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Africa & Southern Africa as Global Tourist Destinations

Africa and Southern Africa are becoming increasingly popular global tourist destinations.

The annual growth in international tourist arrivals in Africa may be attributed largely to tourism growth in the Southern African region. 

There is vast potential for exponential tourism growth in Africa & Southern Africa.

                                                       a Sustainable Tourism Model

No business venture in the Tourism market will succeed if it is not sustainable. 

Sustainable Tourism is tourism development formed in consultation with local communities, businesses and other stakeholders. It aims to allow tourism to develop in a way that is fair and equitable for host communities. It is economically sustainable in the long term, and avoids damage [and aims to benefit] tourist attractions, [communities] and the physical environment. It offers high quality, diverse experiences to tourists in both the mainstream and specialist markets.

Sustainable Tourism (incorporating Eco-tourism) is already benefiting substantially from a demonstrable market shift from broad-based tourism to niche tourism, with an increasing emphasis on creating the space for travelers to explore a sense of self, one’s own identity and the different choices, cultures & ideas the world has to offer. The buzzword for this is: Self-actualization.

                                                OPEN AFRICA – the Ideal Vehicle

In 1992 a think-tank of eminent African scholars, government representatives, businessmen and civil society met to interpret the symbiotic relationship between poverty alleviation and environmental conservation in the interests of job creation.  Tourism was identified as a means to integrate underdeveloped areas into the local and global market.  Over the next seven years, Open Africa emerged as a result and was launched in 1995, under the patronage of Nelson Mandela.

Open Africa, a pan-African tax exempt Public Benefit Institution, is a proven, sustainable, community-based enterprise development model harnessing the expanding opportunity of Tourism through the preservation and promotion of Africa’s Cultural and Natural Heritage. It encourages marginalized communities to find new pride and economic opportunity in Africa’s unique assets – People in their Diversity, Indigenous Knowledge & Folklore and Love of the vast Natural Resources, Art, Spirituality, and Value of Community.  

Open Africa harnesses untapped resources as it opens Africa to the world, revealing hitherto unexplored travel opportunities to the Local & Global Tourist market. In so doing, it affords entry to the economic system to those previously excluded and creates a platform for natural leaders to champion a new path of growth and development for their communities.  It encourages development through collective enterprise and vision.  It links micro-enterprise with the mainstream economy through mutually beneficial interrelationships. 

As the New Partnership for Africa’s Development (NEPAD) has observed, Tourism is one of the only relatively export-ready goods that many of the countries and regions in Africa have to offer.  

Conversely, the poorest people feel they have no place in the global market, perceiving themselves and their communities as having nothing to offer the outside world. But they do have something special to offer, something that local and international tourists will pay a great deal to experience: Authentic Africa.  The very land and biodiversity they live with, is an attraction and will increasingly become more so to the expanding local and international Niche or Specialized Tourist Markets as the pressure on the natural environment intensifies worldwide.  To account for the increasing demand properly and in a sustainable way, these communities and assets need to be nurtured and optimised as priceless resources.

Open Africa affords any destination in Africa with global tourist potential, free access to the local and global marketplace.

Open Africa unleashes this potential in a world leading manner in terms of Sustainable Tourism and Local Economic Development models.  

See www.africandream.org 

                  OPEN AFRICA - a Three-phase Strategy for Growth

Phase I 

Creating, testing and developing a critical mass of routes. Ensuring the route development process is replicable in any situation and can be rolled out at a rapid pace. This phase has been completed, with more than 60 routes covering 32 952km in six countries, involving 203 features and 1 671 business establishments that support 13 248 direct full-time jobs and 5 602 part-time in more than 200 towns and villages having been established. 

Phase II 

Presently progressing, by introducing more effective consultation, development, planning, monitoring and evaluation methods in the routes; creating stronger networking opportunities for the routes; increased partnerships with other NGOs and private sector partners engaged in tourism development; and rapid expansion of the network into other regions and countries of Africa.  Ongoing management and dissemination of the vast hands-on experience that is built up within the network is constantly being refined as an automatic training, development and capacity-building facility of the system. Benchmarking and Optimizing Service Delivery and the Quality of the Experience for Consumers through ongoing Motivation, Personal Leadership & Teamwork, Development and Role Playing.

Phase III 

With a strong, well-coordinated and managed network in a large number of African countries and all participants working together, Phase III effectively Opens Africa to the Local & Global Tourism Market by: 
· Homogenizing the Branding of the routes for the Global Tourist Market. The routes are currently being evaluated and fine-tuned to resonate with and attract local and global tourists. 
· Designing and Marketing the product through multi-media material.
· Actively Partnering with Local and National Governments to Optimise Economic Development Opportunities. 
There are few global tourism development models in the world based on such solid, constructive, inclusive foundations, offering such profound development potential and, with it, the opportunity for huge government and corporate partnership in this development.  

Open Africa has raised funds solely through Corporate Social Investments by showing the real benefits of involving corporate partners in the development process.  Going forward the plan is to leverage these funds through equal contributions from institutions like the World Bank.

Open Africa routes can be identified in rural and urban, poor and rich, jungle and desert, and marine and terrestrial settings – there is no environment or community excluded from the intervention.  The greater the diversity of routes, the stronger and more vibrant the network becomes.  Open Africa is a solution born in Africa and relevant to the development resources and state of readiness of the African people.  

Open Africa is a timely development solution delivering real meaning to the idea of the African Renaissance.

                                       Sustainable, Community-Based Tourism
`Real Africa’ lies in its people, communities and environment, and community-based tourism development allows international travellers to access this segment of the tourism market.  Each community within the Open Africa network provides a unique destination to visit with its own history, environment and culture.  Community-tourism sells the authentic culture, the environment, the country and its people.

The natural inclination in tourism development is to build four and five star hotels.  These types of properties are typically built, owned and managed by outside enterprises.  Essential as they are, much of the revenue of these chains leaves the area and the employment they generate tends to be centralized at the main tourism destinations, not providing an equitable share locally of the receipts they generate.  In Open Africa’s experience, diversifying the product with small (5-30 room) geographically dispersed, community-based accommodations built, owned and managed by locals adds value to the product mix, widens the revenue spread, increases the range of tourist experiences through community interaction, and boosts regional economies.

Community-based tourism development is a relatively new and important concept.  For many years the development model was for government or international developers to dictate to local communities what the tourism product they were going to sell would be.  This process alienated locals and they fell into a role of subservience.  Community-based tourism development, as accentuated by the Open Africa methodology, changes that and gives indigenous habitants a sense of ownership and pride, allowing them to excel, innovate and grow within the scope of their own strengths and side by side with already established operators. 

Open Africa’s community-based tourism allows for:

· An authentic Afrikatourism
 experience

· A more equitable share in tourism revenue

· A greater number of communities/citizens employed in the tourism sector

· A sense of ownership of tourism by the locals

· Greater, more meaningful, rewarding interaction between tourists and locals

· Increased lengths of stay

· Increased tourism revenue per footfall

Route Development

The success of Open Africa lies in the efficacy of its route-based spatial development approach to tourism in the African context, since it complements so naturally a process-based approach to development, as well as the now-fashionable concept of asset-based development planning.
 

· Routes are natural economic and infrastructural conduits that form a backbone for growth potential. Hence, investment in routes for tourism reasons inevitably multiplies benefits in all other sectors.  

· A route is an inherently incremental concept.  Once basic connectivity is established, an infinite set of graduated development possibilities arise that allow for both quick results and long-term prospects. 

· A route is also intrinsically redistributive when compared to a nodal investment, because it distributes connectivity and exposure along its length, allowing the most marginal communities to connect to the system.

· Routes represent historical and economic connections, and hence are inherently strategic from a regional development perspective.   Traditional trade clustering can assist to break down political boundaries and foster trans-border relations.

· Routes allow development of infrastructure and product development, resource conservation, business development (local economic empowerment at various levels within potential growth sectors, locales and industries), branding, marketing and visitor support services.  In each of these incidences job creation opportunities arise.
The Open Africa Method
Open Africa's work concentrates on the creation of small-scale competitive clusters focused on tourism.  Once the cluster or "route" is established, the cluster is then presented, free of charge, on the Internet, thereby enhancing the global competitiveness of the newly formed route and its participants.  Tourism activities that were once marginalized can now be directly presented to the global marketplace through an interactive web-based GIS map (www.africandream.org).  

A community usually approaches Open Africa as the initial step in the development of a community-based route.  Typically, the community comprises very small and micro enterprises that have determined there is a potential for tourism development in their area.  Open Africa crystallizes their thinking and helps them to focus on their strengths through a series of visioning sessions.  Routes have been developed in both rural and farming communities and in townships of large metropolitan areas.  

After a community has expressed interest in joining Open Africa, subsequent development and promotion of the route begins with the formation of a local forum.    These forums consist of representatives of tourism authorities, small, medium and micro enterprises (SMME’s) and larger tourism businesses and other stakeholders, consisting mainly of the local social entrepreneurs. Under the guidance of Open Africa This group gathers to determine plans for the route and to designate a route forum leader to manage the newly established route.  

At the end of the development process, the route is launched on the www.africandream.org website at an open community function.  This sets in motion a publicity drive.  Local, national and international press is invited.  In addition, routes are profiled in supportive publications like Country Life among others.  The publicity is one of the most important aspects of success of the route, because it demonstrates to the participants that they are important and fosters local pride and builds confidence.

Route participants do not pay for the intervention.  Consequently all participants are equal, so both large and small businesses can be on the same route.  Donors, who cover route development costs, are drawn from the private and public sectors, development agencies and charitable trusts. During and after the route development process, community capital is increased in the form of human, natural, financial, physical and social capital.  Please see Appendix 1 for a table showing real world examples of improvement in the “Five Capitals.”

Goals and Objectives

Organizational Objectives

Open Africa’s main goal is job creation through tourism development, which it achieves through utilization of state-of-the-art Information and Communication Technology (ICT) within the framework of a systematized method of establishing tourism routes.  This process instils confidence among the people of underprivileged African communities, reveals what strengths they have and puts them in a position to leverage these strengths.  These strengths are closely associated with the continent’s vast nature resources, the rarity value of which is rocketing in relation to the growing pressure on the earth’s fragile environment. Conservation is a key element in extracting this value, which Open Africa believes can best be achieved by providing an incentive for the protection of these resources by turning them into wealth creators.   

The overall goal of Open Africa is to have routes spanning the continent that are self-managed and continually growing and prospering with trans-border communication and knowledge sharing.  This it achieves through providing a platform for communities and individuals to directly interact with the global marketplace via an informative and transparent website. Key to the longevity of the routes is to encourage African and community ownership in the individual routes as well as the entire network. 

Open Africa:
· Utilizes a replicable bottom-up economic development model  

· Connects communities across borders

· Puts remote or disparate communities on the Global Tourism Map 

· Creates incentives for the protection of the environment

· Stimulates the use of Indigenous Knowledge Systems

· Fosters referrals within routes, so the tourism business stays in the community and the network 
· Fosters community uplifting that makes people realize their full potential

· Encourages market development, which teaches participants how to achieve economic expansion

· Provides a framework and process for cross-border communication and cooperation

· Identifies community leaders and social entrepreneurs, providing a framework within which they can exercise their energy and talents

· Generates information about communities that enhances better management.

(For more information on Open Africa please see Appendix III)
Participation

Open Africa encourages broad based participation in political and economic life by helping communities to establish a unified voice.  It is difficult for single community members to petition their town council to erect signage or pave a road, but if fifty other route participants amplify by joining in common cause, the community’s voice becomes much louder.  Government becomes obliged to listen and actions are taken. 

Key to the communities buying into the collective process and branding of the route is the election of the route forum and a route forum leader.  In a purely democratic fashion the routes elect their own leader.  Open Africa does not interfere in this process, but in nearly every case the true “stars” or social entrepreneurs rise to the occasion and pledge their service and dedication to the cause.

Several of these social entrepreneurs liberated in this way have not only dramatically furthered the interests of their routes but have gone on to bigger things as a consequence. More often than not they are female, two of whom have been sponsored on overseas trips more than once, one has become a consultant for emerging SMME’s, another has started her own business and become a mayor, another (male) has started a tour company, whilst others are sought out as speakers at development conferences. Open Africa meanwhile has become so convinced of the key role they play that it is focusing more time on nurturing their leadership role.

Reducing Poverty

The World Tourism Organization estimates that Africa has only a 4.3% share of the world tourism market.  While a paltry figure, the industry nevertheless accounts for 16.5 million jobs on the continent. To increase market share from such a low base represents one of the few areas in which this continent has a realistic opportunity for dramatic growth. Further, tourism development and increased access to the international market could provide work for many millions more and this in a niche where indigenous skills can compete successfully in the global economy. Moreover, tourism is a business where customers are distributed to products rather than the other way around, which is more suited to Africa’s circumstances presently, as is the fact that these customers pay cash for what they consume. Open Africa believes that it is in this sphere where more can be done for less money and at a faster pace than in any other to reduce poverty and create economic opportunity and growth.

Conserving Resources

Long-term route prosperity is directly dependent on the conservation of the natural resources where the routes are developed.  Open Africa’s formation is predicated on that belief.  Responsible environmental stewardship is emphasised by having each participant sign a pledge to abide by the ethos and ethic of Afrikatourism.  

Some routes are specifically conservation-oriented, an example being four (the first spawned the second and so on) Blue Crane Routes that have been established for the protection of South Africa’s national bird.  Before the creation of these routes, farmers routinely poisoned and shot these majestic birds, which 15 years ago were prolific but now are on the red data list of endangered species.  The route development process created an awareness of the rarity of the bird, its significance to the country as a whole, and has resulted in a resurgence of its numbers whilst simultaneously creating a whole new range of tourism products across a stretch of agricultural land covering some 300km in length.

Continued Growth

Open Africa was conceived as an organization that will outlive any management or employees.  One of the most noteworthy observations in development schemes is that they tend to operate in a three to five year time horizon.  Open Africa explicitly sought to create a method that would continue on beyond any individual project structure, realizing that truly sustainable development must necessarily mature in tandem with skills development.  

Cross-Border Cooperation

Open Africa is envisioned to be a Pan-Africa network with an emphasis on development and cooperation, transcending national borders and uniting the entirety of Africa.  This goal engenders a sense of responsibility in the routes that creates friendly competition that in turn inspires perpetual growth.  

Technical Approach

Route Example

The best way to explain the Open Africa intervention and technical approach is to provide a real world example of a recently developed route. Phalaborwa, a town situated on the border of the central part of the Kruger Park is a typical candidate. 

This town, in the Limpopo Province of South Africa and where already joblessness is rampant, was established approximately 55 years ago exclusively on the strength of phosphate mining, an activity now coming to an end in the region. This cessation of mining heralds a major crisis for the community, tourism being one of the few options through which it can seek a measure of salvation.

Open Africa Route Development Process

	Steps
	Activities

	1
	Having witnessed the successful establishment of an Open Africa route at Makhado (the Ribolla Route), another town in the same province, a local game lodge operator contacted Open Africa about the possibility of doing the same in Phalaborwa.

	2
	Open Africa made a preliminary visit to the area for discussions with this person who, by then, had secured the interest of a local foundation and members of the municipal council.  At this meeting, the group developed a funding proposal for Open Africa’s present supporters and other interested parties to cover the costs of route development.   

	3
	After some time, a bank with interests in the area agreed to provide half the funding required, after which the other half was secured from a local development agency.

	4
	Open Africa then assembled local stakeholders to explain the organization network and method.  Those present, approximately 45 people in this instance (though such meetings could involve as few as 10 and as many as 200), decided unanimously to move forward with the establishment of a route. At the same meeting, a facilitated process of identifying the strengths and uniqueness of the area and its people was undertaken – ‘you start with what you’ve got’ being Open Africa’s mantra in this connection.  This process, without fail, turns up more assets than those present realize exist in their community.  Capitalizing on the enthusiasm this creates, a route forum was elected to act as a catalyst for what followed.

	5
	Prior to the next stakeholder workshop, Open Africa’s Route Developer met face-to-face with individual prospective route participants, took GPS readings and photographs of the area and collected stories and commentary from the local people for the website.  

	6
	A second workshop was held, this one attended by many more people because by now the word had spread, and with all the proposed components of the route gathered, those present decided upon a name for the route (Rixile) and a launch date was determined. At this point the tone of the discussions turned away from development to start focusing on matters of strategy, which heralded the beginning of what will now be an unending process of seeking ways to attract more customers and to increase the spending per customer in the years ahead.

This route involved the assembly of several different language groups, as is almost always the case. As it happens in this instance the Route Developer concerned was fluent in them all but, where necessary, translators are used. 

Also present at this meeting, and typically so in most cases, were several other parties with outside interests, such as the park authorities, a local newspaper reporter, other NGO’s active in the area, and some business people. The municipal council offered to pay for the launch function and another bank tendered an offer of assistance too. Fundamentally, these and others are all potential support system prospects for the route in future.  This support network is one of the peripheral outcomes of the development of route entities, being that it significantly empowers communities to leverage support from government and other agencies.

	7
	After the second workshop, the Route Developer returned with all the information to Cape Town, where it was collated, edited, and placed on the www.africandream.org website in readiness for the third workshop and launch function. This also served as the benchmark data for that route, against which Open Africa can monitor and measure progress. Low participation or inactivity raises a red flag, indicating that the forum may not be meeting regularly or that some other problem is in need of investigation.

	8
	Preceded by another workshop, the route was launched at a celebratory occasion attended by the press and dignitaries.  This launch was a highly motivational experience for the participants. Usually this inspires other social actions, like anti-littering and tree planting campaigns.

At this last workshop, handbooks and toolkits were distributed, management and marketing plans discussed, and immediate targets set for onward progression. By now the group of participants knew each other reasonably well, were coordinated and focused around a vision of common purpose, and had a branded product to which they can constantly add value in future. All players are equal, big and small, emerging and already established, and a structure in the form of the Route Forum is in place. The maintenance of high standards is inherent in the system, in that the Route Forum is its custodian and can suspend the participation of anyone on the route who violates its ethos.

	9
	By now the Route Forum is acting according to its own initiative, which in the case of Rixile has led to a provincial forum being proposed in conjunction with other routes in the area, the production of a collaborative brochure linking all the routes in the area, and plans to develop another ‘bush to beach’ route, linking Phalaborwa to the Mozambique coast via a trans-boundary park. 

	10
	Throughout the process, Open Africa stressed many times that this is a long-term self-help scheme and that no assistance should be expected beyond the knowledge sharing framework provided and custodianship (management) of the website. This is to obviate any hint of a dependency syndrome developing.  However, in reality, Open Africa is a mentor of the routes and the system surrounding them.  


Pre- During and Post Route Development, Training, Networking & Ongoing Evaluation

A major component of a successful route is when the route participants recognize they will have to do the work to achieve their own goals themselves.  Open Africa’s model is based on self-reliance.  In reality, though, Open Africa provides significant assistance:

· Interactive Personal Development and Training and role-playing is provided, helping empower entrepreneurs and vendors to maximize their potential as spokespeople and marketers of themselves, their products, their environments and their route  

· Open Africa’s Route Networker moves between routes constantly, providing encouragement, disseminating success stories, and promoting cross-route site visits whenever possible

· Standing instructions for Route Developers are that they are obliged to call on routes whenever they pass within their vicinity, the purpose being to maintain the highest possible level of communication

· Routes are encouraged to submit their success stories.  These stories are rich items for publicity and it is almost always able to generate editorial exposure for that route – the value of this publicity within a very short time exceeds the total cost of developing the route

· Open Africa uses various methods to constantly increase website hits.  The advertising value of this online exposure, for which no charge is levied so as to prevent any barriers to entry, is considerable.

· ‘Footnotes,’ a routes newsletter, is produced and distributed regularly

· Open Africa conducts its own research on routes from time to time and distributes the results among route forums

· Several academic papers have been written and distributed about Open Africa including a number of theses, the derived knowledge from which is shared amongst participants

· Starting this year, Open Africa will arrange an annual seminar at which Route Forum chairpersons will be able to exchange experiences and ideas

· Open Africa is in a position to point existing support systems regarding matters such as training, SMME development, and infrastructure providers to where they are needed most and constantly does this to good effect

· Open Africa stimulates a subtle but friendly and healthy spirit of competition among routes in a constant effort to challenge them to be the best they can

· Ultimately, when the level of technological communication permits, Open Africa intends to set up an Intranet between all the forums and will conduct a weekly on-line conference session with route chairpersons
· Homogenizing the Branding of the routes for the Global Tourist Market
· Designing and Marketing the product through multi-media channels
· Actively Partnering with Local and National Government to Optimize Economic Development Opportunities. 
Impacts

Job Creation

In a broad sense, routes are creating conditions for sustainable growth; empowering people to participate in the environment and tourism; integrating poverty nodes, rural areas and national parks; strengthening cooperative governance; and stimulating entrepreneurship in the establishment of small and micro businesses, primarily in tourism but also on its peripheries throughout the tourism value chain.
Conservation

Most of the threats applicable to biodiversity and the environment in Africa have something to do with poverty and therefore the desperate need to find additional sources of income, in respect of which tourism is one of the best options. Utilizing these very resources as wealth creators, thereby providing reasons for communities to protect them, represents the core of Open Africa’s thrust and is one of the several factors that makes the initiative unique. (See Appendix II).
Peripheral Impacts

Leverage

Route entities provide communities with leverage through which to access further support, investment and infrastructure.  In many cases the existing network routes have succeeded significantly in doing so.  With help from the Kruger National Park the Hlanganani Route raised over $200,000 from the Development Bank of South Africa and the Norwegian Trust Fund for an outlet for their crafts inside the park; the Ribolla Route secured funding for signage for each of the participating organizations; and many others have similarly been successful in furthering their interests this way.

Information and Communication Technology (ICT)

An initially unintended positive impact has been the participants’ interest in becoming a part of the ICT movement.  By locking the communities into a network that is based on high technology sparks awareness in the participants of the existence and beneficial use of ICT.  In a number of cases the participants knew nothing of computers and how they worked, let alone had e-mail addresses.  Due to the success of Open Africa many participants now use computers on a daily basis.  

Identification of Technical Assistance Needs

The route forum structure that is a part of the Open Africa method allows for an effective channel of communication to keep in touch with the routes.  The route chairperson can identify the needs of the route and transmit them to Open Africa who then onward transmits them to training institutions, municipalities and donor organizations.  Also, the route networker makes assessments of each of the routes and passes these on to the same technical assistance bodies.

Monitoring & Evaluation

Open Africa tracks job creation and other participant-specific data along the routes and is constantly refining its performance monitoring system based on economic, social and biodiversity-related indicators.  Due to the nature of GIS technology and the structure of geodatabases, any type of information can be loaded into the geodatabase and be tracked on an individual community basis.  One of the perceived problems of development in Africa is an absence of good data, especially at community level.  

Duration of Activity

Perpetual Program

As already mentioned, Open Africa activities are perpetual into the foreseeable future.  The establishment of a route is only the beginning.  Once participants in a route see the benefits and power of being linked to a network, they recruit other communities to get involved and begin initiatives unrelated to Open Africa.  

A perfect example of this is the Limpopo Province.  Limpopo is a province that traditionally did not receive much tourism or support from national authorities other than that related to the Kruger National Park, which makes up the entirety of Limpopo’s eastern border with Mozambique.  The first Open Africa route in this area was developed in one of the most remote towns in the province alongside the northern entrance to the Kruger National Park at Punda Maria.  After this route, another was developed in the southern end of the province.  Next, the Ribolla Route was inspired by the launch of the second route, which in turn led to Phalaborwa and yet another route at a historical site called Mapungubwe. Now a transboundary  ‘Bush to Beach’ route is being developed from Phalaborwa through the Kruger Park to Xai Xai and Vilanculos in Mozambique.

Appendix 1

Current real world examples in the route network of how the process has increased community resources through the ‘Five Capitals’


	The Five Capitals
	Definitions
	Examples

	Human capital
	Skills, knowledge, information, & mindsets
	· During the route development process, participants are exposed to and learn about Information and Communications Technology as well as trends in the global tourism industry. 

· Sonke Cape Route participants have been offered business development courses free of charge by Cape Technikon’s Hotel School and ICT training by the University of the Western Cape (www.sonke.org)

· Kwa Mandlenkosi participants in Beaufort West have been offered craft training.

· People on all the routes have gained a new insight into the value of their natural and cultural resources and how these can be turned into wealth creators.

	Natural capital
	Land, water, wildlife, biodiversity, environment, culture and heritage
	· The first Blue Crane Route was established to raise awareness of the Blue Crane, South Africa’s national bird and a threatened species. Subsequently another three Blue Crane routes have been developed and a full-time conservation officer employed to monitor progress toward the original objective. 

· With respect to biodiversity, there are already three desert routes and the Cape Nature Route.

· Thunga Thunga (Eastern Cape) has used the forum to identify other business opportunities for the collective. One such opportunity is the bottling and distribution of spring water found in the area.

	Financial capital
	Profits; savings, credit
	· The Blue Crane Route has shown significant tourism development despite the main objective being conservation.

· Thunga Thunga formed a private company with 50 of the route participants as co-owners.

· The Maloti Route uses the route to introduce emerging businesses to the market.

	Physical capital
	Transport, shelter, water, energy, comms
	· Sonke Cape Route was assisted by Cape Metropolitan Tourism funding to establish a tourism information and business service centre in one of the Cape Town townships.

· Kwa Mandlekhosi attracted funding from the provincial government to establish a craft centre on land adjacent to the national road between Johannesburg and Cape Town.

	Social capital
	Networks, groups, trust, access to institutions; ‘the glue that holds society together’
	· Though participation in the route development process and subsequent launch, route participants network with each other and other stakeholders in the tourism industry.

· Many routes are represented at the major trade shows Indaba, Durban; World Travel Market, London and ITB, Berlin.

· Linkages with sponsors have resulted in regular and specific publications that provide further exposure to participants – eg, an Open Africa route is highlighted in each of the ‘Discovering SA’ tabloids which are made available to the public at Engen 1Stops; Hertz Rent a Car compiles an annual guide to all Open Africa routes, which it distributes to select clients. 

· Several of the routes have brought together communities in the same town or area eg, uMngeni Footprint; Dwars River Escape Route; Sonke Cape Route; Cape Care Route.

· Others have brought together businesses across borders eg, Maloti Route between South Africa and Lesotho. 


Appendix II

Subsequent to the compilation of this document Open Africa has been working with the World bank, which at their insistence has led to a greater focus on mainstreaming biodiversity into tourism. This has led to an upgrade in the Open Africa system based on the following:

Tourism and Biodiversity
Because of the importance of environmental quality and biodiversity for eco-tourism in particular, the tourism industry potentially has a long-term interest in environmental protection and conservation. Identified win-win options for tourism and the sustainable use and conservation of biodiversity include: 

· Promotion of the economic value of biodiversity conservation and sustainable use through the stimulation of tourism – particularly where it creates local employment and uses local products and services – may help to reduce unsustainable exploitation of natural resources; 

· Promotion of biodiversity conservation by raising awareness amongst visitors, and by raising the profile of biodiversity conservation at national and local levels; and.

· Generation of additional funds for conservation at national, regional and local level (public and private) through tourism revenues. 

However, the high rates of growth of tourism over the past two decades have seen expansion of tourism into new destinations and regions in ways that have taken little account of environmental protection, social impacts, or biodiversity conservation. The forecasted continued expansion of tourism for at least two more decades means that it is vital that future tourism developments and activities do not repeat the mistakes of the past, which themselves need to be corrected. Unmanaged sector growth can damage or destroy biological diversity and ecosystem processes, as well as extant and living cultural heritage. The services and supplies required to meet the operational requirements of the tourism sector can place major pressures on often highly vulnerable local environments, infrastructure, and communities, resulting in consequent damage or distortion to social cohesion and the economy of an affected area. 

Potentially negative tourism impacts threatening biodiversity conservation include: 

· Siting and construction of facilities and related infrastructure reducing or destroying habitats and species and modifying landscapes and services; 

· Increased water and electricity production and consumption; and 

· Generation of waste, which often is not processed adequately and dumped directly in the nearest open area.

The key drivers for changing the tourism market in favour of biodiversity conservation and sustainable use include 

(i) The need to maintain and preserve natural habitats, species and landscape features upon which many parts of the tourism industry is built (eco-tourism), 

(ii) Increasing consumer interest in sustainable travel choices (client choice and product value), 

(iii) Opportunities to attract concessional financing (to government and to communities), 

(iv) Opportunities to directly benefit biodiversity by financing conservation activities and providing economic alternatives for exploitation of biological resources (through NGOs, communities, governments and clients), 

(v) Opportunities for cost savings through more efficient use and management of natural resources (impacting supply chain),  

(vi) And compliance with the expanding number of tourism related ecological and social certification schemes.

Open Africa addresses lessons learned from the dynamics of tourism in Africa and elsewhere indicating that nature-based tourism has significant potential to impact ecosystems and biodiversity and local and national economies. However, substantial efforts are needed to positively deliver tangible and intangible community revenues and benefits in conjunction with biodiversity conservation. In particular, Africa as a growing tourism destination is vulnerable to tourism exposure due to the sensitivity of its ecosystem-resource based economy. Moreover local communities that are the informal custodians of these natural resources are commercially inexperienced and furthermore generally lack resources, including know-how and resources for marketing to maintain and improve their livelihoods. 

Many community-based tourism
 initiatives have failed in the past as they were mainly donor-driven, not involving a range of stakeholders including business operators and not providing sufficient knowledge and access resources to marketing. In addition, biodiversity conservation activities have been often planned and implemented without direct linkages to market initiatives.

It is important to bear in mind that tourism can also add to the costs of managing biodiversity, since investment is necessary to manage and maintain tourism facilities in order to prevent damage to sensitive areas, while the presence of visitors can present serious problems for biodiversity conservation and sustainable use. Therefore tourism must be managed with care and it is important to assess and balance the costs and the benefits of tourism in relation to impacts on biodiversity. Equally important is to find ways for local people and communities to benefit from tourism linked to conservation. This helps to demonstrate the added value of resources that are conserved. 

Achieving tourism that helps to protect biodiversity and conserve the environment requires joint action with appropriate inputs from governments, site managers, indigenous and local communities and other stakeholders, as well as the tourism industry. The Convention on Biodiversity (CBD) therefore promotes “sustainable tourism” as tourism “envisaged as leading to profitable management of all resources in such a way that economic, social and aesthetic needs can be fulfilled whilst maintaining cultural integrity, essential ecological processes, biological diversity, and life support systems.” Sustainable tourism should: (i) contribute to the conservation of biodiversity and cultural diversity; (ii) contribute to the well being of local communities and indigenous people; (iii) include an interpretation/learning experience; (iv) involve responsible action on the part of tourists and the tourism industry; (v) be appropriate in scale; (vi) require the lowest possible consumption of non-renewable resources; (vii) respect physical and social carrying capacities; (viii) involve minimal repatriation of earned revenue; and (ix) be locally owned and operated (through local participation, ownership and business opportunities, particularly for rural people).

For these reasons Open Africa is establishing routes in areas where biodiversity plays a more important role at a local and global level, thereby also serving as the forerunner to a much greater focus within its network on conservation in future and the monitoring and evaluation of impacts by route participants themselves.
Route M&E system:

All Open Africa routes are now nominating a flagship species for monitoring as an introduction to more widespread monitoring over time; a biodiversity mentor is appointed for each route to initially provide route participants with an overview of the significance of their biodiversity assets and to constantly update them on this subject thereafter; a biodiversity monitor is appointed for each route, whose responsibility it will be to record predetermined indicators on a specially devised Management Orientated Monitoring System (MOMS) for each flagship species; the information thus collected is transmitted to Open Africa where it is collated and evaluated prior to being fed back to Route Forums in a graphically illustrated format by the Biodiversity Networker for comparison with their conservation plans. Additionally, at the time of being listed, every participant is obliged to sign a charter that a) results in the allocation of a unique number to that participant for tracking purposes and b) spells out the reporting requirements of the system. Beyond monitoring of the flagship species, routes are obliged to provide information on economic and social indicators. The new approach focuses on inclusive local level M&E (social, economic and biodiversity), thus linking it to economic returns and social improvements.

Open Africa M&E system:

The baseline social, economic and environmental data collected at the time of route launches is entered into a Management Information System (MIS) for regular updating for the purpose of evaluation and comparison. This information is fed back to routes via their Route Forums and used for reports to measure of the efficacy of the system. This information will also be used at national and regional knowledge sharing seminars arranged for the purpose of disseminating success stories. 

Expected local and global benefits:  
	Activities
	Direct  impact
	Local and global environmental benefits

	Development of biodiversity monitoring tools (MOMS)
	· Introduction of a monitoring system that is understandable even to those who are illiterate at local level.
	· The introduction to people at grassroots level of the value of monitoring.

· A method of passing responsibility for the chosen flagship species to the community.

· A simplified base from which to gradually expand monitoring to include more than just one species plus ultimately social and economic indicators as well. 

· Collection of accurate and spatially orientated data from remote areas where previously this has not been possible.

	Appointing biodiversity mentors and monitors
	· Greater awareness of the significance of biodiversity coupled to a management structure through which to responsibly gather data. 

· Links tourism operators to the conservation fraternity. 
	· Sensitization to the value and benefits that can be derived from conservation. 

· Despite their co-dependency the players from these two sectors seldom sit around the same table operationally and this link will forge a much closer relationship between them. 

	Appointing a Biodiversity Networker
	· Open Africa has enjoyed much success with the appointment of a Route Networker for the purpose of providing aftercare support regarding the tourism element of routes, and the extension of this to include a specific focus on biodiversity is expected to do the same.
	· Monitoring of biodiversity resources by tourism operators is a new concept and more critically so at grassroots level, suggesting that it makes sense to shepherd its functionality through an agent specifically tasked to monitor this aspect. The benefit if this success will represent a sea change in the behaviour of tourism operators regarding biodiversity conservation.

	Install and maintain a MIS
	· The intelligent evaluation of empirical data.


	· Improved knowledge source and therefore capacity for better biodiversity and other management at local level and through the interpretation of information by government, aid agencies, and NGO's.

	Participant certification
	· Ability to track each participant individually.
	· To ensure adherence to the system, for without this lever there would be no value exchange through which to bind the parties together.

	Route forum knowledge sharing seminars
	· Sharing of knowledge gained from hands-on experience. 
	· This is a better alternative than textbook learning, especially for rural communities, and hands-on experience according to local conditions is in any case the best teacher.

	Compilation of a replication plan
	· Already easily replicable, this information will constantly refine the Open Africa system in terms of making its replicability more effective.
	· This system is a front runner for intended much wider coverage in Africa and elsewhere. 
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2007 SELF-ASSESSMENT & STRATEGY DISCUSSION DOCUMENT

This is an internal cupboard-sweeping Open Africa document compiled to clarify and refresh our thinking and serve as a basis for strategy formulation. Besides thoroughly reviewing it constantly among ourselves, we share it with our trusted advisers and regard it as a working document subject to ongoing change.

Open Africa is a visionary organisation, predicated on the belief proclaimed by its founder in 1991 that the global environmental situation was set to bring about a change in human behaviour that could be to the eternal benefit of Africa as custodian of most of the world’s animal and plant species.

1. Open Africa - What are we and what do we do?

Open Africa is an NGO that develops routes to stimulate job creation, encourage conservation of natural and cultural resources and motivate community participation in tourism.

2. What is a ‘route’ in Open Africa terms?

A cluster of tourism products in a given geographical area. These products are randomly located and serve as a platform for traveller exploration.

3. How does Open Africa develop routes?

Open Africa is a  support organisation that acts as a catalyst a) by applying a systemised method of rallying tourism operators around a common vision for an area; b) collating and presenting their details and those of the attractions of the area on a GIS integrated website; and c) thereby creating comprehensive area-specific information for tourists and travellers.

Thus primarily the Open Africa system connects tourism products together, connects these products to markets, and connects all the players with knowledge, ideas, and opportunities by networking best practice examples throughout the system. This process promotes further connectivity across a broad front that has many benefits:

Open Africa connects . . .

· Tourism product owners and entrepreneurs to each other in branded collectives (routes)

· Established operators to emerging entrepreneurs, with whom they can share their experience

· Customers to these collectives and their participants via the Worldwide Web and other marketing initiatives

· Routes to each other in a network that gets stronger as it grows and within which best practice ideas are exchanged

· Countries across borders to each other in collaborative corridors

· Government agencies, NGO’s and other support systems that share common goals, to each other and the people and places where their services are most needed 

· Corporates to communities who need CSI assistance

· Tourism to conservation, emphasising the co-dependency and inseparable equation which dictates that the one cannot survive without the other

· Tour operators to new product sources 

· Travellers to people and places they would otherwise be unlikely to meet and see

· Ultimately, Open Africa reconnects travellers with themselves and with their roots in this, the birthplace of humankind.

4. What benefits are derived from this intervention?

a. For communities

i. Helps to identify their social entrepreneurs and provides an avenue for the emancipation of their talents and energy.

ii. It reawakens awareness of cultural heritage and the value of conserving this. 

iii. Engenders a sense of pride and of place.

iv. Provides a barrier free plug-in point for emerging entrepreneurs to gain access to the tourism sector.

v. Gives hope where sometimes there was none before and bolsters confidence.

vi. Puts them ‘on the map’ both literally and figuratively speaking.

vii. Creates new enterprise opportunities once tourists start arriving.

viii. More tourists mean more jobs.

b. Route participants

i. They are embraced in a collective that is branded and exposed on the Internet.

ii. Achieve a platform through which to collaborate and become coordinated.

iii. By combining their strengths it makes their destinations more attractive.

iv. They become part of a network in which hands-on knowledge and experiences are exchanged.

v. Can speak with one voice through their Route Forums in attracting support, infrastructure, investments and publicity.

vi. Can act as a pressure group when necessary, which for rural communities often is necessary.

vii. They gain access to representation at trade shows and exhibitions under the canopy of Open Africa.

viii. Benefit from the spin-off from whatever publicity the Open Africa motherbrand attracts. 

ix. Get exposure and a soft introduction to the use and benefits of IT.

c. For tourism development agencies

i. Mostly municipalities are concerned with this and the development of a route provides a starting point and foundation for them upon which to build and add value.

ii. Where government support agencies and NGO’s are involved, the route entity together with the Open Africa database of participant information provides an avenue through which they can interact more intelligently and effectively.

d. For donor/sponsors

i. Allows them to merge their developmental, job creation and conservation CSI budgets, thus multiplying their impact within one integrated model (instead of spreading too thinly in trying to cover each of these bases separately).

ii. Is a publicity rich initiative that attracts widespread editorial exposure.

iii. Frequently can be contextualised with an organisation’s corporate (marketing and therefore profit) objectives.

iv. Earns credits in terms of black empowerment guidelines.

v. Puts corporates in better contact with their host communities and markets.

vi. Has measurable outcomes and performance indicators (regular reports on progression are provided).

vii. Its implementer, Open Africa, is subject to good governance and audits, and its operating ethos is one of complete openness.

e. For countries

i. Where most establishments are white owned, routes further the interests of transformation by embracing local emerging entrepreneurs and putting them around the same table with their already established counterparts.

ii. Improves national competitiveness - routes add stock to a country’s product base, in addition to which the system Open Africa follows unveils many features and characteristics that previously were unrecognised as potential wealth creators. 

iii. It enables and facilitates cross-border collaboration and regional cooperation.

f. For Africa 

i. The existence of routes and their content is an effective countermeasure to the negative perceptions that plague the continent.

ii. Tourism is one of the sectors in which Africa has the best economic potential and Open Africa is contributing toward harnessing this. In addition it is also finding new ways of overcoming tourism's negative impacts, especially considering the ecological sensitivity of Africa's resource base.

iii. The project highlights the significance of Africa's cultural heritage.

iv. The vision is one of hope, in which everyone can genuinely believe.  

5. What are Open Africa’s practical achievements so far?

a. It has devised a system for tourism development where no system existed before. As with all systems, this one has been designed to be easily replicable and already it embraces, supports and promotes a clutch of interrelated government, CSI, rural, pro-poor, conservation, knowledge sharing, transformation, and job creation objectives. 

b. Since 1999, 61 routes covering 32 952km in six countries, involving 1671 businesses that support 13 248 direct full time and 5602 part time jobs in more than 200 towns and villages have been established.

c. Millions of Rands of publicity have been generated for and by these routes, many among whom have successfully used the status of their route entity to both secure infrastructure and raise significant sums of cash.

d. The accumulation and dissemination of relevant  data, mostly in the form of best practice success stories.

e. There is no way of measuring how much business the network has generated for its participants and without empirical evidence the danger of exaggerating this must necessarily be avoided. Whilst this aspect is the subject of constant research, anecdotal reports from participants confirm conclusively that they are better off than they were before their route was established.

f.  It is also difficult to obtain accurate information on  the impact routes are having on biodiversity conservation. In the case of Blue Cranes for example a census done proves conclusively that their numbers have increased, though the reasons for this can be attributed to many factors other than the Open Africa Blue Crane routes. But also indisputable is the fact that the establishment of Blue Crane routes has changed the behaviour of many farmers to Blue Cranes and through that sensitisation, also to biodiversity generally.

Improving its monitoring and evaluation methods is an ongoing exercise at Open Africa and a method of doing this in respect of biodiversity has been worked out and is being implemented.

g. Has entered into 17 Strategic Alliances promoting collaboration and cooperation in related fields.

h. Has been academically assessed to, “provide a human-scale alternative to elite-dominated big business;” “Not only benefit people but also to be centred in people, through their own productive efforts;” “Be a leader and innovator in the field of SME destination promotion;” “Is in stark contrast to territorialized tourism;” “A facilitator of spaces through which opportunities emerge;” “Atypical as it advantages the emergence of small and micro businesses;” “At the cutting edge of IT innovation;” “Has a development and partnership approach that allows for ‘deep democracy’ to emerge;” “Is exemplary in its democratic ethic and bottom-up, inclusive approach:” “Described by all respondents as an excellent concept;” “Truly opening Africa for Africans.” 

6. What are the characteristic features of Open Africa?

a. We are allies of all those who believe the magnificence of Africa’s natural and spiritual wealth can be sustainably harnessed to alleviate poverty.

i. Our credo is that Africa can get to the front of the environmental queue in the 21st century and that in these times that could be the best place to be.

ii. We endeavour to add value to all those striving toward poverty alleviation and conservation.

iii. We counteract economic deprivation by giving people who otherwise would not have the chance an opportunity to enter the tourism market and prove themselves. 

iv. We are front-line operators, formatted to listen, who put more stock in what we see and hear than in what we think or imagine. 

v. Conscious of the fine line separating the good from the bad that tourism can do environmentally, we are activists in revealing the dangers and promoting the positives. 

vi. Changemakers who care little for conformity and are unafraid to challenge rules, break new ground, pioneer technologies (we were first in the world to integrate GIS with the Internet), or nurture new market segments. Open Africa, which coined the Afrikatourism concept, is still the only systematised tourism development scheme in the world.

vii. Frontrunners who know that what we are doing is different and requires an adaptive approach.

viii. Strong opposers of mediocrity, we believe excellence is achievable by anybody at every level.

ix. Passionate believers in our vision and mission, to the extent even that we gnaw at challenges relentlessly, until they are overcome.

x. Completely open - we have no secrets.

b. What additionally would we like people to be able to say about Open Africa in the future?

i. Originators of the concept of tourism development specific to Africa’s needs, strengths and opportunities.

ii. A source of hope justified by measured results.

iii. That being a participant in the network is hugely beneficial.

iv. An easily replicable and cost efficient African development scheme.

v. A meaningful contributor to poverty alleviation.

vi. An effective force against environmental degradation.

vii. Open Africa is a torch carrier for Africa's spirit and cultural heritage. 

viii. Making a real difference in Africa.

c. What makes Open Africa different as a place to work?

i. Open Africa emancipates our passions.

ii. Is stimulating in that every day presents new challenges.

iii. Broadens our knowledge.

iv. Imbues us with a spirit of creativity.

v. Makes us feel good when we go home at night.

vi. Believing in what we are doing and knowing that we are making a difference. 

vii. “Open Africa tests your boundaries and resilience, in the process of which it reaffirms who you are (self-actualisation).”

viii. The Open Africa environment offers the freedom to speak openly.

ix. Open Africa is a badge one takes pride in wearing.

x. Room for growth in terms of positions and on an individual level.

xi. Opportunity to travel, to meet new people; unlimited horizons.

d. How do you describe being an Open Africa person?

i. We are team players, who nevertheless have the initiative/drive to work on our own. 

ii. We are good communicators and believe in openness and honesty (facing reality).

iii. We have an attitude that portrays the spirit of Open Africa and know that our body language is important in expressing that attitude.

iv. We have the ability to multi-task and don’t mind doing so.

v. We are willing to take on new challenges and to see the potential in every situation.

vi. We enjoy broadening our knowledge base.

vii. We have self-confidence, but don’t assume to have all the answers and we abhor arrogance. 

viii. We invest a great deal of ourselves in this initiative, the protection of which investment is our biggest incentive to succeed. 

7. Strategic and Operational issues

a. Financial constraints are a handicap and inhibit the development of a long term plan.

b. Move to new premises necessitated by March 1 (a new location has been secured as of that date).

SWOT analysis


8. Who are Open Africa’s Constituents? 

a. Government.

All three tiers, national, provincial and local (municipal) – tourism, environmental, cultural, and economic development departments.

b. Corporates.

i. Marketing divisions.

ii. CSI divisions.

c. Rural communities.

d. Route participants.

e. Prospective tourists/travellers.

f. Press and television.

g. Academia.

h. Allied support systems.

i. The conservation fraternity.

j. Tourism Industry.

k. Open Africa’s own staff.

l. The subscribers to Open Africa’s Memorandum of Association and its board of directors. 

m. Team Africa members.

9. In what industry or sector/s are these constituents?

i. Private commercial 

ii. The donor community (including CSI).

iii. Public (government).

iv. Rural communities (primarily).

v. Tourism vendors.

vi. The travelling public, local and overseas.

vii. Press and television.

10. Is there anything amiss that complicates relationship-building with these sectors? 

a. Government.

i. Lack of manpower capacity.

ii. Bureaucracy.

iii. Lack vision and is passive (unresponsive).

iv. Suspicious of the private sector.

v. There are plenty of initiatives to market tourism but few to develop it.

vi. Government’s role ambiguous instead of being focused on creating a framework within which development can occur.

vii. Lack of responsiveness, but it must be added that we have failed to make adequate/proper contact with the relevant officials, especially provincially and municipally.

b. CSI (Corporate Social Investment). 

i. Very strict focus areas (limiting); don’t think out of the box.

ii. Give money without being committed to the cause (sometimes just for the name’s sake eg, green washing).

iii. Frequent changes in course make it difficult to build relationships.

iv. The relationship is not with the company, but rather with one person and if that person leaves, the relationship is severed (this being so, it is important to follow individual supporters wherever they go).

v. NGO’s are looked upon as beggars rather than partners.

vi. Fatigue – corporates are inundated with requests and consequently it is very difficult to get to talk with the right person.

vii. Up to 30 phone calls to get an answer/response.

c. Rural communities.

i. With few exceptions small towns and villages are in a downward spiral economically.

ii. A lack of signage is a huge problem ie, nothing to make travellers stop.

iii. Tourism volumes are too low to make access to attractions viable (eg, historical sites), so they remain closed or inaccessible. 

iv. Many local communities are rigidly untransformed racially, which is one of the obstacles that the Open Africa system helps to overcome by putting parties with diverse interests around the same table with a common goal.

v. Many communities are unaware of their potential tourism attractors or how to exploit them.

d. Route participants

i. In the case of new entrants they lack the funds and ability to market. They are also mostly very inexperienced commercially.

ii. Generally SMME’s lack confidence.

iii. They often don’t know how to add value in ways that will optimise revenue potential.

iv. Tourism product vendors are generally uncoordinated yet have a much better chance to succeed in a collective than in isolation individually.

v. Lack of infrastructure ie, telephones or transport with which to attend meetings.

vi. Training opportunities are limited.

vii. For the reason that they are remotely located the people at the bottom of the ladder who need the most help tend to get the least of it.

e. Prospective tourists/travellers

i. This market breaks down into many segments and individual routes appeal to different categories of these, which favours a targeted marketing strategy on a route-by-route basis.

ii. A clear distinction is beginning to develop between tourists and travellers, the former consisting of passive people who want to be entertained, looked after and pampered, whilst the latter are active in seeking experiences, wanting more than a holiday but also to learn, interact with and share in the lives of the locals. Travellers are the best suited segment for Afrikatourism routes.

f. Press and television

i. Nothing amiss here, for everything Open Africa and its route participants do is publicity rich and this is a well-used opportunity. Maintaining credibility and avoiding exaggerations is however essential.

g. Academia

i. By and large these are strong allies and we need them, but much more of the knowledge they have should be in the public domain rather than selfishly guarded.

h. Allied support systems

i. Not as easy to access as one would expect. 

ii. Here too there is a tendency to protect turf rather than share knowledge.

i. Conservation Fraternities.

i. Do a great job but generally are also suspicious of commerce.

ii. Tend to believe that only they know what is right for the environment, communities and tourism.

j. Tourism Industry.

i. Highly fragmented.

ii. In terms of who calls the shots, the tail often wags the dog in that a small band of big operators have the most say.

iii. The industry tends to exaggerate its figures, impacts and offers.

iv. Marketing plans abound but there is a serious lack of development planning.

v. Most players regard themselves to be experts in tourism rather than acknowledging that they usually understand only one or a few of the segments of the industry.

vi. Monitoring and evaluation is sorely lacking, thus also reliable information upon which to act managerially.

vii. All the statistics are questionable (lack of empirical evidence).

viii. Failure to take the environment into consideration where the environment forms the most important part of the product.

ix. Vast sums of money are spent on obtaining consultancy advice but there seems to be a problem with the implementation of that advice.

k. Team Africa

i. There is a huge store of goodwill among these roughly 4000 members that should never be underestimated. 

Analysis of constituency relationships

	CATEGORY
	CLOSE
	DISTANT
	REMOTE

	Central government
	Improving
	
	

	Provincial Gvt
	
	
	Urgent attention needed

	Municipalities
	Sporadically
	Should be close wherever routes exist

	Corporate marketing
	
	Too few Hertz relationships
	

	Corporate CSI
	Personality focused
	Not good enough with co’s as such

	Communities
	Dependent on the strength of the route forum

	Route participants
	Dependent on the strength of the route forum

	Prospective travellers
	
	Totally reliant on press and television exposure

	Press and television
	With contact database
	Database could be expanded
	A web blog will stimulate more

	Academia
	When they get to know us
	We have to wait for them to initiate the contact

	Allied support systems
	Close where MOU’s exist but we need to ensure that annual meetings take place

	The conservation fraternity
	Good but would be even better if MOU’s were entered into formally

	Tourism Industry
	
	The formal sector seems to view Open Africa with suspicion

	Open Africa’s own staff
	Excellent
	
	

	The subscribers to Open Africa’s Memorandum of Association and its board of directors
	The distances separating individual members from each other and Open Africa is always going to be as problem, which as IT front-runners we should overcome


11. Which constituencies would we like to form relationships (partnerships) with that are still not on our radar screen?

a. National parks boards, country by country.

b. The mining industry.

c. Boeing and Airbus.

d. Major and regional airlines.

e. At least one major African cellular telephony operator.

f. UNESCO.

g. The World Tourism Organisation.

h. Tourism boards, province by province and country by country.

i. Grant makers in the major countries, starting with the USA.

j. NEPAD.

k. Discovery, Planet Earth and National Geographic channels.  

12. Is Open Africa a new model in respect of how tourism works? 

a. Definitely, but we have not made that nor the reasons and the differences clear enough. Needing clarity on this score, what exactly is new about this model and why?

i. The feature that the process is systematised and therefore easily replicable.

ii. We focus on the strengths communities have and use that as a base from which to start the developmental process, rather than to dwell on weaknesses or shortcomings.

iii. It contains ‘new’ thinking and innovations designed to fit Africa’s circumstances, like the ‘start with what you’ve got’ mantra.

iv. It is a pre-competitive intervention that goes right down to the roots of development, where the necessity to nurture sound conditions for gr6wth is vital.

v. The fact that it is a self-help scheme, where people become the agents of their own development.

vi. A grass roots approach from the bottom-up, which is good but would be better if combined with the top down approach of government and other agencies.

vii. Nothing is imposed from the outside, which ensures buy-in and local ownership.

viii. The continuity inherent in developing a network and branding as well as operating it, rather than ’walking away’ once the basics have been done.

ix. Mainstreaming biodiversity conservation into tourism.

x. The concept of appointing mentors and monitors.

xi. The identification of flagship species and features around which to focus attention and get participants accustomed to the benefits of monitoring and evaluation practices.

xii. Using the relatively new concept of an event book system for local monitoring and evaluation within the tourism sector.

xiii. The fact that once in the network routes are an entity that allows for progression to be monitored and managed continually. 

xiv. Identifies new products and both they and the network add value to the industry’s attractors.

xv. The service is free and sustainable.

xvi. It is a neutral overlay that does not disturb cultures, policies, or the sovereignty of anyone.

xvii. Open Africa is a value multiplier that turbo charges small and micro-enterprises. 

13. What is the space we want to occupy ie, what defines Open Africa’s place in society?

a. When people read about Open Africa in Country Life for example, they have to come to some sort of conclusion either consciously or subconsciously about who and what we are. It is doubtful that they can do that presently and this is an area where doubt is a killer. It is critically important that Open Africa must come up with some sort of defining statement that the public at large can identify with.

b. The big question therefore is whether Open Africa can become an agent for the self-expression of its customer constituency, to which the answer is yes, provided we can position ourselves in their minds in a way that contributes to making them feel good about making a difference in Africa.

Many people today, whose number is increasing constantly, are deeply conscious and concerned about the financial and environmental imbalances that are threatening the world. They are also confused for the reason that too many messages about this are coming from too many angles, and, uncomfortable about the feeling of hopelessness with which this leaves them, they would like to do something about it even if individually they can’t do much to reverse the trend themselves. How can we connect with that? 

c. The greatest connector of all time must surely be the Internet; whose web is not unlike the web Open Africa’s network of routes is creating. Open Africa is a route-based African web of connectivity between like-minded people who care for each other and care for the continent.

d. If the above in either its present or an altered form satisfactorily positions us in society, it will probably do so as well in the traveller/tourism market, but, in our other market, for money, we need a different connection. Presently our applications for funding are the same as everybody else’s – not much more than a bloody nuisance. This must change. What part of the funding budgets do we want and why? There should be a very brief and concise answer to this question too, but the reality is that we do not fit into the usual designated categories for budget allocations, which allocations in any event change frequently according to criteria we are not always able to follow. 

The honest answer for Open Africa is to state boldly and upfront that we do not fit exclusively into any defined categories, but we do touch them all. Whether it be AIDS, education (skills training), SMME development, job creation or conservation, what Open Africa influences them all, besides which, this is an African initiative, about Africa and for Africa, where upliftment and progress means so much to the security and prosperity of us all. 

Some Open Africa impacts on popularly defined CSI categories:

· AIDS – the empowerment of the social entrepreneurs resident in communities is one of the effective tools in the fight against AIDS and Open Africa’s intervention identifies these people and brings their talents to the fore.

· Skills development – through improving outlets for indigenous skills Open Africa opens the door to further progression by networking best practice success stories and connecting emerging entrepreneurs with established and experienced operators. In our experience the sharing of hands-on knowledge accumulated at the coalface amongst participants themselves is one of the best teachers.

· SMME development – participation in the Open Africa network is free of charge precisely to allow for a barrier free entry to SMME’s both to get a foothold in the industry and some marketing assistance.

· Job creation – tourism is the biggest job creator in the world and the sphere in which Africa has the best growth potential. Presently and despite enjoying only a 4% market share, 16,5m jobs are accounted for by tourism in Africa, whilst year on year in 2006 at 7,5% the market in airline passenger growth to Africa is second only to the Middle East globally. Recently a UNWTO statistical release revealed that Africa has outpaced all other regions with almost twice the rate of global growth reaching 8.1% in 2006, following an already strong 2005. This star performance was led by Sub-Saharan Africa (+9.4%), while North Africa (+5.8%) also ended the year above average.
· Conservation – Open Africa operates amongst the custodians of biodiversity, right where the causes of environmental degradation are rooted. 

· Most funders are finding that their initiatives are not sustained over the long term irrespective of their focus. With Open Africa the programme is continual and allows for remedial action to be taken when routes stumble or flounder.

14. Open Africa as an NGO

a. What constitutes success for us?

i. The # of routes developed.

ii. The # of active route forums as a % of total.

iii. The # of countries involved.

iv. The # of active participants, signed charters being the measurement of this.

v. The year on year growth in jobs amongst existing routes.

vi. The # of flagship features being monitored.

vii. The level of publicity gained.

viii. The # of Team Africa members

ix. Fundraising quantity.

x. Staff stability.

xi. Adherence to workplan schedules.

xii. Prompt and accurate monthly financial reporting.

b. What are Open Africa’s pulse indicators? 

i. The # of website hits. 

ii. The amount of cash in the bank.

iii. The # of signed up charter participants.

iv. The # of funders supporting us.

v. The # of funders supporting us continually.

vi. The # of route applications in the pipeline.

vii. The % level of response/contact/updates from existing participants.

c. What are the 10 most serious threats we face?

i. Inadequate funding.

ii. A mismatch in cash flow management.

iii. A failure to provide adequate proof of success to route participants and funders.

iv. Inactive route forums.

v. Slothful statistical reporting by participants.

vi. Diminishment in staff commitment and passion ie, a breech in our own confidence and self-belief.

vii. Inadequate succession planning.

viii. The road accident threat to our personnel.

ix. Stagnation – entering the comfort zone.

d. Who would miss Open Africa if it went out of business, and why? 

i. The World Bank/GEF/Open Africa OANSTC corridor initiative involving 19 routes across four countries would not become a reality.

ii. The EU Limpopo four-route initiative would collapse.

iii. The present average of 10 new routes involving upwards of 300 businesses developed annually would cease.

iv. The Business Trust/DEAT/Open Africa initiative to develop three new routes, prep nine for Country Life exposure, upgrade 24 more, and hold a route forum chairperson’s seminar would not take place.

v.  The Open Africa Hertz, Country Life and Nissan marketing initiatives would cease.

vi. No more Route Networker aftercare would take place, nor the dissemination of success story knowledge.

vii. The openafrica.org website would cease to function.

viii. The Afrikatourism concept and branding would die.

15. Team Africa

Open Africa has never believed it can do what it envisages alone. From the outset, when there were only 30m subscribers to the Internet, we saw the possibilities of the ‘open sourcing’ principle and hence the formation of Team Africa. Now the time has come to get Team Africa’s 4000 members involved by asking them to comment on this document and, thereafter, to harness whoever on the Internet has an interest in our activities and believes that he or she can add value to our efforts. Open Africa intends to increase it support by unlimited numbers this way.

16. The routes

a. Why create them in the first place?

i. There is no other known or better way of establishing this level of connectivity between small and remotely located operators.

ii. Through collectivisation they are a means of turning scattered attractions into worthwhile destinations.

iii. They are a means of embracing all the attractions of an area, not only those who can afford to undertake their own marketing.

iv. They make it easier for travellers to plan itineraries.

v. They provide an accurate source of spatially oriented data for management and infrastructure planning processes.

vi. They encourage teamwork, collaboration and cooperation between players at destinations.

vii. Provide a branding.

viii. Stimulate pride.

ix. Are self-regulating in encouraging high standards.

x. Provide a means for industry participants to speak with one voice, especially at the micro level.

xi. Give participants leverage through which to petition for support, finance, infrastructure, investments and publicity.

xii. Without them individual operators would remain isolated, dependent on their own strengths and resources.

xiii. They are a means of putting features together that belong together from attractiveness, social, cultural, and biodiversity points of view, irrespective of boundaries that may otherwise separate them.

xiv. They are a means of rallying an entire continent around a vision of common purpose, though whether this will happen has yet to be proved.

b. Why should travellers/tourists visit Open Africa routes?

i. Because of their authenticity, authenticity being the feature that tourists rate highest in terms of desirability.

ii. As an interactive learning experience.

iii. To meet people and see things that in ordinary circumstances they may miss.

iv. To support and see Africa for more than its beaches and climate.

v. To reconnect with nature, their own humanity and with their roots.

vi. To be active participants in experiences as opposed to passive observers.

vii. To see parts of the continent that few have seen.

viii. To get away from the crowds.

ix. To have a new/different experience.

x. For the love of Africa.

xi. To arrive as a tourist and leave as a traveller, changed for the better by the experience. 

17. General

a. Agreed that every route should develop a mission statement at the time of launch. The collaboration necessary in hammering this out will build camaraderie, promote cohesion, provide additional reasons why they are worthy of visiting, and define more clearly what they and we are going to do on our journey together.

b. Also agreed that every route should define its critical success factors at the time of launch.

c. Expand Open Africa’s Big 5 concept to include priorities for Open Africa and each person each week. 

d. Open Africa is in a developing relationship with the Human Sciences Research Council (HSRC) in SA, which is also moving its activities to neighbouring countries, and, having regard for the critical importance of research and M&E, everything possible should be done to expand this relationship.

e. Agreed to launch an Open Africa blog. 

i. The time has come to consider ways of creating revenue streams as an ongoing exercise. 

ii. Possibly create an advertising portal for all tourism products as a means for the formal sector of the industry to show support for the informal sector ie, route participants. This will also serve to introduce them to Open Africa.

iii. Consider the same as ii above for municipalities.

f. There is a move afoot by the SA government to promote the formation of cooperatives as legal entities that will qualify for support from the Department of Trade and Industry. Aside from what this could mean for routes in terms of what the government has in mind, it could also be a way through which to legally formalise route structures, enhance their sustainability and continuity, and be a form of quality assurance in respect of adherence to procedures and obligations. We must ask Team Africa member Mallinicks to investigate this.

THE OPEN AFRICA CALCULUS
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	UNREALISED POTENTIAL

WITHIN COMMUNITIES
	OPEN AFRICA’S INTERVENTION
	POTENTIAL REALIZATION

	A positive mindset.
	Reveals strengths and focuses on them.
	Replacement of a defeatist attitude with the power of the knowledge that it’s okay to be who and what you are.

	Cohesion.
	Forms a collective that can exercise leverage.
	Pressure groups with persuasion in securing infrastructure and support.

	Under-utilised assets.
	Identifies them.
	New opportunities.

	Branding.
	1. Provides reasons for passing traffic to stop.

2. The sum of its parts is a stronger tourist attractor than are individual products singly.

3. Ultimately routes could become destinations in themselves.
	Every car that stops contains passengers with cash to spend.

	Common purpose.
	Provides a rallying point and vision, which inspires accomplishment.
	The wine routes are an example of where this can lead, as are some of the more established Open Africa routes.

	Capacity building:

1. Skills transfer and transformation.

2. Institutionalisation.

3. Knowledge sharing.

4. Monitoring and evaluation.
	1. Puts emerging operators around the same table with those already established.

2. Creates a structure (Route Forum).

3. Networks best practice success stories.

4. Introduces a simple methodology through which to get accustomed to this.
	1. BEE and social interaction encouraged whilst also widening the product base.

2. Better management.

3. Peer pressure inspires innovation.

4. Acquisition of management tools.

	Continuity.
	Other projects come and go. This one stays, especially during the early days of difficulty.
	Persistence works and pays off in the end.

	Foothold in tourism.
	Provides a barrier free entry point.
	Having a place to start is where everything begins.

	Entrepreneurship.
	1. Identifies social entrepreneurs and provides an avenue for their energy.

2. Stimulates commercial activity.
	1. Emancipates natural leaders.

2. Spawning of SMME’s.

	Job creation.
	Not only do more tourists mean more jobs, but so does creating their infrastructure needs.
	Poverty alleviation.

	Conservation.
	Provides reasons to protect the nature and cultural resource base.
	An alternative to conservation for conservation’s sake.

	Linkages.
	1. Addresses the disconnect between parks and other such honey pot attractors and their adjacent communities.

2. Points support systems to where they are needed most.

3. Joins products across artificial borders.
	1. Spreading of benefits.

2. Improved productivity.

3. Added value to what is on offer.

	Marketing.
	1. GIS tracking.

2. Provides equal exposure for all participants irrespective of their financial status. 

3. Enables representation at trade shows.

4. Mounts joint marketing ventures such as the Hertz Guide.

5. Leverages publicity richness eg, Country Life.
	1. Will in future replace the need for road signage, which in any case is a huge problem.

2. Levels the playing field for participants and gives customers the full picture of what is on offer.

3. Reduced cost of and more opportunities for exposure. 

4. Speedier entry into mainstream markets.

5. Ditto the above.


OPEN AFRICA FORECASTED PROGRESSION

	
	2006
	2007
	2008
	2009
	2010

	Routes
	61
	68
	80
	92
	105

	Upgraded routes
	0
	18
	42
	68
	85

	Charters signed
	48
	360
	1000
	2000
	All

	Ready for Indaba
	5
	7
	15
	25
	40

	Flagship feature monitoring
	0
	18
	36
	54
	75

	Constitution adopted
	4
	14
	30
	50
	75

	Formally registered
	2
	10
	20
	30
	40


Strengths


Cost effectiveness vs other developmental models


Personnel commitment, capabilities and experience


An adaptable, flexible system easy to replicate


Broadens the base of IT connectivity


Elegant simplicity


A value system with which everybody can identify


Ready for the introduction of in-car satellite navigation systems�
Weaknesses


Financial constraints – we could be doing more faster with better funding


No regular or predictable revenue stream inhibits budgeting


The struggle with definitive articulation


Route Forum weaknesses





�
�
Opportunities


Potential for big industry connections


Expansion of World Bank and EU relationships


Development of DEAT & Business Trust relationship


Transfrontier park initiatives (ideal fit)


�
Threats


Vendor (route participants) quality control & compliance


Cash flow mismatches when promises/undertakings by donors are not kept





�
�
























� World Markets Research Centre�According to World Tourism Organisation (WTO) figures, annual growth in tourist arrivals in Africa since 1995 has consistently outstripped the world average, and is expected to grow fourfold between 1995 and 2020. The World Markets Research Centre, in its report notes that Southern Africa (ie South Africa, Botswana, Namibia, Lesotho and Swaziland) "is expected to take the lion's share of the increase in visitors. According to WTO forecasts, the Southern Africa region could be looking at over 300% growth in tourist arrivals by 2020. "Not surprisingly, South Africa is the favourite choice for international tourists visiting the continent, taking over 22% of all international tourist arrivals to Africa", the report continues. "African countries that do well from tourism are those which are among the already most developed nations on the continent. High-spending tourists … expect to receive similar standards of accommodation and facilities to those they could reasonably expect at home. "As a result, South Africa is a favoured destination, offering African wilderness and game, along with good roads, reliable electricity supplies and all without the threat of a coup d'état." 





� WTO Tourism Barometer, 2004  


Currently, low levels of infrastructure and capacity hinder the development of the African tourism market. Africa is often negatively perceived in terms of health, security and remoteness.  Africa accounts for 25% of the world’s landmass and contains a majority of the earth’s plant and animal species yet international tourist arrivals to Africa account for only 4.3% of the total number of international tourists.  The World Tourism Organization projects almost 1.6 billion international tourism arrivals worldwide by 2020, representing a $2 trillion tourism economy. Sub-Saharan Africa attracted less than 1% of the world total, just over 19 million visitors in 2004.  As a whole the region’s arrival numbers increased by only one percent from 2004. 








� Sustainable Tourism, Moving from Theory to Practice: a report prepared by Tourism Concern Published by WWF-UK, Tim Forsyth, 1996.





� Afrikatourism is a branded term by Open Africa that means tourism that is uniquely African; understanding that tourism in Africa is inherently related to environmental and cultural contexts.


� CBT refers to a particular type of small tourism enterprise. Its particular characteristics are that (i) it is owned and often run collectively by a group of residents and (ii) it aims to make a profit but also has explicit social development objectives.


� Draft user’s manual on CBD guidelines for biodiversity and development (2006)
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