rank a number of given behaviours, typically on a semantic
differential scale from “least serious” to “most serious”. Four questions in the
tourists’ questionnaire provide a chance for the tourist to answer with category
scaling. For example, the tourists were asked to rate a component from 0-5 to get an
understanding of their position with regards to that particular element.

The magnitude estimation is where participants rate the behaviours, that is, assign a
numerical value of seriousness to each, based on a given reference rating of a
common behaviour. These ratings assisted the researcher in understanding the level
of crime perceptions in the Inanda Heritage Route. The other questions used a tick-
only method for tourists to only tick the correct or more relevant answer. The
research instrument consisted of 33 items, with a level of measurement at a nominal
or an ordinal level. The questionnaire was divided into 3 sections which measured
various themes namely:

1. Biographical data.

2. Tourists’ feelings about crime perceptions.

3. Tourists’ suggestions on how to manage crime perceptions.

The questionnaire was self-administered and the researcher was present to assist in
clarifying and translating to tourists that were not English literate. Confidentiality of
the respondents was afforded by anonymity and by not putting their names on the

guestionnaire.
4.7.2 Interviews with managers

Gravlee et al. (2018: 171) suggest that face-to-face interviews are a good way of
collecting data which in order to gain substantial depth and detail where the data
encompasses complex issues. The interview comprised a mix of open-ended and
structured questions (Appendix 6). The interviews were expected to take about 20
minutes as some did, while some exceeded this time. The researcher used a tape-

recorder to audio record the interviews.
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In an interview, a person referred to as an interviewer asks questions from another
person referred to as a respondent (Babbie and Mouton 2003: 643). Interviews are
advantageous in obtaining in-depth information from the interviewee (Punch 2006:
18). The researcher asked questions as per the questionnaire but also allowed for
follow-up questions to be asked where needed in order to gain in-depth information.
Levis et al. (2018: 378) state that structured interviews comprise a set of formal
guestions that are based on theory to fulfil the objectives of the study. The
researcher asked questions that were prepared prior to the interview and all

managers were asked similar questions.
4.8 RESEARCH INSTRUMENT ADMINISTRATION

The researcher administered questionnaires to tourists that visited the three Durban
Tourism offices in both the Inanda Heritage Route and in the Valley of a Thousand
Hills in April 2014. This period was selected as both routes receive a steady average
number of tourists over that month. During the questionnaire distribution, the
researcher was physically present to hand out and receive questionnaires to and
from the tourists. Tourists were given a clipboard and a pen to fill out their
guestionnaires. All prior arrangements for handing out questionnaires unfolded as

planned.

The researcher also conducted structured interviews based on appointment with five
managers from each attraction. Two interviews at the Shongweni Farmers Market
and at Ohlange High School; respectively, did not take place as scheduled due to
interviewee emergencies. Some of the managers preferred to speak in isiZulu. This
was accommodated because the researcher speaks isiZulu. The researcher had
planned that each interview would take 25 minutes, but some continued for about an
hour due to the in-depth information given by the respondents, and to interruptions

that occurred during the interview.

The researcher obtained a gate-keepers letter from Phakathi, Acting Senior Tourism
Officer at Durban Tourism who was in charge of the North Region and also direct
email acceptance from the attractions on the route confirming their participation in
this research. The meetings with managers of attractions were scheduled via

telephone and via emails.
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4.9 ETHICAL CONSIDERATIONS

Arik, Kaptein, and Karssing (2018: 37) maintain that ethics attempts to establish
codes and principles of the researchers’ moral behaviour. Both the tourists and
tourism managers were informed of all the terms and conditions related to their
participation. This was done through an ethical clearance letter given by the Durban
University of Technology, letters of permission signed by tourism managers
(Appendix 5), consent letters, and signed declarations by all respondents. The
information and consent letters clearly indicate that the respondents’ data will remain

confidential.
4.10 DATA ANALYSIS

The data analysis summarized and presented the data in order to identify recurring
themes. The data analysis process involved drawing conclusions for the Inanda
Heritage Route from an exploration of data collected for this site and the Valley of a
Thousand Hills route. The Statistical Package for the Social Sciences (SPSS) 2018
version was used to analyse the data collected from the questionnaires. Babbie,
Wagner lll, and Zaino (2018: 117) recommend this tool because it is the most widely
used programme for statistical analysis and gives accurate results. The interviews
were analysed through content analysis and the computer-aided qualitative data
analysis software known as NVivo. Creswell’s (2009: 82) process of data analysis
was utilised to guide the study through the following steps:

= Organise and prepare the data for analysis

» Read through all the data. Gain a general sense of the information and reflect on the
overall meaning.

= Conduct analysis based on the specific theoretical approach and method (for
example, narrative, content, grounded theory, discourse, archival, semiotics and
phonemic analysis techniques). This often involves coding or organising related
segments of data into categories.

= Generate a description of the setting or people and identify themes from the coding.

= Search for theme connections.

= Represent the data within a research report.

= Interpret the larger meaning of the data.
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The NVivo contains some outstanding analytical features which aid researchers in
examining possible relationships between the themes (Neate et al. 2018: 25). The
researcher used NVivo 12 for Windows which has useful coding feature that is
excellent in categorising and classifying data by theme or topic, and analyses how

items are connected.
4.11 RELIABILITY

The research employed multiple strategies to ensure and enhance validity and
reliability of data. Reliability is the extent to which a scale is free of random error and
thus allows the researcher to produce consistent results (Creswell 2009: 189). In
order to increase the consistency and reliability of the data collected, the data
transcripts of interviews and questionnaires were checked to ensure that there was
no drift in definitions of codes or applications during the coding process. The
Cronbach’s (a) was also utilised because it is a commonly used as an estimate of a

psychometric test for samples of examinees (Jeong and Crompton 2018: 113).
4.12 VALIDITY

Validity is the degree to which a test measures the final results (Cant 2003: 72). To
ensure the validity of the information gathered, triangulation was employed. This was
compared and cross-checked with data from the interactive interviews and
secondary data. The strategy of enhancing data validity and reliability is referred to
as ‘“investigator triangulation” (Cohen, Manion and Morrison 2010: 142).
Triangulation deliberately seeks evidence from a wide range of sources and
compares findings from those different sources as pointed earlier by (Kern 2018: 4).
The primary study recruited tourism business managers, Durban Tourism office
managers and tourists visiting both tourism routes, namely, the Inanda Heritage
Route and the Valley of a Thousand Hills. In addition, method triangulation also
entails utilising multiple methodologies in a single study (Salkind 2012:2). To achieve
this, this study used both quantitative and qualitative methodological paradigms. The
study used predictive validity which involves testing a group of subjects for a certain
construct and then comparing them with results obtained (Carter, Muchow and
Pieterse 2018: 9).
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4.13 PRETESTING

A pilot test was carried out using the questionnaires with 20 tourists visiting the
attractions in the Umlazi Tourism Route and two pilot interviews were conducted with
managers from this route. Based on the pilot study, the questions were revised and
used in the final version of the interview schedule for the study. The researcher
revised six questions from the questionnaire used for the pilot study. For example, a
guestion asking ‘why’ was changed to asking ‘how’. The researcher also changed the
format of the original questionnaire by grouping similar type of questions, for
example, all the ‘yes’ or ‘no’ and multiple option questions such as ‘agree, disagree,
neutral, strongly disagree and strongly agree’ questions were grouped together. The
process of piloting ensures consistency of what is to be measured, which is
reliability, and to strengthen the conclusions, inferences and propositions, which is
validity (Mopeli 2009: 37).

4.14 CONCLUSION

The chapter discussed the research methodology employed in data collection and
how the primary research was carried out. The research design, population and
sampling techniques were discussed. The data collection methods, pilot study, data
analysis, ethical considerations, reliability and validity measures were also
deliberated. The next chapter presents the findings of analysis of data recorded from

tourist questionnaires and manager interviews.
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CHAPTER 5: FINDINGS, INTERPRETATION AND
DISCUSSION OF DATA

5.1 INTRODUCTION

The previous chapter presented the methodology relevant to this research study.
The research design, sampling methods and size, data collection and data analysis
as well as rationale were discussed. This chapter will present data in graphs and
tables from data in the questionnaires analysed by means of SPSS. In addition, the
analysis of interviews with the managers using NVivo computer software will be
discussed. The results and the findings obtained from the questionnaires and

interviews in this study will also be detailed.

In doing so, the tourist questionnaire analysis is discussed in Section A and the
manager interview analysis is to be discussed in Section B. Data was gathered from
five attractions in the Inanda Heritage Route. To provide a frame of reference, data
was also gathered from similar attractions from the Valley of a Thousand Hills. The
frame of reference provided a lens through which the Inanda Heritage Route will be

analysed and discussed.
5.2 SECTION A: QUESTIONNAIRE ANALYSIS
5.2.1 The sample

In total, 201 questionnaires were self-administered face-to-face with tourists at both
the Inanda Heritage Route and the Valley of a Thousand Hills receiving a 53%
response rate. The results, findings and discussions from the primary and secondary

sources will be discussed in detail.
5.2.2 Reliability statistics

The two most important aspects of precision are reliability and validity. Reliability is
computed by taking several measurements on the same subject. A reliability

coefficient of 0.60 or higher is considered as “acceptable” for a newly developed
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construct (Carter, Muchow and Pieterse 2018: 38). The table below reflects the

Cronbach’s alpha score for all the items that constituted the questionnaire.

Table 5.1: Cronbach’s alpha score

Question Section Name Number of Iltems Cronbach's Alpha
1-6 General Profile 6 0.712

8-11 Ga_therlng of information prior 5 0.818
arrival

12-17 Factors.that contribute to crime 6 0.901
perceptions

18-25 E_ff_ects of crime perceptions on 8 0.845
visitor demand

26-32 Crime perceptions 7 0.862

management strategies

This study’s reliability scores of above 0.70 for all sections exceed the recommended
Cronbach’s alpha value. This indicates a degree of acceptable, consistent scoring for

these sections of the research instrument.
5.2.3 Respondents per route

Tourists from both the Valley of a Thousand Hills and the Inanda Heritage Route
responded fairly. Table 5.2 illustrates that a similar number of completed

guestionnaires were returned from each route.

The researcher included this analysis to show the percentage of respondents from
each tourism attraction from the Valley of a Thousand Hills and the Inanda Heritage
Route. The number of tourists in Inanda Heritage Route was equal with each
attraction returning 20 questionnaires and the highest number of respondents at the
Valley of a Thousand Hills was at the Shongweni Market with 22 questionnaires
(21.8%). The above findings indicate that both routes have a fair share of tourist
visits. On the other hand, the fact that only 20 of questionnaires were returned from
each route might mean that there is room for encouragement of tourist response rate

so that future studies in this route may get a 100% response from respondents.
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Table 5.2: Tourists response rate

Valley of a Inanda Total
Thousand Hills Heritage
Location 1000 HILLS ARTS & Count 19 0 19
CRAFTS % within 18.8 0.0 9.5
Route
DURBAN TOURISM Count 20 0 20
OFFICE % within 198 0.0 10.0
Route
ENANDA ADVENTURES | Count 0 20 20
% within 0.0 20.0 10.0
Route
INANDA SEMINARY Count 0 20 20
% within 0.0 20.0 10.0
Route
ISITHUMBA Count 20 0 20
ADVENTURES % within 19.8 00| 100
Route
MAHATMA GANDHI Count 20 20
(D.T.0) % within 0.0 20.0 10.0
Route
OHLANGE (J.L DUBE Count 0 20 20
SITE) (DTO) % within 0.0 200| 100
Route
PHEZULU SAFARI Count 20 0 20
PARK % within 19.8 0.0 10.0
Route
SBU'S LOUNGE Count 0 20 20
% within 0.0 20.0 10.0
Route
SHONGWENI MARKET Count 22 0 22
% within 21.8 0.0 10.9
Route
Total Count 101 100 201
% within 100.0 100.0 100.0
Route

5.3 BIOGRAPHICAL DATA

This section summarises the biographical characteristics of the respondents with the

aim of understanding the impact and view of crime perceptions in the light of these

characteristics, for example, different countries of origin, employment status, race,

gender, age groups and levels of education. This data helps to get a more reliable

and unbiased data set of respondents.
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5.3.1 Gender and age

The gender and age of respondents is shown in Table 5.3. This data assists in

understanding the influence of gender and age on crime perceptions.

Table 5.3: Overall gender distribution by age

Valley of a Thousand Hills Inanda Heritage
Female Male Total Female Male Total

Count 15 12 27 8 3 11

% within Age 55.6 44.4 100.0 72.7 27.3 100.0

<21 féJevr\]/ggirn 24.2 30.8 26.7 14.8 6.5 11.0

% of Total 14.9 11.9 26.7 8.0 3.0 11.0

Count 13 8 21 24 18 42

% within Age 61.9 38.1 100.0 57.1 42.9 100.0

21-30 Z’e"g’g:ir” 21.0 20.5 20.8 44.4 39.1 42.0

% of Total 12.9 7.9 20.8 24.0 18.0 42.0

Count 9 5 14 11 8 19

% within Age 64.3 35.7 100.0 57.9 42.1 100.0

31-40 Z’e"g’g:ir” 145 12.8 13.9 20.4 17.4 19.0

G % of Total 8.9 5.0 13.9 11.0 8.0 19.0
and Age Count 17 6 23 2 7 9
% within Age 73.9 26.1 100.0 22.2 77.8 100.0

4130 OG/"e"r‘]’ggir” 27.4 15.4 22.8 3.7 15.2 9.0

% of Total 16.8 5.9 22.8 2.0 7.0 9.0

Count 5 4 9 2 3 5

% within Age 55.6 44.4 100.0 40.0 60.0 100.0

>1-60 OG/"e"r‘]’ggir” 8.1 10.3 8.9 3.7 6.5 5.0

% of Total 5.0 4.0 8.9 2.0 3.0 5.0

Count 3 4 7 7 7 14

% within Age 42.9 57.1 100.0 50.0 50.0 100.0

> 60 Z’eﬁgzir” 4.8 10.3 6.9 13.0 15.2 14.0

% of Total 3.0 4.0 6.9 7.0 7.0 14.0

Total Count 62 39 101 54 46 100
% within Age 61.4 38.6 100.0 54.0 46.0 100.0

OG/"e"r‘:ggir” 100.0 100.0 100.0 100.0 100.0 100.0

% of Total 61.4 38.6 100.0 54.0 46.0 100.0
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Data gathered reveals that the number of male participation on the Inanda Heritage
Route was 46 (46%) and 39 (38.6%) on the Valley of a Thousand Hills route.
Females were 54 (54%) on the Inanda Heritage Route and 62 (61.4%) on the Valley
of a Thousand Hills route. In terms of age category, the largest age category in the
Inanda Heritage Route was 41 to 50 years in the Inanda Heritage Route, with 77.8%
being male and 22.2% female. This was also the largest age category in the Valley
of a Thousand Hills route, with female being 17 (73.9%) and males being 6 (26.1%).
Similar numbers of respondents were surveyed at the various locations. LaGrange
and Ferraro (1989: 698) state that much of the research on crime perceptions
indicates that women and older persons are more afraid of crime. Blonigen (2010:
17) add that this could be due to the fact that elderly people and women tend to be
unable to run faster than men and are not physically as strong as men. Similarly,
Logan and Walker (2019: 338) state that in general, women are more concerned

about their personal safety and take more safety precautions than men.
5.3.2 Education

The education levels of the respondents are shown in Figure 5.1. This is to evaluate

the view of academic and non-academic respondents with regards to crime

perceptions.
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H Valley of a Thousand Hills  mInanda Heritage

Figure 5.1: Education levels of respondents
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In terms of education, the majority of respondents from the Inanda Heritage Route
(31.58%) had a post-graduate qualification and only 22.34% from the Valley of a
Thousand Hills had a similar level of qualification. Inanda Heritage Route had
23.16% people with a diploma compared to the Valley of a Thousand Hills (31.91%)
with the same qualification. The number of respondents without a Matric certificate
was higher at the Inanda Heritage Route with 9.47% whereas the Valley of a
Thousand Hills was 4.26%.

The statistics indicates that a fair proportion of the respondents have relatively high
formal education. This gives a degree of assurance to the researcher of the accuracy
of responses to the self-administered questionnaires. It could also raise a concern
that some of the respondents at the Inanda Heritage Route have no Matric
certificate. Mei (2019: 1405) highlights that respondents with formal education are
more likely to provide sensible answers than those with no formal education. The
authors further state that respondents with formal education are confident to also

add more information than what the questions required.
5.3.3 Race

The race of respondents from both routes is shown in Table 5.4. This question was
asked with the aim of identifying the views of different ethnic groups on crime

perceptions.

Table 5.4: Historical racial composition of participants

Route
Valley of a Thousand Inanda
Hills Heritage Total
Race African Count 8 51 59
% within 8.2 51.5 29.9
Route
White Count 77 18 95
% within 78.6 18.2 48.2
Route
Indian Count 6 13 19
% within 6.1 13.1 9.6
Route
Coloured | Count 7 17 24
% within 7.1 17.2 12.2
Route
Total Count 98 99 197
% within 100.0 100.0 100.0
Route
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The largest number of tourist responses at the Inanda Heritage Route was Africans
(51.5%) followed by Whites (18%). On the other hand, at the Valley of a Thousand
Hills, 78.6% of respondents were White and 8.2% were African. This is consistent
with the historical visitor statistics from both the routes. McKay (2013: 6) in an
analysis of the South African adventure tourism, states that more and more local
people are now aware of tourism products around them and have shown more

interest in visiting those attractions.
5.3.4 Employment

The employment details of respondents are shown in Table 5.5. This will help better
understand the type of respondents that visits the Valley of a Thousand Hills and the

Inanda Heritage Route.

Table 5.5: Employment profile of respondents

Valley of a Thousand Hills Inanda Heritage | Total

Employment Self- employed Count 24 16 40
% within Route 25.3 16.5 20.8

Public sector Count 9 17 26
% within Route 9.5 175 135

Private sector Count 29 24 53
% within Route 30.5 24.7 27.6

Unemployed Count 17 24 41
% within Route 17.9 24.7 21.4

Other Count 0 3 3
% within Route 0.0 31 1.6

Studying Count 10 9 19
% within Route 10.5 9.3 9.9

NPO / NGO Count 2 2 4
% within Route 21 21 21

Volunteer Count 1 0 1
% within Route 11 0.0 0.5

Retired Count 1 1 2
% within Route 11 1.0 1.0

Part-time Count 1 0 1
% within Route 11 0.0 0.5

Consultant Count 1 1 2
% within Route 11 1.0 1.0

Total Count 95 97 192
% within Route 100.0 100.0 100.0
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Unemployed respondents were higher at the Inanda Heritage Route (24.7%)
compared to the Valley of a Thousand Hills (17.9%). Self-employed respondents
were 16.5% at the Inanda Heritage Route and 25.3% at the Valley of a Thousand
Hills. A huge number of self-employed respondents at the Valley of a Thousand Hills
were White as shown in Table 5.4. Those are the people assumed to have more
disposable income and more time to visit tourism attractions as they are their own

bosses.
5.3.5 Country of origin

The country of origin of tourists or visitors in Table 5.6 conveys estimates of the
source of interest for the destination. This data is necessary for Objective 2 which

seeks to understand the effect of crime perceptions on tourism demand.

The high number of respondents in both the Inanda Heritage Route (76%) and the
Valley of a Thousand Hills (84.2%) come from South Africa. The second highest
number were from England and the USA with 4% each. The high proportion of local
visitors is a good indicator for the South African health of domestic tourism industry.
At the same time, this finding highlights the need for strong global marketing to
assure international tourists that the Inanda Heritage Route is a safe destination to

visit.

Page | 66



Table 5.6: Country of origin of the visitors

Valley of a Thousand

Hills

Inanda
Heritage

Total

Country
Origin

of

Australia

Count

% within
Route

0.0

Belgium

Count

% within
Route

DRC Congo

Count

% within
Route

England

Count

% within
Route

Germany

Count

% within
Route

Lesotho

Count

% within
Route

Malawi

Count

% within
Route

Mozambique

Count

% within
Route

Nigeria

Count

% within
Route

Rhodesia

Count

% within
Route

South Africa

Count

85

76

161

% within
Route

84.2

76.0

80.1

UK

Count

% within
Route

USA

Count

% within
Route

Venezuela

Count

% within
Route

Zimbabwe

Count

% within
Route

Total

Count

101

100

201

% within
Route

100.0

100.0

100.0
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5.4 TOURIST QUESTIONNAIRE ANALYSIS

The mean values of the rating scores for the sections that follow is used to measure
the most influential to least influential factors for each question. Lower scores imply

greater levels of influence. The reasons for “Other” were not supplied.
5.4.1 Tools which assisted in the planning of the tour

The respondents were asked who or what assistance they used in the planning of
their tour to either the Inanda Heritage Route or the Valley of a Thousand Hills. The
options to choose from were in the following order: Tour operator, Travel agent,

Word-of-mouth, Internet and other.
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Figure 5.2: Personnel or tools used in the planning of the tour
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Figure 5.2 reveals that most tourists used travel agents to plan their tour at the
Inanda Heritage Route, which was the case at Valley of a Thousand Hills as well.
The trends in the use of tour operators and internet by tourists when planning their
tours is similar on both routes. Litvin, Goldsmith and Pan (2008: 82) favour the use of
the internet and social media as a way of promoting tourism. Huang (2019: 30) state
that there has been a huge increase in the use of tour operators in Thailand in the
past five years. The authors further state that the use of tour operators have
increased the country’s visits by 60% in the same period; hence a need for the
Inanda Heritage Route to also focus on this type of marketing to increase tourism

demand on this route.
5.4.2 Influence on an individual’s perception of crime

The tourists/visitors were asked their views on what variable they thought would
have more of an influence on an individual’s perception of crime. The options to

choose from were in the following order: Age, Gender, Country of origin, Race and

other.
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Figure 5.3: Influence of age, gender, country of origin, race and other on an individual’s
perception of crime
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Figure 5.3 indicates that age was the main influencing variable regarding crime
perceptions. This is the case from tourists from both the Inanda Heritage Route
(48.5%) and the Valley of a Thousand Hills (20.3%). The country of origin also is
seen as a great influence in terms of being a determining factor in terms of crime
perceptions. The tourists from different countries have different views about crime
perceptions. Pomfret and Sourdin (2018: 467) indicates that this is so because in
tourism there are a certain kind of tourists that do not care about crime and its
perceptions, but who are more adventurous. McKay (2013: 317) states that even if a
tourist knows that the destination or a tourism attraction is affected by crime
perceptions, many of them would still be willing to find that out through first-hand
experience. Race and gender is not seen by tourists as a major determining factor in
influencing their decision for choosing or avoiding a particular attraction.

5.4.3 Safety measures missing on both routes

Tourists were asked about what safety measures, in their view, were missing on the
route or tourism attraction that they visited. The options to choose from were in the
following order: Police visibility, Alarm System, On-guard security, CCTV cameras on

attractions, and other are illustrated in Figure 5.4.
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Figure 5.4: Safety measures missing at the Inanda Heritage Route and The Valley of a
Thousand Hills
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Most of the respondents from both the routes ticked the option for alarm systems
missing at the attractions that they visited. The lack of such basic safety feature in
these attractions seems to be startling for tourists. Jiang, Li and Mei (2018: 3) concur
that tourists tend to demand the basic safety features in the attractions that they visit.
More tourists from the Valley of a Thousand Hills (64.1%) were worried about the
lack of police visibility along this route while there is less concern at the Inanda
Heritage Route (25%) in this regard. The deficit in police visibility is more than likely

be a concern for any tourists.

There is also a lack of security guards on attractions especially at the Inanda
Heritage Route (4.4%) followed closely by the same concern at the Valley of a
Thousand Hills (9.7%). Most attractions also did not have CCTV cameras, and the
results are almost the same from both routes, with Inanda (12.8%) slightly above the
Valley of a Thousand Hills (25%). Vilalta, Sanchez, Fondevila and Ramirez (2018:
11) stress the need for tourism businesses to have CCTV cameras, as they tend to
scare criminals and commend their role in assisting the police in apprehending the

perpetrators.
5.4.4 Safety features that will improve safety on the routes

Tourists were asked which safety features would improve safety on the routes. The
options as illustrated in Figure 5.5 were in the following order: Customised police and

security personnel, Alarm System, On-guard security, CCTV cameras and other.
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Figure 5.5: Safety features that would please the tourists in improving safety on the routes
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The installation of alarm systems in attractions seemed to be the most influential
feature that would please tourists at the Valley of a Thousand Hills (38.8%) with
Inanda Heritage Route at 15.3%. Tourists also felt that CCTV cameras are essential
in both the routes especially at the Valley of a Thousand Hills (36%) as compared to
the Inanda Heritage Route (45.7%). The tourists from the Inanda Heritage Route
(43.3%) would feel safer if customised police and security personal are employed in
this route while more tourists were of the same view at the Valley of a Thousand Hills
(60%). Also, more tourists from the Inanda Heritage Route (58.3%) felt that an on-
guard security is needed at the attractions found in this route while only 31.6% of
tourists from the Valley of a Thousand Hills had the same view. Mittal, Gupta and
Choudhury (2018: 257) attest that basic security features are essential at tourism

destinations to assure safety of tourists at all times.

5.4.5 Tourists’ suggestions to tourism managers on how to alleviate crime

perceptions

The tourists were asked to suggest what they thought tourism managers could do to
alleviate crime perceptions on both routes. The options to choose from were in the
following order: They need to work closely with the media, their businesses must
involve the public, they need to stand up and show the world that crime is over-
exaggerated on the Inanda Heritage Route and the Valley of a Thousand Hills, they

need to employ proper marketing strategy for their business, and other, as illustrated

in Figure 5.6.
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Figure 5.6: Tourists’ suggestions to the managers of attractions on what to do in order to
alleviate crime perceptions
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Emphasis was put on the need for tourism managers and business owners to stand
up and show the world that crime is over-exaggerated at the Valley of a Thousand
Hills (31.8%) and slightly more at the Inanda Heritage Route (44.6%). Lin, Yu and
Chang (2018: 72) highlight the need for tourism managers to strive in all that they do
to enhance tourist experience so that they can revisit or spread the good word of the
destinations visited. Tourists at the Inanda Heritage Route (51%) felt that there is a
huge need for tourism managers and business owners to employ proper marketing
strategies for their businesses/attractions while only 36.9% from the Valley of a
Thousand Hills thought so. More tourists at the Inanda Heritage Route (54.7%) and
43.7% from the Valley of a Thousand Hills felt that businesses must involve the
public. The latter is common with many other writers and thinkers who have alluded
that community involvement is key to any tourism business. Mendoza-Ramos and
Prideaux (2018: 173) maintain that community involvement in tourism is essential in
the success of tourism businesses and attractions. Park, Phandanouvong and Kim
(2018: 315) agree that when locals are involved in tourism in their areas, they tend to
have a sense of ownership and are more willing to care and protect tourists thus

eliminating tourists’ crime perceptions.
5.4.6 Tourists needs ranked according to Maslow’s Hierarchy of Needs

Tourists were asked to rank their needs as a tourist on a scale of 1-5 with 1 the most
important, 2 the second most important and so on based on the Maslow’s Hierarchy
of Needs. The aim was to examine how they rate safety as a major or less important

need compared to other needs within the hierarchy as shown in Figure 5.7.
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Figure 5.7: Tourists’ hierarchy of needs
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About 40% of tourists from the Inanda Heritage Route rated self-actualisation as
their main need when travelling. Safety is not seen as a major need for tourists when
travelling with about 15% of tourists in Inanda Heritage Route and about 20%
respondents from the Valley of a Thousand Hills raising safety as just one of their
needs when travelling. On the contrary, Pemayun and Brata (2018: 34) are of the
view that safety should be of the most important priorities for tourists when visiting
tourism destinations as they are usually unfamiliar with those areas. Therefore, it is
essential for the developers of tourism routes such as the Inanda Heritage Route to
ensure ongoing tourists’ safety in order for tourists to feel safe which might embolden
them to visit other places of interest in Inanda which are beyond the route. Esteem
needs were seen by tourists from the Valley of a Thousand Hills (about 40%) as one
of the major things they look for when travelling. Social needs (about 30%) and
physiological needs (about 25%) were seen as one of the most important needs by

tourists from the Valley of a Thousand Hills than safety.

The section that follows analyses the scoring patterns of the respondents per
variable per section. Where applicable, levels of disagreement (negative statements)
were collapsed to show a single category of “Disagree”. A similar procedure was
followed for the levels of agreement which are positive statements. The results are
first presented using summarised percentages for the variables that constitute each
section. Results are then further analysed according to the importance of the
statements. Discussions of the results is aimed at addressing the study’s objectives.

5.4.7 Management of Inanda Heritage Route/Valley of a Thousand Hills

Tourists were asked if, in their view, the Inanda Heritage Route and the Valley of a
Thousand Hills were well managed in order to assist in deriving these route’s
management strategies as illustrated in Table 5.7. This question was asked with an

aim of answering Objective 3.
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Table 5.7: Management of the tourism routes

Route
Valley of a Inanda
Thousand Hills Heritage Total

Through your tour experience, | Strongly Count 3 2 5
do you think that the Inanda Disagree P

Heritage Route/Valley of a % within Route 3.0 21 2.6

Thousand Hills is well Disagree Count 11 9 20

managed?

% within Route 111 9.4 10.3

Neutral Count 40 36 76

% within Route 40.4 37.5 39.0

Agree Count 33 45 78

% within Route 333 46.9 40.0

Strongly Agree | Count 12 4 16

% within Route 12.1 4.2 8.2

Total | Count 99 96 195

% within Route 100.0 100.0 100.0

Only 3% responded that the Valley of a Thousand Hills is well managed and 2.1% of
respondents from the Inanda Heritage Route strongly disagreed that those routes
were well managed. Only 11% of respondents from the Valley of a Thousand Hills
disagreed that this route is well managed. This means that relatively few people felt
that these routes were not being managed properly. Inkson and Minnaert (2018: 17)
stress that cracks are always visible in routes that are not well managed. It is noted
that the largest number of respondents in both groups chose to be neutral on this
matter with 40.4% from the Valley of a Thousand Hills and 37.5% from the Inanda
Heritage Route. This is a worry as more responses are neutral rather than being
decisive on a yes or a no response. Positively, about 33.3% of respondents from the
Valley of a Thousand Hills regard this route as well managed with 46.9% of
respondents from the Inanda Heritage Route having the same view. Also, about
12.1% of respondents from the Valley of a Thousand Hills Strongly Agreed that this
route is well managed and 4.2% of respondents from the Inanda Heritage Route

thought so as well.
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5.4.8 Crime perceptions along the routes

Table 5.8 illustrates the extent to which tourist perception of crime along either route
influenced the selection of their choice to visit it. This question was asked to
measure the impact that crime perceptions have on tourism demand for these

routes.

Table 5.8: Influence of crime perceptions on tour selection

Route
Valley of a Inanda
Thousand Hills Heritage Total

Do you think that your Strongly Count 6 2 8
perception of crime along Disagree P—

the Inanda Heritage Route/ % within Route 6.1 2.1 4.1

Valley of a Thousand Hills Disagree Count 16 17 33

influenced the selection of

this visit/tour? % within Route 16.2 17.7 16.9

Neutral Count 40 43 83

% within Route 40.4 44.8 42.6

Agree Count 29 22 51

% within Route 29.3 22.9 26.2

Strongly Agree Count 8 12 20

% within Route 8.1 12.5 10.3

Total | Count 99 96 195

% within Route 100.0 100.0 100.0

Only 8.1% of respondents strongly agreed that their perception of crime along the
Valley of a Thousand Hills influenced their selection of their visit/tour. On the other
hand, 12.5% of respondents from the Inanda Heritage Route had the same thinking
meaning that more people knew of crime in Inanda but still chose to visit this route.
An amount of about 29.3% respondents from the Valley of a Thousand Hills agreed
that that their knowledge of crime perceptions along this route influenced their
selection of the visit/tour with 22.9% from the Inanda Heritage Route also thinking
the same. Chahal and Devi (2017: 104) share the same view in stating that tourists
do not worry about crime perceptions more than the actual crimes. Karl (2018: 134)
posits that tourists have varying attitudes toward risk, hence some do not focus on
crime perceptions of the area, but rather insist on travelling to the particular
destination. Most respondents chose to be neutral on this matter with 40.4% from the
Valley of a Thousand Hills and 44.8% from the Inanda Heritage Route being neutral.

About 16.2% respondents from the Valley of a Thousand Hills disagreed that crime
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perception influenced their choice of this route with 17.7% of respondents also from
the Inanda disagreeing. The 6.1% respondents from the Valley of a Thousand Hills
Strongly Disagreed that the crime perceptions played any role in choosing this route
and 2.1% respondents from the Inanda Heritage Route thought so.

5.4.9 The actual crimes contribute the most to crime perceptions

Tourists were given the statement that ‘The actual crimes in the Inanda Heritage
Route/ Valley of a Thousand Hills contribute the most to crime perceptions in this
area’ and were allowed to express their views as illustrated in Table 5.9. This

guestion intends to address management of the route as per Objective 4.

About 6% of respondents from the Valley of a Thousand Hills strongly agreed that
the actual crimes in this route contributes the most to crime perceptions in this route
with only 4% from the Inanda Heritage Route strongly agreeing. A high number of
respondents at the Valley of a Thousand Hills (30%) agreed that actual crimes
contributes most to crime perceptions in this route and 25% of respondents from the

Inanda Heritage Route also thought so.

Table 5.9: The role of actual crimes in crime perceptions

Route
Valley of a Inanda
Thousand Hills Heritage Total
The actual crimes in the Inanda Strongly Count 6 10 16
Heritage Route/ Valley of a Disagree P
Thousand Hills contribute the % within 6.1 10.3 8.2
most to crime perceptions in this Route
area. Disagree Count 22 21 43
% within 222 21.6 21.9
Route
Neutral Count 35 37 72
% within 35.4 38.1 36.7
Route
Agree Count 30 25 55
% within 30.3 25.8 28.1
Route
Strongly Agree | Count 6 4 10
% within 6.1 4.1 51
Route
Total | Count 99 97 196
% within 100.0 100.0 100.0
Route
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A large group of 35% respondents from the Valley of a Thousand Hills were neutral
on whether the actual crimes contribute most to crime perceptions or not with 38%
respondents from the Inanda Heritage Route also choosing to be neutral on this
matter. Jacobs, Hooghe and de Vroome (2017: 247) suggest that as much as actual
crimes contribute to crime perceptions, there are other factors that also contribute
more to this factor. The authors view television as the main contributor to increasing
crime perceptions due to the reports delivered in these platforms which are believed
by viewers. On the other hand, Chalfin and McCrary (2017: 14) state that the actual
crimes play a pivotal role in increasing crime perceptions. Only 23% of respondents
from the Valley of a Thousand Hills disagreed that the actual crimes in this route
contributes most to crime perceptions with 22% of respondents from the Inanda
Heritage Route also disagreeing. About 6% of respondents from the Valley of a
Thousand Hills strongly disagreed that the actual crimes contribute the most to crime
perceptions on this route with 10% of respondents from the Inanda Heritage Route

also strongly disagreeing.
5.4.10 The history of these routes as crime capitals

Respondents were asked if the history of these routes as crime capitals increased
their concerns with regards to them considered as unsafe as shown in Table 5.10.
This question was asked to understand the effects of crime perceptions on tourism

demand within the routes.

Table 5.10: History of routes considered as unsafe

Route Total
Valley of a Thousand
Hills Inanda Heritage
The history of the Inanda Heritage Route/ Strongly Count 5 4 9
Valley of a Thousand Hills as a crime Disagree —
capital plays a negative role towards % within Route 5.1 41 4.6
increasing tourist's crime perceptions.
Disagree Count 21 20 41
% within Route 21.2 20.6 20.9
Neutral Count 31 38 69
% within Route 31.3 39.2 35.2
Agree Count 33 27 60
% within Route 333 27.8 30.6
Strongly Agree Count 9 8 17
% within Route 9.1 8.2 8.7
Total Count 99 97 196
% within Route 100.0 100.0 100.0
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Only 9.1% of respondents strongly agreed that the history of a Valley of a Thousand
Hills as a crime capital played a negative role in increasing crime perceptions in this
route with 8.2% of respondents from the Inanda Heritage Route also strongly
agreeing with this. About 33.3% of respondents from the Valley of a Thousand Hills
agreed that the background of this area as a high crime zone plays a role in
increasing crime perceptions in this area with 27.8% from the Inanda Heritage Route
sharing the same feelings. Most respondents from both routes chose to be neutral
on this issue as 31.3% from the Valley of a Thousand Hills and 39.2% from the
Inanda Heritage Route were neutral. About 21.2% of respondents from the Valley of
a Thousand Hills do not believe (disagree) that the history of this area as a crime
capital plays a role in increasing crime perceptions in this area with 20.6% from the
Inanda Heritage Route also disagreeing. Jonas and Mansfeld (2017: 1473) state that
tourists nowadays tend to do thorough research on possible risks associated with
tourism destinations before their visit. This means that if tourists choose to visit an
area affected by crime perceptions, it is because they have done their research and
found out that those perceptions were not true or they did not care about rumours
that are spread about that particular destination. In both routes there was
approximately 5% of respondents (5.1% in the Valley of a Thousand Hills and 4.1%
at the Inanda Heritage Route) that strongly disagreed that the history of these routes

as high crime zones increased crime perceptions in these areas.
5.4.11 Routes are safe destinations for tourists

Respondents were asked whether they found the routes to be safe destinations for
tourists as illustrated in Table 5.11. This question was asked with the aim of

addressing Objectives 3 and 4.
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Table 5.11: Routes as safe destinations

Route
Valley of a
Thousand Inanda
Hills Heritage | Total
| find the Inanda Heritage Route/ Strongly Count 6 6 12
Valley of a Thousand Hills a safe Disagree O within 6.0 6.2 6.1
destination for tourists. Route
Disagree Count 14 17 31
% within 14.0 175 15.7
Route
Neutral Count 39 42 81
% within 39.0 43.3 41.1
Route
Agree Count 28 29 57
% within 28.0 29.9 28.9
Route
Strongly Count 13 16
Agree % within 13.0 3.1 8.1
Route
Total | Count 100 97 197
% within 100.0 100.0 100.0
Route

Only 13% of respondents from the Valley of a Thousand Hills strongly agreed that
this route was a safe destination with a minority of respondents 3% from the Inanda
Heritage Route also strongly agreeing. About 28% of respondents from the Valley
agreed that they find this route safe for tourists and 29.9% from the Inanda Heritage
Route also agreed on it being safe. The majority of respondents felt neutral
regarding this statement, with the Valley of a Thousand Hills at 39% and Inanda
Heritage Route at 43.3%. About 14% of respondents from the Valley of a Thousand
Hills disagreed that this route is a safe destination for tourists with 17% of
respondents from the Inanda Heritage Route also disagreeing on this. About 6% of
respondents from both routes strongly disagreed that they find these routes to be a
safe destination for tourists. It is noted that only a small portion of respondents on
both routes felt that the routes were not safe. This could be because of a lack of on-
guard security personnel on some tourism attractions and no visible police on the

routes.
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5.4.12 Contribution of media reports to crime perceptions

The media reports contribute the most to crime perceptions. Tourists were asked if
this is the case with both routes in order to better analyse Objective 3 which aims to
ascertain the extent to which crime perceptions inhibit tourists’ activity in the routes

as illustrated in Table 5.12.

Table 5.12: Media reports’ contribution to crime perceptions

Route
Valley of a Inanda
Thousand Hills Heritage Total
The media reports on the Strongly | Count 8 10 18
Inanda Heritage Route/ Valley | Disagree O il 8.2 103 9.2
of a Thousand Hills contribute Route ' ' '
the most to crime perceptions. -
Disagree | Count 16 28 44
% within 16.3 28.9 22.6
Route
Neutral Count 50 37 87
% within 51.0 38.1 44.6
Route
Agree Count 21 21 42
% within 21.4 21.6 215
Route
Strongly | Count 3 1
Agree | o4 within 3.1 1.0 2.1
Route
Total | Count 98 97 195
% 100.0 100.0 100.0
within
Route

Table 5.12 shows that 3.1% of respondents from the Valley of a Thousand Hills
strongly agreed that media reports contribute the most to crime perceptions in this
route with 1% respondents from the Inanda Heritage Route also strongly agreeing
with this statement. Interesting enough, about 21% from both routes agreed that
media reports play a role in increasing crime perceptions in these routes. McCombs
(2018: 9) supports the above statement that the repetitive reporting on media makes
the society panic, thus raising their perceptions of whatever the issue is that they are
reporting on. Also, 51% of respondents from the Valley of a Thousand Hills were
neutral on this matter with 38.1% from the Inanda Heritage Route being neutral too.
The Valley of a Thousand Hills had 16.3% of respondents disagreeing that media
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reports contribute the most to crime perceptions in this route and 28.9% respondents
of Inanda Heritage Route also disagreeing. Only 8.2% respondents from the Valley
of a Thousand Hills strongly disagreed that the media reports contribute the most to
crime perceptions with 10.3% respondents from the Inanda Heritage Route also

strongly disagreeing.
5.4.13 Role of the media in positive image of the routes

The media is known to be a very strong tool for the portrayal of a positive image of
tourist attractions (Table 5.13). This question was asked to check if this was the case

with tourists of both routes.

Table 5.13: Role of the media in portraying a positive image of the routes

Route Total
Valley of a Inanda
Thousand Hills Heritage
The media portrays a positive image of Strongly Count 6 8 14
the _VaIIey of a Thousand Hills/Inanda Disagree % within 6.1 83 79
Heritage Route R
oute
Disagree Count 14 28 42
% within 14.1 29.2 215
Route
Neutral Count 48 33 81
% within 48.5 34.4 41.5
Route
Agree Count 27 24 51
% within 27.3 25.0 26.2
Route
Strongly Count 4 3 7
Agree —
% within 4.0 3.1 3.6
Route
Total | Count 99 96 195
% within 100.0 100.0 100.0
Route

Data gathered indicated that about 4% respondents from each route strongly agree
that the media portrays a positive image of these routes. About 38% respondents
from the Valley of a Thousand Hills agreed that the media shows a good image of
this route and 35% of respondents from the Inanda Heritage Route agreed that the
media play role in portraying a positive image of this route. Wade (2018: 1) found
that when the news media displayed large amounts of local crime, fear in the local
area rises, however, when positive images are shown, the vice versa occurs.

Similarly, Terzidou, Stylidis and Terzidis (2018: 315) confirm that the visual media
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has the power to portray a positive image of a destination, hence influencing all
potential visitors positively. More respondents from the Valley of a Thousand Hills
(48%) felt neutral on this issue with also some 35% of respondents from the Inanda
Heritage Route being neutral. About 15% of respondents from the Valley of a
Thousand Hills disagreed that the media portrays a good image of this route with
28% of respondents from the Inanda Heritage Route also disagreeing. Only 6%
respondents from the Valley of a Thousand Hills strongly disagreed that the media is
portraying a positive image of this route and 8% respondents from the Inanda
Heritage also strongly disagreed. Arising from these results, it can be suggested that
the managers of these routes need to work closely with the media and try to push

positive stories of these routes.
5.4.14 Gathering of information on routes and destinations’ safety

Tourists were asked if they did some research before choosing either the Inanda
Heritage Route or the Valley of a Thousand Hills route as shown in Table 5.14. This
guestion was asked to address Objectives 3 and 4.

Table 5.14: Information gathered by tourists prior the visit

Route
Valley of a Inanda
Thousand Hills Heritage Total
Did you gather from the above Yes | Count 40 36 76
sources that the Inanda Heritage % T 40.8 371 30.0
Route/ Valley of a Thousand Rooute ' ' '
Hills if it is not a safe tourist
destination? No Count 58 61 119
% within 59.2 62.9 61.0
Route
Total | Count 98 97 195
% within 100.0 100.0 100.0
Route

When tourists at the Inanda Heritage Route were asked if they gathered information
from the tour operators, internet, travel agent and word-of-mouth, 62.89% had not
while only 37.11% respondents had. The gap was not much of a difference at the
Valley of a Thousand Hills because 59.18% of respondents did not gather
information from the above sources about the route whereas 40.82% sourced prior

information before visiting this route. De la Hoz-Correa and Mufioz-Leiva (2018: 3)
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state that it is important for tourists to gather information on the destination that they
intend to visit before they travel so that they are aware of possible risks associated

with those attractions so that they can take possible precautions.
5.4.15 Usefulness of information given by the sources prior to arrival

The respondents were asked if the information provided by their source/s was useful
in helping them to understand what to expect regarding their safety and security on
either the Inanda Heritage Route or the Valley of a Thousand Hills as shown inTable
5.15.

Table 5.15: Usefulness of safety information gathered before the trip

Route
Valley of a
Thousand Inanda
Hills Heritage Total
Was the information given to you | Yes | Count 52 36 88
by your source prior to your arrival % i 525 371 44.9
useful in terms of understanding Route ' ' '
exactly what to expect in respect
of your safety and security of your | No | Count a7 61 108
possessions at the Inanda % within 475 62.9 55.1
Heritage Route/ Valley of a Route
Thousand Hills?
Total | Count 99 97 196
% within 100.0 100.0 100.0
Route

When tourists were asked if the information given to them by their source prior their
arrival was useful in terms of understanding what to expect in respect of safety and
security at the Inanda Heritage Route, 62.9% responded with No while 37.1%
responded with Yes. This shows that the relevant sources do not warn tourists of
crime in this area. At the Valley of a Thousand Hills, 47.5% responded with No while
52.5% responded with Yes. Tjiptono and Yang (2018: 183) state that it is the duty of
the destination marketers to ensure that they inform tourists of no-go areas before
they travel. This ensures that tourists do not find themselves in the wrong area at the

wrong time and be vulnerable to crimes that could have been avoided.
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5.4.16 Level of care about the negative things heard regarding their destination

The respondents also expressed their views with regards to whether the negative
things said about the route/s ever influenced them in decision-making as illustrated

in Table 5.16. This question was asked to address Objectives 3 and 4.

Table 5.16: The influence of prior knowledge in choosing a tourist destination

Route
Valley of a Inanda
Thousand Hills Heritage Total
When choosing the Inanda Yes | Count 42 53 95
Heritage Route/ Valley of a W T 41.6 54.6 48.0
Thousand Hills, did you care y ' ' '
: . Route
about the negative things that
you heard about this tourist No | Count 59 44 103
destination? % within 58.4 45.4 52.0
Route
Total | Count 101 97 198
% within 100.0 100.0 100.0
Route

Tourists were asked if they cared about the negative things that they heard about the
routes prior to their arrival. About 45.4% of respondents from the Inanda Heritage
Route said they did not care of rumours and 54.6% were concerned. About 58.4% of
respondents from the Valley of a Thousand Hills said that they did not care about
negative things and only 41.6% were concerned. This is in line with Yang, Khoo-
Lattimore, and Arcodia’s (2017: 1009) study which reported that growing numbers of
people tend to worry when they hear negative things related to crime at a destination

that they are about to visit.
5.4.17 The country of origin’s role in crime perceptions

The respondents were asked if the country of origin had an influence in bringing or
taking away tourists to tourism destinations as shown in Table 5.17. This was asked
with the aim of understanding the latter’s role in increasing or decreasing crime

perceptions.
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Table 5.17: The country of origin of tourists plays a role in increasing/decreasing crime
perceptions of the tourism destination

Route
Valley of a Inanda
Thousand Hills Heritage Total
The origin of the tourists plays a Yes | Count 64 55 119
role in decreasing or increasing o I 64.0 56.7 60.4
crime perceptions of the Route ' ' '
destination. Do you consider this
to be true with tourists from your | No | Count 36 42 78
country? % within 36.0 43.3 39.6
Route
Total | Count 100 97 197
% within 100.0 100.0 100.0
Route

The origin of tourists seems to have a huge influence in terms of
decreasing/increasing crime perceptions. At the Inanda Heritage Route only 43.3%
of respondents did not feel that this has any influence and most respondents (56.7%)
felt that tourists from different countries view crime and its perception in different
ways. Fewer respondents at the Valley of a Thousand Hills (36.0%) felt that the
origin of tourists do not influence crime perceptions of a destination while 64.0% of
respondents felt that they do have an influence. Donaldson and Ferreira (2007: 353)
state that one of the key challenges for the 2010 World Cup Local Organising
Committee and the national government was to provide adequate safety, security
and policing to the expected 350,000 international football tourists who were likely to
attend the event. The tourists were coming from all over the world and surely had
different perceptions about South Africa with regards to crime. Deng and Ritchie
(2018: 458) maintain that tourism researchers have identified the impact of perceived
risk on destination choice and travel behaviour, and differences in general traveller
risk perceptions based on both traveller and trip characteristics. The authors’ further
state that the origin of tourists plays a vital role in their behaviour and difference in
characteristics, hence some tourists will worry, and some will not worry about crime

perceptions.
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5.4.18 Experiences of crime during their trip along the routes

Respondents were asked if they were ever victims of crime on the routes during their
trip along the routes or not as illustrated in Table 5.18. This was asked to answer
better the fourth objective which aims to suggest possible management strategies for

the routes.

Table 5.18: Tourists’ experiences of crime during their visit on the routes

Route
Valley of a Inanda
Thousand Hills Heritage Total
Have you ever experienced Yes | Count 22 21 43
crime during your trip along the W vt 220 21.6 21.8
Inanda Heritage Route/ Valley Route ' ' '
of a Thousand Hills?
No | Count 78 76 154
% within 78.0 78.4 78.2
Route
Total | Count 100 97 197
% within 100.0 100.0 100.0
Route

Most respondents from the Inanda Heritage Route (78.4%) responded that they had
not experienced and crime, while 21.6% said they had. There was a similar response
at the Valley of a Thousand Hills where most respondents (78.0%) confirmed that
they were not victims of crime during their trip along this route and 22.0% said that
they had. Deng and Ritchie (2018: 455) state that the travel experience and repeat
visitation significantly reduces risk factors amongst tourists. This is so because when
tourists revisit the tourism destination, they tend to know on where to go and what

not to do.
5.4.19 People appearing suspicious on the routes

The reason for this question was to check if tourists noticed people loitering around
the tourist areas and if they looked suspicious as illustrated in Table 5.19. This

guestion addresses Objectives 1, 3 and 4.
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Table 5.19: Checking whether there are visible suspicious people on the routes

Route Total
Valley of a Inanda
Thousand Hills Heritage
On arrival or during your trip to Yes | Count 30 29 59
the Inanda Heritage Route/ % within 30.6 20.9 303
Valley of a Thousand Hills, did Route ' ' '
anyone appear suspicious?
No | Count 68 68 136
% within 69.4 70.1 69.7
Route
Total | Count 98 97 195
% within 100.0 100.0 100.0
Route

More respondents (70.1%) from the Inanda Heritage Route did not see anyone
suspicious during their trip on this route and 29.9% said that they did notice
suspicious looking people. At the Valley of a Thousand Hills, 69.4% respondents
replied by stating that they did not see any suspicious people along this route and
only 30.6% did. Lall (2018: 298) states that one of the most important factors that
prevent visitors visiting a destination is the security of the place and that good
security is one of the keys to sustainable tourism. The author further suggests the
use of CCTV cameras in tourism attractions in order to notice suspicious people in

and around it and to encourage tourists to report such suspicions should they arise.
5.4.20 Tourists were asked if they would revisit the routes

Tourists were asked if they would come back again and visit the routes as shown on

Table 5.20. This is in line with Objective 2 which seeks to understand the impact of

crime perceptions on tourism demand.

Table 5.20: Desire to revisit the routes

Route
Valley of a
Thousand Hills Inanda Heritage Total
Given the opportunity, would you revisit Yes | Count 86 68 154
the Inanda Heritage Route/ Valley of a —
Thousand Hills again? % within 86.9 71.6 79.4
Route
No Count 13 27 40
% within 13.1 28.4 20.6
Route
Total | Count 99 95 194
% within 100.0 100.0 100.0
Route
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When tourists were asked if they would revisit these routes, 28.4% from the Inanda
Heritage Route said they would not return to this route and, interesting enough,
71.6% of respondents said that they would revisit. At the Valley of a Thousand Hills
only 13.1% said they would not return on this route and the majority of about 86.9%
said yes they would revisit this route. Zhang, Wu, and Buhalis (2018: 326) conducted
a study which aimed to create a relationship model between perceived image
(including country image and destination image), memorable tourism experiences
and revisit intention. They found that country and destination image influence revisit
intention via the mediating effect of memorable tourism experience. The authors
emphasised the importance of attraction managers creating a memorable
experience for tourists in order for them to have a desire to return to that destination.

This approach by managers on the Inanda Heritage Route is advisable.
5.4.21 Possibility of recommending the routes to others.

Tourists were also asked if they would recommend these routes to other potential
visitors as illustrated in Table 5.21. The aim for this question was to evaluate the

impact of crime perceptions on tourism demand.

Table 5.21: Tourists’ recommendation of the routes to the potential visitors

Route Total
Valley of a Inanda
Thousand Hills Heritage
Would you recommend the Yes | Count 81 73 154
Inanda Heritage Route/ Valley of O Wit 827 77.7 80.2
a Thousand Hills to other Route ' ' '
people?
No | Count 17 21 38
% within 17.3 22.3 19.8
Route
Total | Count 98 94 192
% within 100.0 100.0 | 100.0
Route

Only 22.3% said that they would not recommend the Inanda Heritage Route to other
people while the majority of respondents (77.7%) felt that they would recommend to
other people to go and visit. The results were almost the same with the Valley of a
Thousand Hills, with only 17.3% respondents answering that they would not

recommend to other people to visit this route and the vast majority of respondents
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(82.7%) answered that they would recommend this route to others. Ramirez-
Gutiérrez, Fernandez-Betancort and Santana-Talavera (2018: 634) explain that
happy tourists will be willing to recommend the attraction that they visited to other
tourists, and by doing so, increase the chances of increased tourism demand to that
particular destination. It is, therefore, imperative for the Inanda Heritage Route
managers to adopt a style of encouraging the tourists that have visited this route to
use tools such as social media to express their experiences. Punithavathi and
Vasudevan (2018: 40) emphasise that social media marketing is a powerful way for
businesses of all sizes to reach prospective customers. It is therefore advisable for
the Inanda Heritage Route managers to encourage their visitors to use social media
when they are on their attractions because they will be unconsciously be
recommending other tourists to also visit that particular attraction.

5.4.22 Willingness of a tourist to visit an area affected by crime

Tourists were asked if they would go to a place/attraction that they know / have
heard is affected by crime as shown in Table 5.22. The aim was to answer Objective

1 which aimed to ascertain the factors that contribute to crime perceptions.

Table 5.22: Tourists’ willingness to visit areas that they know are affected by crime

Route
Valley of a Inanda
Thousand Hills | Heritage | Total
Would you, as a tourist, visit an area | Yes | Count 38 18 56
that you heard/know is affected by O vt 38.4 19.1 200
crime? Route
No | Count 61 76 137
% within 61.6 80.9 71.0
Route
Total | Count 99 94 193
% within 100.0 100.0 100.0
Route

When tourists were asked if they would visit an area that they know or heard was
affected by crime, 80.9% respondents from the Inanda Heritage Route said they
would not and 19.1% respondents said that they would. At the Valley of a Thousand
Hills 61.6% respondents said they would not visit known crime areas and 38.4%

answered that they would. Bristow and Keenan (2018: 63) describe fright tourism as

Page | 90



a lighter form of dark tourism and this form of tourism is growing globally. The
authors further state that while similar elements of death and dying exist in both,
fright tourism is a more entertaining version of the dark form. Fright tourism occurs
when a tourist seeks a scary opportunity for pleasure at a destination that may have
a sinister history or may be promoted as having one. It is possible that some of the

respondents who answered Yes to this question have no fear of crime.
5.4.23 Tourists spending money on additional activities and local products

Respondent were asked if they spread revenue amongst other businesses or
activities or local products in the area as shown in Table 5.23. This was asked with
an aim of addressing Objectives 2 and 3.

Table 5.23: Revenue spread amongst other activities

Route
Valley of a Inanda
Thousand Hills Heritage Total
During your trip to the Inanda Yes | Count 78 45 123
Heritage Route/ Valley of a o il 80.4 46.4 63.4
Thousand Hills, did you spend Rooute ' ' '
your money on additional
activities and local products that | No | Count 19 52 71
were provided? % within 19.6 53.6 36.6
Route
Total | Count 97 97 194
% within 100.0 100.0 100.0
Route

Tourists at these destinations did spend money on additional activities and on local
products that were provided but a significant difference in numbers is noted between
these two routes in this regard. About 53.6% of tourists that visited the Inanda
Heritage Route did not engage in extra activities or buy local products and only
46.4% did. On the other hand, only 19.6% respondents at the Valley of a Thousand
Hills did not engage in extra activities or in purchasing products from the local
people, meaning that 80.4% of respondents in this route were happy enough and
chose to partake in extra activities and bought products from the local people. Such
spending is critical for tourism destinations in order to ensure revenue is spread
through the local communities. Rao and Xiong (2018: 360) highlight that domestic
tourism has become the bulk of China's tourism industry and the main source of
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tourism revenue as inbound tourism has played an important role in the development
of this country’s tourism industry. Schroeder (2018: 9) states that the historical
exclusion of gateway communities from wildlife tourism revenues has led to conflict
with conservation in the Kruger National Park. It is therefore imperative that the local
community’s businesses are included in tourism planning in order to enhance a good
relationship between tourism and locals to ensure revenue flow is dispersed

amongst all stakeholders involved.
5.4.24 Feeling safe enough to visit other places of interest alone

Tourists sometimes visit tourism attractions without a tour guide. Respondents were
asked whether they felt safe enough to visit other attractions not included in the

tourism route and without the presence of a tour guide as shown in Table 5.24.

Table 5.24: Tourists’ choice to alone visit other places of interest within the route

Route
Valley of a Inanda
Thousand Hills Heritage Total

Do you feel safe to alone visit Yes | Count a7 43 90

the other places of interest not in O Wit 48.0 44.8 46.4
the route? B

No | Count 51 53 104

% within 52.0 55.2 53.6
Route

Total | Count 98 96 194

% within 100.0 100.0 100.0
Route

The numbers here are almost balanced. When tourists that visited the Inanda
Heritage Route were asked if they would visit the other places of interest not
included in this route, 55.2% said No while 44.8% said Yes they would. At the Valley
of a Thousand Hills 52.0% said No they would not visit the other areas of this route
alone, while 48.0% of respondents said Yes. Generally, tourists are discouraged to
go alone when they are visiting places out of the proper planned and managed
tourism routes. This is because tourists my find themselves in the wrong place at the
wrong time, and become victims of crime. Mehmood, Ather and Khan (2018: 07)
highlight that residents are significantly more likely to be victimised by violent crime

while tourists are significantly more likely to experience property crime and robbery.

Page | 92



5.4.25 Price charged for the tour match the safety features of the destination

The respondents were also asked if they think that the price for the tour/visit to the
routes matched the safety features of the destination as illustrated on Table 5.25.

This was asked with an aim of answering Objective 4.

Table 5.25: Tour/visit price matching the safety features of the route/s

Route
Valley of a Inanda
Thousand Hills Heritage Total
Do you think that the price Yes Count 61 51 112
charged for this tour match the o e 70.1 53.1 61.2
safety features of the Route ' ' '
destination?
No Count 26 45 71
% within 29.9 46.9 38.8
Route
Total | Count 87 96 183
% within 100.0 100.0 | 100.0
Route

Chekalina, Fuchs, and Lexhagen (2018: 32) state that tourism attractions should
ensure that the prices or fees charged for the experience or a tour are good value for
money. Wang, Chen, and Prebensen (2018: 82) are of the view that whatever is sold
to tourists should match or exceed their expectations. On the Inanda Heritage Route
46.9% of respondents answered No while 53.1% answered Yes. On the Valley of a
Thousand Hills route only 29.9% of respondents answered No while 70.1%
answered Yes. The main reason for this difference between the two routes could be
because almost all attractions at the Valley of a Thousand Hills visited by the

researcher had visible on-guard security personnel.

5.4.26 The media is over-exaggerating on crime perceptions on the tourism

routes

The media is known to sometimes take things out of proportion and make small
incidents into a big deal. Tourists were asked of their views regarding the media’s
role in increasing/decreasing the crime perceptions in these routes as shown in
Table 5.26.
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Table 5.26: Media over-exaggerating on crime perceptions within these routes

Route
Valley of a Inanda
Thousand Hills Heritage Total
Do you think that the media is Yes | Count 53 39 92
over-exaggerating on crime % within 56.4 40.2 48.2
perceptions on the Inanda SEllie
Heritage Route / Valley of a
Thousand Hills? No | Count 41 58 99
% within 43.6 59.8 51.8
Route
Total | Count 94 97 191
% within 100.0 100.0 100.0
Route

When asked if they think that the media is over reacting on crime perceptions on the
Inanda Heritage Route, 59.8% of respondents said No, which means that they were
agreeing that what is shown on the media is not an over-exaggeration, and 40.2%
respondents in this route answered Yes. At the Valley of a Thousand Hills only
43.6% answered No while 56.4% answered Yes. Eagle, Hay and Low (2018: 155)
point out that the media may exaggerate news in order to boost their profits, but they

should not diminish other brands in order to do so.
5.4.27 Provision of a survey on safety and security in the routes

Tourists were asked if they were provided with a safety and security survey where
they could express their views specifically with regards to safety within these routes
as shown in Table 5.27. This was asked with an aim to answer Objective 4 which

seeks to suggest strategies for management of the routes.

Table 5.27: Safety questionnaires

Route
Valley of a Inanda
Thousand Hills Heritage Total

Was there a survey provided for you | Yes | Count 39 27 66
to evaluate your satisfaction % within 411 278 344
regarding safety and security for the Route ' ' '
whole tour in the Inanda Heritage
Route/ Valley of a Thousand Hills? No Count 56 70 126

% within 58.9 72.2 65.6

Route

Total | Count 95 97 192
% within 100.0 100.0 100.0
Route
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Liu et al. (2018: 2) suggest that tourism attractions should have a tourist
guestionnaire which seeks to evaluate the feeling of safeness amongst tourists
during their visit. The majority of respondents (72.2%) from the Inanda Heritage
Route said that there was no questionnaire given to them at the end of the tour to
evaluate safety and security in this route with only 27.8% indicating that they were
given an opportunity to rate safety and security in this route. At the Valley of a
Thousand Hills, 58.9% were not given a questionnaire to rate safety standards in this
route where else 41.1% did have a chance to rate the safety standards. Such
surveys are critical for tourism attractions as tourists feel good about being given a
chance to share their views on what needs to be improved and which safety features

need to be added, if any.

5.5 INTERVIEWS ANALYSIS
5.5.1 Introduction

The previous section discussed the responses from the tourists with the goal of
investigating the extent of crime perceptions of tourists on the Inanda Heritage Route
and the Valley of a Thousand Hills route. These responses provided a basis for the
researcher to explore with the management, the options to alleviate resultant
negative perceptions of the destination by tourists. The respondents were asked to
respond to a series of questions relating to variables as contained in the study
objectives, as follows:
1. To ascertain factors that contribute to crime perceptions in the Valley of
Thousand Hills and the Inanda Heritage Route amongst tourists;
2. To investigate the impact of tourists’ perceptions in determining visitor
demand for tourism;
3. To ascertain the extent to which crime perceptions in the Valley of a
Thousand Hills and Inanda Heritage Route inhibit tourists’ activity; and
4. To investigate management strategies that promote the Valley of a Thousand
Hills and the Inanda Heritage Route, despite the crime perceptions of these

areas.
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The findings are presented in the order of the question items in the interview
schedule and accord with the themes that have emerged from the thematic analysis
of the verbatim transcript. Before presenting and analysing the data, the codes and
translations used to identify respondents are once again presented.

The interview analysis in this chapter presents direct quotations to illustrate the
arguments of the respondents. The quotations are given as close as possible to the
original words to capture respondents’ words. The reported quotations remain by
and large only a small segment of the totality of quotations on the theme at hand.
This section of the chapter is developed from manager feedback and corroborative

literature.
5.6 MANAGERS’ INTERVIEWS
5.6.1 Comparison of crime rates over the past 5 years

The respondents were probed to compare crime rates over the past 5 years in their
tourist attraction. The results gathered from the respondents indicate that crimes
occur at the attraction because of location. The crime that occurs is not necessarily
targeted at tourists and is mainly directed at residents of the area. This is attributed
to the tourist attraction being located near townships that are characterised by
unemployment, drug use and poverty. Respondents indicated that in instances that
crime against tourists does occur, this is because of locals’ ignorance and lack of
knowledge because they are not involved in tourism. The respondents had varying
opinions on crime rates based on the peculiarity and location of their tourist
attractions. A majority of respondents stated that the crime rate has been fluctuating;
there is neither an increasing nor decreasing trend. Interestingly, respondent M7

emphasised that there is no crime against tourists on the Inanda Heritage Route.
Among the revealing response, the following feature highly:

Crime is not such a huge problem especially towards tourists. Most crimes are
committed by the people in high positions, both traditional and political people
because of their superiority over the locals and officials. There are no crimes against

tourists although we have walk-about tours (M1).

It comes in patches and waves. We have had two incidences in the last five years. It

goes quiet, when gangs come into the area and they are caught, it goes quiet for 1-2
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years. We have farm watches and 24 hours security that have ensured that there is

less crime in our attraction (M2).

It went quiet about a year ago, and recently we’ve had a growing number of crimes in
the area (M3).

Crime has declined, but it has phases, we have petty crimes that are also not
directed at the tourists (M4).

It has gone up, 7 break-ins in the past 6 months. In the market yes there is crime
such as pick-pocketing, items in cars and vehicles being stolen (M5).

Prior to the 2010 Soccer World Cup in South Africa crime was high. There have been

twelve break-ins in the museum from the period of 0-5 years (M8).

The above statements show that crime in the routes is happening but it is not
directed at tourists. Most crimes are directed at the tourism establishment buildings
and towards locals. As tourists in the routes generally come with tour guides, there
is less chance of them becoming victims of crime. Chowdhury and Raj (2018: 33)
observe that tourists prefer travelling to places that they know are safe. It is therefore
comforting to learn from the respondents that most crimes in the routes are not

directed at tourists, but generally locals.

5.6.2 Cause for increasing or decreasing crime perceptions in the past 5

years.

This question was asked with the aim of answering Objective 4. One needs to know
and understand the crime perception trend in a destination before one is able to
come up with a management strategy. A majority of the respondents indicated that
crime rates are neither decreasing nor increasing. They highlighted that the crimes
occurring can be attributed to poverty and drugs especially whoonga, which leads to
an estimated 60% of break-ins in the area. They stated also that crime in the form of
burglaries in Bed & Breakfast (B&B) establishments is quiet common, as is car theft.
One respondent noted that whoonga usage influenced one of the security guards to

rob the attraction. Respondent M6 stated that

Crimes in the area have increased ... due to the lack of support from the members of

the South African Police Service and the Community Policing Forum.

Page | 97



The responses accord with Chudi’s (2010: 5) and Leung, Yang and Dubin’s (2018:
1072) view that in most African countries there is a relatively high crime rates.
According to the authors, such crimes are ranging from petty street crime like theft,
pick-pocketing and bag-snatching, to more severe crimes like armed robberies and
car-hijackings; muggings and banditry are commonly known, thus causing an

increase in crime perceptions.

The information collected also reveals that crime that occurs is increasing towards
domestic tourists but not to international tourists. This is because domestic tourists
use their own cars and drive to the route without the assistance of a tour guide. The
results reiterate also that crime is decreasing towards international tourists because

social media such as Facebook makes people aware of crime.

There is more awareness of crime because of social media because if crimes

happen people find out quickly unlike before (M2).

This observation confirms the contention of Havakhor, Soror and Sabherwal
(2018:113) that information, whether negative or positive, travels faster through

social networks. The use of such networks is increasing significantly, worldwide.
5.6.3 Comparison of visitor demand for the past 5 years

There were divergent views from respondents on visitor demand based on the
various factors and the peculiarity of their tourist attraction activities. The information
revealed that factors such as the tourist attraction’s years of establishment, migration
policies, visitors’ prior experience, word-of-mouth advertising and social media
affects visitor demand (Zivkovié, Gaji¢ and Brdar 2014: 759). Respondent M1
attributed low visitor demand to the closure of the business entity as a result of the
death of the owner of the business until it was re-opened again about three years
ago. But the respondents were in agreement that tourism demand has decreased
because of crime incidents that have occurred with tourists that visit without a tour

guide, drive alone or do activities that are off-route.

Respondents from the Valley of a Thousand Hills explain the reasons for the visitor

decrease.
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It increases or decreases, but there have been general growth of visitors depending
on certain factors such as the outbreak of disease Ebola, terrorism, South African
government change in tourism visa law last year has an impact. It destroys tourism

but a need to rebuild is essential (M2).

Tourist numbers have decreased enormously last year, and it could be possible that

the cause is crime perceptions (M3).
The demand has increased by 60% despite crime (M4).

It has been noted that there were divergent views from the respondents, with about
10% feeling that demand has decreased enormously. This could be because
respondent M3’s business was also going through a rough patch, reportedly due to

members of the family fighting over the ownership of the business.

Respondents from the Inanda Heritage Route explained that the reasons for the
visitors increase is a result of the marketing strategy of ‘Taking Durban to the World’
in 2012 by Durban Tourism. They also recommended the unique nature of tourist
attraction activities that their attractions provide and the overall role of Durban
Tourism in terms of maintaining and marketing the route. According to one of the
respondents in the Inanda Heritage Route, tourist demand is high and increasing
because of the nature of activities offered such as the archival museum. Chung, Han
and Joun (2015: 591) suggest that there is a market that visits tourist attractions with
the intention of conducting research. Hence, students, researchers and lecturers visit
most attractions in the Inanda Heritage Route for research purposes. Some of these
students are high school or university students for example, from USA and the
University of KwaZulu-Natal who have visited the site for research purposes. The
other activities include the Shisanyama experience at Sbu’s Lounge, canoeing,

bicycle riding and trail-walks.

Respondent M9 argued that crime has decreased on the Inanda Heritage Route.
Respondent M9 cited the Provincial Minister of Community Safety and Liason who,
during his budget speech in 2014 in the legislature indicated that crime in Inanda is
very high; the respondent added however, that these have never been recorded in
areas where they take their clients. From the results above, there are apparent
factors beyond the control of managers of tourism attractions that affect visitor

demand. The political factors and government factors also have their own
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contributions. These views and perceptions of the respondents resonate with
UNWTO (2016: 3) that the issues of the host country usually affect tourism demand.
These factors range from political instability, poor exchange rates, health concerns
and safety issues such as the disaster of Ebola from March 2014 to 2015 that

negatively influences tourists’ decisions to travel.
5.6.4 Impact of crime perceptions on visitor demand

A majority comprising 70% of the respondents indicated that crime perception has a
huge negative impact on visitors. They stated that tourists consider safety while
choosing a tourist destination. The participants echoed that crime perceptions are
aggravated by word-of-mouth which is a key tool that spreads negative perceptions.
Hair and Ozcan (2018: 151) concur that word-of-mouth is key in spreading either
positive or negative news; therefore, tourism managers should always strive and

encourage tourists to spread positive stories. However, M10 stated:

Before we were affected by crime perceptions, but after the introduction of our new

marketing strategy, perceptions have decreased.

This statement of respondent M6 from the Inanda Heritage Route is worth

emphasising:

About three years ago, Umlazi was reported as one of the unsafest places to visit.
Most visitors read statistics from the media which is not representative of actual

events but a small portion of statistics (M6).
Respondent M9 explained that

there is perception of crime in townships, as how most tourists will prefer Umhlanga

as it is perceived to be safe and convenient (M9).

However, respondent M7 had a matter-of-fact view on the impact of crime

perceptions on visitor demand:

If crime perceptions on visitor demand matters, then visitors will not visit our
attraction (M7).

Beyond the responses of managers on crime perception there are further factors that

visitors consider during their choice of a safe destination. Factors such the purpose
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of the visit and visible security measures at the attraction can override negative
crime perceptions. Kiliclar, Usakli and Tayfun (2018: 13) consider visible security at a
destination to lower the crime perception levels of tourists because it assures one
that the attraction is safe. Moreover, personal experience and word-of-mouth
communication are important factors influencing a tourist's decision to visit South
Africa (Satour 1995: 3).

5.6.5 Experiences or reports of crime against tourists

The results of data collected indicate few cases of crime against tourists. The results
from the qualitative data further shows that most of crimes occurring on the routes
are perpetrated upon residents residing in the area as well as domestic tourists that
visit the attraction without a tour guide. There are minor crimes such as pick-
pocketing and stealing of tourists’ belongings that are left unattended. Parida,
Bhardwaj, and Chowdhury and Raj (2018: 64) also maintain that tourists usually
experience minor crimes which are due to locals being tempted based on valuables

being left unattended to.

However, Respondent M7 related an incident where a bus carrying tourists from a

ship was hijacked and the tourists were robbed.

This reduced the quantity of tourists coming because the number of tourists that are
willing to come out of the ship has decreased. Even those that came did not alight
from the bus or were scared. This was aggravated by the media and social media

that posted this incident online (M7).
People are no longer going to Kwa-Nyuswa because of fear of crime (M8).

Respondent M6 cited an incident that occurred at a shopping mall where tourists and

their tour guide were robbed.
5.6.6 Crime perceptions and its effect on revenue flow to tourism attractions

Isaac (2019: 5) notes that image is the most critical feature of a tourist destination.
The role of a destination’s image in tourism has countless connotation in marketing
when observed through the framework of the traveller's buying behaviour. Schuh,
Agapito and Pinto (2018: 284) write that the destination image held by target markets

is essential in order to build and manage a strong tourism brand. A majority of the
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respondents agreed that crime perceptions affects revenue flow because if tourists
do not visit the tourist attraction, it will affect turnover. The respondents highlighted
that insufficient money to run the business is the main cause for it closing down.
Crime perception will shorten the stay of tourists because they will not explore further

tourist sites at the destination.

Crime affects revenue flow indirectly because based on the negative perception
tourist have, they will shorten their stay. They often do not want to lodge in a hotel
and Bed & Breakfast in the township and that affects revenue. This also affects local

restaurants, taverns and shisa nyama (M6).

5.6.7 Neighbouring attractions and tourists’ perceptions of crime

In response to the effect of tourists’ perceptions of crime on neighbouring attractions,
respondents mentioned that other neighbouring attractions are affected by tourists’
perceptions of crime because the tourism industry is interrelated. Heuwinkel and
Venter (2018: 3) point out that tourism is a broad industry, which involves other
sectors daily; it is a sustainable industry and it benefits South Africans including the
tourism routes in this study. Two respondents said:

When we receive tourists, we ensure that we take them to other attractions that are
within the route like the arts and crafts. Therefore, if we don’t get visitors, they also
suffer (M2).

The whole area works together, so if tourists don’t come here, the whole area is
impacted (M4).

The following statement from respondent M6 from the Inanda Heritage Route is
worth emphasising because it shows the unwillingness of tourists to visit the

attractions affected by crime perceptions.

There was an example of a researcher that came from the USA, she was supposed
to be staying at the Inanda Heritage Route, but only stayed for a week because on
arrival she heard that the Inanda Township is not safe. She then stayed at Musgrave
and had to employ a driver that drives her from Musgrave to the Inanda Heritage

Route. Most times she would not alight from the car except when the vehicle is inside
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the compound. Most visitors read statistics from the media which is not

representative of actual events but a small portion of statistics (M6).

The respondents agreed that perceptions are still a problem. Radmila, Gaji¢ and
lvana (2014:758) note that modern tourists have more trust in other travellers’
opinions using social media rather than social marketing advice and this is because
of uncertainty regarding tourist services. A traveller should obtain the necessary
information in order to make the right decision concerning their travel. This helps the
tourism destinations such as the Inanda Heritage Route to maintain its tourism
demand levels through the free marketing that occurs through other people’s shared
experiences. Such information also helps neighbouring attractions to be researched
by tourists and their willingness to visit them rises.

5.6.8 High levels of crime perceptions reduce the number of tourist visitations

Respondents revealed that high levels of crime perceptions impact negatively and
reduce the tourist flow to destinations. This is because tourists will shorten their stay
and rather explore other tourism attractions. The respondents also stress the need

for business owners to put measures in place to address crime perceptions.
Perception will always remain that Umlazi is not safe (M8).

Perception means that when one crime happens, people think that it is a daily thing
(M2).

According to respondent M3 from the Valley of a Thousand Hills:

Durban has the advantage of a better geographical location than other tourist sites
but the good things that are happening in the Valley of a Thousand Hills are not
being mentioned in the media hence the negative image is still there thus hindering
the tourists flow in the area. Crime perceptions affect job creation. It is now getting
critical where people have to look for other means of getting money, and deviate from
tourism (M3).

Respondent M6 argued that

Recently there has been news that police in Inanda was murdered; when people

read this, there will be perception that Inanda is not safe (M6).
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Pizam and Mansfeld (2006: 18) emphasise the importance of dissemination of
positive communication which can influence the risk perception of not only potential
tourists who are engaged in a destination-choice process, but also to those who
have booked but not already arrived in a destination. If not managed properly,
tourists who have already made bookings might cancel their reservations and
negatively influence tourism demand to that destination. Lai et al. (2018: 2) highlight
that personal safety during the trip is the top motivational attribute in attracting
tourists to visit a destination, and those attractions deemed to be unsafe by tourists
may not be considered to be suitable holiday choices. The authors further state that
it is clear that violent attacks do strongly influence the choice of destinations in a
negative way thus causing potential tourists not to visit the affected destinations and
those that have already made their booking to cancel their trips.

5.6.9 Services or facilities provided at the attractions

There was consensus amongst respondents that admission into tourist attractions
are free. But tourists pay for goods and services at their attraction, and in other
attractions they visit. Some of these other attractions are purchases in curio shops,
horse riding and the Zulu dance show. One respondent from the Inanda Heritage
Route pointed out that tourists pay for internet use and that international tourists are
big spenders. This is also reflected in huge benefits for the community and
homesteads. According to respondents, tourists pay for craft purchased at the curio

shop because tourists like to buy craft that is made by the locals.

There are different visiting points, for example, if we take them into a spaza shop
they pay a certain fee, when they go to the traditional healer they pay a R20 fee.
When they want to taste the traditional food, they also pay thus increasing the areas’

revenue (M1).

It is noted that if the area was significantly affected by crime perceptions, such

revenue was not going to be generated.

Our attraction is an archive and museum located in a school. Our visitors are

researchers but pay for photocopy and when they order lunch or refreshments (M6).

Tourists pay for hiking and camping during booking, but any one that come through

gate pay the entrance fee of Rand 20 purchased at the kiosk (M9).
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To show that tourists do spend their money on other activities in the Inanda Heritage

Route, Respondent M7 maintains that

The community needs to benefit from tourism and tourist spending. The craft in the

curio shop is made by locals while those employed are local (M7).

Ognjanov, Tang and Turner (2018: 40), their study in China revealed that regional
revenue distribution was accelerated by the Chinese Central Government’s initiative
in developing the western and central regions, to ease social pressure and economic
imbalance between the coastal developing regions and the inland and lesser
developed regions. This is in line with the Inanda Heritage Route, which needs to be
known as a safe tourist destination and lessen crime perceptions if it is to benefit
from tourism. Therefore, it is suggested that tour guides who take tourists to the
Inanda Heritage Route should also visit other places regarded as ‘safe’ in order to

distribute the wealth amongst all regions of the area.
5.6.10 Media’s role in crime perceptions at the tourism attractions

The respondents were probed on the role of the media in increasing or decreasing
crime perceptions at the tourism attractions. The majority of the respondents agreed
that the media plays a huge role in either increasing or decreasing crime
perceptions. The respondents stated also that the media can make or mar tourism
business. The media play a pivotal role in reporting crime generally in South Africa

and KwaZulu-Natal.

The media is playing a big role in building and destroying brands. Most of the news
that will spread will be bad news because tourist write their experience on Facebook.
But the media can play a crucial role in turning things around, for example, our
motorbike riding is free but when people get hurt, the media won’t say what caused it
(M1).

The media plays a huge role both on a general large scale in KwaZulu-Natal and
South Africa. But here we are lucky because we don’t experience much crime
towards tourists and if there are crimes it is petty crime in the area. The media
doesn’t publish good news because bad news sells fast, if tourists are robbed, it
would spread but if good news are happening they are silent. For example, we
educated 15,000 children last year and the media did not report this (M2).
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We try and make sure that the truth goes up and not the perceptions (M3).

Media can sensationalise things, but if the police respond positively, the perceptions
change. Criminals are clever; the government need to provide jobs so that less crime

occurs (M5).
According to Respondent M6,

Recently there was news of a police in Inanda that was murdered and when tourists
read about Inanda, they think that this is what is happening in this area daily (M6).

Apparently, the above incident happened about a decade ago. People are
misinformed by the news, and then think that is what is happening every day on the
Inanda Heritage Route. When people read such stories, there will be perceptions

that this tourism route is not safe.
Respondent M4 emphasised that

This is not the only news that should be carried; the media tend to focus on the
negative stories only. Even people who grew up here and domestic tourists do not
know there is an archive and a tourism site at Inanda Heritage Route; they ask what
a museum is, how to enter and what type of people enter there. The media should
increase awareness about our archive because people in this area do not know what

archives are or that they exist. (M4)

Respondent M7 highlighted the importance of managers’ good relations with the

media.

The media push us to put infrastructure in place to manage security and then they

fairly report about it (M7).
Respondent M9 also noted that

The organisation has a marketing officer who put in place a strategy on the website
to manage their public image and attract tourists. We are also networking with other
businesses such as the Bed and Breakfast, so we cannot really rely on the media
(M9).

The results also indicate that there is a need for the media to focus on good news
and positive contributions of tourist attractions. The media should also increase the
awareness of local residents about the tourist attractions in their area. This approach
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resonates with Echtner and Ritchie’s (1991: 3) views that creating and managing an
appropriate destination image is critical to an effective positioning and marketing
strategy. The information collected reveals that the media has a major influence in
shaping a destination’s image positively or negatively. Cavlek (2002: 30) argues that
the public pays more attention to negative news and the media uses this fact to its

fullest extent.

Perry and Potgieter (2013: 102) agree that the media plays a key roles in influencing
attitudes and perceptions relating to crime and violence, particularly newspapers,
television and the internet. Technological advancements, especially in relation to the
internet, result in information being shared immediately, worldwide. Perez-Vega et al.
(2018: 339) worry about the way the internet functions and the popularity of social
media networks such as blogs, Facebook and Twitter because information about
crime is easily shared, whether factual or opinionated.

Pizam and Mansfeld (2006: 17) argue that media coverage decreases tourist arrivals
by painting a harmful picture in the tourist's mind that lasts over a long time, as they
are confronted with the incident again and again. On the other hand, Bay (2018: 79)
states that social networking sites are efficient marketing tools where the consumers
can get information regarding goods and services, share their opinions, purchasing
decisions, and after purchase assessments. For businesses they are the tools
available for use to market their products, strengthen their brands and engage in

customer relations.
5.6.11 Minimising the negative crime perceptions on tourism attractions

The respondents’ views allude to the fact that strategies are in place to minimise
negative crime perceptions regarding tourism attractions. The importance of
Community Involvement and Engagement was suggested. This entails
communication with locals and explaining the benefits of having tourists in the

community.
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This gives the community a sense of belonging, that the attraction sites belongs to

them, and that they should treat tourists in a friendly way.
According to Respondent M1

We also need to involve community and explain benefits of having tourists. You can
do more to convince people and it is very important to involve people. Although not
everyone will benefit but there is the need for people to have opportunity,

communication with local that tourism is for our own benefit and work together (M1).

Keyim (2018: 291) suggests that there are many benefits to tourism if the locals are
profiting from it. Such benefits include harmony between the tourism operators and
the local community which brings a cooperative product to tourists. Respondents
added:

Partnership between tourism bodies and police (M6). Respondent M7 supported this
by saying “You cannot rely on South African Police (SAP), there is the need to report
crime to SAPS by everybody working together”.

Alobiedat (2018: 29) observes that the relationship between the police and tourism
stakeholders is crucial in maintaining safety of tourists at a tourism destination. This
then proves that the safety of tourists in a tourism destination is not the role of police

only, but for all involved.

Strategies also range from putting in place car guards, farm watches, visual security,

security guards, and contact numbers on car guards’ bibs. Respondent M6 said:

Tightening security measures is not just for private security, increasing policing
visibility not only in tourist site but in the area generally. Police station located at
some sections is close to tourism attractions. Police visibility will decrease crime

perception.

Boateng (2018: 835) maintains police visibility plays a critical role in a person’s mind
in terms of reassuring safety. The author further stated that people tend to feel safe
and relaxed if the police are visible.

Respondent M7 highlighted the significance of positive marketing and education of

tourists on precautions.

Respondent M1 emphasised the importance of workshops, saying:
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This route is not suffering from negative crime perceptions. Except perceptions
that is spread by receptionists in hotels, and we need to have workshops with

them.

Cherkani and Brito (2018: 576) in a case study of Adagir in Morocco, emphasised
the need for tourists to take the necessary precautions when they are in a foreign
country. This is also evident in Pizam (2006: 94), who states that tourists usually find
themselves in a wrong place at a wrong time, thus becoming easy targets. Such
incidences of crime against tourists tend to increase crime perceptions of that

particular destination (Gonzalez-Mendez and Santana-Hernandez 2014: 05).

5.6.12 Measures in place to minimise tourists’ victimisation in order to

minimise crime perceptions

The information retrieved from respondents from the Inanda Heritage Route
indicates that tourist victimisation is non-existent because stakeholders meet to

address safety concerns in the area generally. Respondent M7 put it succinctly:

The people in Inanda love tourists, they smile, interact and respect tourists because
they benefit from tourism as a result of job creation so it minimises the chances for

crime to be committed against tourists (M7).

Respondents pointed out that a lot is already being done to minimise tourists’
victimisation in order to minimise crime perceptions. The following measures have
already been positioned:
= Programmes involving and engaging the community to interact with the
tourists such as games and sports are encouraged. For example, the Kwa-
Ximba Trail Run is a tourist of-road running race that targets local runners
and outsiders. Other interventions are Zulu dances that teaches the locals to
know their neighbours (M2), off-road motorbike education, stickers on the
cars that tourists are being driven in, socially responsible horse riding (M1),
visible security personnel, car guards and crime watchers.
= Educating tour operators, community and other stakeholders on how to keep
tourists safe. Workshops for staff are also in place in Inanda to ensure that
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managers are abreast with ways to treat tourists and make them safe. Some

of the attractions have hosted the media in an effort to spread positive news.

We do host the media to our attraction, as we want the media to spread the good

news to people so that we minimise crime perceptions (M1).

= Walk-about tours: whereby tourists walk from certain attractions to other
attractions (M7).

= Durban corridors and ecotourism programmes are hands-on and involve
interactions between locals and the tourists (M7).

= Use of tour guides who are familiar with the area.

= Partnership between tourism bodies and police (M6).

= Tightening security and police visibility.

From the data collected from tourism managers and business owners, it is evident
that police response to crime is slow. Because of this, managers and owners of
tourist attractions have decided to install their own measures to minimise tourists’
victimisation despite the latter being expensive. This view seems to buttress Perry
and Potgieter’s (2013: 102) view that effective policing is of paramount importance in
dealing with crime, its perception and tourism. The authors add that it is also
important that South African Police are trained to interact with tourists in a positive
manner. However, there is agreement on the need for more strategies to be put in

place to minimise tourism victimisation.
5.6.13 Most victims of crime

The respondents were probed on which visitors, either international or domestic, are
more likely to be victims of crime. Eight (80%) respondents agreed that domestic
tourists are more victims of crime because they walk alone unlike international
tourists who come in a private vehicle and have a tour operator or tour guide who

acts as a line of communication and gives ideas of where not to go.

Respondent M6 stated:

International tourists do not enter public transportation unlike domestic tourists who
have contact with the public. Domestic tourists walk freely because of the impression
that nothing can happen to them. Majority of people from Inanda are black but when

there is a foreigner who is white and/or coloured in the area, the local knows you are
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not from the area. International tourists may already have the perceived idea, that
because you are white, you will be attacked, but this is untrue. Local people are

friendlier to tourists from outside than local people. (M6)
The respondents also stated that
Locals are more victims, because they drive without information to hot spot (M3).

However, respondents did point out that international tourists can be prone to
become crime victims when they have flashy items such as cameras hanging around

their necks.

Inanda is a crime free zone, but in the past there was the issue of xenophobia where
our fellow brothers and sisters from Africa were forced to move out of the township.
But here it is not much as any other townships as we have managed to stabilise the
situation. Now, foreign people vending along the area are still trading while some

have been forced to move away (M7).

Durban Tourism (2017: 2) argues that Durban lags behind Johannesburg, Cape
Town and Port Elizabeth in terms of international tourists. The result above seems to
validate Chandralal’s (2010: 4) assertion that domestic tourists travel around their
country at all times for different reasons, such as conferences, sports, business,
medical reasons, holiday and visiting family and friends. As a domestic tourism
destination, Durban is experiencing a decline or stagnant growth, as locals prefer
other places like Cape Town (Barry 2019: 92; Scheyvens 2002: 5; Rogerson and
Lisa 2005: 9). This could be due to the way how some people will think that crime is
low in other cities compared to theirs. Similarly, Perry and Potgieter (2013: 102) point
out that international tourists are more vulnerable and are particularly prone to crime
because they tend to frequent specific locations, are conspicuous and easily
noticeable, are unfamiliar with the environment, may not know the local language

and customs, and usually carry valuables such as cameras and cash.
5.6.14 Safety survey of tourists coming to the attraction

The majority of the respondent 7 (70%) stated that they do not have a safety survey
while 3 (30%) do. The reasons provided by the seven respondents who do not have
safety questionnaires was that they did not want their tourists to be scared and

wanted them to enjoy their experiences. The respondents suggested that precaution
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and safety information should be ideally taught at airports and on airlines as this is
ideal practice, and that whenever tourists visit another country, they should be
security conscious. Respondent M10 stated that they have a section on their
feedback form which invites responses on the issue of safety and how comfortable
tourists felt in the community. They added that their tour guide gives a report on

community interaction. On the other hand:
According to Respondent M2,

There are no safety questions, tourist should know what to do, | don’t want to shove

crime in their faces because | want them to enjoy themselves.
Respondent M9 argue that

There is only an indemnity form that is filled and submitted to the marketing
department by tourists and there is really no questionnaire that addresses safety

concerns.
Respondent M10 stated that:

Our survey form is not on crime only, there is a small portion on it which asks about

two questions related to feeling of safety.

Bristow and Keenan (2018: 66) emphasise the importance of rating tourists’ fear of
crime at a particular destination, which inform crime perception management

strategies. This is likely to provide managers on both routes on fresh perspectives.
5.6.15 Domestic and international marketing strategy

It was evident from the data collected from tourism managers that a marketing
strategy is very important and crucial to the success of any tourist attraction. George
(2008: 260) posits that the aim of tourism marketing is to take tourists to local
attractions that are unique to a community, such as natural attractions, cultural and
heritage attractions. Durban Tourism’s report (2013: 4) notes that it is through good
marketing and promotion strategies that a destination can experience sustainable
growth in tourism. With new technologies being developed, the main interest of
tourism lies in exploring the potential of ICTs, and particularly social networking, as
strategic instruments for positive enhancement of tourism experiences (Neuhofer,
Buhalis and Ladkin 2014: 26; Bay 2018: 164). Radmila, Gaji¢ and Ivana (2014: 758)
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maintain that social media is an important tool for the analysis of tourists’ attitudes

and is confirmed by the increased purchases and recommendations to other users.

This is important because tourists need to know by means of reliable sources what

their experience is going to be like in order to reduce uncertainty and create

expectations of what they are going to be able to see and do at a destination

(Matzler, Teichmann, Strobl and Partel 2019: 456) . Based on results from data

collected it was also stated that various marketing strategies are employed to market

Durban domestically and internationally built on the activities of their attractions.

These include:

Marketing strategies used in marketing attractions domestically and
internationally are websites, Facebook, Whatsapp to promote events,
international magazines, Community Tourism Organisations (CTOs), and
brochures (M1).

‘Taking Durban to The World’ is the current marketing strategy supporting
many local attractions. According to Respondent M7 “Taking Durban to the
world’ is a powerful marketing strategy that won Durban many accolades and
awards and has increased the tourist numbers drastically into the city”.
Respondent M2 stated that “a joint venture with the World Trade Market in
Cape Town which Durban Tourism attend annually is about to start with the
hope that tourist demand will rise to exceed the expected numbers”.
According to Respondent M6, “Attendance of exhibitions abroad to market
Durban and Indaba” was one of the best marketing strategies for selling the
city abroad.

Respondent M9 stated that managers need to use social media such as
Facebook, websites, local media, Ezasegagasini Newspaper in eThekwini and
monthly newsletters issued through internet in order to spread the good news
of their attractions thus minimizing crime perceptions.

eNanda Online (http://enanda.co.za/), brochures and yearbooks were also
suggested by M6 as the best tools for local tourism businesses to use.
Respondent M6 explains that the year book that they have is currently for
students in school and it doesn’t help with tourism. This is because the priority

of the attraction is education and development of learners. But the respondent
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highlighted that this yearbook is not only read by learners, therefore it need to
include positive information that is crime related.

* The marketing strategy launched in 2013 ‘“Taking Durban to the World’ vision
2020 initiative was also seen as the answer to the low demand problem On
the routes (M4).

= The Valley of a Thousand Hills Association plays a huge role in aggressively
marketing the route. The demand is predicted to escalate through the use of
visitor dispersal which implies that tourists will be distributed to four regions in
Durban (M8).

= Report: the managers also saw the importance of report writing to Durban
Tourism. The aim is to report back on the challenges, strengths and
opportunities to grow tourism activities in the routes.

= According to Respondent M5 “marketing is important but | am careful of which

website | put my business on”.

From the results above, it appears that the bulk of the managers have put in place
marketing strategies to attract visitors to their attraction based on the individuality of
their tourist attractions and the activities they are involved in. Their marketing
strategies have to ensure that a good image of their attractions gets across their

market in order to decrease crime perceptions.
5.6.16 Tourists’ perceptions of crime can change

There were divergent opinions on the question of whether tourists’ perceptions of
crime can change on the part of tourists and the community. The respondents stated
that tourists’ perceptions can change when there is visible signs and systems to
assure tourist safety (Homer-Dixon and Percival 2018: 16). These systems include
being friendly and advising tourists on general safety precautions while at the

attractions.

The perception can change, if we show them that we doing something such as visible
things like having the car guards (M2, M4, M5).

Respondent M2 seemed to be ignorant and felt that more focus should shift to other

factors, such as cleanliness of the area, than on crime perceptions.
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We cannot change something that does not exist. We need to have systems that
make sure that we don’t have crime in this route. There is the need to clean up the
area and make it look immaculate. When tourist sees dirt on the roads where there is

spaza shops and people just throwing dirt, it raises eyebrows of tourists.

Respondent M6 argued that international tourists may already have a preconceived

notion that Africa and Africans generally are animals.

Video clips that tourists take while on visit also matters. Such videos may depict a

good picture of our route and enhance more potential visits (M6).

The video of cultural practices shown by tourists back at home can depict the African
culture positively and decrease crime perceptions to those who still wish to visit our
route. Respondent M6 reiterated the need to minimise crime perception and that all
the different aspects of African attractions and tourists should capture measures for

tourist safety.
Respondent M7 stated that

The media plays a crucial role by portraying the good experiences tourists had while
at the attraction which will create a positive perception. In addition to this, tourists are
talking about their experiences and partnership with police in fighting crime was also
alluded to (M7).

The respondents also stressed the need for attitudinal change on the part of the
community which can happen through community involvement and closing the gap
of being isolated from tourism. There is also the need for community information and
education. The respondents argued that even if the community is not benefiting

financially, just informing them can be helpful:

When the community is involved, the psychological effect is that they have the idea

that they own the tourism attraction (M1).
If the community is well informed:
No one would wants to destroy their bread (M1).

The manner in which tourists are treated in the community, for example, by friendly
greetings and a welcoming attitude can influence tourist perceptions. Pizam and

Mansfeld (2006: 18) argue that risk reduction strategies such as dissemination of
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positive communication can influence the risk perceptions of not only potential
tourists who are engaged in destination-choice processes, but also those who have
booked but are not already on a trip. Govers, Go and Kumar (2007:45) note that it is
the responsibility of the local tourism body and all tourism stakeholders to address
tourism challenges and tourism development before they suggest marketing

techniques that are suitable for attracting more tourists to Durban.
5.6.17 Stakeholders role in reducing crime perceptions in the attraction

Stakeholders play a huge role in crime reduction in order to minimise the negative
perceptions of tourists. A majority of the respondents emphasised that the response
of police is slow and there is lack of police patrol within the routes. One of
respondent stated that “it might take three hours for police to arrive when a crime
occurs” (M2). Although (M4 and M5) said police have been involved in a Whatsapp
group telling them of certain things to watch out for but in order to bridge the lacunae
in fighting crime, the community have formed voluntary crime watch groups (M7). M1
and M8 reiterated the need for stakeholders to work together so as to achieve more.
One of the ways stakeholders’ involvements have been fostered is by organising
community awareness and inviting community members to tourism events (M8).
Respondent M6 observes that “Community involvement is crucial because they
know what is happening in the community”. Respondent M9 noted that “the Inanda
Association have measures in place to address safety and security”. Collaboration
with police and taxi associations are also crucial as there are occasions when taxi
owners see tourists in a bus then ask the driver to pay them because they believe
that only taxis should be carrying passengers in this area (M4). This will help in
developing a marketing strategy and sustainable programmes so that tourists
coming to the Inanda Heritage Route are not disturbed and thus decrease crime

perceptions. Respondent M8 stated:

There is also a need for positive marketing on the internet so that tourists can know

what numbers and who to reach when they come across any problem (M8).

Respondent M10 highlighted the importance of involving taxi owners as
stakeholders. However Respondent M9 argued that although taxi ownership is a lofty

idea, and has been discussed at the Inanda Association, there is no accurate plan
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and approach on how to achieve this. Respondent M9 adds further that there is a

task force that is looking into the suitable approach to address this.
5.6.18 Managers and owners role in changing the negative crime perceptions

There were diverse responses on the manager’s and owner’s role in changing the
negative crime perceptions. It was clearly established that events involving youth
participation are essential. Respondent M1 said that “During these events, youth
awareness on how to treat tourists will need to be taught”. The respondents (M6 and
M10), also suggested that they have put strategies in place such as strong marketing
strategies portraying their tourism attractions as friendly places to be, and engaging
more car guards, more security guards and cameras on their sites. Respondent M4
also stated that they educate tourists on the need to look after their belongings and
manage the relationship with the community, police and tour operators. The tour
operators go everywhere and are the ones responsible for informing the police when
or where they are having a hard time. Respondents M1 and M4 however reiterated
the need for more to be done. People living in the community need to be further
engaged and given a sense of ownership in tourism thus trying to enhance the
tourism experiences in the routes. One respondent, M7, said that “There is free art

session and performance for youth thereby getting donations from tourists”.

The respondents reiterated the need for stakeholders to be integrated and frequent
meetings to be planned in the future.

There is stakeholders’ forum where various government structures meet to minimise

crime and increase security (M7).

In addition to networking sessions, businesses from Bed and Breakfasts and
Community Policing Forums (CPFs) need to be engaged frequently (M8). The
importance of tour operators is also reiterated by M5 that “tour operators are our
eyes and ears because they are mobile while we are stationary” and Respondent

M4, “Tour operators take tourist around and back safely”.

The police-tour operator partnership is noted as being critical because tour operators

are not trained like police.

Police visibility plays a positive impact (M6).
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We need to act at all times, not only in time of crime. When necessary, police should
escort visitors for safety because the economy is decreasing generally so we need to

top up security so tourist flow won’t decrease (M7).
Respondent M9 stated that

Working with local councillor, Umgeni water Board which is responsible for work

along the dam in Inanda is essential.

It was also stated that there is a toll-free number that a tourist or anybody can dial to
report any disturbances or crime against tourists. The local people need to be
educated about this number to call during emergencies to assist tourists. This finding
is consonant with Shaw, Saayman and Saayman (2012: 199) who view risk
management and monitoring as proactive techniques for obtaining objective
information to prevent the occurrence of adverse events or to minimise crime
negative impacts. The authors further add that the risks and complexities involved in

tourism industry require constant review and updating.
5.6.19 Tourist safe visitation to other tourism businesses

This question examined the extent to which tourists feel safe and free to visit the
other tourism businesses not within the route. A majority of respondents (60%),
highlighted that tourists do not feel safe to visit other attractions because of their
crime perception of the township so they feel safer when they are within the
premises of the attraction. Only 2 respondents (20%) said that they do not
encourage tourists on their tourist attractions to visit other attraction because they
cannot guarantee their safety. As indicated in 5.6.2, tourists are safe because of
safety education and precautions given to them by the staff of the attraction. There is
an increase in people that drive or cycle themselves to the rural areas close to the
tourist attractions in the Valley of a Thousand Hills, hence increasing the chances of

becoming crime victims.
However, M2 said

Not all tourists would feel safe; the perception is based on tourist character and prior

tourism experience.

It was further stated that

Page | 118



Different characters act differently; some would feel comfortable while others that

have been victimised before will be more cautious (M3).

Respondent M7 stated that they encourage tourists to visit other attractions because
they promote each other and that the tourism industry is interrelated. But if tourists
are to visit these sites, they are guided and taken by the attraction’s tour guide or a
staff member. Respondent M7 further said that:

Police escort tourists when necessary to areas that are described as hot spots, but
these are usually the high profile visitors.

It was evident from data collected from tourism managers and owners that time
constraints on the part of tourists can also influence the non-visitation to other sites.
According to respondent M6, tourists have to be followed by one of attraction staff to

other attraction site so as to feel safe, thus affecting operations of the host attraction.
5.6.20 Incidences of tourists not completing their trip because of safety

The majority (70%) of the respondents noted that there have not been incidents of
tourists not completing their trip because of safety concerns, although they have
been cut short for other reasons beyond crime such as local drunken people
harassing tourists, tourists wearing inappropriate gear for hiking, and injuries.
Specifically, respondents 4 and 5 from the Valley of a Thousand Hills had the

following to say:

It happened once where we went to a traditional event, and a drunk person hugged a
tourists and started harassing her and the tourists felt that we should leave. The

remedy is to deal with the perpetrator (M4).

Criminals in the area stopped a bus with Cruiseship tourists and they took many of
tourists’ valuable belongings. Ship companies are now telling us that they don't trust

the route anymore, but Durban Tourism is helping us with convincing tourists (M5).
Other respondents stated:

We've never had that problem, people feel safe within our business. We would

transport them into their hotel if something had happened to them (M8).

That is not due to feeling unsafe. It was due to injuries. One tourist came with the

wrong shoes and we were walking on a trail, hence the trip was not completed (M7).
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They are happy, they have even delayed their lunch and rushed the tour guide that

they should go visit even more attractions (M7).

It is evident from the above that tourists in both routes had not cancelled trips or
tours due to feeling unsafe. This portrays a picture that even when a few incidences
of crime had happened, especially at the Valley of a Thousand Hills, tourists did not
cancel their trips or tours.

5.6.21 Perception on tourists return to attraction

It was clear from the data collected from the tourism managers and owners that
there have never been instances of tourists not wanting to return to attractions but
rather, the majority agreed that their tourist always wanted to come back because of

positive recommendations. But Respondent M4 mentioned that he has

read of such in newspapers whereby tourists do not want to return to attraction, but

not on my route.
According to Respondent M5,

We are housed in a school, the tourists write a report to the principal on their

experience and it has been positive.

Commendations matter in tourism business (Jonas, Mansfeld, Paz, Potesman 2011
92) as one of the respondents stated:

| have gotten recommendation from visitors who visited here (M7).

The data above reveals that hospitality and recommendation by tourists are crucial in
giving tourists a worthwhile positive experience. This also helps in getting repeat or
new business from potential tourists through word-of-mouth marketing from visitors

that have visited the attractions before and received an unforgettable experience.
5.6.22 Safety standards set by eThekwini Municipality

The respondents were probed regarding whether safety standards have been set by
the eThekwini Municipality for their destination. Respondents had divergent views on
the questions as 4 (40%) were not aware of safety standards set by eThekwini
Municipality. Some of the respondents stated that they had no knowledge of safety

standards set by eThekwini Municipality, knew of other crucial roles of the
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municipality assisting with audio visual equipment, upgrading and making the
attraction enticing, and marketing of the attractions. Additionally, M1 stated that they

pay the salary of a staff member.

The 20% of respondents stated that they set their own safety standards. According
to respondents (M2), their safety policies were guided by the eThekwini Municipality.
M7 also mentioned that there are indemnity forms which state that visitors need to
wear a helmet while at the premise. Respondent M8 said that their safety standards
were not directly through the municipality, but the Community Tourism Organisation
(CTO), which operates under the municipality. Respondent M5 said:

There is a safety standard procedure list, and a safety officer that comes during our
events to ensure compliance to eThekwini Municipality safety rules, for example, the
use of gas and setting tents.

The majority of respondents concurred that there are tourism workshops,
collaboration with metro police, the SAPS and CPFs to improve safety within the

tourism routes.
According to M9

It is not all attraction or sites that falls and belongs to or under eThekwini Municipality
despite been located in routes. These sites are under the NGOs. The organisation
has three tour guides that are professionally trained so that any incidents occurring in

those attractions are attended to immediately.

From the findings above, safety standards are not necessarily set by eThekwini
Municipality. This can also be attributed to the peculiarity of each attraction, activities
they are engaged in and the power of ownership the Municipality has chosen to give
them. But it is a point of concern that the eThekwini Municipality has not themselves

put any safety measures in most attractions on the routes.
5.6.23 Staff training on tourist safety

There was broad consensus from respondents that staff are well trained on safety.
The respondents also suggested that tourists are given safety advice and are guided

by professional tour guides when necessary.
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My staff ensures safety to our visitors, people sleep in our accommodation and we

have security around and people patrolling 24 hours (M2).

We’'re trained enough that the tourists come first. When they leave something behind

we make sure that we return it (M4).

Our staff is trained, tourists can chat and ask questions from them. If they are not
sure they come to me for clarity so that they provide accurate information. (M5)

We have a procedure list; we have a safety officer that checks if all installed is in
place (M5).

We give them the experience they will never forget. They are trained to smile. That is

why tourist keeps coming back (M7).
M3 had a different opinion from other respondents and stated:

| am not aware of any training in terms of safety. But there are trainings provided on

hospitality and knowledge of museums.

The above responses show that there is still a lot that needs to be done by Durban
Tourism to bring awareness and conduct trainings with the tourism businesses and
staff on how to ensure that tourists are safe. McCardle-Keurentjes et al. (2018: 361)
emphasize that there is a great need for the issue of safety to be addressed with

staff and owners of tourism businesses.

5.6.24 Crime perceptions as the main deterrent to tourist activities and the

manager’s role in changing the situation

Respondents were asked to reflect on whether crime perceptions are the main
deterrent to tourist activities in their attraction. There were divergent views from
respondents on whether crime perceptions are the main deterrent preventing tourist
from visiting the attractions. The respondents noted that crime perception is not the
main reason for lack of involvement from tourists; there are other reasons, such as
the economy and infrastructure. This is in line with McKelly et al’s. (2017: 221) view
that South Africa is facing many other challenges that affect tourism demand into

destinations.

Respondent M8 observed and identified time constraints on tourists as the main
deterrent for tourists not to engage on other activities on the routes:
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If tourists don’t visit the other attractions it's because of time as you know that we

have many attractions in this route, not because they are feeling unsafe.

5.6.25 The manager’s role in changing the situation

The following points below were identified as a manager’s role in changing the

situation:

Engagement of unemployed youths as the whoonga boys need to be involved
in terms of programmes and skills development (M9).

There are hot spots for criminal activities that are known, so improvements
were suggested on that issue (M7).

The improvement and reposition of CTOs and the municipality tourism offices.
This is because according to data collected from the Valley of a Thousand
Hills, as the tourism information office there closes at 13:00 on Saturdays,
tourists do not know what to do if they get there after this time. According to

respondent M5
Closing at 13:00 on a Saturday is a problem. The office location is in a dirty area.

There is a need for CTO staff training: One respondent from the Valley of a
Thousand Hills emphasised the need for CTO staff training because of

complacency of tourism officials. Respondent M5 stated that:

Staff training is also important. Officials should stand and greet the tourist and not
play with their phone. Their attitude jerks up people from the first encounter.
Tourism officials in this route are bored, have no eye contact and not trained.

Tourist need handshakes and a smile and a little bit of enthusiasm.

There must be special provision for the disabled and elderly. Respondent M7

suggested

Putting in place disability and paraplegic facilities such as a ramp that also takes
care of elderly that is obtainable mostly overseas. Elderly people and people with

a disability need to be considered and be shown courtesy too.
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5.7 THE VALLEY OF A THOUSAND HILLS AND INANDA HERITAGE ROUTE: A
COMPARATIVE ASSESSMENT

The responses from both the tourism managers and owners of tourism businesses
from the Inanda Heritage Route and the Valley of a Thousand Hills provided some
similarities and differences. For the benefit of this study, it is therefore imperative to
discuss such resemblances and dissimilarities. This will also assist in proving that
triangulation was conducted in relation to the assurance made in 4.12 of this study.
This will be achieved through analyzing the respondents’ replies in relation to the

study’s objectives as follows:

5.7.1 To ascertain factors that contribute to crime perceptions of the Inanda

Heritage Route amongst tourists

A majority of respondents from the Inanda Heritage Route (48.5%) and some from
the Valley of a Thousand Hills (20.3%) indicated that age of tourists plays a vital role
in the individual’'s perceptions of crime. Ozascilar, Mawby and Ziyalar (2019: 72)
agree that age and gender of tourists play a vital role in influencing crime
perceptions to a destination. The authors further state that the younger tourists are
more willing to take risks, whereas the older tourists are more cautious to possible
dangers and risks associated with the tourism destination. The high use of social
media platforms such as Facebook, Twitter, Instagram, Youtube and Linkedin are
noted as the maijor influencers of tourists’ perceptions. Mkono and Holder (2019: 3)
highlight the impact of media coverage in contributing to crime perceptions. The
media is one of the tools that have contributed the most in a dark image of the
Inanda Heritage Route. This poses a challenge on the managers and owners of the
route in ensuring that they come up with strategies to overcome the negative

perceptions of the route in the media.

Schroeder et al. (2013: 107) identify crime perceptions as a main push factor and a
cause for hesitation in tourists’ decision-making processes. Such tourists might opt
to change their decision and visit the destinations less affected by crime perceptions.
Chang, Hsu and McAleer (2018: 12) emphasize the dependability of tourism
destinations on positive images. It is therefore vital for managers of tourism

destinations to introduce strategies that will positively benefit their businesses.

Page | 124



Replies from the respondents surprisingly showed that the other major contributor to
crime perceptions in the Inanda Heritage Route is caused by crimes against locals in
the area as it was stated that there has not been any incidents of crime against
tourists since this route started operating. On the other hand, the responses from the
Valley of a Thousand Hills showed that the crime perceptions in their route is caused
mainly by crimes that occur against tourists as there had been criminal incidents
towards tourists on this route. It is also learnt that tourists in the Valley of a
Thousand Hills tend to drive on their own without the guidance of a tour guide hence
increasing their chances of being victimized, as compared to the Inanda Heritage
Route where tourists in most if not all cases explore the route with supervision of a
tour guide. Tsaur and Ku (2019: 65) also conquer with the above statement that the
presence of a local tour guide decreases the chances of tourists’ victimization, thus

decreasing crime perceptions of that particular destination.

5.7.2 To investigate the impact of tourists’ perceptions in determining visitor

demand for tourism

Camilleri (2018: 144) highlight the factors that affect tourism demand to a particular
destination. The author further recognizes the impact of crime perceptions as one of
the influences that affect visitor demand. Weaver (2001: 32) insist that the
perceptions of risk during travel have a strong influence on avoidance of places
affected by tourist perceptions. This is similar to George’s (2015: 1120) observation
that crime perceptions have a great negative impact on tourism demand. However,
Ferreira and Harmse (2007: 792) had earlier on their study of crime in South Africa
cited that this country poses no greater threat to international tourists than any other

tourist destination in the world.

The responses from the interviews with managers and owners of tourism businesses
within the routes highlighted the media to have a negative impact on tourism demand
of the routes. Respondent M4 advised that the media tend to focus on the negative
stories only, thus chasing away potential tourists or even those that are currently on
the route. The respondents also stressed that they do have certain marketing tools in

place to deal with negative crime perceptions on their routes.
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5.7.3 To ascertain the extent to which crime perceptions of the Inanda

Heritage Route inhibits tourists’ activities

Brown (2015: 266) proposes that tourists’ fear of crime and threat to personal safety
are important in learning and assessing the tourists’ behavior at a tourism
destination. Taylor (2018: 97) helps in identifying the degree to which crime

perceptions inhibit tourists’ activity in a tourism destination.

The interviewees cited that crime perceptions are not the only factor that inhibit
tourists’ activity within the routes. For example, M7 stated that some tourists did not
finish their trip due to activity injuries, not due to crime. On the other hand, on the
other route, respondent M4 stated that it had happened once that the actual crime
happened on the route and caused tourists not to complete their trip due to the
tourists’ bus that was hijacked and all valuables were taken away by criminals.
Respondent M8 indicated that time constraints were one of the challenges that have
caused tourists not to finish their trip because their route has many tourism
attractions.

Crime perceptions have not limited tourists’ activities on the routes. However,
tourists’ activities have been affected at other attractions that are outside the route in
the Inanda Heritage Route. Tourists feel much safer to travel to attractions within and
outside the route in the Valley of a Thousand Hills; hence they become easy targets

to criminals.

5.7.4 To investigate management strategies that promotes the Inanda

Heritage Route, despite the crime perceptions of the area.

It was imperative to understand strategies employed by tourism management and
owners in the routes to overcome crime perceptions within the routes. Most
respondents from both routes highlighted the need for the engagement of
unemployed youth in tourism programmes. This is so because they are the ones that
abuse drugs and then engage in criminal activities, thus causing a bad name for the
routes. Prideaux (2018: 173) maintain that community involvement in tourism is
essential to ensure a success of tourism businesses or attractions. The tourists
highlighted that police visibility in both routes is crucial as sometimes the tours were

completed without seeing even one police personnel. It was also learnt from tourists’
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responses that security personnel on sites would be an advantage if tourism
businesses invest on them. This is so because tourists advised their high level of
satisfaction with safety if they see the security on site. The managers also were
advised to put up CCTV security tools on their premises. Preedatham, Vivatvanit and
Suksonghong (2018: 17) also suggest that the effective crime prevention strategies
are increasing regularity of police rounds, pleasing number and prominence of
security personnel and employing closed-circuit television (CCTV). The tourists also
suggested that tourism managers need to unite and stand together to show that
crime is over-exaggerated in their routes. Lin, Yu, and Chang (2018: 72) highlight the
need for tourism managers to provide good service and enrich the tourist experience

so that they can revisit or spread the good word of the destination visited.

On the other hand, it was learnt that the Inanda Heritage Route management has
hosted many events that are not engaging tourists and the community members.
The interaction between the tourists and locals is non-existing in this route hence
there is no relationship between the latter. It is then noted that this relationship can
be improved, crime perceptions in the route will also advance. The Valley of a
Thousand Hills has done well in terms of engaging and encouraging the interaction
between tourists and the community. Nikjoo and Bakshi (2019: 91) in a study of
travel photography, encourage interaction between tourists and locals, obviously this
is in the context of taking photographs together. The authors further highlight that the
attractions that ensures interaction between locals and tourists tend to be more
successful. This initiative is also able to bring harmony between tourists and locals.
Yang, Ryan, and Zhang (2013: 39) maintain that the presence of locals affects
tourists’ behavior, experiences and satisfaction. Chondrogiannis et al. (2019: 235) in
a study of reputation management in the tourism industry, highlight the need for
tourism managers to use social media to turn around the damaged images of their
destinations as the authors claim that the latter ominously influence the tourism and

hospitality industry.
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5.8 CONCLUSION

The chapter presented the statistical data and thematic data from the questionnaires
and interviews collected from participants in Inanda Heritage Route and the Valley of
a Thousand Hills. This data is presented in descriptive, frequency tables and bar
graphs, to clearly illustrate the findings of the study. The results of the study were
also interpreted and discussed to address the study’s objectives, in order to analyse
the levels of crime-safety perception from tourists and managers. It generally
compares crime-safety perception. This chapter also compared the routes’
differences and provided similarities in relation to responses provided from the
secondary data. The next chapter will discuss the results of the study, conclusion

and recommendations.
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CHAPTER 6: SUMMARY OF RESULTS, CONCLUSION AND
RECOMMENDATIONS

6.1 INTRODUCTION

The previous chapter discussed the study’s findings, interpretation and discussion of
data from the tourists’ questionnaire and interviews conducted with the tourism
managers and owners from both the Inanda Heritage Route and the Valley of a
Thousand Hills. This chapter draws together the conclusions reached in previous
chapters. The purpose of this chapter is to summarise and draw some conclusions
arising from the main findings of the research study and its contribution to the field of

knowledge.
6.2 STUDY SUMMARY

Findings were presented and discussed in more detail in the previous chapter,
particularly the case study data from the tourist attraction managers. The first
chapter introduced the study. The objectives of this study were indicated as being:
1. To ascertain factors that contribute to crime perceptions in the Inanda
Heritage Route amongst tourists;
2. To investigate the impact of tourists’ perceptions in determining visitor
demand for tourism;
3. To ascertain the extent to which crime perceptions in the Inanda Heritage
Route inhibit tourists’ activity; and
4. To investigate management strategies that promote the Inanda Heritage
Route, despite the crime perceptions of the area.

Chapter 2 provided an overview of the physical site of the research study.

Chapter 3 discussed relevant literature on crime perception in the Inanda Heritage
Route. It also highlighted previous and current debates with regard to challenges of
crime-safety perceptions of tourism and managers at both international and local
level. The chapter traced the trends with regard to strategies for addressing
challenges of crime-safety in tourism. It identified some gaps in the existing literature
and underscored a nuanced understanding of these concepts. In this way, it

provided a contextual framework for unpacking the challenges of crime-safety.
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Chapter 4 detailed the research design for the study. In doing so, reasons for design

choices were presented.

Chapter 5 presented the statistical data and thematic data from the questionnaires
and interviews collected from participants. Based on the findings, it analysed the
levels of crime-safety perception from tourists and managers. It generally compared
crime-safety perception on the Inanda Heritage Route to the Valley of a Thousand
Hills.

The current chapter concludes the research by providing a summary of the

research, findings, recommendations and suggestions for further research.
6.3 SUMMARY OF RESULTS

An integration of information extracted from an investigation of the research
guestions, the literature survey, the tourist questionnaires and the tourism manager

interviews are presented below.

6.3.1 Factors that contribute to crime perceptions in the Inanda Heritage
Route amongst tourists

The findings revealed that the Inanda Heritage Route has a huge potential to grow
its tourism market, but crime-safety perceptions are deterring attainment of full
potential of tourists’ activities in the area. The location of the Inanda Heritage Route
is revealed as a major contributory factor to unfavourable crime perception. There
were divergent views among respondents regarding crime, as crime rates fluctuate

in the area based on the peculiarity and location of each tourist attraction.

Bronner and Hoog (2016: 97) state in this regard that tourists’ fear of crime is a
deterrent to potential tourism growth and is the main trigger for an increase in crime
perceptions at a destination. Beyond locational disadvantage, the areas crime rates
are attributed to poverty and drugs, especially whoonga which is responsible for 60%
of break-ins. On a lesser scale, crime in the form of burglaries in B&Bs is quite

common as is car theft.

= All respondents agreed that the media increases crime perceptions at the
tourism attractions. The respondents perspective accords with Kéltringer and
Dickinger (2015: 18:38) who highlight that the media is influential in forming
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6.3.2

an image of an area. A majority respondents concur that the media plays a
huge role in either increasing or decreasing negative crime perceptions. The
respondents reiterated the need for the media to showcase and stress the
positive social corporate responsibility that tourist attractions carry out instead
of the once-off bad events that occur there.

International tourists may already have a false idea that White persons will be
attacked at the destination. This could also be linked to international tourist’s
way of thinking and their idea of white South Africans and the apartheid
history. The present study found that international tourists including Whites
are less likely to be victims of crime as they come in private cars and coaches
in the company of a tour guide as compared to domestic tourists who arrive
alone. This is different to the literature where the view is that international
tourists are more in danger as they carry expensive items and tend to flash
these items.

The respondents stated that comments by tourist service staff also contribute
to crime perception. Mansfeld (2009: 32) highlights the impact of word-of-
mouth information given to tourists. If negative, such information may leave an
unforgettable perception with current and potential visitors.

Weak monitoring of reporting on social media platforms such as Facebook
and word-of-mouth have been found to contribute to crime perception. De
Wet, Somefun and Rambau (2018: 17) concur that social media platforms
play a vital role in either positively or negatively marketing a tourist

destination.
Impact of tourists’ perceptions on determining visitor demand

Respondents agreed that domestic tourists are more likely to be victims of
crime because they walk alone or drive without information to hot spots, unlike
international tourists who come in private vehicles and have a tour operator or
tour guide who acts as line of communication and gives ideas on where and
where not to go. The latter practice holds a significant potential for favourable
crime perceptions and a positive consequence for raising visitor demand.

It was found out that international tourists can be prone to crime if they have
flashy items such as cameras hanging on their necks. By doing so, they
attract attention from criminals and become easy targets. After they got
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mugged, such news gets shared on the media and increase crime
perceptions of a destination.

Respondents agreed that tourists are less likely to visit areas with high
crimes. Areas that are crime-ridden tend to have high crime perceptions by
tourists and usually do not receive the desired tourist numbers.

On the other hand, respondents also mentioned that tourists are willing to
take risks and visit areas that they know are affected by crime, as long as they
are guaranteed extra-ordinary service and experiences. In this case, tourists
know the do’s and don'’ts, therefore are extra careful with their activities.

It was also mentioned that tourists nowadays are aware that media may be
misleading sometimes. Therefore, they take it upon themselves to research if
the area really is as it is depicted in the media. Some tourists check with their
friends or family members who live in that particular country, or query with the

local tourism offices if the area is safe or not.

All the above findings relate to Hurley et al.’s (2015: 155) assertions that the

negative image of a destination affects tourism in various ways summarised as

follows:

6.3.3

Prospective tourists may decide not to visit the destination because it has a
reputation for having a high crime rate.

If tourists feel unsafe at destinations, they are not likely to take part in
activities outside their accommodation facilities.

Tourists who have felt threatened or unsafe are not likely to return to the

destination, and they are not likely to recommend the destination to others.

Extent to which crime perceptions in the Inanda Heritage Route inhibit

tourists’ activity

The information from this study indicates that crime perception is not
significantly inhibiting tourists’ activity on the Inanda Heritage Route. The
places that are affected are those that are outside the tourism route; even if
tourists wish to visit them they are not encouraged to do so, due to safety
concerns.

Whilst crime perceptions do not inhibit tourist activity, other factors ranging

from the particularity of the tourist attraction activities, the number of years
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6.3.4

that a tourist attraction has been established; the country’s migration and
tourism policies, visitors’ prior experience, word-of-mouth advertising and
social media holds greater significance in inhibiting tourism activities at the
destination.

Certain factors such as the outbreak of diseases like Ebola, terrorism, South
African government changes in tourism visa do affect tourism demand and
flow of tourists. This also has an effect on tourists choosing not to partake on
tourism activities at a tourism destination.

Tourists do not mind visiting other attractions on the Inanda Heritage Route
provided that they have a tour guide or tour operator accompanying them. By
having someone to accompany them, the tourists feel less threatened by

crime perceptions.

Management strategies that promote the Inanda Heritage Route, despite

the crime perceptions of the area

Despite the low perception of criminal activities, all respondents communicated the

fact that strategies are in place to minimise negative crime perceptions of tourism

attractions. These include:

Educating the community: entails communication with locals and explaining
the benefits of having tourists in the community. This gives the community a
sense of belonging and that the attraction sites belong to them so that they
can treat tourists in a friendly way.

Partnership between tourism bodies and police.

Programmes involving and engaging the community to interact with the
tourists: These include games and sports like the Kwa-Ximba Trail Run which
targets local runners and outsiders that are not from within the community.
Other interventions are Zulu dance that allows the local boys and girls to
welcome tourists so that they feel at home, off-road motor bike education,
stickers, socially responsible horse riding, more security, car guards and
crime watchers.

Educating tour operators, community and other stakeholders on how to keep
tourists safe.

Walk-about-tours whereby tourists walk from certain attractions to other
attractions such as the Durban Green Corridors, and ecotourism.
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Use tour guide who are familiar with the area.

Tightening of security and police visibility through mechanisms such as
putting in place car guards, farm watches, visual security, security guards,
and emergency contact numbers on car guards’ bibs. Tightening security
measures should not just involve private security companies, but should
involve increased visible policing as well, not only at tourist sites but in the
area generally. Police stations should be located in sections close to tourist
attractions. Police visibility will decrease crime perception.

Inter-networking amongst businesses in the routes to improve communication
and information sharing.

There is a need to manage and encourage the media to focus on good news
and positive contributions of tourist attractions. It is also emphasised that the
media should make an effort to inform locals and increase their awareness of
the tourist attractions in their area.

Workshops for staff to train them on how to keep and make tourists feel safe.
Use websites, Facebook, Whatsapp, international magazines, local
newspapers, local radio, Community Tourism Organisations (CTOSs)
brochures and newsletters to promote the attractions and any special events.
eNanda Online (http://enanda.co.za/woza-enanda-tourism/) may be used
positively to post useful information that will ensure tourists that this route is
safe.

In order to bridge the lacunae in fighting crime, the community have formed
voluntary crime watches. Respondents reiterated the need for stakeholders
working together to achieve more. One of the ways stakeholder involvement
has been fostered is by organising community awareness and inviting
community members to events.

The lack of safety surveys was one of the most important findings; almost all
attractions in both the Inanda Heritage Route and the Valley of a Thousand
Hills do not have a safety survey. Such a survey asks tourists to rate overall
safety in these routes and to make recommendations/suggestions regarding

what can be improved.
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6.4 RECOMMENDATIONS

The processes of data and literature analysis have yielded future direction for the

Inanda Heritage Route and the Valley of a Thousand Hills. These are encapsulated

in the following recommendations relevant to further minimise crime perceptions in

the Inanda Heritage Route, so as to enhane the positive image of this route:

The media should showcase and stress the positive social corporate
responsibility that tourist attractions carry out instead of the bad events that
occur at the tourist attractions. There is a vast space to do more to create
awareness and to educate the locals as well as domestic tourists about the
tourist attractions within the community of Inanda.

Collaboration between police and taxi management is also crucial from a
marketing point of view to ensure programmes for tourists to Inanda are not
disrupted.

There is also the need for a provision of humbers to phone on the route’s
website and who to reach when tourist come across any problem.

The business owners need to be able to market each other, and not work
against each other.

There is the need for integration of stakeholders and frequent meetings to be
arranged. Relevant government structures need to meet at a stakeholders’
forum to contribute to strategies to minimise crime and increase security.
Police-tourist attraction partnership and police visibility will have a positive
impact in reducing the actual crimes thus reducing crime perceptions.

Training of tour operators, community and other stakeholders is essential for
all to learn on how to keep tourists safe.

Durban Tourism needs to send its information desk staff for refresher courses
on how to conduct themselves while on duty as there seems to be a lack of
professionalism from their side while attending to visitors.

Positive marketing, structures for good public relation management are
essential.

Information provisions for tourists on what precautions they should take are

vital.
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» Relevant safety and security information including what to avoid, what to do if
attacked, contact numbers and information services should be well publicised,
while safety and security tips should be given to tourists.

= Long-term strategies should be put in place to tackle the economic and
development related challenges in the Inanda Heritage Route area,
particularly regarding poverty-related crimes.

= The fight against drug-abuse in the area is recommended, as most crimes in
the area are the result of drug use.

= The conduct of regular safety surveys, along with monitoring and frequent
evaluation must be implemented.

= Domestic tourists need to be encouraged not to visit tourism attractions on
their own. They need to arrange with the local tourism office to ensure their
safety.

= Provide free Wi-Fi, to encourage tourists to use social media to share their
good stories or exceptional experiences at the tourism attractions within the
routes. Additionally, provisions of selfie-frames at the attractions and verbally
encouraging the tourists to share their experiences on social media have

tremendous benefits for fostering positive perceptions.
6.5 CONCLUSION

Based on the above summary, it can be concluded that the study has fulfilled its aim
to explore management strategies to assist the Inanda Heritage Route to minimize
the effects of crime perceptions on this route. The study has revealed that crime
perception does not inhibit tourist activity in the Inanda Heritage Route. The crime
perception is attributed to the location of the Inanda as an area itself. The tourist
attractions are located in a township characterised by unemployment, drug use and
poverty. Crime is not specifically targeted at tourists. The crime that occurs is mainly
directed at residents of the area. It was noted that in cases where tourists are victims
of crime, it is because of ignorance or because they put themselves in precarious
situations. The role of the media is the main explanation for the aggravation of crime
perception regarding the Inanda Heritage Route. The management strategies for
addressing crime perceptions in the area, includes addressing developmental issues
related to high levels of poverty. The long-term strategy includes addressing and
tackling the challenges in the area that lead to poverty-related crimes.
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APPENDIXES

APPENDIX 1: Information letter — questionnaire

Information Letter

S DUT 2sesay

TECHNOLOGY

Department of Hospitality and Tourism
Dear Respondent,

MTech Research Project

Researcher: Phumlani Qwabe (076 401 5078)

Supervisor: Dr. Krishna Naidoo (031 373 5503)
I, Phumlani Qwabe, am an MTech student, at the Department of Hospitality and Tourism, at the
Durban University of Technology. You are invited to participate in a research project entitled: The
challenge of negative crime-safety perceptions by tourists: The case of Inanda Heritage Route in
Durban. The aim of this study is to investigate the effects of crime perceptions on township tourism. It
also seeks to suggest recommendations that can help the attractions on this route to manage any

adversity and improve South African tourism.

The information and ratings you provide us will go a long way in helping us understand the challenge
of negative crime perceptions by tourists and what can be done to fight this problem. Through your
participation, | hope to examine the effects of the current problem facing Inanda Heritage Route in
terms of revenue and demand, and find solutions to this problem. The results are intended to
contribute to the better future and improved patronage of the Inanda Heritage Route attractions that

can operate better without the crime perceptions’ obstacle.

Your participation in this project is voluntary. You may refuse to participate or withdraw from the
project at any time with no negative consequence. There will be no monetary gain from participating
in this survey. Confidentiality and anonymity of records identifying you as a participant will be

maintained by the Durban University of Technology, Department of Hospitality and Tourism.

If you have any questions or concerns about completing the questionnaire or about participating in
this study, you may contact me or my supervisor at the numbers listed above.
The survey should take you about 05-10 minutes to complete. | thank you for participating in this

survey.

Sincerely

Researcher’s signature Date

This page is to be retained by participant
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APPENDIX 2: Consent form — questionnaire

t; D u DURBAN
: UNIVERSITY OF

TECHNOLOGY

Department of Hospitality and Tourism

MTech Research Project
Researcher: Phumlani Qwabe (076 401 5078)
Supervisor: Dr. Krishna Naidoo (031 373 5503)

CONSENT

RSP (Full names of participant) hereby
confirm that | understand the contents of this document and the nature of the research project, and
agree to participate in the research project.

I understand that | am at liberty to withdraw from the project at any time, should | so desire.

SIGNATURE OF PARTICIPANT DATE

This page is to be retained by researcher
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APPENDIX 3: Questionnaire

tL D U DURBAN
: UNIVERSITY OF

TECHNOLOGY

THE CHALLENGE OF PERCEPTIONS OF CRIMINAL ACTIVITIES BY TOURISTS: THE CASE OF
INANDA HERITAGE ROUTE IN DURBAN.

Kindly respond to each question 1-5 by inserting a tick [V ] in the appropriate box.

1. Gender

Female

Male

2. Age

<21

21-30

31-40

41-50

51-60

>60

3. Indicate highest level of education

No formal schooling

Matric

Diploma

Degree

Post-graduate

Other

SPECITY..iiiiiii
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4. Race

African

White

Indian

Coloured

Other (Specify)

5. Employment

Self- employed

Public sector

Private sector

Unemployed

Other:

Specify.............

6. Country of o

rigin
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Rate the influence of each of the following by assigning the number 1 to the most influential, 2

the second most influential and so on. If a particular item does not have any influence, insert a

0 next to it.
7. | Whol/what assisted you to plan the tour to the Inanda Heritage Route?
7.1 | Tour operator
7.2 | Travel agent
7.3 | Word-of-mouth
7.4 | Internet
7.5 | Other (Specify) and rating:
8. | What is the influence of the following for its influence on an individual’s perception of
crime?
8.1 | Age
8.2 | Gender
8.3 | Country of origin
8.4 | Race
8.5 | Other (Specify) and rating:
9. | What safety measures are missing in the Inanda Heritage Route?
9.1 | Police Visibility
9.2 | Alarm System (where applicable)
9.3 | On-guard security
9.4 | CCTV Cameras on attractions
9.5 | Others (Specify) and rating:
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10. | The safety features that would please you in improving tourist’s safety on the Inanda
Heritage Route.

10.1 | Customized Police and Security personnel

10.2 | Alarm system

10.3 | On-guard security

10.4 | CCTV Cameras

10.5 | Other (Specify) and rating:

11. What would you suggest to the managers of the Inanda Heritage Route
attractions to alleviate crime perceptions?

11.1 | They need to work closely with the media

11.2 | Their businesses must involve the public

11.3 | They need to stand up and show the world that crime is over-exaggerated in
Inanda Township

11.4 | They need to employ proper marketing strategy for their business

11.5 | Others (Specify) and rating:

12. Rank your needs as a tourist with 1-5 with 1 the most important, 2 the
second most important and so on.

12.1 | Physiological needs (hunger, thirst)

12.2 | Safety needs (security, protection)

12.3 | Social needs (sense of belonging, love)

12.4 | Esteem needs (self -esteem)

12.5 | Self-Actualization
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Kindly respond to each question by inserting a tick [\ ] in the appropriate box.

No | Statement/ Strongly | Disagr | Neutra | Agre | Strong
) ) ee I e ly
Question Disagree
Agree
13 | The media portrays a positive image of the
Inanda Heritage Route
14 | The media reports on the Inanda Heritage
Route contribute the most to crime
perceptions.
15 | The actual crimes in the Inanda Heritage
Route contribute the most to crime
perceptions in this area.
16 | The history of the Inanda Heritage Route as
a crime capital plays a negative role
towards increasing tourist’s crime
perceptions.
17 |1 find the Inanda Heritage Route a safe
destination for tourists.
18 | Do you think that your perception of crime
along the Inanda Heritage Route influenced
the selection of this visit/tour?
19 | Through your tour experience, do you think

that the Inanda Heritage Route is well

managed?

Note: Strongly Disagree (SD) Disagree (D) Neutral (N) Agree (A) Strongly Agree (SA)

Page | 173




No. | Question Yes No

20. | Did you gather from the above sources that the Inanda Heritage Route is not a safe
tourist destination?

21. | Was the information given to you by your source prior your arrival useful in terms of
understanding exactly what to expect in respect of your safety and security of your
possessions at the Inanda Heritage Route?

22. | When choosing the Inanda Heritage Route, did you care about the negative things
that you heard about this tourists' destination?

23. | The origin of the tourists’ plays a role in decreasing or increasing crime perceptions of
the destination. Do you consider this to be true with tourists from your country?

24. | Have you ever experienced crime during your trip along the Inanda Heritage Route?

25. | On arrival or during your trip to the Inanda Heritage Route, did anyone appear
suspicious?

26. | Given the opportunity, would you revisit the Inanda Heritage Route again?

27. | Would you recommend the Inanda Heritage Route to other people?

28. | Would you, as a tourist, visit an area that you heard/know is affected by crime?

29. | During your trip to the Inanda Heritage Route, did you spend your money on
additional activities and local products that were provided?

30. | Do you feel safe to alone visit the other places of interest not in the route?

31. | Do you think that the price charged for this tour match the safety features of the
destination?

32. | Do you think that the media is over-exaggerating on crime perceptions on the Inanda
Heritage Route?

33. | Was there a survey provided for you to evaluate your satisfaction regarding safety

and security for the whole tour in the Inanda Heritage Route?

THANK YOU FOR YOUR TIME.
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APPENDIX 4: Information letter — interview

Information Letter

- DURBAN
SEPDPDUT 285585
Department of Hospitality and Tourism

Dear Respondent,

MTech Research Project

Researcher: Phumlani Qwabe (076 401 5078)

Supervisor: Dr. krishna Naidoo (031 373 5503)
I, Phumlani Qwabe am an MTech student, at the Department of Hospitality and Tourism, of the
Durban University of Technology. You are invited to participate in a research project entitled: The
challenge of negative crime-safety perceptions by tourists: The case of Inanda Heritage Route in
Durban. The aim of this study is to investigate the effects of crime perceptions on township/heritage
tourism. It also seeks to suggest recommendations that may help the attractions in this route manage

this adversity, thus improving South African tourism.

The information and ratings you provide us will go a long way in helping us understand the challenge
of negative crime perceptions by tourists and what can be done to fight this problem. Through your
participation, | hope to examine the effects of the current problem facing Inanda Heritage Route in
terms of revenue and demand, and find solutions to this problem. The results are intended to
contribute to the better future and improved patronage of Inanda Heritage Route attractions that can

operate better without the crime perceptions’ obstacle.

Your participation in this project is voluntary. You may refuse to participate or withdraw from the
project at any time with no negative consequence. There will be no monetary gain from participating
in this survey. Confidentiality and anonymity of records identifying you as a participant will be

maintained by the Durban University of Technology, Department of Hospitality and Tourism.

If you have any questions or concerns about completing the questionnaire or about participating in

this study, you may contact me or my supervisor at the numbers listed above.
The interview should take about 10 minutes to complete. | hope you will take the time to participate.

Sincerely

Researcher’s signature Date

This page is to be retained by participant
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APPENDIX 5: Consent form — interview

|~ . UNIVERSIT Y OF
| TECHNOLOGY

Department of Hospitality and Tourism

MTech Research Project
Researcher: PhumlaniQwabe (076 4015078)
Supervisor: Dr.Krishna Naidoo (031 373 5503)

CONSENT

RSP (Full names of participant) hereby
confirm that | understand the contents of this document and the nature of the research project, and |
consent to participating in the research project.

| have been given the opportunity to ask questions about the study.

| understand that taking part in the study will include being interviewed and audio-taped.

I understand that my personal details will not be revealed to persona outside this study.

I understand that my words may be quoted in the published work but my name will not be used.

I understand that | am at liberty to withdraw from the project at any time, should | so desire.

SIGNATURE OF PARTICIPANT DATE

This page is to be retained by researcher
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APPENDIX 6: Interview questions

| .
=EDUT 2882
. TECHNOLOGY

TITTLE: THE CHALLENGE OF PERCEPTIONS OF CRIMINAL ACTIVITIES BY TOURISTS: THE
CASE OF THE INANDA HERITAGE ROUTE IN DURBAN.

INTERVIEW QUESTIONS FOR TOURISM ATTRACTION’S MANAGERS ON THE INANDA
HERITAGE ROUTE.

Section A: UNDERSTANDING THE IMPACT OF CRIME AND THE PERCEPTIONS ON
DETERMINING VISITOR DEMAND AND REVENUE IN INANDA HERITAGE ROUTE AND FINDING

POSSIBLE SOLUTIONS.

1. Compare the crime rates for the past 0-5 years.

2. Are the crime perceptions in The Inanda Heritage Route increasing or decreasing for the past 0-5

years. And if yes, what is the cause?
3. Compare your visitor demand for the past 0-5 years.
4. Explain the impact of crime perceptions on visitor demand?

5. Tell me of your experiences or reports of crime against tourists that are on The Inanda Heritage

Route?

6. Do you believe that crime perceptions affect revenue flow to tourism attractions such as The

Inanda Heritage Route? And if yes explain your views?

7. How are the neighbouring attractions of the Inanda Heritage Route affected by tourists’ perceptions

of crime?

8. It is believed that the high level of crime perceptions reduce the number of tourists flow to

destinations, explain the situation at The Inanda Heritage Route.
9. Do tourists pay for other services/facilities provided in your attraction?

10. The media is believed to play role in increasing/decreasing crime perceptions at the tourism

attractions such as The Inanda Heritage Route, what is your take on this issue?
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Section B: MANAGING PERCEPTIONS OF CRIME.

11. What can be done to minimize the negative crime perceptions on tourism attractions?

12. Has there been anything done to minimize tourists’ victimization in order to minimize crime

perceptions in the Inanda Heritage Route?

13. According to your own understanding, which visitors, either international or domestic, are more

victims of crime in The Inanda Heritage Route and why?
14. Do you have a safety survey/questionnaire for the tourists on your attraction?

15. What marketing strategy are you using in order to ensure that your attraction in The Inanda

Heritage Route is aggressively marketed domestically and internationally?
16. Tourist’s perceptions of crime in The Inanda Heritage Route can change, explain.

17. Do you think that working with relevant stakeholders such as tour operators, the police, security
companies, the community, etc., can assist in reducing crime perceptions in The Inanda Heritage

Route, if yes, state how?

18. As a manager/owner, what have you done to try and change the negative crime perceptions on

the Inanda Heritage Route?

Section C: UNDERSTANDING THE DEGREE AT WHICH CRIME PERCEPTIONS HAS INHIBITED

TOURIST ACTIVITY IN INANDA HERITAGE ROUTE.

19. During their visit, do tourists feel safe and free to visit the other tourism businesses along the

Inanda Heritage Route?

20. Has it ever happened that tourists feel they do not want to complete their trip because they feel it's

not safe? And what IS the contingency plan if such situation happens?

21. Have tourists ever said that they won't return to your attraction due to feeling unsafe?
22. What safety standards have been set by eThekwini Municipality for your destination?
23. Is your staff and/or you, well trained to make sure that they make tourists feel safe?

24. Do you see crime perceptions as the main deterrent to tourist activities in the Inanda Heritage

Route? And if yes, as the manager of this destination, what have you done to change the situation?

Thank you for your time!!!
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APPENDIX 7: Gatekeepers letter

INSTITUTRENAL
EEDQ‘T RESEARCH &

L

o HILC =
LT CopMMITTEE

Durzan University of Technology
School of Tourism and Hospitality

MTech Research

Project
Resasrcher: Phumiani Owabs (083 7320 112)
Supervisor: Krishna Naidoo (031 373 5503)

1AM ERITAGE ROUTE TTER

Iﬁﬂﬁmﬂﬁ %l?-@:l‘"{m v (Full names of Supervisar), hersby

wonfirn thet | understand the comtents and nature of this research project | have confirmed with the
folowing attraction in Inanda Heritage Rowte that they wanl 1o pasticipate in this research:

= JL Dube Hertage Sihe
= Ghandi Settement

*  Inanda Seminary

=  Ebuhleni

=  Ekuphakamani

= Shu's Lounge

= LUbdzinyaths Falls

The participants hawe sgroed st ey

Have baan givan the opportunity 10 ask guestions aboul the sfudy

Underatand that taking part in the study wil include baing interviessed and sudiodaped.
Uinderstand that parsonal delails will not be revesied to persona outside this stedy.

Understand that their wards may be quated in the published work bul heir names will nal be wsed,

Give parmizsion for the researcher to hand-out questionnaines te fourists on amranged and agread upoan
days.

Understand that they are at ibarty to withdraw from the project at any time, should they 5o dasire.

SIGNATURE OF SUFPERVISOR DATE

_..ll...e%.ﬁ’. € ElambOn OIS

This page iz to be retained by researcher

ETHEXWINI MUMICIPALITY - DUREAM TOURISM
O WO 1044 - DUREAM - 4000

TEL: 031-3224 164
FA: 039-303 138
VAT REG Na: 488 019 3505
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