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A trends 
report like 
no other

We’ve been through more than two years of 
‘business unusual’. Now that things are starting 
to ‘normalise’—is there even such a thing?—
and we’re finally able to meet face-to-face 

again at Africa Travel Week, headlined by WTM Africa and 
ILTM Africa, it feels only fitting to establish what to expect in 
our beautiful industry. 

After all, the pandemic not only changed how we travel but 
also why we travel. 

This means that you need to know about some of the major 
things that are happening in the travel and tourism world so 
that you can strategise and get ready for a new dawn. 

Just like the post-pandemic world, the team at Africa Travel 
Week has not slowed down. We continue to interview the 
most prominent brains in the travel and tourism industry 
and gather their insights so that we can give you the latest 
perceptions, trends, and analyses in the tourism industry 24/7.

So sit back, grab a cuppa and get learning! 

Martin Hiller
Creative + Content Director 
RX Africa’s Travel, Tourism and Creative Industries Portfolio 

It’s not January, yet we felt the time was right 
for a trends report. But not just any trends 
report …
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Introduction: Reinventing  
Africa’s Tourism Industry

Tourism has always been an essential contributor to 
African economies. In 2019, the industry accounted 
for 7% of Africa’s GDP, contributing US$169 billion 
to the continent’s economy and employing more 

than 24 million people in Africa. This is according to the 
World Travel and Tourism Council. 

When COVID-19 hit, the devastation in Africa was 
indescribable. In July 2020, the African Union estimated 
that Africa lost nearly US$55 billion in travel and tourism 
revenues and approximately two million jobs in the first 
three months of the pandemic. 

2022 is an exciting year for the African tourism industry. It is the year we are turning the  
COVID 19 corner, rolling up our sleeves and building a new future for our tourism industry. 

“The drive to travel and 

experience different 

cultures, climates, 

environments, and peoples 

is innate, and the extent 

of travel’s rebound is 

testimony to this. So, 

tourism will recover.”

But, as Tourism and Hospitality Consultant Gillian Saunders 
points out, tourism is resilient. It has shown resilience in the 
face of prior epidemics and major terrorism incidents, many 
of which have had equivalent or worse impacts on certain 
destinations and regions than COVID 19.
 
TOURISM WILL RECOVER 
Memories are short or fade, according to Saunders. She 
says: “It may take five years or more, but the COVID 19 
pandemic will become something that fades from memories 
like the 2017/2018 flu. The drive to travel and experience 
different cultures, climates, environments, and peoples is 
innate, and the extent of travel’s rebound is testimony to 
this. So, tourism will recover.”

This positive sentiment is reflected in the available travel 
and tourism data. Shingai George, a ForwardKeys Insights 
Expert, explains, “In our tool Traveller Statistics, we can 
see that the data shows the high demand and interest 
for countries such as South Africa, Ethiopia and Kenya, 
while the issued tickets for travel to sub Saharan Africa are 
currently at 70% of 2019 levels.”

Improved flight schedules and seat capacity have been 
the main drivers for these destinations, with Addis Ababa 
strengthening its foothold as a key airport hub for inter-

Gillian Saunders  
Tourism and 
Hospitality Expert
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Introduction: Reinventing Africa’s Tourism Industry

“Once we overcome 
the challenges, tourism 
to Africa will not just 
recover; it will see a travel 
revolution.”

Kojo Bentum-
Williams 
Communications 
Expert

Africa travel after Doha and Dubai, says George. West 
Africa has seen a surge in interest as a result of recently 
established direct flight connections from the USA to 
Ghana. Similarly, Qatar Airways is expanding its footprint in 
Nigeria with new direct services from Doha to Port Harcourt 
and Kano. 

EXPANDING AIR CONNECTIVITY 
Great potential exists for Africa in expanding air 
connectivity with key source markets, as well as new and 
emerging source markets. According to George, “African 
destinations have historically been reliant on Western 
Europe and North America for visitors. Destinations need 
to diversity their focus onto ‘non-traditional’ source markets 
such as Eastern Europe and Latin America. We are also 
eagerly awaiting the re-opening of China.” 

Besides increased air connectivity, the African continent 
will also need to look at simplifying entry requirements as 
this will be key to attracting visitors. “The requirement for 
PCR tests upon arrival increases the overall cost of travel 
by US$300 for a family. Aligning entry requirements and 
recognising proof of vaccination or recovery from key 
source markets, for example, EU green pass will provide 
destinations with a competitive advantage,” says George. 

Kojo Bentum-Williams, Senior Expert on Communications 
in Africa at the World Tourism Organization (UNWTO), 
agrees and says that the up-and-coming destinations 
in Africa will be those that are the easiest to visit. With 
pandemic controls easing, travellers will want to visit places 
that are the least onerous to enter. 

WORKING TOGETHER
However, he explains that this will only be possible if the 
travel industry and governments of the various countries 
get together and consolidate their attractions, creating 
marketing strategies around what makes Africa unique and 
reaching agreements on how to make intra continental 
travel much easier. 

Bentum-Williams continues, “I have just spent the last two 
to three months travelling the continent, talking to different 
players in the tourism industries to identify what can be 
done to get tourism rolling again, and there are a couple of 
excellent opportunities available right now but they need to 
be coordinated, formalised, and marketed.”

The silver lining of the massive COVID 19 impact on travel 
and society, according to Saunders, is that certain strong 
emerging trends are making travel and tourism a better 
industry. 

She concludes that “the drive for sustainability, wellness 
and full community engagement will see a new generation 
tourism industry or Tourism 4IR—tourism fit for a global, 
integrated, diverse and equitable world in which we truly 
conserve our environment”. 
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Trend 1: Greenwashing  
won’t ‘cut it’ anymore

“We are experiencing a greater interest in 
the actual impact of tourism and where 
the benefits for conservation have made 
a difference. Travellers are increasingly 

looking for real-life examples of where conservation 
efforts have made the difference. It’s not been enough to 
say we are doing it; they want to know actual examples 
and the results of our efforts so far. This has put a greater 

Greater transparency. More accountability. These are what travellers will be looking for when they 
travel to Africa and beyond in 2022.

emphasis on us to be more transparent and ‘show up’ 
with information about positive differences,” explains Beks 
Ndlovu, CEO and founder of African Bush Camps. 

To adapt to this new eco-conscious traveller, African 
properties will need to adjust their product offering and 
show where the traveller’s money is going. 
 
According to Ndlovu, we can expect future travellers to 
want to visit projects on the ground where they can make 
active contributions. Properties will need to enable future 
travellers to invest in Africa’s future by actively contributing 
to funds created to support the long-term sustainability of 
conservation.
 
SUSTAINABILITY IS VERY IMPORTANT 
“Suddenly, the entire African tourism sector has realised 
that sustainability is very important, so they are rushing to 
get on board,” agrees Judith Kepher Gona, founder and 
director of Sustainable Travel and Tourism Agenda (STTA), a 

“There needs to be a 
greater transparency 
in how we as tourism 
stakeholders show where 
the money is going and 
how it impacts projects on 
the ground”,

Beks Ndlovu  
African Bush Camps
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Trend 1: Greenwashing won’t ‘cut it’ anymore

Kenyan consultancy that specialises in assisting companies 
to become sustainable. “The conventional view of tourism 
is being challenged, and tourism companies realise they 
need to restart on a sustainability note.”

As a result of this sudden rush, the risk of greenwashing 
has increased. “Companies are eager to get the labels, so 
they just tick the boxes in order to get a certificate in a few 
months. This is not possible. In three months, a company 
cannot evaluate themselves, design a strategy, test their 
strategies in the market, and embed their policies in the 
company structure. It is not possible; there is no quick fix,” 
says Gona. 

“Tourism companies are mostly quite ad hoc about 
sustainability,” Gona adds. “There is little consistency. 
This, I think, is because governments in Africa do not have 
coherent tourism sustainability policies, so it is a case of 
each company for itself. They do what they think is right 
or what their customers want but without any real strategy 
behind it.”

Gona explains that for the very first time, at the 26th UN 
Climate Change Conference of the Parties (COP26), 
countries were being asked what their policies were 
regarding sustainable tourism. She says, “We saw 
delegations coming forward with lists and plans and 
targets. But we knew that had been put together in haste; 
there was no depth, no detail. They were merely wish 
lists, things like increasing the amount of land under 
conservation. However, it means that sustainability is now 
firmly on the table. Tourism role players now have the 
leverage to compel their public sector tourism partners to 
come up with firm goals and objectives.” 

STORYTELLING IS THE FUTURE
The future of tourism in Africa, according to Gona, is 
storytelling. “We need to tell our stories, about Africa, about 
the meaning of travelling to Africa. Storytelling must be 
used as a medium for marketing. 

“Storytelling connects people with places and that is what 
we need. We are being slow about telling our stories. Our 
move towards sustainability—that must become part of  
the story.”

“Suddenly, the entire 
African tourism sector has 
realised that sustainability 
is very important, so they 
are rushing to get on 
board.”

Judith Kepher Gona
Sustainability Expert 
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Trend 2: African cuisine will  
take its place at the global table

Africa is made up of 54 countries, and each of 
those countries can comprise as many as  
200 ethnic groups. With such cultural diversity, 
it is not surprising that the culinary diversity is 

extraordinary. 

“Anywhere you go in Africa, you will find something 
different, something unique, something exciting. And in 
most cases, it is more than just food—there are rituals 
that accompany the preparation or the consumption. Just 
think about Ethiopian coffee, for instance. There is a whole 
ceremony around the brewing of coffee, which makes it 

African food is diverse. It is unique. It is authentic, and it is healthy. It is also an intriguing new  
tourism trend for Africa

“ I was travelling through 
Africa.. and it struck me 
that there was this massive 
opportunity to put African 
food on the map.” 

a cultural occasion,” says Kojo Bentum-Williams, Senior 
Expert on Communications in Africa at the World Tourism 
Organization (UNWTO).

African cuisine has a real opportunity to take its place as 
 an important part of the travel experience, but it will not 
‘just’ happen. There needs to be a concentrated effort by 
the African tourism industry to prepare potential tourists 
 for African gastronomy and to create excitement. 
According to Bentum-Williams, “There must be a 
concentrated and strategic effort by tourism boards so that 
visitors can be encouraged to immerse themselves in a 
destination—the food, the music, the heritage, the lifestyle, 
the events”. 

Eric Pateman, founder of ESP Culinary Consulting, 
creator of Edible Canada, and advisor to companies and 
governments about national food strategies and culinary 
tourism declares that African cuisine remains largely 
unknown. 

“Last year, I attended the World Forum on Gastronomic 
Tourism in Flanders, Belgium with some of the best food 
minds on the planet. They were challenged to name ten 
traditional African dishes. And no-one could come close to 
naming even one.” 

Eric Pateman
Culinary Tourism 
Expert
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Trend 2: African cuisine

“That really stood out that there was this huge untapped 
market, an entire continent of food that no-one knew about. 
Shortly afterwards, I was travelling through Africa, and I was 
blown away by foods in South Africa, Botswana, Namibia, 
Zimbabwe … the food always had interesting roots, a story, 
some significance. And it struck me that there was this 
massive opportunity to put African food on the map.” 

Maylene Broderick, Chief Director of Enterprise 
Development and Transformation in the South African 
Department of Tourism, explains that food tourism has 
now also piqued the interest of the government. “We saw 
a growing interest in food during the pandemic during 
lockdown. People had time, and they pivoted towards food. 
This made us realise that as a country, we need to develop 
a framework around our food industry so that when travel 
opened up again, this was something we could market. 
In South Africa, we felt we needed to explore this niche, 
develop strategies, call for each of our nine provinces to 
come up with their own local food strategies.” 
 
DEVELOP A CULTURE AROUND OUR FOOD
Broderick continues, “Up till now, African food has perhaps 
been part of the township experience; you take a tour to 
a township and you enjoy an African meal. But last year, 
we organised a dinner and asked a KZN chef to create a 
five-star menu using only traditional African ingredients; it 
was phenomenal. This just reinforced the notion that we 
can associate African food with the village or township 
experience, but we can also bring it to the five-star level. 
We can take our local products and develop a culture 
around our food that can make it a global experience.” 
 
Pateman claims that the main challenges to this vision is a 
lack of awareness in local people of the value of their food 
as a tourist attraction and a lack of co-operation between 
African countries in creating a continental African tourism 
experience. 
 
“It’s not just Africa” he says. “We see this in most emerging 
markets. The people just don’t see their food as special; 
they might regard it as peasant food or food of the people. 
‘It is just food’ they think, ‘and why would a tourist want 
that?’ This is the biggest obstacle—to get people to take 
pride in their food.” 
 
According to Pateman, we need to start telling the story 
of African foods. We need product development; we need 
awareness from the people; we need pride in local foods. 
Marketing is the last step.
 
“Tourism is changing,” he continues. “It used to be ‘go 
there, get the t-shirt’. Then it became ‘go there, do 
something’. Have fun activities like shark diving  
or sandboarding or bungee jumping. But now it is ‘go  
there, learn something’. People want to learn about  
the places they go to, meet the people, experience the 
culture.” 
 

“Up till now, African food 
has perhaps been part of 
the township experience... 
but we can also bring it to 
the five-star level. We can 
develop a culture around 
our food that can make it a 
global experience.” 

Maylene Broderick 
National Department 
of Tourism 
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Trend 3: Diversity:  
The same but different

Not all travellers are created equal. The pandemic 
has seen an emergence of ‘the diversity 
traveller’—people with needs beyond the nuclear 
couple or family such as single women travelling 

alone, single-parent families, people of colour, the LGBTQ+ 
market and people with disabilities. 

“These are people who do not want to be regarded as 
different from mainstream travellers, but they travel with a 
different set of perspectives,” says Uwern Jong, editor-in-
chief at the experientialist LGBTQ+ magazine Out There. 

“They look for safety and accessibility. They want to be 
celebrated. It’s not just about a case of equality; it is about 
a sense of belonging. For instance, a single woman coming 
down to breakfast does not want to be asked, ‘And where 
is your husband?’” 

Not all travellers are created equal. The pandemic has seen an emergence of ‘the diversity  
traveller’—people with needs beyond the nuclear couple or family such as single women travelling 
alone, single-parent families, people of colour, the LGBTQ+ market and people with disabilities. 

The theme of Out There magazine is ‘Diversity, Discovery 
and Discernment’ and this is what denotes their typical 
reader, a traveller who embodies diversity, who is keen 
on discovery, and who is discerning about where they  
go and where they spend their money. Like all post-
pandemic travellers, they are looking for a sense of 
reconnection. And like all travellers, they want to feel that 
they are doing something special. For them, luxury is not 
always about expense and affluence; it is about having a 
rare and soughtafter experience.

“Our readers are impatient,” says Jong. “Content-wise, 
they want to know where they can go.” “For the LBGTQ+ 
traveller, the challenge to African travel is the law. There 
are certain countries where their way of life is outlawed. 
So they want to access a world that is more receptive 
to their diversity. Why would they travel to countries 
where they are not accepted? Key destinations in Africa 
are North Africa and Southern Africa—most notably 
Botswana. Botswana has grown to become a destination 
of choice. And of course, South Africa, especially  
Cape Town.” 

Jong has noticed a change over the last few issues in 
what his readers want. They are more interested in the 
practical aspects of travel rather than pure destination 
marketing. “Our popular articles are less about inspiration 
and more about information,” he says. “They want to 
know what it is like to be there; they want practical 
information about where they can go, what they can do.” 

“LGBTQ+ travellers 
do not want to feel 
marginalised; they want to 
feel connected and safe. 
They want to travel to a 
place where they can say 
to themselves, “I am now 
participating in life.”

Uwern Jong 
OutThere magazine
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Trend 3: Diversity

“Some companies are now 
taking pre-emptive steps 
to make sure diversity is 
a part of their corporate 
culture’’,

Kwin Mosby
Journalist 

According to Jong, there are two key trends in the market 
regarding the ‘diversity traveller’. The first is that they take 
an interest in the social and economic impacts of their trip. 
And the second is that they wish to reconnect—but not in 
the obvious way. 
 
“Travellers want to put their money where their values are,” 
he says. “They will take a deeper dive into how a company 
is run, how it treats its people. This matters to them. The 
second key trend is the re-population of cities. It was 
predicted that there would be a trend towards nature. Yes, 
our readers want to connect with nature, but they also want 
to connect with cities. They feel as if they belong best in 
cities; they want to feel safe in their own communities. This 
also means an interest in reconnecting with culture: music, 
theatre, museums, clubs, food, history. These are all things 
that our readers were not able to access for two years. And 
while there was virtual access, it was not the same.” 

Jong continues that these travellers are also looking at their 
first post-pandemic trip as a way to indulge. “Another trend, 
if you like, is the feeling that ‘this is all about me’”. “This is 
going to be the first big trip that a lot of people make, and 
they want something that really makes them feel good. 
They are prepared to spend more. [It’s] not about accessing 
more but accessing better. Their thinking is: ‘I have not 
been able to have fun for two years, so I am giving myself 
permission to be selfish’”. 

This means an increase in interest in wellness travel and 
quality experiences, including destinations where diversity 
travellers can feel safe, secure, and accepted. For the 
LGBTQ+ community, the pandemic is not all about COVID 
19. There is the other pandemic of HIV, which is still raging. 
 
According to Jong, “LGBTQ+ travellers do not want to feel 
marginalised; they want to feel connected and safe. They 
want to travel to a place where they can say to themselves, 
“I am now participating in life.” 

Kwin Mosby, travel and lifestyle journalist, agrees 
and says there’s been very little diversity in marketing 
campaigns or outreach programmes to welcome and 
include marginalised groups, but companies are slowly 
changing after a social movement in 2020. He says, 
“Some companies are now taking pre-emptive steps to 

make sure diversity is a part of their corporate culture by 
forming LGBTQ+ advisory boards like Belmond or [the] 
Black Traveller Advisory Board like Hurtigruten Expeditions. 
Marketing campaigns [are] slowly beginning to incorporate 
more diversity, making marginalised people feel seen, but 
there’s still much work to be done.” 

According to Mosby, hospitality establishments should keep 
in mind that incorporating diversity and inclusion into their 
culture works to their benefit. “For example, I’m a Black 
man walking into your hotel and I see a Black concierge 
or front desk clerk, then I feel ‘seen’—it feels like someone 
took the extra step to make sure my experience in your 
establishment was extra comfortable. Having some BIPOC 
representation at hotels, on tours, as part of immersive 
excursions, etc. always makes me feel comfortable enough 
to engage, and in some cases, makes the person seem 
accessible enough for me to approach them to seek 
out recommendations about local things to do and see. 
Simple adjustments to make sure there’s consumer-facing 
diversity, to me, create a ‘familiar’ atmosphere that fosters 
unique, memorable travel experiences.” 

Mosby hopes to continue to see the tourism industry 
infuse more local culture into hotels, resorts, cruises, etc. 
to offer travellers a more authentic cultural experience. He 
warns, however, that there should be immersive cultural 
experiences available in these spaces without them coming 
across as ‘performative’, whitewashed experiences. Hence, 
incorporating the diversity of the existing community in 
which a hotel resides is important as is finding ways to give 
back to the local community in order for them to flourish 
and for tourism to be seen as a positive agent of change. 
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Trend 4: Accessibility will be 
a game changer for tourism 

UNWTO Secretary-General Zurab Pololikashvili 
asserts: “The tourism sector must prioritise 
accessibility. This can be a real game changer 
for destinations and businesses, helping them 

recover from the crisis and grow back in a more inclusive 
and resilient way.”

Cape Town-based Briony Chisholm, an avid traveller with a 
disability, agrees. Chisholm has been a quadriplegic since 
she broke her neck in a car accident in 1996 and believes 
that there is a huge gap in the market regarding information 
for disabled and differently abled tourists. An increasing 

According to UNWTO, ensuring accessibility for tourists with specific access requirements could be 
a ‘game changer’ for destinations around the world. 

‘‘Tourism environments 
and services are often 
designed without 
considering the different 
access requirements that 
visitors and locals may 
have.’’

number of these tourists would love to travel more and 
further afield but find that information about facilities at 
resorts, attractions, and destinations is extremely difficult 
to find.

“Product owners really do want to improve their 
accessibility” she says. “But most of the time, they do not 
understand what it is like to travel as a wheelchair-bound 
person. Also, they don’t know what kind of information 
that type of traveller is looking for. Even when there is 
information on the website, it is insufficient. And when 
you phone up to ask questions, you can get misleading 
answers.”

South African cities, she says, are very good in regard to 
accessibility—the smaller places and rural areas, not so 
much. But in smaller places, people are very friendly and 
willing to help overcome any hurdles.

“The problem is when people do not want help; they might 
find it embarrassing or an invasion of their privacy. This is 
where information is crucial. The more information you can 
give people about your arrangements or accessibility, the 
more confident they would feel about visiting you.” 
Chisholm believes that a good tactic is for a hotel or lodge 
owner to borrow a wheelchair and spend the day in it. 
Or perhaps spend a day blindfolded or a day with noise-

Zurab Pololikashvili
UNWTO Secretary-
General 
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Trend 4: Accessibility

cancelling headphones. Only by experiencing one’s own 
premises in the way that a disabled person would can one 
obtain the necessary insights. 

“This enables you to answer questions like ‘How high is 
the bed?’, ‘Can I easily get into the bathroom?’, ‘Will my 
wheelchair fit under the dining-room table?’ Once you 
have navigated around your own place in a wheelchair, 
you will suddenly discover obstacles that you never 
noticed but that are huge problems for a disabled person.” 

RETRO-FITTING AN ESTABLISHMENT
“Another thing. If someone makes a booking and they 
are asking questions about accessibility, you can ask a 
few of your own. Don’t wait for them. Ask what you can 
do for them to make their stay more enjoyable, what 
services they would like, what kinds of obstacles do 
they encounter on their travels. Talk them through your 
facilities so that they understand the layout and any 
potential obstacles. Just listen to them and take heed of 
what they say. And when they ask a question, please be 
honest in your replies. Don’t downplay a problem because 
you don’t understand the challenge that someone else 
might have.”

And while retro-fitting an establishment for easier access 
might require some capital outlay, there are many things 
that can be done that take nothing more than a little effort.

“Small, loose mats!” Chisholm exclaims. “They are 
the worst. Most people don’t even notice them—the 
doormats, the hallway runners, the loose rugs. These are 
massively difficult to navigate in a wheelchair. Small things 
like removing the rugs, covering doorsteps, getting a 
portable wooden ramp for a short flight of stairs, already 
that would make a huge difference.” 

THE PROBLEMS WITH AIRLINES
According to Chisholm, airlines are the worst when it 
comes to accessibility, and they should make a far greater 
effort to accommodate disabled travellers. 

“We mostly travel on airlines, especially foreign tourists,” 
she says. “Airlines are the gateway to tourism. Why then 
are airlines so unfriendly? Often people in wheelchairs 
are treated as if they are simply too lazy to walk. Training 
should start with the people who answer the phones 
during the booking phase. Airlines should consult with 
disabled people and find out what their experience is and 
how they can improve their service.” 

“For many product owners, this accessibility is a new 
aspect,” she continues. The more you make your 
tourism friendlier to people in wheelchairs or with other 
disabilities, the more they will come. This is a conversation 
— and it is a conversation we should be having all the 
time.”

“We are all learning. 
This is why I started a 
blog because people 
are keen to learn but are 
not sure where to go for 
information. Tourism is 
gradually becoming more 
accessible.’’

Briony Chisholm
Avid traveller 
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Trend 5: Luxury is no longer 
about money; it is about time 
and wellness 

This is according to Paul Gardiner, CEO of Mantis 
Collection who feels that a new traveller has 
emerged from COVID 19, a more conscious traveller 
who is far more mindful about the well-being of the 

planet and who wants to travel with purpose by selecting 
companies that align with their ethos. 

Luckily, this is what Africa does best, says Gardiner. “Many 
countries already feature high on bucket lists, and within 
those countries, hotels and operators are collaborating to 
provide guests with the best experiences which showcase 
the culture, community, wildlife, and nature”. 

According to Sherwin Banda, President of African Travel, 
luxury travellers today are looking for total well-being 
throughout their travel experience. “This well-being is a 
differentiator with staying power that can benefit Africa far 
into the future. The perennial favorite destinations such 

Travelling with purpose, meaningful experiences, bucket list destinations and itineraries, and ex-
clusive escapes (travel bubbles and remote locations away from the crowds) are the main luxury 
travel trends.

as Europe are always going to be a hot-ticket item. But 
Africa offers the opportunity to go somewhere and have 
a meaningful travel experience without crowds. This is 
Africa’s time to position itself”.

‘‘Ever since the pandemic 
wreaked havoc on our 
world, wellness has been 
front of mind for travellers, 
and even expanded their 
definition of [the] word.’’

JamieRose Briones
Luxury Frontiers
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“Wellness is no longer just about spa therapies and 
alternative healing methods but now includes staying 
physically active and inviting higher levels of mindfulness 
through learning, enrichment, and connection to nature 
and community. Because of this, we see luxury tourists are 
seeking more meaningful African adventures and safari 
experiences, seeking ways to learn more and give back 
more” JamieRose Briones, Luxury Frontiers.

Moreover, Africa offers yet another highly valued luxury 
item—time. The idea of luxury used to be connected with 
lavish expenses and overt consumerism, but the post-
COVID 19 luxury traveller is much more interested in time. 
Time spent on exclusive experiences, time saved through 
convenience, and time made more valuable through 
devoting it to special, once-off, tailor-made adventures, 
says Anthony Berklich of inspired Citizen. 
 
“Lately, there is this feeling that luxury doesn’t mean 
spending huge amounts but rather empowering people to 
pay more for any experiences that are tailor made to their 
unique requirements. They want the feeling that something 
has been done especially for them. People from a variety of 
different backgrounds are prepared to spend good money 
if it means more convenience and exclusivity.” - Anthony 
Berklich of inspired Citizen

Luxury travel presents incredible opportunities for tourism 
operators in Africa. In fact, luxury tourism is on a faster 
recovery track than budget tourism, according to the data 
and analytics company GlobalData. The company found 
that 29% of respondents to a live poll said their budgets for 
travel are “a lot” or “slightly higher” than they were pre-
pandemic.

According to a survey of luxury travel advisors in the US, 
76% of the respondents who specialise in luxury excursions 
have seen an increase in interest in private and unique 
experiences. The majority of respondents said their clients 
are spending an average of US$25 000 to US$50 000 
on ultraluxe trips, and 26% of respondents said clients are 
spending in excess of US$100 000 per trip.

“I have been interested to 
see how the luxury travel 
market has evolved over 
the decades.”

Anthony Berklich 
Inspired Citizen

Trend 5: Luxury
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Trend 6: Travel Bubbles: Group 
travel of a different kind
The pandemic may be largely behind us, but ‘travel bubbles’ are here to stay. 

Hadley Allen, Chief Commercial Officer of 
Wilderness Safaris, explains in an article in Travel 
Weekly she has seen an increased demand for 
family travel, which includes multi-generational 

family safaris in addition to smaller groups where for 
instance, mother and daughter are travelling together. 

According to Allen, “There is a recognition that an African 
safari presents the perfect opportunity to do this while 

‘‘There is a desire among 
these families to create 
memories and to reconnect 
with one another and with 
nature after months of 
lockdown.’’

Hadley Allen
Wilderness Safaris

experiencing extraordinary wildlife encounters, adventure, 
and wide-open spaces in some of the most pristine 
wilderness areas in the world. With regards to destinations, 
families are following similar trends to the rest of our guests 
and spending more time in one place instead of visiting 
multiple countries, thereby avoiding the need for more 
COVID tests and resulting in a more relaxed journey.”

For the luxury market, this new trend has resulted in a 
marked increase in demand for exclusive-use lodges 
and hotels. Kristen Korey Pike, founder and CEO of KK 
Travels Worldwide (a Virtuoso advisor), explains that with 
many luxury lodges being so small, one family can easily 
constitute a privatised buyout. 

Although the pandemic accelerated the trend towards 
exclusive-use properties, Pike explains that this trend is 
definitely here to stay. “The trend was here pre-pandemic 
and now that most people have become accustomed to a 
greater level of personal space, I don’t see today’s luxury 
traveller seeking crowded destinations or accommodation 
options where there are alternatives.” 
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Trend 6: Travel Bubbles

Lindy Rousseau, Chief Marketing Officer for Singita, 
says there has been a marked increase in demand for 
multigenerational trips. 

“Children were cut off from their peers at school or socially. 
So now that the world has opened up, people really want 
to reconnect as families and groups. This has really been a 
noticeable increase” Lindy Rousseau, Singita.

According to Rousseau, beside exclusive accommodation 
options, family travellers are looking for less extravagant, 
less glitzy activities in favour of activities that are more 
grounded in nature such as bush walks. They are longing 
for stillness, conversation, less intense schedules and 
activity. “Guests are looking to simplify the itinerary, 
allowing for more real time to relax,” she said, “and they 
want to do things that matter to them and other people.”

Parents, grandparents, and children are keen to get out, 
be active, and immerse themselves in different cultures, 
agrees Maija de Rijk-Uys, Managing Director of Go2Africa. 
She was quoted in Travel Weekly as saying, “We have seen 
a great number of families asking for volunteer options 
where they can spend a day supporting local community 
efforts like planting trees or throwing seed balls from hot 
air balloons, which always goes down well. These kinds 
of ‘educational safaris’ are being pegged as the future of 
safari travel where families and their kids can experience 
firsthand the gargantuan conservation efforts that are being 
made to protect some of Africa’s critically endangered 
species and know that their travels have a direct and 
positive impact”.

‘‘It has become apparent 
that during COVID, people 
lacked the opportunity 
to make connections as 
family.’’

Lindy Rousseau
Singita
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Trend 7: From over-tourism to 
impact tourism

Now that tourism is picking up again, travellers and 
destinations alike have indicated that they are 
reluctant to return to the status quo. 

“We have seen a mind shift from over-tourism to impact 
tourism. The impact of each traveller moves to neutral or 

Over-tourism was a major concern prior to the pandemic. So much so that a number of destinations 
started putting the brakes on tourism numbers—until of course the pandemic hit and global tour-
ism came to a devastating standstill.

negative when a destination is over traded compared to 
the magnitude of the impact when a traveller seeks out a 
more responsible destination. Each traveller needs to ask 
what their impact is,” says Suzanne Bayly-Coupe, owner of 
Classic Portfolio, in an article in Travel Weekly.

According to Bayly-Coupe, the areas that will become 
more popular are those where the tourism operators are 
transparently communicating their impact and where 
every traveller can make an informed decision on whom to 
support. 

Restorative safaris that make a positive impact on 
conservation and communities will become more popular, 
as will intimate and authentic experiences that not only 
offer guests life-changing experiences but that also give 
back to the world in a way that inspires positive action, 
claims Hadley Allen of Wilderness Safaris.

Paul Gardiner of Mantis Collection agrees and warns that a 

‘‘If they are making a 
significantly positive 
impact in a busy tourism 
destination, this is better 
than a negative impact in a 
wilder destination.’’

Suzanne 
Bayly-Coupe
Classic Portfolio
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key objective will be to ensure that tourism is instrumental 
in changing the conservation crisis because without 
wildlife, there will be little to no tourism into Africa.
 
“I can see two directions for Africa as [a] continent. It 
can either become very industrialised like the rest of 
the world or protect its wildlife and natural resources to 
become the greatest conservation continent—the latter I 
believe is the best outcome. Although tourism depends on 
conserving the environment, equally important is uplifting, 
empowering, and integrating local communities. There 
needs to be a symbiotic relationship between wildlife, 
nature, and local communities and wealth from tourism 
spread amongst communities that live closest to Africa’s 
wildlife” Gardiner, Mantis Collection.

Everybody has a part to play in Africa’s future according 
to Gardiner. Guests too are an important cog in the 
conservation cycle through paying conservation levies and 
supporting projects. 

Through projects and interventions, Gardiner claims that 
Mantis is trying to shift mindsets and encourage people to 
become more accountable for their actions and safeguard 
wildlife and wilderness areas. Whether it is tourists visiting 
Mantis properties, their suppliers, team members or 
the local community, they want to motivate everyone to 
preserve the planet.

According to Tourism and Hospitality Consultant Gillian 
Saunders, certain potential risks need to be kept in mind. 
She explains that the ongoing desire for nature and the 
urge for rural escapes post pandemic has created a new 
type of overcrowding. “As the travel industry taps into this 
huge business opportunity, the need to craft innovative 
solutions to manage the impact on communities and the 
environment is now urgent”. 

According to Saunders, together with marketers, the private 
and public sectors, must increase collaborations with host 
communities and find ways to relieve visitor pressure 
through educating tourists on fragile and sacred lands and 
the ecosystem.

‘‘Travellers need to be made 
aware that a holiday is much 
more than a trip; it’s an 
investment. Whether it be 
by buying local produce or 
supporting a conservation 
project within the country, 
this is necessary to drive 
and see change.’’

Paul Gardiner 
Mantis Collection

Trend 7: From over-tourism to impact tourism 
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Trend 8: Linger Longer 
Slow tourism is coming of age
The trend for 2022 is that people are taking longer trips with fewer stops, the coming of age of 
what has been coined ‘slow tourism’. 

Pre-Covid 19, it was common for travellers to Africa 
to take part in a weeklong safari with multiple stops, 
and a typical two-week safari would involve five 
or six different locations and include many plane 

transfers. 

Slow travel or slow tourism is not new. Even prior to the 
pandemic, there was a move away from the crazed race to 
visit ‘as many places as possible’. However, the pandemic 
accelerated this trend. According to EHL Hospitality 
Business School, slow tourism is forecast to continue to 
grow in popularity and become an alternative to more 
traditional holidays with an estimated 10% compound 
annual growth rate.

According to Journal of Travel Research, “Slow tourism 
is characterised by reducing mobility and by taking time 
to explore local history and culture while supporting the 

environment. The traveller’s main goals are relaxation, 
self-reflection, escape, novelty-seeking, engagement, and 
discovery”.

Shingai George of ForwardKeys states that current 
available data shows that travellers are now spending 
more time in one destination. “For example, we have 
seen that in Kenya, there has been a notable increase in 
visitors booking longer stays of 14 days or more. This trend 
has been driven by pent-up demand and surplus savings 
from individuals who have not been able to travel during 
the pandemic. What this reveals is the need for local tour 
operators and hoteliers to think more about adding new 
activities or hotel rates to attract more of these long-stay 
travellers.” 

Singita Chief Strategist Lindy Rousseau noticed a similar 
trend. She says people are travelling far more consciously, 
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Trend 8: Slow tourism

in both in the number of destinations and the type of 
property. She says, “There is more demand for longer 
stays with simpler, less multi-country itineraries. Guests 
appreciate time for fishing, stargazing or a nature walk—
creating moments.”

According to Rousseau, there is a longing to be in open 
spaces, to be closer to nature, and to have more time to 
savour the experience, for example, breathing in the peace 
of the moment or enjoying the sounds of a lion’s roar. She 
reveals, “Travellers are asking to walk in the bush, eat under 
a tree, or be as close as possible to nature. Once guests 
have stayed with us, they have a deeper understanding of 
conservation or the vulnerability of biodiversity.” 

Ross Kennedy, CEO of Africa Albida Tourism, says in an 
article in Travel Weekly that people are looking to stay 
longer in fewer destinations. They are slowing down and 
adapting to a new pace of life while on holiday. Previously, 
people were on a circuit package, which saw them 
experience a different camp every day. Now the pace is 
slowing, and the focus is on more meaningful experiences. 

In the same article Peter Allison, Sales and Marketing 
Manager at Natural Selection Safaris, says many tourists 
are trying to understand the habitat and their surroundings 
more. They are delving into the culture of the place and 
learning about unfamiliar animals such as brown hyenas, 
meerkats, and hidden species including the aardvark and 
other rarities. Every day should offer something new.

‘‘The current available data 
shows that travellers are 
now spending more time in 
one destination.’’

Shingai George 
ForwardKeys 
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Trend 9: Flexcation, bleisure, 
workcation - the workforce of 
tomorrow

According to the McKinsey Global Institute, 72% 
of executives say that their companies have 
started to adopt permanent remote working 
arrangements for some employees. 

The figures are an eye-opener. According to a 2020 report 
by Gallup Inc., 78% of remote workers reported greater 
productivity, and 54% of office workers would be willing 
to quit their job for one that allows them to work remotely.  

Remote work has turned the global workforce onto its head. Employees are now insisting on a 
more flexible workplace with a renewed focus on work-life balance. 

Furthermore, according to the Buffer 2020 State of Remote 
Work Report, 98% of remote workers want to continue 
working remotely for the remainder of their careers. 

This new trend is creating incredible opportunities for 
destinations in Africa. After all, remote workers are 
expected to travel more for leisure since they can work 
remotely from different locations. This is where “bleisure” 
trips, flexcations, and workcations come in. 

Bleisure travel—the combination of business and leisure 
travel—is not new. For years, travel warriors have added 
a few days of leisure onto their business trips. The COVID 
19 pandemic has not changed this, but it has changed 
the profile of the bleisure traveller. Whereas prior to the 
pandemic, it was mainly the younger generations who were 
tapping into the bleisure trend, now creatives, consultants, 
and corporates with families are also keen to combine 
business and leisure. The company Bloomberg went as far 
as announcing a ‘bleisure boom’. 

According to Bloomberg, summer is likely to be the time 
we see a greater uptake in bleisure or flexcations. This 

‘‘Currently, the South 

African government is 

weighing the possibility 

of introducing a special 

Digital Nomad Visa, which 

will enable remote workers 

to reside in the country for 

more than three months.’’

Shingai George 
ForwardKeys 
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is the time when schools are out and the office often 
moves at a slower pace as workers take holidays with their 
families. Rather than having to take time off to go to the 
beach or to visit relatives, the greater acceptance of remote 
work makes a different type of summer travel possible.

The above is a classic example of a flexcation. Instead of 
travellers extending their stays in locations that are pre-
determined by business needs as with the bleisure trend, 
with flexcations, travellers get to choose where they go 
to work remotely. They can travel anywhere in the world, 
providing they can login online and get work done. 

Until now, the digital nomads have remained a largely 
untapped market segment, according to Shingai George of 
ForwardKeys. However, he explains that this is beginning 
to change as more companies are starting to offer remote 
work options to employees, generating digital nomads who 
are constantly seeking new and exciting destinations to 
work. 

Cape Town has been ranked among the top 80 global 
cities in a study that ranks cities based on their accessibility 
and attractiveness to remote workers. The study is based 
on a variety of factors, with a focus on global employment 
compliance. The Cities Best Facilitating Remote Work 
survey done by global employment specialists WorkMotion.
com placed the Mother City at position 63 in the top 80 
countries.
According to Alderman James Vos, “By encouraging more 
digital nomads to choose South Africa and Cape Town, we 
will be boosting the economy as they will spend more time 
and money here. They will also amplify the message among 
their friends, family, and networks about our city being a 
prime destination for work and play.”

Attractions such as Cape Town’s Table Mountain Aerial 
Cableway Company (TMACC) have already started taking 
advantage of the remote working trend by welcoming 
digital nomads in the WiFi lounge at the top of Table 
Mountain where they can enjoy ample working space, 
refreshments and food, stable Internet, and stunning views.

The Managing Director at TMACC, Wahida Parker, said the 
emergence of remote work during the COVID-19 pandemic 
was a valuable opportunity for South Africa’s tourism 
sector to draw in tourists, self-employed individuals, and 
employees from across the country and internationally.

The Seychelles is another destination that has embraced 
the workcation trend. The Seychelles Tourism Department 
is inviting professionals and digital nomads to take 
advantage of the workcation programme that allows remote 
workers to stay on the beautiful island for up to a year.

Seychelles’ Principal Secretary of Tourism, Sherin Francis, 
says the permit application process is straightforward and 
involves less red tape and administration fees compared 
with the standard long term stay.

‘‘The rise of the digital 
nomad means that 
tourism players in both 
government and the 
private sector have to shift 
their approach so as to be 
more marketable to those 
who are blending aspects 
of work and vacations into 
a ‘Workcation’.”

 Alderman 
James Vos
Cape Town’s Mayoral 
Committee Member 
for Economic 
Opportunities and 
Asset Management.

Trend 9: Flexcation, bleisure, workcation
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Trend 10: Tech and human 
connection go hand-in-hand
If we’re very honest, most of us have forgotten how to live – and travel - without technology. 
The pandemic has accelerated our adoption of technology even further. 

Technology has changed dramatically over the past 
few years since COVID, but as Theresa Emerick, 
Founder and Managing Director NightsBridge 
points out: “The biggest change has been people’s 

interaction with technology.” 

“The pandemic gave people the incentive and the time 
to get to grips with technology and learn about new 
technologies. Suddenly people ordered online and noticed 
it wasn’t as scary as they thought. That hairdryer they 

ordered arrived. They paid online and their bank account 
wasn’t emptied the next day. People had time to develop 
more confidence in technology. That is only going to 
continue to grow.” 

Now that the consumer is feeling more comfortable around 
technology, we can expect the tech space to move at a 
much faster pace than ever before. “Technology players 
will need to run very fast to stay on the treadmill because 
the environment is changing so quickly. It’s a fast-paced 
industry, and if you don’t keep up, people take note.” 

Touchless tech has been a hot topic over the pandemic and 
has led to many benefits in the travel space, most notably 
the fact that it has eliminated frustrations and long waiting 
times. 

Emerick explains initially hospitality businesses replaced 
front-desk processes to eliminate the need for people to 
touch machines, pens, and paper. The unintended benefit 
was that systems were created that were a lot more 
seamless, quick, and convenient, which all led to a better 
experience. 

“The greatest barrier to 
adopting new technology 
has always been the fear of 
the unknown,” 

Theresa Emerick 
NightsBridge
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“Travellers can check-in online before they arrive, they 
receive a code to open the gate, a code for the door and 
in their room there’s a QR code for the food menu. It’s 
incredibly convenient and allows more time to focus on the 
meaningful interactions,” says Emerick 

Emerick laughs that her tagline has always been ‘software 
as a service’ but she is contemplating changing it around to 
‘service offered as a software’. She explains that technology 
must fulfil a client need, make something easier for the 
client to do, save them time, save them irritations. That 
way, the time spent with clients’ face-to-face becomes less 
about transactions and more about meaningful interactions. 

Technology can also help create a professional and inviting 
first impression of Africa for potential visitors. Says Emerick: 
“People can feel bit fearful before coming to Africa. But 
when they start interacting with sophisticated technology 
with online payment options which are safe and PCI DSS 
secured, they feel more comfortable. The technology 
creates a perception of safety and professionalism.”
 
These technologies also allow travellers to form a 
relationship with their hosts before they arrive and that 
creates a sense of belonging and friendship. “It’s a bit 
like online dating,” laughs Emerick. You’re interacting and 
making decisions to meet without having met. You date 
the property where you’ll stay or the experience you’ll do 
before you’re there. You break down some barriers before 
you even get there. Technology is not helpful unless it 
facilitates human interaction.” 

In terms of innovations, short video formats will become 
more popular. “It gives people a sense of place and will 
help them develop a sense of what the experience at 
destination will be like. These virtual experiences, where 
the technology tells the most powerful and immersive 
stories, won’t ever replace the real travel experience, but it 
will boost the decision-making process to travel.”

The range of possible virtual tourism experiences has 
definitely continued to expand since the COVID-19 
pandemic. Rwandan startup Kigali 360 specialising in 
virtual reality is one of those African companies that bet 
early on this growing segment. Launched in November 
2018, the young startup is now leveraging Google Street 
View technology to create immersive experiences aimed 
at, among others, “tourism companies but also universities 
and co-working spaces,” CEO, Patrick Karangwa was 
quoted as saying recently in Resilient Digital Africa. The 
tech entrepreneur also acknowledges that “the pandemic 
has been a blessing” for his company, insofar as virtual 
solutions are “perfectly suited to fill the gap created by 
travel restrictions and confinements around the world.

There is world-class technology in Africa, according to 
Emerick, and that does a lot to promote the destination. 

“The technology is being 
used cleverly to instil a 
sense of trust and comfort 
in travellers. We need to 
continue to use technology 
to promote and grow our 
industry well into the future.” 

Trend 10: Technology

Theresa Emerick 
NightsBridge


