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Executive 
Summary
Visitor Arrivals
 
International visitor arrivals to Swaziland declined by (-5.2%) percent in 2015.  The country’s main 
source markets continued to be South Africa and Mozambique both contributing 810,249 and 
181,271 arrivals respectively. The strongest growth rates were achieved from France (36.8%), USA 
(3.6%) and Zimbabwe (18.5%). A fall in arrivals was observed from other source markets including 
Germany (-0.7%), Netherlands (-2.6%) and UK (-7.4%).  

Visitor trends
 
Arrivals into the Kingdom were mainly by road accounting for 77.4% while tour buses registered 6.0% 
of total arrivals in the year under review.  Air travel recorded a decline to 0.1% as compared to 2014 
where 8.9% arrivals were recorded. The most popular activities amongst both domestic and foreign 
visitors remained shopping. While heritage based activities were frequented mainly 37.5 percent as 
part of school educational tours, game viewing and adventure were especially popular among retired 
folks. 

Accommodation 

Both the number of tourists and expenditure increased further in 2015. Overall expenditure in 
accommodation saw a growth of percent in 2015 registering E271 million.  The expenditure pattern 
varied among the different regions with Ezulwini region (E173million) accounting for best perfor-
mance in terms of money. Ezulwini saw the highest proportion of 54.4 percent in terms of total 
accommodation bill, while Manzini region (12.1%) and Mbabane region (6.4%) came in second and 
third respectively.  The remaining location within the country accounted for the remaining 27.1%. 

Domestic And Outbound Activity

Domestic accommodation overnight saw sizeable growth over the review period with 115,359 Swazis 
spending at least one night in paid for accommodation within the country. The most popular activi-
ties were natured based with game viewing and adventure accounting for 90% and most common 
among school children as educational tours and retired citizens.

Visitor Satisfaction

Overall visitors expressed a satisfactory experience rating their stay as ‘good’ recording 55.2 percent 
then ‘excellent’ 38.0 percent with a considerable number citing scenery and friendly people as the 
main highlights of the visit. The remaining 6.7 % of visitor that expressed dissatisfaction referred to 
dilapidated inner city roads and lack of road signage as the main constraints. Notwithstanding the 
minimal concerns, 94.4% of international visitors indicated a willingness to return and further 
recommend a visit to the Kingdom. 
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INTRODUCTION

This publication is the eleventh in a series of annual 
tourism statistical reports published by the Swaziland 
Tourism Authority (STA). It provides a summary of 
inbound tourism statistics, relating how the tourism 
sector performed during 2014 with instances of 
comparisons with earlier years. The report includes 
information on global tourism performance, an analy-
sis of the character, behavior and experiences of 
international visitors with an emphasis of the country’s 
top seven visitor-generating markets.
 
Information in this edition is based on studies carried 
out by the STA Research Department which include 
data from the Exit Survey and Day Visitor Survey. 
Further key national statistics on the performance of 
the accommodation sector were provided by the 
Central Statistical Office. Global tourism data was 
sourced from international tourism and statistics 
organizations which include United Nations World 
Tourism Organization (UNWTO), EuroStats, and 
Regional Tourism Organization for Southern Africa 
(RETOSA) and other relevant studies.

The report is made available for use by STA partners, 

researchers and the general public. Special focus is 
given to analyzing the socio and economic demograph-
ics, character of the visitor, character of the trip and 
opinions and perspectives of the traveler.

The Tourism Statistics Report and previous annual 
reports including monthly visitor arrival statistics are 
accessible on the STA website 
http://www.thekingdomofswaziland.com under ‘useful 
links’ at the bottom of the homepage. STA welcomes 
your input and suggestions for changes and additions 
in future issues of this publication, and is pleased to 
grant permission to use excerpts from this material 
when credit is given to STA. For more information on 
Swaziland tourism statistics, please send an email to 
statistics@tourismauthority.org.sz/data@tourismauth
ority.org.sz or contact our offices (see back cover).  
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GLOBAL TOURISM 
PERFOMANCE

GLOBAL OVERVIEW

2015 marks the 6th consecutive year of above-average 
growth, with international arrivals increasing by 4% or 
more every year since the post-crisis year of 2010.

“International tourism reached new heights in 2015. 
The robust performance of the sector is contributing to 
economic growth and job creation in many parts of the 
world. It is thus critical for countries to promote 
policies that foster the continued growth of tourism, 
including travel facilitation, human resources develop-
ment and sustainability” said UNWTO Secretary-
General, TalebRifai.

Demand was strong overall, though with mixed results 
across individual destinations due to unusually strong 
exchange rate fluctuations, the drop in oil prices and 
other commodities which increased disposable income 
in importing countries but weakened demand in export-
ers, as well as increased safety and security concerns.

“2015 results were influenced by exchange rates, oil 
prices and natural and manmade crises in many parts 
of the world. As the current environment highlights in a 
particular manner the issues of safety and security, we 
should recall that tourism development greatly 
depends upon our collective capacity to promote safe, 
secure and seamless travel. In this respect, UNWTO 
urges governments to include tourism administrations 
in their national security planning, structures and 
procedures, not only to ensure that the sector’s 
exposure to threats is minimised but also to maximise 
the sector’s ability to support security and facilitation, 
as seamless and safe travel can and should go hand in 
hand”, added Mr Rifai.

Growth in advanced economy destinations (+5%) 
exceeded that of emerging economies (+4%), boosted 
by the solid results of Europe (+5%).

By region, Europe, the Americas and Asia and the 
Pacific all recorded around 5% growth in 2015. Arrivals 
to the Middle East increased by 3% while in Africa, 
limited data available, points to an estimated 3% 
decrease, mostly due to weak results in North Africa, 
which accounts for over one third of arrivals in the 
region.

Positive prospects for 2016

Results from the UNWTO Confidence Index remain 
largely positive for 2016, though at a slightly lower level 
as compared to  the previous two years. Based on the 
current trend and this outlook, UNWTO projects interna-
tional tourist arrivals to grow by 4% worldwide in 2016.

By region, growth is expected to be stronger in Asia and 
the Pacific (+4% to +5%) and the Americas (+4% to 
+5%), followed by Europe (+3.5% to +4.5%). The projec-
tions for Africa (+2% to 5%) and the Middle East (+2% to 
+5%) are positive, though with a larger degree of uncer-
tainty and volatility.

INTERNATIONAL TOURIST ARRIVALS GREW BY 4.4% IN 2015 TO REACH A TOTAL OF 1,184 MILLION IN 2015, 
ACCORDING TO THE LATEST UNWTO WORLD TOURISM BAROMETER. SOME 50 MILLION MORE TOURISTS 
(OVERNIGHT VISITORS) TRAVELLED TO INTERNATIONAL DESTINATIONS AROUND THE WORLD LAST YEAR 



2015 REGION RESULTS 

Europe (+5%) led growth in absolute and relative terms 
supported by a weaker euro vis-à-vis the US dollar and 
other main currencies. Arrivals reached 609 million, or 
29 million more than in 2014. Central and Eastern 
Europe (+6%) rebounded from last year’s decrease in 
arrivals. Northern Europe (+6%), Southern Mediterra-
nean Europe (+5%) and Western Europe (+4%) also 
recorded sound results, especially considering the 
many mature destinations they comprise.

Asia and the Pacific (+5%) recorded 13 million more 
international tourist arrivals last year to reach 277 
million, with uneven results across destinations. Ocea-
nia (+7%) and South-East Asia (+5%) led growth, while 
South Asia and in North-East Asia recorded an increase 
of 4%.

International tourist arrivals in the Americas (+5%) 
grew 9 million to reach 191 million, consolidating the 
strong results of 2014. The appreciation of the US 
dollar stimulated outbound travel from the United 
States, benefiting the Caribbean and Central America, 
both recording 7% growth. Results in South America 
and North America (both at +4%) were close to the 
average.

International tourist arrivals in the Middle East grew by 
an estimated 3% to a total of 54 million, consolidating 
the recovery initiated in 2014.

Limited available data for Africa points to a 3% 
decrease in international arrivals, reaching a total of 53 
million. In North Africa arrivals declined by 8% and in 
Sub-Saharan Africa by 1%, though the latter returned to 
positive growth in the second half of the year. (Results 

for both Africa and Middle East should be read with 
caution as it is based on limited available data)

China, the USA and the UK lead outbound travel 
growth in 2015

A few leading source markets have driven tourism 
expenditure in 2015 supported by a strong currency 
and economy.

Among the world’s top source markets, China, with 
double-digit growth in expenditure every year since 
2004, continues to lead global outbound travel, benefit-
ting Asian destinations such as Japan and Thailand, as 
well as the United States and various European destina-
tions.

By contrast, expenditure from the previously very 
dynamic source markets of the Russian Federation and 
Brazil declined significantly, reflecting the economic 
constraints in both countries and the depreciation of 
the rouble and the real against virtually all other curren-
cies.

As for the traditional advanced economy source 
markets, expenditure from the United States (+9%), the 
world’s second largest source market, and the United 
Kingdom (+6%) was boosted by a strong currency and 
rebounding economy. Spending from Germany, Italy 
and Australia grew at a slower rate (all at +2%), while 
demand from Canada and France was rather weak. 
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>  Africa remains largest 

visitor-generating region

>  Euro zone visitors up by 3.2 
percent

>  Close to 80 percent Europe-
ans were holiday visitors

>  69 percent  of first-time visits 
were recreational

| Who Visits Swaziland |



43.9%

16.6%
18%

19%
Business/Conference

Holiday/Leisure

Medical

Religion

Transit

Visiting Friends/Relatives

43.9% 0.3%
2.5%

16.6%
18%

19%

Who Visits Swaziland

Distribution of Holiday makers 
by country of residence

Visiting Swaziland

Germany
8.8%9.3%

First time Repeat Visit

43.6%
NetherlandsRSA

France
95.8%

Germany
92.3%

Belgium
91.6%

Netherlands
90%

Mozambique
93.4%

RSA
86.5%

Zimbabwe
55.8%

Botswana
51.3%
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1.3.  SOURCE MARKETS

INTERNATIONAL VISITORS 

1.2.  KEY FACTS

•  The largest visitor-generating region remained Africa, accounting for 87.9 percent  of total arrivals in 2015. 
Europe demonstrated growth with 3.2 percent, the Americas (+3.2 percent) and Asia and Australasia (+2.0 
percent) demonstrated impressive growth.

•   Slightly more than a quarter of Africans travelled to Swaziland for holiday purposes, with the purpose for 
African visitors visiting Swaziland spread almost evenly between VFR, business and transiting in addition to 
leisure.

•   Holiday/leisure is the primary reason for European tourists accounting for 80% of European visitors to Swazi-
land. South America (77%), the Middle East (70%) and Australasia (58%) also had significantly large propor-
tions for holiday visitors.

•   One third of Asians visiting Swaziland were here on business as was one-fifth (20%) of North Americans

•  Significant percentages from Zimbabwe (42%), Botswana (24%), South Africa (25%) were here visiting friends 
and relatives.

•   More than half of all Mozambique visitors were transiting through the country

•  Whilst the majority of all visitors visiting for business (73%), VFR (85%), religion (79%) have been to Swaziland 
before, holiday visitors were split almost evenly with (53%) of them visiting Swaziland for the first time and 
(47%) being repeat visitors.

•  Most Africans (85%) and Asians (65%) were repeat visitors with the bulk of visitors from other regions being 
first time visitors.

In 2015 world regions demonstrated growth in visitor arrivals when compared to the preceding year save for Africa 
which recorded a decline. 

810 249 ↓ 5.4%    ∆ vs.  2014

181 271 ↓ 17.4%  ∆ vs.  2014

69 467 ↓ 18.5%  ∆ vs.  2014

21 510 ↓ 0.7%    ∆ vs.  2014

19 360 ↓ 36.8%  ∆ vs.  2014

5,145

5,216

5,380

5,493

5,833

6,047

6,311

14,646

17,414

17,988

India

Pakistan

Zambia

Malawi

Botswana

Portugal

Tanzania

UK

Netherlands

USA

Source: Exit Survey 2015, Swaziland Tourism Authority
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1.4.  THE WORLD REGIONS

Africa

Arrivals from the region could not shake off the poor 
performance of the region as economic growth contin-
ued to slow down in the Kingdom’s largest visitor gener-
ating market South Africa and Mozambique. Arrivals 
from RSA reached a record of 810,249 and Mozam-
bique 181,271 showing declines of -5.4 percent and 
-17.4 percent respectively. RSA performance was 
owing to the restrictive Immigration regulations 
effected in June 2015, thus overall arrivals from this 
region declined by -6.2 percent. The new legislation 
require foreigners to provide biometrics when applying 
for visas and parents to carry unabridged birth certifi-
cates when travelling with children in or outside South 
Africa contributed to a drop in tourism activity.

Whilst many foreign nationals can enter South Africa 
either for 30 or 90 days without a visa (most of Europe, 
South America and North America for example), there 
are a number of nationalities that require a visa to visit 
South Africa. Under the new regulations, nationals from 
any such countries are required to apply for a biometric 
visa; they have to have their biometric data captured 
(e.g. fingerprints and facial image) IN PERSON at their 
nearest  South African embassy, consulate or visa 
centre, preferably in their country of origin.

Americas

The aggregate performance of the Americas was satis-
factory as arrival figures from the region increased by 
3.2 percent owing to the 3.6 percent significant growth 
from the USA recording 17,988 visitors, Canada having 
only2.8 percent accounting for 3,568 and South 
America represented by Brazil showing a 2.3 percent 
increase. For the past 3 years Brazil has shown fluctua-
tions in terms of visitor growth recording a decline of 
-7.1 percent the preceding year but gaining momentum 
to date. Evidently this was adequate to having a 
positive impact on the overall performance of the 
region.

Middle East

The performance of the region showed a growth by 
11.3% in arrivals when compared to the previous year. 

The major contributors to the impressive growth were 
Israel (913), Kuwait (69) and Saudi Arabia (20). Arrivals 
from Iran continued to decelerate by -38.3 percent 
while UAE showed a decline of-65.1 percent. 

Asia and Australia

This region had a good performance in terms of arrivals 
as arrivals from this region posted strong growth 
(+2.0%) owing to robust arrival figures from China 
(+8.5%), India (+2.3%) which were the major visitor- 
generating markets.For the past 5 years India has seen 
steady growth of 25.4%and dominantly travels for 
business. Other markets in the region also posted 
resilient rates of growth as the region continues to 
battle weak oil prices.  

Europe  

The region demonstrated a reasonably weakperfor-
mance presenting an aggregate growth rate that stood 
at 3.2 percent for the region.

Fluctuations in the strength of the euro against the 
South African Rand, to which the Kingdom’s Lilangeni is 
pegged one to one, was not enough to inspire 
increased rates of international arrivals from some 
major source markets of the region. France (19,360) 
which is a major source market and Belgium (4,909) 
which is a secondary source market recorded positive 
performances of 36.8 percent and 8.5 percent respec-
tively, from the region. The UK (-7.4%), Netherlands 
(-2.6%) and Germany (-0.7%) recorded significant 
declines respectively. It is worth noting that all three 
countries do not require visa to visit South Africa, but it 
was mentioned that some tour operators simply 
changed its marketing for family destinations to places 
other than South Africa, due to uncertainty over what 
the new visa regulations would involve. Be that as it 
may, we would be remiss not to mention the couple of 
countries within this region that had an increased 
number of arrivals.
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Africa Asia

Australasia
& Oceania

Europe

Middle East

North America

South
America

2014 2015

58.3%
66.2%

2.3% 1.9%

1.1% 1.5%

32%

24.9%

.1% .3%.4% .5%

5.9%

Figure 2: Tourist Visitors by Region by Year | 2014 - 2015

4.7%
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>  Visitors between 35-54 years 

accounted for 50 percent of 
arrivals

>  24 percent of holiday visitors 
were aged 35-44 years

>  North America and Oceania 
recorded higher proportions 
of travellers aged 50 years 
and above

| Profile of Tourists |



AGE
18-24

25-34

35-44

45-54

55-64

65+

35.2%
  were 25-34

22%

12.1%

24.2%
  were 45-54

22.5%

20.4%

24.6%
  were 45-54

23.3%

20.7%

53.1%
  were 45-54

24.5%

18.4%

40.8%
  were 25-34

26.3%

25.0%

21.5%
  were 25-34

21.5%

13.8%

31.3%
  were 25-34

23.8%

17.5%

24.3%
  were 25-34

23.4%

19.9%

37.8%
  were 35-44

22.7%

16.8%

37.8%
  were 35-44

22.7%

16.8%

41.3%
  were 35-44

31.4%

16.0%

30.0%
  were 35-44

23.1%

23.1%

5.7%6%
12.2%

24%

28.8%

35.6%

64.4%
23.4%

Profile of Tourists
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>  RSA

>  Mozambique

>  United Kingdom

>  Germany

>  Netherlands

>  France

>  USA

| County Profiles |



Northern Cape                  
1,185,600 (2.2%)

Free State                         
2,817,900 (5.1%)

North West                       
3,707,000 (6.7%)

Mpumalanga                     
4,283,900 (7.8%)

Limpopo                           
5,726,800 (10.4%)

Western Cape                   
6,200,100 (11.3%)

54,956,900
Total Population

SOUTH AFRICA

ZAR

Afrikaans
English
Ndebele

Xhosa 
Zulu
Swazi

Tsonga
Venda
Sesotho

Tswana 
Sepedi

ZAR-South African Rand

Annual Leave Entitlement Pensioners

Unemployment Rate
24.5%

21 days 2,827,000

26,841,126 13,000,000

GDP Per Capita (PPP)

Internet Users Facebook Users

Languages

$5,784

Eastern Cape                   
6,916,200 (12.6%)

KwaZulu-Natal               
10,919,100 (19.9%)

Gauteng                          
13,200,300 (24%)

R



MAIN PURPOSE 
OF VISIT

Holiday/Leisure

4% 

4% 1% 

ACCOMMODATION 
USAGE

Hotel

B&B

Guest House

Private Friends/Relatives

Self Catering

Game/Nature Park

Camping/Caravan

Backpacker

727,643

64.9% 

86.5% 

15.4%

MARKET OVERVIEW

visitor arrivals

spent one or more nights

RSA tourists

-15%
Compared to 2014

were repeat visitors

were visiting for a day.
*South Africa was the largest contributor in visitor 
  arrivals into the country in the year 2015 

19.7%
were transit visitors.

-0.5%
Compared to 2014

31% 69%

Age Groups

18 -24

25 -34

45 -54

55 -64

65 +

35-44

0% 10% 20% 30% 40%

30%

23.1%

12%

6%

23%

5.8%

19% 138,252

3.5% 

25,467

24% 
177,544

20% 143,346
33% 

240,850

0.3% 2,184

Business / 
Conference

Medical

Religion

Transit

Visiting Friends/Relatives

7.3% 127

53.7% 

923

21.3% 
367

3.3% 
59

13% 225

0.9% 16

TRAVEL PARTNERSHIP 
IN ASSOCIATION WITH 
LEISURE VISITS 

Alone

Partner

Friends / Relatives

Colleagues/Associates

Family

Packed Tour

8% 

8% 

38% 36% 
8% 

VISITING FRIENDS 
AND RELATIVES BY
COUNTRY OF RESIDENCE 

living in RSA living in MOZ living in BOTS

living in TAIWAN living in the UK living in ZIM

0.30% 0.08% 99.40% 

0.08% 0.08% 0.08% 

SOUTH AFRICAN VISITORS TO SD



RSA arrivals by month (Jan –Dec)

SEASONALITY

45000

55000

65000

75000

85000

95000

105000

Jan Feb Mar Apr May Jun Jul Aug Sept Oct Nov Dec

2015

2014

2013

2012

SOUTH AFRICAN VISITORS TO SD

REGULATIONS 
AND SATISFACTION

DISTRIBUTION

Already knew 
about Swaziland

53.8% 20.5%

9.1%

31.3%knew about Swaziland 
from the Internet

3.2%

knew about Swaziland
from newspapers

2.4%

knew about Swaziland 
from Private sources 

30.9%

knew about Swaziland 
from own companies 

6.1%

•  Due to the recently introduced travel regula-
tions, 20.5 percent of the visitors from RSA 
indicated that their journey was affected by 
these new regulations as getting certificates for 
children was very hassle.

•  Others even said that it was time consuming 
while some said that they incurred extra costs 
from the enquiry of these new documents.  9.1 
percent of the visitors indicated that they had to 
turn back from the border to find these 
certificates

•  Some of the visitors went as far as rating 
Swaziland’s as an ideal place for visit due to its 
safety and security (31.3%), and excellent 
customer service in general.



27,597,070 
Total Population

MOZAMBIQUE

MZN

Emakhuwa
Portuguese
Xichangana

Cisena
Elomwe
Echuwabo

MZN-Mozambican Metical

Annual Leave Entitlement Pensioners

Unemployment Rate
22%

25 days 99,000

1,503,005

1,200,000

GDP Per Capita (PPP)

Internet Users

Facebook Users

Languages

$626

M

Maputo
(1,191,613)Matola

(675,422)

Beira
(530,604)

Nampula
(388,526)

Chimoio
(256,936)

Nacala
(224,795)

Quelimane
(188,964)

Tete
(129,316)

Xai-Xai
(127,366)



MAIN PURPOSE 
OF VISIT

Holiday/Leisure

3.5% 

3.8% 

ACCOMMODATION 
USAGE

Hotel

B&B

Self Catering

Backpacker

166,303

41.3% 

93.4% 

6%

MARKET OVERVIEW

visitor arrivals

spent one or more nights

MOZ tourists

-24.3%
Compared 
to 2014

were repeat visitors

were visiting for a day.
*Mozambique continued to be second as Swaziland’s 
source market for visitor arrivals in the year 2015 

52.6%
were transit visitors.

34.3% 65%

Age Groups

25 -34

45 -54

55 -64

65 +

35-44

3.2% 5,322

0.5% 831.5

38.8% 
64,525

4.8% 7,973
52.7% 

95,957

Business / 
Conference

Religion

Transit

VFR

11.7% 11

36.3% 

34

27.6% 
26

2.1% 2

22.3% 21

0% 0

TRAVEL PARTNERSHIP 
IN ASSOCIATION WITH 
LEISURE VISITS 

Alone

Partner

Friends / 
Relatives

Colleagues/Associates

Family

Packed Tour

13.1% 

8.5% 

30.8% 16.4% 
16% 

VISITING FRIENDS 
AND RELATIVES BY
COUNTRY OF RESIDENCE 

living in RSAliving in MOZ
30% 14.3% 

MOZAMBICAN VISITORS TO SD

18 -24

0% 10% 20% 30% 40% 50%

3.4%

16%

31.4%

6.9%

1%

41.3%

Game/Nature Park

Private Friends/
Relatives

Guest House
Camping/Caravan

8% 



RSA arrivals by month (Jan –Dec)

SEASONALITY

REGULATIONS 
AND SATISFACTION

DISTRIBUTION

Already knew 
about Swaziland

74.7% 43.2%

24.4%
knew about Swaziland 
from Private sources 

3.5%

knew about Swaziland 
from own companies 

2.2%

It is also important to note that 43.2 
percent of the visitors in Mozambique 
rated security and safety as excellent 

while 24.4 percent rated on excellent 
customer service in Swaziland.

MOZAMBICAN VISITORS TO SD

7000

12000

17000

22000

27000

Jan Feb Mar Apr May Jun Jul Aug Sep Oct Nov Dec

2015

2014

2013

2012

+6.5%
Compared to 2014



64,596,800
Total Population

UNITED KINGDOM

GBP

English-British

GBP-British Pound

Annual Leave Entitlement Pensioners

Unemployment Rate
5.2%

28 days 12,312,000

59,333,154

41,000,000

GDP Per Capita (PPP)

Internet Users

Facebook Users

Languages

$44,118

P

Great London
(8,618,552)

Birmingham
(1,115,791)

Glasgow
(596,520)

Leicester
(452,788)

Edinburgh
(474,310)

Leeds
(487,396) Manchester

(527,786)
Sheffield
(529,541)

Bristol
(553,369)

Liverpool 
(559,110)



MAIN PURPOSE 
OF VISIT

Holiday/Leisure

ACCOMMODATION 
USAGE

Hotel

B&B

Private Friends/Relatives

Self Catering

Game/Nature Park

Camping/Caravan

13,774 

79.4% 

25.8% 

16.4%

MARKET OVERVIEW

visitor arrivals

spent one or more nights

British tourists

-12.9%
Compared to 2014

were repeat visitors

were visiting for a day.
*The United Kingdom is one of the major 
source markets of the country

4.4%
were transit visitors.

51.6% 48.4%

Age Groups

25 -34

45 -54

55-64

65 +

35 -44

4.4% 606

1.6% 220

12.9% 
1,707

10.5% 1,446
70.6% 

9,724

Business / Conference

Religion

Transit

VFR

12.1% 27

33.2% 

74

29.2% 

65

4% 
9

20.2% 45

1.3% 3

TRAVEL PARTNERSHIP 
IN ASSOCIATION WITH 
LEISURE VISITS 

Alone

Partner

Friends / Relatives

Colleagues/Associates

Family

Packed Tour

11% 

41% 17.6% 
11% 

VISITING FRIENDS 
AND RELATIVES BY
COUNTRY OF RESIDENCE 

living in th UK living in RSA

living in SWED living in NIG living in MOZ

20.6% 

2.9% 

70.8% 

2.9% 2.9% 

BRITISH VISITORS TO SD

74.2% 
were 1st time visitors

0% 5% 10% 15% 20% 25%

5.7% 2.5% Guest House
7.5% 

Backpacker 3.5% 



UK arrivals by month (Jan –Dec)

SEASONALITY

2015

2014

2013

2012

REGULATIONS 
AND SATISFACTION

DISTRIBUTION

Knew about 
Swaziland from 
Travelling Agents 

Already knew 
about Swaziland

33.5% 66.7%

33.3%
32.1%Excellent

30.1%Good

22.7%
15.1%

knew about Swaziland 
from the Internet

6.4%

knew about Swaziland
from Television

0.7%

18.1%

knew about Swaziland 
from own companies 

14.5%

•  66.7 percent of these travelers disclosed that 
getting the required certificates was a hassle 

•  whereas 33.3 percent opted to leave children 
behind.
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Total Population

GERMANY

EUR

Standard German

EUR-German (Euro)

Annual Leave Entitlement Pensioners

Unemployment Rate
6.4%

24 days 18,068,000

71,727,551

29,000,000
GDP Per Capita (PPP)

Internet Users

Facebook Users

Languages

$41,267

E

81,770,900
Berlin
(3,469,849)

Hamburg
(1,762,791)

Munich
(1,429,584)

Cologne
(1,046,680

Frankfurt
(771,624)

Bremen
(551,767)

Essen
(573,784)

Dortmund
(580,511)

Dusseldorf
(604,527)

Stuttgart
(612,441)



MAIN PURPOSE 
OF VISIT

Holiday/Leisure

ACCOMMODATION 
USAGE

Hotel

Self Catering

Game/Nature Park

Camping/Caravan

20,381 

77.9% 

7.7% 

7.3%

MARKET OVERVIEW

visitor arrivals

spent one or more nights

German tourists

-5.9%
Compared to 2014

were repeat visitors

were visiting for a day.
*The country is being marketed very well to attract 
new visitors from other countries such as Germany.

14.8%
were transit visitors.

51.9% 48.1%

Age Groups

25 -34

45-54

55 - 64

65 +

35 -44

1.2% 244

14.8% 
3,016

1.5% 306

82.5% 

16,815

Business / 
Conference

Transit

VFR

11.4% 49

44.2% 

189

29.1% 

125

2.1% 
9

11.8% 50

1.4% 6

TRAVEL PARTNERSHIP 
IN ASSOCIATION WITH 
LEISURE VISITS 

Alone

Partner

Friends / 
Relatives

Colleagues/Associates

Family

Packed Tour

6.5% 

47.5% 17% 
15.6% 

VISITING FRIENDS 
AND RELATIVES BY
COUNTRY OF RESIDENCE 

living in GER living in RSA
30% 70% 

GERMAN VISITORS TO SD

92.3% 
were 1st time visitors

3.8% 0.7% 

Guest House

6.2% 

Backpacker

0% 10% 20% 30%

B&B

Private Friends/Relatives 3.5% 



GERMAN arrivals by month (Jan –Dec)

SEASONALITY

2015

2014

2013

2012

REGULATIONS 
AND SATISFACTION

DISTRIBUTION

Knew about 
Swaziland from 
Travelling Agents 

38%

100%

33.6%
25.3%
23.7%
17.4%

knew about Swaziland 
from the Internet

32.4%

• 100 percent of the Germany visitors expressed 
that they opted to leave children behind due to 
the effect of the new travel regulations.

GERMAN VISITORS TO SD

Security & Safety
in Swaziland

Availability of
Information in Swaziland

Border Control
Services

Customer
Services

BORDER
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Total Population

NETHERLANDS

EUR

Dutch
Achterhoeks
Drents
Western Frisian
Gronings
Limburgisch
Sallands

Stellingwerfs
Twents
Veluws
Western Yiddish
Sinte Romani
Vlax Romani

EUR-Netherlands (Euro)

Annual Leave Entitlement Pensioners

Unemployment Rate
6.9%

25 days 2,981,000

16,143,879

9,500,000

GDP Per Capita (PPP)

Internet Users

Facebook Users

Languages

$44,333

E

16,902,000
Amsterdam
(821,752)

Rotterdam
(623,652)

Tilburg
(211,648) Eindhoven

(223,209)

Utrecht
(334,176)The Hague

(514,816)



MAIN PURPOSE 
OF VISIT

Holiday/Leisure

ACCOMMODATION 
USAGE

Hotel

Self Catering Camping/Caravan

16,379 

87.8% 

10.1% 

4.5%

MARKET OVERVIEW

visitor arrivals

spent one or more nights

-8.4%
Compared to 2014

were repeat visitors

were visiting for a day.

average length of stay 

were transit visitors.

-6.1%
Compared to 2014 -0.7

Compared to 2014

1.9

Age Groups

25 -34

45-54

55 - 64

65 +

35 -44

0.9% 147

7.7% 
1,261

1.9% 311

89.3% 

14,626

Business / 
Conference

Transit

VFR

10% 43

46.5% 

207

21.8% 

97

1.8% 8

17.4% 82

1.8% 8

TRAVEL PARTNERSHIP 
IN ASSOCIATION WITH 
LEISURE VISITS 

Alone

Partner

Friends / 
Relatives

Colleagues/Associates

Family

Packed Tour

8.7% 

39.1% 22% 

VISITING FRIENDS 
AND RELATIVES BY
COUNTRY OF RESIDENCE 

living in NED living in RSA
16.67% 75% 

DUTCH VISITORS TO SD

4.7% 0.2% 

Guest House

4.9% 

Backpacker

B&B

Private Friends/Relatives 1.1% 

7.7% 0% 10% 20% 30%

0.2% 33
Medical

living in MOZ
8.33% 

Game/Nature Park
15.6% 



DUTCH arrivals by month (Jan –Dec)

SEASONALITY

2015

2014

2013

2012

DISTRIBUTION

34.6%

knew about 
Swaziland from 

the Internet

DUTCH VISITORS TO SD

0
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Knew about 
Swaziland from 

Travelling Agents 

33.3%

Already knew 
about Swaziland
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FRANCE

EUR

French

EUR-French (Euro)

Annual Leave Entitlement Pensioners

Unemployment Rate
11.2%

37 days 15,190,000

55,429,382

32,000,000
GDP Per Capita (PPP)

Internet Users

Facebook Users

Languages

$37,728

E

Total Population

66,132,169 Lille
(227,533)

Bordeaux
(239,399)

Montpellier
(264,538)

Strasbourg 
(272,222)

Nantes
(287,845)

Nice 
(344,064)

Toulouse 
(447,340)

Lyon
(491,268)

Marseille
(850,636)

Paris
(2,249,975)



MAIN PURPOSE 
OF VISIT

Holiday/Leisure

ACCOMMODATION 
USAGE

Hotel

Self Catering Camping/Caravan

18,698

92.6% 

4.2% 

3.3%

MARKET OVERVIEW

visitor arrivals

spent one or more nights

+32.1%
Compared to 2014

were repeat visitors

were visiting for a day.

*France is one of the 
country’s main source 
markets

4.2%
were transit visitors.

Age Groups

25-34

45 -54

55 - 64

65 +

35 -44

1.2% 255

4.2% 
785

1.4% 262

93.2% 

17,426

Business / 
Conference

Transit

VFR

11.5% 40

35.5% 

124

31.6% 

110

1.4% 5

19.2% 67

0.8% 3

TRAVEL PARTNERSHIP 
IN ASSOCIATION WITH 
LEISURE VISITS 

Alone

Partner

Friends / 
Relatives

Colleagues/Associates

Family

Packed Tour

59% 11.2% 
11.2% 

VISITING FRIENDS 
AND RELATIVES BY
COUNTRY OF RESIDENCE 

FRENCH VISITORS TO SD

1.2% 0.6% 

Guest House

6.1% 
Backpacker

B&B

Private Friends/Relatives 1.2% 

-5.9%
Compared to 2014

0% 5% 10% 15% 20% 25% 30%

living in EUROPE
14.3% 

living in MOZ
14.3% 

living in FRA
71.4% 

Game/Nature Park
10.5% 



FRENCH arrivals by month (Jan –Dec)

SEASONALITY

2015

2014

2013

2012

REGULATIONS 
AND SATISFACTION

DISTRIBUTION

Knew about 
Swaziland from 
Travelling Agents 

51%
50%

27.6%
27.1%
24.9%
20.4%

knew about Swaziland 
from the Internet

24.1%

50 percent of our visitors 
from France expressed their 
worries about the new 
regulations

50%
complained about the 
paperwork being too much

FRENCH VISITORS TO SD

Security & Safety
in Swaziland

Availability of
Information in Swaziland

Border Control
Services

Customer
Services

BORDER

*rating Swaziland with other countries
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USA

US$

English-USA

US Dollar

Annual Leave Entitlement Pensioners

Unemployment Rate
5.0%

30 days 31,757,000

313,867,363

213,075,500
GDP Per Capita (PPP)

Internet Users

Facebook Users

Languages

$55,904

$

Total Population

357,178,284

San Jose
(1,015,785) 

Dallas
(1,281,047)

San Diego 
(1,381,069)

San Antonio
(1,436,697)

Phoenix
(1,537,058)

Philadelphia
(1,560,297)

Houston
(2,239,558)

Chicago
(2,722,389)

Los Angeles
(3,928,864)

New York
(8,491,079)



MAIN PURPOSE 
OF VISIT

ACCOMMODATION 
USAGE

Hotel

Self Catering Camping/Caravan

15,896

92.6% 

30.4% 

1.8%

MARKET OVERVIEW

visitor arrivals

spent one or more nights

-8.4%
Compared to 2014

were repeat visitors

were visiting for a day.
*America was the sixth largest contributor to 
tourist arrivals in the country 

5.8%
were transit visitors.

11.4% 49

44.2% 

189

29.1% 

125

2.1% 9

11.8% 50

1.4% 6

TRAVEL PARTNERSHIP 
IN ASSOCIATION WITH 
LEISURE VISITS 

Alone

Partner

Friends / 
Relatives

Colleagues/Associates

Family

Packed Tour

34.8% 20.1% 
13.7% 

VISITING FRIENDS 
AND RELATIVES BY
COUNTRY OF RESIDENCE 

AMERICAN VISITORS TO SD

4.7% 1% Guest House
9.6% 

Backpacker

B&B

Private Friends/Relatives

4.7% 

living in AFRICA
1.6% 

living in RSA
6.6% 

living in the USA
91.8% 

Game/Nature Park
10.5% 

USA tourists

39.8% 60.2%

Age Groups

25-34

45 -54

55 -64

65 +

35 -44

18 -24

0% 10% 20% 30% 40%

Holiday/Leisure 8% 1,271

5.8% 

922

23.9% 
3,799

17.4% 2,765
44.6% 

7,090

0.3% 47.7

Business / Conference

Medical

Religion

Transit

Visiting Friends/
Relatives



FRENCH arrivals by month (Jan –Dec)

SEASONALITY

2015

2014

2013

2012

REGULATIONS 
AND SATISFACTION

DISTRIBUTION

Knew about 
Swaziland from 
Travelling Agents 

18.4% 33.3%

34.5%
32.5%

knew about 
Swaziland from 
the Internet

16.7%

Issues such getting the 
required certificates was a 
hassle

16.7%
too much paperwork involved 
and therefore they opted to 
leave their children behind.

Security & Safety
in Swaziland

Customer
Services

AMERICAN VISITORS TO SD
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4
>  Word of mouth and the inter-

net were main sources of 
information for leisure travel-
lers

>  Two fifths of European holi-
day travellers booked through 
travel agents

>  Friends and relatives were 
predominant source for North 
American holiday visitors 

| Holiday Planning |
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4.2.  KEY FACTS

•   Study shows that most people already knew about Swaziland, with friends being the next most popular 
source of information about Swaziland.

•   Agents and the internet each accounted for about a fifth as the source of information regarding Swazi-
land. 

•   Agents were more predominant in Europe (40%) whilst the internet accounted for (46%) of Oceania’s 
tourists.  Friends (41%) were the predominant source for North American visitors.



5
>  Average length of stay spent 

was 5 nights

>  Visitors from United States of 
America spent highest 
number of nights

>  First time business segment 
spent more than nights 

| How Long Do they Stay |
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Business/Conference

Holiday/Leisure

MedicalReligion

Visiting Friends/Relatives

How Long Did They stay?

Total average visitor stay = 3.4 nights

2.7 2.3 3.8 2.5

in nights

2.3 1.8

2.5 0.5 1.8

4.9 12.4

2.3

9.2 5.2 16.8

3.9

3.6

2.1 1.8 11
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Figure 3: Average Length of Stay (Nights) by Key Source Market | 2015

5.2.  KEY FACTS

•  The average length of stay in Swaziland is 3.4 nights.

•  There was not much difference between first time and repeat visitors in terms on nights stayed.  On 
average first time visitors spent 4.5 nights as compared to repeat visitors who spent 5.6 nights in 
Swaziland.

•  For first time visitors, business (10.9) and religion (11.5) stayed considerably longer than 
holiday/leisure (2.4) leisure visitors.  The same held true for repeat visitors.

•   Asia (3.8) and North American (4.4) holiday makers spend more nights than the other continents.  

•   At an average of 6.2 night per person holiday visitors from the USA stayed longer than any other source 
market.

Of the African market holiday visitors from Tanzania stayed the longest, whilst from the Americas, tourists from the 
USA stayed longer than everyone else.  From Europe, the UK and the Netherlands had the longest staying visitors.
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6
>  Ezulwini and Mbabane mostly 

visited places

>  Most holiday travellers visited 
Ezulwini valley

 
>  Mbabane was most popular 

place for the business 
segment  

| Where Do They Visit |
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Where Do They Visit

Ezulwini 52.8%

48.1%

36.7%22.1%16.2%

11.3%

15.6%

Mhlambanyatsi

Mbabane

Pigg’s Peak

Manzini

Sidvokodvo

Big Bend

Siphofaneni

Hlatikulu

Simunye

Mhlume

Nhlangano
Mahamba

Matsapha

Malkerns

Lobamba
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Ezulwini
Mhlambanyatsi

Mbabane

Pigg’s Peak

Manzini

Sidvokodvo

Big Bend

Simunye

Nhlangano

Matsapha
Malkerns

Lobamba

Figure 12: Top 12 Places Visited by Holiday/Leisure Visitors | 2015

6.2.  KEY FACTS

•   Major areas of visitation are Ezulwini (53%), Mbabane (48%), Manzini (37%) and Matsapha (22%).  This 
is significantly in part because of their location in the country and availability of accommodation and 
other amenities.  They serve as the base point for most tourists.

•   Mbabane (62%) was the most popular place for business visitors, whilst Ezulwini (65%) was the most 
popular for holiday visitors.  For those visiting friends and family Mbabane and Manzini were the most 
common destinations.

64.6%

45.8%

30.9%

 

19.1%

17.7%
13.3%

9.8%

5.6%

5.1%

3.2%

3.2%

3.1%



7
>  Top three activities by holiday 

visitors were adventure, 
wildlife and cultural 

>  73 percent of visiting friends 
and relatives segment 
engaged in shopping

>  Cultural and heritage was the 
most common activity for 
overseas visitors

| What Did They Do |



 
 

What Did They Do

40.1% 30.3% 29.2% 28% 25.1% 15.4%

12% 8.4% 6.4% 5.8% 4.6% 2.5%

Activities by all visitors

Activities by holiday tourists

Shopping

Casino Golf Sports Nightlife Medical Trading

Adventure Wildlife Business HikingCultural

26.5%38.5% 36.5%37.3% 16.9%20.1%

2.2%11.4% 8.3% 8.0% 1.1% 0.5%

Shopping

BusinessGolf Sports Nightlife Medical Trading

Adventure Wildlife CasinoHikingCultural
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Table 5: Activities by Top 15 Source Markets | 2015

7.2.  KEY FACTS

•   Shopping (40%) was the most common activity amongst all visitors to Swaziland.  This includes all 
kinds of shopping by the visitors.

•   Adventure (30%), Cultural activities (29%) and wildlife activities (28%) were the next most popular 
activities engaged in by all visitors.

•  Business (93%), shopping (45%) and cultural activities (20%) were the most popular activities engaged 
in by business visitors to the country.

•   Adventure (39%), cultural (37%) and shopping (27%) were the most common activities for holiday 
visitors.

•   Seventy-three percent of those visiting friends and family had shopping as the most common activity.

 
Adventure Business Casino 

Cultural/ 

Historical/ 

Heritage 

Golf Hiking Medical Nightlife Shopping Sports Trading Wildlife 

Australia 17.7% 4.1% 3.4% 18.4% 3.4% 8.8% 2.0% 6.1% 17.0% 1.4% 0.0% 17.7% 

Belgium 19.4% 2.0% 1.0% 23.4% 1.0% 11.4% 0.0% 9.0% 9.5% 2.5% 0.0% 20.9% 

Botswana 11.6% 14.7% 1.6% 10.0% 3.2% 6.8% 2.6% 3.7% 25.8% 4.7% 3.7% 11.6% 

Canada 16.9% 5.9% 2.2% 24.3% 2.9% 8.8% 2.2% 2.2% 14.7% 1.5% .7% 17.6% 

France 26.7% .6% 1.7% 30.5% .5% 8.5% .2% 1.2% 10.8% 1.1% .2% 18.3% 

Germany 19.9% 1.1% 1.8% 23.1% .5% 12.3% .1% 4.3% 12.9% 1.6% 0.0% 22.3% 

Italy 22.2% 5.2% .7% 19.3% 1.5% 10.4% 2.2% .7% 14.1% 3.0% 1.5% 19.3% 

Mozambique 12.3% 3.1% 4.8% 11.1% 5.2% 12.5% .1% 6.4% 23.4% 3.2% .1% 17.7% 

Netherlands 18.2% .7% 1.6% 22.9% 1.0% 12.7% .5% 3.5% 9.7% 1.7% .1% 27.3% 

RSA 12.6% 17.7% 9.8% 9.0% 6.8% 5.1% 1.2% 2.3% 21.5% 4.1% 1.0% 9.0% 

Switzerland 18.0% 4.9% 1.6% 23.0% 1.6% 15.6% 1.6% 8.2% 5.7% 1.6% .8% 17.2% 

Tanzania 10.8% 20.1% .5% 19.6% 0.0% 2.1% 7.7% 1.0% 23.2% 1.0% 3.6% 10.3% 

UK 16.7% 6.8% 1.9% 17.1% 2.1% 10.1% 2.9% 3.9% 17.1% 2.5% .2% 18.8% 

USA 14.9% 9.0% 3.5% 14.7% 2.5% 12.4% 4.1% 1.5% 16.4% 2.6% 1.1% 17.2% 

Zimbabwe 11.0% 16.2% 2.4% 9.5% 1.2% 2.4% 6.7% 3.0% 38.1% .6% 2.1% 6.7% 

Highest 2nd Highest

Key

3rd Highest
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8
>  Hotel was for the most 

common form of accommoda-
tion

>  More African visitors opted 
for private accommodation in 
comparison to visitors from 
other world regions

 
>  Close to two thirds of busi-

ness travellers stayed in hotel 
accommodation 

| Where Do They Stay |



1.9%

2.7%

4.5%

Where Do They Stay

Where they stayed by region

Where they stayed by purpose

36.7% of Africans 
stayed at Hotels while 

35.6% stayed with 
Friends/Relatives

51.9% of Business tourists
stayed in Hotels 
14.9% stayed at

B&Bs

49.1% of Holiday makers
stayed in Hotels while 

14.9% stayed at
Guest Houses’

49.1% of Medical tourists
stayed in Hotels while 

21.2% stayed at
with Friends/Relatives

53.1% of Religious tourists
stayed with Friends/Relatives

while 21.1% were 
Camping

84.1% of people visiting 
Friends/Relatives
stayed with them
while 21.1% were 

Camping

35.7% of Asians 
stayed at Hotels while 

29.9% stayed with 
Friends/Relatives

40.5% of Austrialians 
stayed at Hotels while 

16.4% stayed at
a Guest House

45.2% of Europeans 
stayed at Hotels while 

13.9% stayed at
a Guest House

38.7% from Middle East 
stayed at Hotels while 

16.1% stayed at
a Guest House

37.5% Americans 
stayed at Hotels while 

16.7% stayed with 
Friends/Relatives

40.4% South Americans 
stayed at Hotels while 

19.2% were at
Game Parks

Hotel

B&B

Guest House

Private Friends/Relatives

Self Catering

Game/Nature Park

Camping/Caravan

Backpacker

43.4%

11.6% 11.1%

8.2%

26.9%
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8.2.  KEY FACTS

•   Hotels (43%) continue to be the most common form of hotel accommodation for visitors.  For business 
visitors (62%) were lodged in a hotel.

•   90% of those visiting friends and relatives stayed with friends and relatives.

•  Amongst holiday visitors, guest houses (13%) and game/nature parks (13%) were the second and third 
most popular forms of accommodation.

•   Amongst African visitors, staying with friends and family (38%) was just as popular as staying in a hotel 
(39%).
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9
>  Road travel accounted for … 

percent of arrivals

>  Car rentals most popular 
mode of transport amongst 
European holiday visitors 

>  A tenth of holiday visitors 
travelled in coaches 

| How Do They Travel Around |



 

 

Business/
Conference

Holiday/Leisure Medical Religion TransitVisiting Friends/
Relatives

0.1%

1.6%

2.2%

5.8%

6.0%

6.9%

How Do They Travel Around?

Air

Coach

Foot

Minibus

Motorcycle

Private

Rental

Truck

Coach

Foot

Minibus

Private

Rental

62.3%

15.1%

80.1%68.8%

19.4%

30.2%

24.8%

10.2%

12.9%

8.5%

8.1%

12.4% 25.7%

Air

Motorcycle

Truck 6.5% 1%

2.8% 0.4% 1.2%

3.8%

0.2% 0.1% 0.1%
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9.2.  KEY FACTS

•   Private vehicles were by far the most common mode of transportation. At least (62%)of all tourists were 
using this mode of transport.

•  Car rentals were most popular amongst holiday visitors (25%), as well as visitors from Europe (44%), 
Middle East (44%) and Oceania (39%).

The figures below show the proportion of the four most popular modes of transport for African and European 
markets.

Private

75.7%

 

Rental, 
2.6 

Minibus, 
6 

Coach, 
2.3 

AFRICA
 

Private, 
29.8 

Rental

44.1%

Minibus
8.7
 

Coach, 
15.3 

EUROPE  

    

Private

84.7%

 

Rental
4.1

 

Minibus
5.6

 Coach
3.6

 
ASIA  

Private45.9%
 

Rental 
30.1 

Minibus
9.3  

Coach
11.6 

NORTH AMERICA  

53 | P a g e  



ANNEXES

i.  International Visitor Arrivals

 

Sw
az

ila
nd

 T
ou

ris
m

 S
ta

tis
tic

s 
20

15
 - 

Ar
riv

al
s 

by
 c

ou
nt

ry
  

In
bo

un
d 

To
ur

is
m

 
C

O
U

N
TR

Y 
O

F 
R

ES
ID

EN
C

E 
 J

AN
 1

5 
 F

EB
 1

5 
 M

AR
 1

5 
 A

PR
 1

5 
 M

A
Y 

15
 

 J
U

N
 1

5 
  J

U
L 

15
 

  A
U

G
 1

5 
  S

EP
 1

5 
 O

C
T 

15
 

 N
O

V 
15

 
 D

EC
 1

5 
TO

TA
L 

A
FR

IC
A

  
11

6 
18

6 
77

 1
06

 
86

 5
62

 
10

3 
85

0 
83

 1
20

 
78

 7
72

 
91

 7
54

 
99

 8
96

 
86

 5
05

 
90

 1
39

 
83

 9
76

 
10

6 
66

0 
1 

10
4 

52
5 

Bo
ts

w
an

a 
 

33
7 

27
0 

37
5 

47
3 

34
2 

44
4 

63
5 

74
8 

56
6 

45
6 

46
7 

71
9 

5 
83

3 
Ke

ny
a 

 
16

1 
91

 
12

7 
15

7 
10

3 
83

 
12

4 
14

3 
16

0 
15

4 
14

0 
14

8 
1 

59
0 

Le
so

th
o 

25
7 

19
4 

24
1 

42
3 

54
8 

37
7 

70
8 

62
5 

58
4 

43
0 

34
1 

36
5 

5 
09

2 
M

al
aw

i 
50

0 
45

6 
52

9 
55

7 
43

1 
33

4 
40

8 
56

1 
44

7 
43

2 
39

5 
44

5 
5 

49
3 

M
oz

am
bi

qu
e 

22
 6

70
 

14
 7

91
 

14
 9

98
 

14
 0

45
 

9 
53

5 
13

 5
62

 
14

 4
30

 
17

 5
97

 
16

 4
30

 
14

 4
76

 
13

 7
69

 
14

 9
68

 
18

1 
27

1 
N

ig
er

ia
 

32
6 

22
4 

24
5 

31
9 

21
4 

28
1 

30
7 

33
7 

35
4 

30
9 

40
1 

35
0 

3 
66

8 
R

SA
 

81
 8

06
 

51
 2

99
 

60
 9

69
 

78
 3

23
 

64
 0

95
 

57
 6

42
 

68
 7

73
 

72
 3

21
 

61
 7

59
 

67
 9

89
 

62
 6

67
 

82
 6

06
 

81
0 

24
9 

Ta
nz

an
ia

 
48

7 
50

7 
49

8 
51

8 
46

8 
57

4 
56

5 
60

7 
59

3 
54

8 
56

0 
38

4 
6 

31
1 

Za
m

bi
a 

44
3 

41
8 

44
2 

54
6 

35
8 

33
0 

44
9 

48
0 

49
7 

40
8 

39
7 

61
2 

5 
38

0 
Zi

m
ba

bw
e 

8 
31

0 
8 

21
0 

7 
35

0 
7 

66
6 

6 
35

4 
4 

47
9 

4 
58

8 
5 

33
5 

4 
17

4 
4 

00
9 

4 
00

7 
4 

98
5 

69
 4

67
 

O
th

er
 A

fri
ca

 
88

9 
64

6 
78

7 
82

3 
67

1 
66

6 
76

8 
1 

14
2 

94
1 

92
7 

83
2 

1 
07

8 
10

 1
71

 
N

O
R

TH
 &

 S
O

U
TH

 A
M

ER
IC

A
 

1 
61

0 
1 

78
8 

1 
98

4 
1 

86
7 

1 
97

0 
1 

96
2 

2 
09

8 
1 

86
9 

2 
02

3 
1 

81
8 

2 
00

7 
2 

42
1 

23
 4

16
 

Br
az

il 
86

 
95

 
65

 
10

3 
10

2 
64

 
97

 
77

 
81

 
74

 
86

 
65

 
99

6 
C

an
ad

a 
24

6 
41

0 
53

2 
23

2 
26

7 
21

7 
16

4 
15

7 
24

4 
36

9 
54

1 
18

8 
3 

56
8 

U
SA

 
1 

16
0 

1 
20

9 
1 

32
5 

1 
47

7 
1 

55
1 

1 
64

1 
1 

72
9 

1 
56

6 
1 

62
5 

1 
30

2 
1 

31
1 

2 
09

3 
17

 9
88

 
O

th
er

 A
m

er
ic

a 
11

8 
74

 
62

 
54

 
49

 
40

 
10

7 
69

 
73

 
73

 
70

 
75

 
86

4 
M

ID
D

LE
 E

AS
T 

82
 

15
2 

12
7 

96
 

51
 

50
 

76
 

17
4 

19
2 

86
 

75
 

91
 

1 
25

3 
Ku

w
ai

t 
6 

7 
7 

4 
0 

3 
3 

21
 

5 
2 

6 
4 

69
 

Ira
n 

 
16

 
3 

6 
0 

5 
2 

2 
3 

2 
3 

3 
8 

53
 

Is
ra

el
 

48
 

11
9 

98
 

82
 

36
 

36
 

51
 

13
2 

15
9 

58
 

47
 

47
 

91
3 

Sa
ud

i A
ra

bi
a 

0 
0 

1 
0 

2 
1 

2 
0 

1 
0 

1 
12

 
20

 
U

AE
 

1 
1 

1 
0 

2 
0 

0 
0 

2 
1 

0 
0 

8 
O

th
er

 M
id

 E
as

t 
11

 
21

 
13

 
10

 
6 

8 
18

 
18

 
23

 
22

 
18

 
19

 
18

9 
AS

IA
 &

 A
U

ST
R

A
LI

A
 

2 
03

7 
1 

61
3 

1 
63

2 
1 

75
9 

1 
71

0 
1 

76
9 

1 
81

7 
2 

34
0 

2 
33

3 
2 

18
7 

1 
96

4 
1 

98
4 

23
 1

48
 

Au
st

ra
lia

 
30

8 
22

7 
14

1 
17

8 
20

3 
20

4 
30

9 
26

5 
37

8 
17

9 
15

4 
21

8 
2 

76
3 

C
hi

na
 

16
3 

20
6 

15
1 

17
2 

15
7 

16
5 

16
8 

20
4 

23
4 

23
5 

18
7 

18
0 

2 
22

1 
In

di
a  

53
1  

27
0  

39
4  

44
2  

39
4  

38
1  

35
1  

45
7  

46
8  

50
3  

49
7  

45
7  

5 
14

5  
Pa

ki
st

an
 

40
7 

38
0 

38
1 

36
6 

37
1 

45
0 

39
2 

53
4 

46
4 

55
3 

52
5 

39
1 

5 
21

6 
Ph

ilip
pi

ne
s 

34
 

33
 

40
 

57
 

33
 

30
 

39
 

39
 

23
 

37
 

34
 

80
 

47
7 

So
ut

h 
Ko

re
a 

22
1 

15
9 

14
2 

20
4 

18
0 

15
0 

17
1 

30
8 

21
8 

17
1 

18
3 

20
8 

2 
31

5 
Ta

iw
an

 
43

 
87

 
73

 
80

 
92

 
48

 
99

 
12

8 
15

2 
13

5 
79

 
90

 
1 

10
5 

O
th

er
 A

si
a 

32
9 

25
0 

31
1 

26
2 

28
0 

34
2 

28
8 

40
6 

39
7 

37
3 

30
7 

36
1 

3 
90

5 
EU

R
O

PE
 

7 
62

5 
9 

20
1 

9 
66

2 
7 

65
7 

5 
75

1 
3 

42
7 

8 
56

9 
10

 7
63

 
8 

90
1 

12
 7

35
 

13
 4

89
 

5 
77

8 
10

3 
55

9 
Be

lg
iu

m
 

23
8 

32
3 

26
7 

42
5 

16
8 

91
 

71
4 

50
9 

51
0 

65
6 

70
9 

30
0 

4 
90

9 
Fr

an
ce

  
1 

11
4 

1 
88

6 
2 

86
9 

1 
56

7 
1 

31
2 

42
0 

99
4 

1 
60

9 
1 

30
9 

2 
72

1 
2 

89
6 

66
2 

19
 3

60
 

G
er

m
an

y 
 

1 
27

9 
1 

99
6 

2 
40

1 
1 

90
5 

95
6 

41
4 

84
1 

1 
67

4 
2 

32
4 

3 
06

7 
3 

52
4 

1 
12

8 
21

 5
10

 
Ita

ly
 

16
6 

17
6 

13
0 

18
0 

12
9 

17
7 

23
6 

1 
11

5 
28

1 
26

4 
22

7 
19

5 
3 

27
7 

N
et

he
rla

nd
s 

1 
01

1 
97

5 
90

6 
74

3 
96

1 
43

4 
3 

11
8 

2 
47

5 
1 

63
6 

2 
31

2 
1 

80
7 

1 
03

4 
17

 4
14

 
N

or
w

ay
 

10
4 

12
9 

84
 

94
 

31
 

23
 

99
 

42
 

56
 

10
6 

10
6 

54
 

92
9 

Po
rtu

ga
l 

57
2 

47
4 

48
1 

51
8 

44
5 

54
5 

41
3 

60
2 

60
3 

49
6 

46
9 

42
7 

6 
04

7 
Sw

ed
en

 
35

5 
29

7 
20

9 
12

4 
92

 
38

 
54

 
53

 
52

 
22

2 
40

5 
26

8 
2 

16
7 

Sw
itz

er
la

nd
 

35
6 

29
2 

29
1 

28
8 

19
5 

82
 

27
9 

16
2 

28
8 

53
3 

68
0 

23
2 

3 
67

8 
U

K 
1 

37
4 

1 
48

1 
1 

11
6 

1 
28

2 
98

3 
87

0 
1 

27
6 

1 
62

5 
1 

13
5 

1 
26

7 
1 

36
6 

87
2 

14
 6

46
 

O
th

er
 E

ur
op

e 
1 

05
5 

1 
17

1 
90

8 
53

0 
47

9 
33

3 
54

5 
89

8 
70

8 
1 

09
1 

1 
29

9 
60

5 
9 

62
2 

G
R

AN
D

 T
O

TA
L 

12
7 

54
0 

89
 8

60
 

99
 9

67
 

11
5 

22
9 

92
 6

02
 

85
 9

81
 

10
4 

31
4 

11
5 

04
3 

99
 9

54
 

10
6 

96
5 

10
1 

51
2 

11
6 

93
4 

1 
25

5 
90

1 



 

i.  International Visitor Arrivals

STATISTICAL TABLE 

ANNUAL REPORT ON TOURISM STATISTICS, 2015 

ANNUAL SUMMARY OF CHARACTERISTICS OF VISITOR ARRIVALS FROM SELECTED MARKETS, 2015 

AFRICA 

CHARACTERISTICS Botswana Kenya Lesotho 
NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 5 833 100.0% -1.4% 1 590 100.0% -8.1% 5 092 100.0% -8.3% 

Air 0 0.0% -100.0% 72 4.5% -91.3% 0 0.0% -100.0% 

Land 5 833 100.0% 10.0% 1 518 95.5% 66.8% 5 092 100.0% -5.6% 

GENDER 5 833 100.0% -1.4% 1 590 100.0% -8.1% 5 092 100.0% -8.3% 

Male  3 762 64.5% 3.6% 1 587 77.3% 0.0% 3 111 61.1% 15.5% 

Female 2 071 35.5% -9.3% 144 22.7% 0.0% 1 981 38.9% -30.7% 

AGE GROUP 5 833 100.0% -1.4% 1 590 100.0% -8.1% 5 092 100.0% -8.3% 

18-24 152 2.6% -51.6% 72 4.5% - 423 8.3% -16.4% 

25-34 2 380 40.8% 4.3% 216 13.6% -25.2% 1 981 38.9% 17.7% 

35-44 1 534 26.3% -43.1% 579 36.4% 0.4% 1 273 25.0% -45.9% 

45-54 1 458 25.0% 134.9% 650 40.9% 12.8% 1 416 27.8% 40.0% 

55-64 309 5.3% - 73 4.6% -74.7% 0 0.0% - 

65+ 0 0.0% - 0 0.0% - 0 0.0% - 

LENGTH OF DAYS 5 833 100.0% -1.4% 1 590 100.0% -8.1% 5 092 100.0% -8.3% 

Under 1 day 307 5.3% - 145 0.0% 0.0% 1 132 22.2% 123.9% 

1 Day 691 11.8% 32.7% 0 0.0% - 707 13.9% 39.9% 

2 Days 1 612 27.6% -37.5% 145 9.1% 0.0% 990 19.4% -72.0% 

3 Days 1 228 21.1% 7.6% 289 9.1% 0.0% 566 11.1% 11.9% 

4 Days 537 9.2% 404.8% 0 9.1% - 424 8.3% - 

5 Days 537 9.2% 159.6% 144 0.0% 0.0% 566 11.1% - 

6 Days 230 3.9% 116.3% 433 4.5% 0.0% 0 0.0% - 

7 Days 0 0.0% -100.0% 144 13.6% 0.0% 0 0.0% - 

8- 10 Days 154 2.6% 44.2% 144 0.0% 0.0% 283 5.6% - 

11 -14 Days 307 5.3% 188.4% 0 18.2% - 141 2.8% -58.3% 

15 - 29 Days 154 2.6% 44.2% 144 22.7% 0.0% 0 0.0% - 

30- 59 Days  77 1.3% - 144 4.5% 0.0% 283 5.6% 69.8% 

60 Days & Over 0 0.0% - 0 9.1% #DIV/0! 0 0.0% - 

Av. Length of Stay (Days) 4.1 0.4 22.6 13.8 4.5 1.3 



i.  International Visitor Arrivals

CHARACTERISTICS Malawi Mozambique Nigeria 
NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 5 493 100.0% 15.4% 181 271 100.0% -17.4% 3 668 100.0% 3.7% 

Air 0 0.0% -100.0% 0 0.0% -100.0% 0 0.0% -100.0% 

Land 5 493 100.0% 97.9% 181 271 100.0% -17.4% 3 668 100.0% 60.3% 

GENDER 5 493 100.0% 15.4% 181 271 100.0% -17.4% 3 668 100.0% 3.7% 

Male  4 120 75.0% 18.1% 118 914 65.6% -23.3% 2 821 76.9% -8.9% 

Female 1 373 25.0% 8.1% 62 357 34.4% -3.4% 847 23.1% 91.6% 

AGE GROUP 5 493 100.0% 15.4% 181 271 100.0% -17.4% 3 668 100.0% 3.7% 

18-24 0 0.0% -100.0% 6 163 3.4% 17.0% 282 7.7% - 

25-34 1 066 19.4% 234.1% 29 003 16.0% -6.3% 1 412 38.5% 112.4% 

35-44 2 900 52.8% -100.0% 74 865 41.3% -26.4% 847 23.1% -61.7% 

45-54 1 527 27.8% 20.2% 56 919 31.4% -13.0% 847 23.1% 27.4% 

55-64 0 0.0% -100.0% 12 508 6.9% 13.9% 0 0.0% - 

65+ 0 0.0% - 1 813 1.0% -65.6% 279 7.6% - 

LENGTH OF DAYS 5 493 100.0% 15.4% 181 271 100.0% -17.4% 3 668 100.0% 3.7% 

Under 1 day 0 0.0% -100.0% 106 619 58.8% -23.4% 282 7.7% - 

1 Day 305 5.6% - 29 061 16.0% -11.2% 0 0.0% -100.0% 

2 Days 763 13.9% - 35 964 19.8% 2.4% 564 15.4% -63.6% 

3 Days 0 0.0% -100.0% 6 720 3.7% -21.5% 1 129 30.8% 406.5% 

4 Days 305 5.6% -4.3% 1 271 0.7% -42.1% 0 0.0% -100.0% 

5 Days 1 068 19.4% 68.7% 727 0.4% 10.3% 564 15.4% - 

6 Days 305 5.6% - 182 0.1% -58.6% 0 0.0% -100.0% 

7 Days 305 5.6% - 0 0.0% -100.0% 564 15.4% - 

8- 10 Days 458 8.3% - 182 0.1% - 0 0.0% - 

11 -14 Days 610 11.1% -3.6% 182 0.1% - 0 0.0% -100.0% 

15 - 29 Days 916 16.7% 187.1% 182 0.1% - 0 0.0% -100.0% 

30- 59 Days  305 5.6% -51.8% 182 0.1% -17.3% 0 0.0% - 

60 Days & Over 153 2.8% - 0 0.0% - 564 15.4% 157.3% 

Av. Length of Stay (Days) 13.8 3.3 0.8 0.1 15.1 7.7 



i.  International Visitor Arrivals

AFRICA 

CHARACTERISTICS RSA Tanzania Zambia Zimbabwe 
NO. % %CHG NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 810 249 100.0% -5.4% 6 311 100.0% 10.4% 5 380 100.0% -1.4% 69 467 100.0% 18.5% 

Air 0 0.0% -100.0% 0 0.0% -100.0% 0 0.0% -100.0% 0 0.0% -100.0% 

Land 810 249 100.0% 4.1% 6 311 100.0% 71.1% 5 380 100.0% 51.2% 69 467 100.0% 57.2% 

GENDER 810 249 100.0% -5.4% 6 311 100.0% 10.4% 5 380 100.0% -1.4% 69 467 100.0% 18.5% 

Male  559 072 69.0% -2.4% 4 121 65.3% 3.3% 3 938 73.2% 1.5% 49 252 70.9% 27.9% 

Female 251 177 31.0% -11.4% 2 190 34.7% 26.8% 1 442 26.8% -8.6% 20 215 29.1% 0.5% 

AGE GROUP 810 249 100.0% -5.4% 6 311 100.0% 10.4% 5 380 100.0% -1.4% 69 467 100.0% 18.5% 

18-24 46 994 5.8% 89.2% 259 4.1% #DIV/0! 129 2.4% #DIV/0! 2 501 3.6% 12.3% 

25-34 187 168 23.1% 42.8% 1 161 18.4% 24.6% 1 576 29.3% 82.8% 28 620 41.2% 65.5% 

35-44 243 075 30.0% -27.4% 1 546 24.5% -41.8% 1 442 26.8% -59.9% 22 716 32.7% -15.2% 

45-54 187 168 23.1% -20.2% 3 345 53.0% 93.7% 2 104 39.1% 267.1% 14 310 20.6% 22.1% 

55-64 97 230 12.0% 0.5% 0 0.0% -100.0% 129 2.4% -70.1% 834 1.2% 42.2% 

65+ 48 615 6.0% 41.9% 0 0.0% -100.0% 0 0.0% - 486 0.7% - 

LENGTH OF DAYS 810 249 100.0% -5.4% 6 311 100.0% 10.4% 5 380 100.0% -1.4% 69 467 100.0% 18.5% 

Under 1 day 284 087 35.1% -7.4% 129 2.0% - 262 4.9% 84.9% 15 998 23.0% 90.8% 

1 Day 125 075 15.4% -23.1% 258 4.1% -4.2% 394 7.3% -54.4% 9 683 13.9% 24.2% 

2 Days 173 107 21.4% -24.0% 0 0.0% -100.0% 787 14.6% 9.3% 6 736 9.7% -7.3% 

3 Days 115 906 14.3% 45.5% 0 0.0% -100.0% 787 14.6% -21.6% 5 473 7.9% -1.7% 

4 Days 46 800 5.8% 51.8% 386 6.1% -27.3% 656 12.2% 14.5% 7 157 10.3% -8.2% 

5 Days 26 684 3.3% 55.8% 386 6.1% -51.7% 525 9.8% 21.7% 7 999 11.5% 58.7% 

6 Days 11 769 1.5% 71.8% 515 8.2% -22.3% 394 7.3% 36.1% 3 368 4.8% 19.7% 

7 Days 6 705 0.8% -2.1% 773 12.2% 487.6% 525 9.8% 269.9% 421 0.6% -89.3% 

8- 10 Days 8 758 1.1% 13.6% 773 12.2% 93.1% 394 7.3% 177.4% 1 684 2.4% -0.9% 

11 -14 Days 4 242 0.5% 23.8% 1 803 28.6% 125.2% 262 4.9% -9.3% 5 473 7.9% 94.5% 

15 - 29 Days 3 284 0.4% -4.1% 1 159 18.4% 74.8% 131 2.4% -69.6% 2 947 4.2% -25.0% 

30- 59 Days  1 916 0.2% -25.4% 129 2.0% -51.0% 262 4.9% -39.1% 421 0.6% -73.4% 

60 Days & Over 1 916 0.2% 123.7% 0 0.0% - 0 0.0% - 2 105 3.0% - 

Av. Length of Stay (Days) 2.2 0.4 11.1 2.6 7 -1.1 6.6 1.1 



i.  International Visitor Arrivals

AMERICA 

CHARACTERISTICS Brazil Canada USA 
NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 996 100.0% 2.3% 3 568 100.0% 2.8% 17 988 100.0% 3.6% 

Air 0 0.0% - 0 0.0% -100.0% 162 0.9% -95.7% 

Land 996 100.0% 2.3% 3 568 100.0% 13.2% 17 826 99.1% 31.2% 

GENDER 996 100.0% 2.3% 3 568 100.0% 2.8% 17 988 100.0% 3.6% 

Male  543 54.5% -33.1% 1 813 50.8% 11.9% 10 829 60.2% 20.2% 

Female 453 45.5% 178.6% 1 755 49.2% -5.1% 7 159 39.8% -14.3% 

AGE GROUP 996 100.0% 2.3% 3 568 100.0% 2.8% 17 988 100.0% 3.6% 

18-24 0 0.0% -100.0% 282 7.9% 53.3% 1 925 10.7% 51.9% 

25-34 272 27.3% -44.2% 767 21.5% 50.4% 5 163 28.7% 36.4% 

35-44 453 45.5% - 492 13.8% -18.0% 2 914 16.2% -48.5% 

45-54 181 18.2% -44.1% 767 21.5% 27.8% 3 634 20.2% 13.8% 

55-64 0 0.0% - 767 21.5% -17.2% 2 536 14.1% 58.8% 

65+ 90 9.0% - 492 13.8% -24.1% 1 817 10.1% -3.1% 

LENGTH OF DAYS 996 100.0% 2.3% 3 568 100.0% 2.8% 17 988 100.0% 3.6% 

Under 1 day 362 36.4% 11.7% 494 13.8% 427.3% 1 375 7.6% 8.5% 

1 Day 272 27.3% -16.3% 1 757 49.2% -9.6% 2 200 12.2% -42.9% 

2 Days 181 18.2% - 439 12.3% -26.8% 2 585 14.4% -47.2% 

3 Days 91 9.1% - 274 7.7% 97.7% 2 475 13.8% 15.9% 

4 Days 0 0.0% - 110 3.1% 17.2% 1 540 8.6% -0.3% 

5 Days 0 0.0% -100.0% 55 1.5% -60.5% 1 210 6.7% 70.0% 

6 Days 91 9.1% - 55 1.5% 21.7% 1 265 7.0% 91.8% 

7 Days 0 0.0% - 0 0.0% - 660 3.7% 137.7% 

8- 10 Days 0 0.0% -100.0% 110 3.1% 143.4% 1 265 7.0% 191.5% 

11 -14 Days 0 0.0% - 110 3.1% -20.9% 880 4.9% 102.8% 

15 - 29 Days 0 0.0% - 55 1.5% -41.4% 1 210 6.7% 22.3% 

30- 59 Days  0 0.0% - 55 1.5% -60.5% 385 2.1% 269.7% 

60 Days & Over 0 0.0% - 55 1.5% - 935 5.2% 1695.7% 

Av. Length of Stay (Days) 1.5 -1.2 5.2 14.7 14.3 6.7 



i.  International Visitor Arrivals

MIDDLE EAST/ASIA & AUSTRALASIA 

CHARACTERISTICS Israel Australia China 
NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 913 100.0% 9.6% 2 763 100.0% -26.9% 2 221 100.0% 8.6% 

Air 0 0.0% - 0 0.0% -100.0% 0 0.0% -100.0% 

Land 913 100.0% 9.6% 2 763 100.0% -13.6% 2 221 100.0% 62.7% 

GENDER 913 100.0% 9.6% 2 763 100.0% -26.9% 2 221 100.0% 8.6% 

Male  483 52.9% 16.0% 1 426 51.6% -14.8% 1 184 53.3% 4.1% 

Female 430 47.1% 3.2% 1 337 48.4% -36.5% 1 037 46.7% 14.2% 

AGE GROUP 913 100.0% 9.6% 2 763 100.0% -26.9% 2 221 100.0% 8.6% 

18-24 108 11.8% -48.3% 213 7.7% - 0 0.0% -100.0% 

25-34 161 17.6% - 973 35.2% 20.8% 1 333 60.0% 30.3% 

35-44 161 17.6% -22.8% 608 22.0% -18.3% 593 26.7% 4.3% 

45-54 215 23.5% -48.5% 334 12.1% -61.5% 295 13.3% 30.1% 

55-64 215 23.5% - 304 11.0% -62.2% 0 0.0% -100.0% 

65+ 55 6.0% - 332 12.0% -40.7% 0 0.0% - 

LENGTH OF DAYS 913 100.0% 9.6% 2 763 100.0% -26.9% 2 221 100.0% 8.6% 

Under 1 day 0 0.0% - 698 25.3% 236.0% 0 0.0% - 

1 Day 376 41.2% 80.5% 820 29.7% -20.5% 0 0.0% -100.0% 

2 Days 322 35.3% - 547 19.8% -57.0% 444 20.0% -44.2% 

3 Days 215 23.5% 3.2% 304 11.0% -48.2% 444 20.0% -2.2% 

4 Days 0 0.0% - 121 4.4% -56.0% 148 6.7% 29.2% 

5 Days 0 0.0% -100.0% 61 2.2% 78.5% 0 0.0% -100.0% 

6 Days 0 0.0% - 0 0.0% -100.0% 0 0.0% -100.0% 

7 Days 0 0.0% - 30 1.1% -10.7% 148 6.7% - 

8- 10 Days 0 0.0% -100.0% 30 1.1% - 296 13.3% - 

11 -14 Days 0 0.0% - 61 2.2% -40.5% 0 0.0% - 

15 - 29 Days 0 0.0% - 30 1.1% -77.7% 148 6.7% 31.6% 

30- 59 Days  0 0.0% - 61 2.2% - 0 6.7% - 

60 Days & Over 0 0.0% - 0 0.0% - 444 20.0% - 

Av. Length of Stay (Days) 1.8 -2.9 2.7 0.5 38.3 34.9 



 

i.  International Visitor Arrivals

ASIA & AUSTRALIA/ EUROPE 

CHARACTERISTICS India Pakistan Taiwan Belgium 
NO. % %CHG NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 5 145 100.0% 2.3% 5 216 100.0% 23.0% 1 105 100.0% -12.9% 4 909 100.0% 8.5% 

Air 0 0.0% -100.0% 0 0.0% -100.0% 0 0.0% -100.0% 0 0.0% -100.0% 

Land 5 145 100.0% 63.6% 5 216 100.0% 37.4% 1 105 100.0% -0.4% 4 909 100.0% 12.0% 

GENDER 5 145 100.0% 2.3% 5 216 100.0% 23.0% 1 105 100.0% -12.9% 4 909 100.0% 8.5% 

Male  3 792 73.7% 13.0% 5 216 100.0% 38.3% 780 70.6% -18.0% 2 474 50.4% -5.9% 

Female 1 353 26.3% -19.2% 0 0.0% -100.0% 325 29.4% 2.5% 2 435 49.6% 28.5% 

AGE GROUP 5 145 100.0% 2.3% 5 216 100.0% 23.0% 1 105 100.0% -12.9% 4 909 100.0% 8.5% 

18-24 0 0.0% -100.0% 0 0.0% -100.0% 260 23.5% 63.8% 206 4.2% -59.7% 

25-34 1 893 36.8% 125.4% 2 608 50.0% 268.1% 260 23.5% -18.1% 825 16.8% -19.3% 

35-44 1 353 26.3% 61.1% 2 608 50.0% 23.0% 455 41.2% -42.6% 1 856 37.8% 49.7% 

45-54 813 15.8% -51.5% 0 0.0% -100.0% 65 5.9% - 1 114 22.7% 39.2% 

55-64 813 15.8% - 0 0.0% - 65 5.9% - 658 13.4% -17.9% 

65+ 273 5.3% - 0 0.0% - 0 0.0% - 250 5.1% 67.7% 

LENGTH OF DAYS 5 145 100.0% 2.3% 5 216 100.0% 23.0% 1 105 100.0% -12.9% 4 909 100.0% 8.5% 

Under 1 day 271 5.3% - 652 12.5% 174.5% 0 0.0% - 578 11.8% -12.0% 

1 Day 0 0.0% -100.0% 0 0.0% -100.0% 0 0.0% -100.0% 2 186 44.5% 15.3% 

2 Days 271 5.3% - 652 12.5% -60.5% 65 5.9% -89.7% 1 320 26.9% -4.6% 

3 Days 271 5.3% -83.8% 652 12.5% - 0 0.0% - 495 10.1% 35.1% 

4 Days 542 10.5% -35.5% 652 12.5% 174.5% 195 17.6% -38.5% 165 3.4% 128.0% 

5 Days 1 625 31.6% - 0 0.0% -100.0% 130 11.8% - 41 0.8% -46.4% 

6 Days 271 5.3% - 652 12.5% - 0 0.0% -100.0% 41 0.8% - 

7 Days 0 0.0% - 0 0.0% -100.0% 0 0.0% - 0 0.0% - 

8- 10 Days 812 15.8% - 0 0.0% - 65 5.9% - 0 0.0% - 

11 -14 Days 271 5.3% - 652 12.5% - 0 0.0% - 0 0.0% - 

15 - 29 Days 271 5.3% -67.8% 0 0.0% - 195 17.6% - 0 0.0% - 

30- 59 Days  271 5.3% -67.6% 652 12.5% - 130 11.8% - 83 1.7% 14.0% 

60 Days & Over 271 5.3% - 652 12.5% 179.5% 325 29.4% - 0 0.0% - 

Av. Length of Stay (Days) 16.6 5.1 17.8 5.0 88.4 85.5 2.2 0.3 



i.  International Visitor Arrivals

EUROPE 

CHARACTERISTICS France Germany Italy 
NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 19 360 100.0% 36.8% 21 510 100.0% -0.7% 3 277 100.0% -9.1% 

Air 0 0.0% -100.0% 0 0.0% -100.0% 0 0.0% -100.0% 

Land 19 360 100.0% 39.3% 21 510 100.0% 2.3% 3 277 100.0% -5.4% 

GENDER 19 360 100.0% 36.8% 21 510 100.0% -0.7% 3 277 100.0% -9.1% 

Male  10 919 56.4% 32.8% 10 346 48.1% -17.7% 1 717 52.4% -17.7% 

Female 8 441 43.6% 42.4% 11 164 51.9% 22.7% 1 560 47.6% 2.8% 

AGE GROUP 19 360 100.0% 36.8% 21 510 100.0% -0.7% 3 277 100.0% -9.1% 

18-24 1 084 5.6% 303.2% 1 119 5.2% 39.5% 206 6.3% 120.3% 

25-34 4 704 24.3% 78.7% 4 840 22.5% 35.4% 937 28.6% 120.3% 

35-44 3 853 19.9% -8.6% 4 388 20.4% -30.2% 990 30.2% -36.7% 

45-54 4 530 23.4% 72.1% 5 205 24.2% -4.3% 1 039 31.7% -18.8% 

55-64 3 388 17.5% 15.7% 4 517 21.0% 22.6% 105 3.2% -45.1% 

65+ 1 800 9.3% 22.3% 1 441 6.7% -23.6% 0 0.0% -100.0% 

LENGTH OF DAYS 19 360 100.0% 36.8% 21 510 100.0% -0.7% 3 277 100.0% -9.1% 

Under 1 day 1 436 7.4% 26.9% 4 750 22.1% 94.0% 468 14.3% -17.8% 

1 Day 12 466 64.4% 43.2% 10 083 46.9% -7.7% 1 456 44.4% 13.8% 

2 Days 3 849 19.9% 55.4% 3 899 18.1% -11.8% 624 19.0% -12.1% 

3 Days 517 2.7% -50.6% 1 210 5.6% -37.3% 208 6.3% -60.2% 

4 Days 574 3.0% 9.7% 762 3.5% -16.3% 156 4.8% -52.9% 

5 Days 172 0.9% 305.9% 134 0.6% -73.0% 104 3.2% - 

6 Days 115 0.6% 62.4% 90 0.4% 37.9% 52 1.6% - 

7 Days 57 0.3% 35.3% 0 0.0% -100.0% 0 0.0% -100.0% 

8- 10 Days 115 0.6% 170.6% 179 0.8% -17.3% 104 3.2% 106.1% 

11 -14 Days 0 0.0% - 90 0.4% -17.3% 52 1.6% 11.0% 

15 - 29 Days 57 0.3% 103.0% 134 0.6% 106.8% 0 0.0% - 

30- 59 Days  0 0.0% -100.0% 179 0.8% 313.6% 0 0.0% -100.0% 

60 Days & Over 0 0.0% - 0 0.0% - 52 1.6% - 

Av. Length of Stay (Days) 1.5 -0.1 1.7 -0.1 2.9 0.5 



i.  International Visitor Arrivals

CHARACTERISTICS Netherlands Norway Portugal 
NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 17 414 100.0% -2.6% 929 100.0% -1.8% 6 047 100.0% -10.0% 

Air 0 0.0% -100.0% 0 0.0% -100.0% 0 0.0% -100.0% 

Land 17 414 100.0% -0.6% 929 100.0% 13.7% 6 047 100.0% -7.3% 

GENDER 17 414 100.0% -2.6% 929 100.0% -1.8% 6 047 100.0% -10.0% 

Male  8 759 50.3% -11.7% 342 36.8% -38.9% 3 126 51.7% -31.2% 

Female 8 655 49.7% 8.8% 587 63.2% 51.7% 2 921 48.3% 34.1% 

AGE GROUP 17 414 100.0% -2.6% 929 100.0% -1.8% 6 047 100.0% -10.0% 

18-24 1 202 6.9% 26.8% 98 10.5% -24.2% 623 10.3% 57.1% 

25-34 4 057 23.3% 10.7% 147 15.8% -14.7% 1 457 24.1% 5.3% 

35-44 3 622 20.8% -7.0% 196 21.1% 13.9% 1 669 27.6% -47.3% 

45-54 4 284 24.6% 14.7% 196 21.1% -43.1% 1 457 24.1% 47.5% 

55-64 2 943 16.9% -30.2% 147 15.8% 70.5% 623 10.3% 219.6% 

65+ 1 306 7.5% -7.5% 146 15.7% 242.6% 218 3.6% -63.2% 

LENGTH OF DAYS 17 414 100.0% -2.6% 929 100.0% -1.8% 6 047 100.0% -10.0% 

Under 1 day 2 125 12.2% 54.4% 98 10.5% - 1 043 17.2% -47.2% 

1 Day 7 010 40.3% -11.9% 293 31.6% 70.4% 2 294 37.9% 15.7% 

2 Days 5 668 32.5% -5.3% 98 10.5% -62.1% 1 668 27.6% 5.6% 

3 Days 1 678 9.6% 6.7% 147 15.8% 14.0% 209 3.4% -73.7% 

4 Days 373 2.1% -36.8% 49 5.3% -71.6% 0 0.0% - 

5 Days 224 1.3% 317.2% 98 10.5% 129.7% 209 3.4% 7.0% 

6 Days 37 0.2% 4.3% 0 0.0% - 0 0.0% - 

7 Days 37 0.2% - 0 0.0% -100.0% 417 6.9% - 

8- 10 Days 75 0.4% 108.6% 49 5.3% - 0 0.0% -100.0% 

11 -14 Days 37 0.2% -47.8% 0 0.0% -100.0% 209 3.4% - 

15 - 29 Days 75 0.4% -40.4% 49 5.3% 14.9% 0 0.0% - 

30- 59 Days  75 0.4% 108.6% 49 5.3% #DIV/0! 0 0.0% - 

60 Days & Over 0 0.0% -100.0% 0 0.0% #DIV/0! 0 0.0% - 

Av. Length of Stay (Days) 1.9 -0.7 5.4 0.8 2.1 0.6 



 

i.  International Visitor Arrivals

EUROPE 

CHARACTERISTICS Sweden Switzerland UK 
NO. % %CHG NO. % %CHG NO. % %CHG 

MODE OF TRAVEL 2 167 100.0% 2.5% 3 678 100.0% 11.2% 14 646 100.0% -7.4% 

Air 0 0.0% -100.0% 48 1.3% -79.0% 0 0.0% -100.0% 

Land 2 167 100.0% 4.7% 3 630 98.7% 17.9% 14 646 100.0% 8.3% 

GENDER 2 167 100.0% 2.5% 3 678 100.0% 11.2% 14 646 100.0% -7.4% 

Male  1 263 58.3% 12.3% 1 563 42.5% -17.1% 7 089 48.4% -17.0% 

Female 904 41.7% -8.7% 2 115 57.5% 48.7% 7 557 51.6% 3.9% 

AGE GROUP 2 167 100.0% 2.5% 3 678 100.0% 11.2% 14 646 100.0% -7.4% 

18-24 180 8.3% 97.8% 416 11.3% 348.8% 952 6.5% 58.4% 

25-34 271 12.5% -49.8% 1 151 31.3% 33.4% 2 417 16.5% 20.3% 

35-44 451 20.8% 43.0% 644 17.5% -37.2% 1 948 13.3% -29.6% 

45-54 542 25.0% 50.7% 868 23.6% 16.7% 2 783 19.0% -24.8% 

55-64 542 25.0% 0.4% 552 15.0% 31.4% 3 369 23.0% -11.6% 

65+ 182 8.4% -32.8% 48 1.3% -70.5% 3 178 21.7% 8.6% 

LENGTH OF DAYS 2 167 100.0% 2.5% 3 678 100.0% 11.2% 14 646 100.0% -7.4% 

Under 1 day 542 25.0% 34.1% 460 12.5% 15.9% 3 012 20.6% 13.4% 

1 Day 813 37.5% 20.4% 1 885 51.3% 14.0% 4 016 27.4% -12.1% 

2 Days 90 4.2% -83.3% 736 20.0% 9.0% 2 067 14.1% -49.3% 

3 Days 90 4.2% -33.3% 184 5.0% -39.6% 1 476 10.1% 22.9% 

4 Days 90 4.2% -0.7% 92 2.5% -33.8% 768 5.2% 18.4% 

5 Days 90 4.2% 94.1% 0 0.0% - 886 6.0% 7.7% 

6 Days 0 0.0% -100.0% 92 2.5% 297.2% 413 2.8% 273.5% 

7 Days 181 8.3% - 92 2.5% - 236 1.6% 113.4% 

8- 10 Days 90 4.2% 103.3% 46 1.3% - 472 3.2% 24.5% 

11 -14 Days 90 4.2% 103.3% 46 1.3% -0.7% 413 2.8% -31.2% 

15 - 29 Days 0 0.0% -100.0% 0 0.0% -100.0% 472 3.2% 10.7% 

30- 59 Days  0 0.0% - 46 1.3% - 295 2.0% 43.6% 

60 Days & Over 90 4.2% - 0 0.0% - 118 0.8% - 

Av. Length of Stay (Days) 11.3 23.9 2.2 0.1 4.9 1.6 



 

iii.  Frequency of Visit

FREQUENCY OF VISIT (%), 2015 

TOTAL AFRICA 

FREQUENCY OF VISIT Botswana Kenya Lesotho Malawi Mozambique Nigeria RSA Tanzania Zambia Zimbabwe 

First Visit 34 49 68 44 67 7 62 14 63 49 44 

Repeat Visit 66 51 32 56 33 93 38 86 37 51 56 

AMERICA MIDDLE EAST 

Brazil Canada USA Israel Australia China India Pakistan Taiwan 

82 89 71 88 80 60 63 63 29 

18 11 29 12 20 40 37 37 71 

ASIA & AUSTRALIA 

Belgium France Germany Italy Netherlands Norway Portugal Sweden Switzerland UK 
92 96 92 81 90 68 66 79 86 74 

8 4 8 19 10 32 34 21 14 26 

EUROPE 



iv.  Travelling Companion

TRAVELLING COMPANIONS (%), 2015 

TOTAL AFRICA 
TRAVELLING COMPANIONS Botswana Kenya Lesotho Malawi Mozambique Nigeria RSA Tanzania Zambia Zimbabwe 
Alone 24 29 59 14 44 20 39 29 49 59 56 
With Spouse/ Partner 30 21 18 17 19 22 23 30 22 12 15 
With Friends/ Relatives 17 20 0 36 0 22 15 18 4 10 10 
With Colleagues/ Association 8 17 23 22 36 3 23 10 25 17 10 
With Family 15 9 0 6 0 33 0 13 0 0 9 
Packaged Tour 6 4 0 6 0 0 0 1 0 2 1 

AMERICA MIDDLE EAST 

Brazil Canada USA Israel Australia China India Pakistan Taiwan 

9 12 26 6 11 60 79 63 47 

55 39 25 47 46 13 5 13 18 

9 14 21 6 15 20 11 25 18 

0 2 9 0 3 0 0 0 12 

18 9 7 29 11 7 5 0 6 

9 25 12 12 13 0 0 0 0 

ASIA & AUSTRALIA 

Belgium France Germany Italy Netherlands Norway Portugal Sweden Switzerland UK 

5 2 3 8 3 11 7 17 8 15 

43 36 43 46 46 37 35 29 44 24 

12 9 12 18 9 21 35 25 11 18 

1 2 2 3 2 0 0 8 4 2 

18 18 11 25 23 16 21 8 18 11 

22 34 30 0 19 16 3 13 16 30 

EUROPE 



v.  Main Purpose

MAIN PURPOSE OF VISIT (%) 2015 

TOTAL AFRICA 
MAIN PURPOSE  Botswana Kenya Lesotho Malawi Mozambique Nigeria RSA Tanzania Zambia Zimbabwe 
Holiday 44 40 5 31 8 39 23 33 6 27 19 
Business 18 33 91 31 81 3 31 19 88 44 29 
VFR 17 24 5 19 11 5 39 24 4 27 42 
Transit  19 3 0 17 0 53 0 20 0 2 6 
Other 3 0 18 2 0 0 7 4 2 0 4 

AMERICA MIDDLE EAST 
Brazil Canada USA Israel Australia China India Pakistan Taiwan 

64 71 45 88 60 13 21 13 18 

0 12 24 6 6 27 63 25 29 

0 6 17 0 11 60 11 50 47 

36 8 6 0 22 0 5 13 0 

0 3 8 6 1 0 0 0 6 

ASIA & AUSTRALIA 

Belgium France Germany Italy Netherlands Norway Portugal Sweden Switzerland UK 
92 93 83 73 89 74 72 63 84 71 

3 1 1 10 1 16 7 17 9 13 

2 2 2 3 2 5 7 13 1 11 

3 4 15 13 8 5 14 4 6 4 

0 0 0 1 0 0 0 3 0 1 

EUROPE 



vi.  Outbound Travel

 

OUTBOUND TRAVEL 

SWAZILAND OUTBOUND STATISTICS, 2009- 2015 

MODE OF  
DEPARTURE 

AIR ROAD TOTAL AIR ROAD TOTAL AIR ROAD TOTAL 
2009 9 241 1 234 955 1 244 196 -0.5 5.7 5.7 0.7 99.3 100.0 
2010 8 772 1 132 109 1 140 881 -5.0 -8.3 -8.3 0.8 99.2 100.0 
2011 8 530 1 255 143 1 263 673 -2.7 10.9 10.8 0.7 99.3 100.0 
2012 8 885 1 393 718 1 402 603 4.2 11.0 10.8 0.6 99.4 100.0 
2013 9 000 1 564 032 1 573 032 1.3 12.2 12.2 0.6 99.4 100.0 
2014 8 592 1 648 712 1 657 304 -4.7 5.1 5.4 0.5 99.5 100.0 
2015 8 910 1 704 411 1 713 321 3.7 3.4 3.4 0.5 99.5 100.0 

369 149 597 149 966 -16.7 2.0 1.9 0.2 99.8 100.0 
         February 579 132 946 133 525 -15.1 10.2 10.0 0.4 99.6 100.0 

       March 832 138 834 139 666 -1.8 0.5 0.4 0.6 99.4 100.0 
      April 710 156 978 157 688 1.1 0.5 0.5 0.5 99.5 100.0 
       May 831 140 292 141 123 13.7 4.3 4.4 0.6 99.4 100.0 
     June 708 124 687 125 395 -9.5 -3.4 -3.4 0.6 99.4 100.0 
   July 895 140 392 141 287 6.7 3.4 3.4 0.6 99.4 100.0 

    August 933 155 502 156 435 17.5 8.7 8.7 0.6 99.4 100.0 
       September 939 132 478 133 417 4.1 6.1 6.1 0.7 99.3 100.0 

   October 857 139 537 140 394 35.2 18.2 18.3 0.6 99.6 100.0 
     November 911 133 362 134 273 9.5 0.5 0.6 0.7 99.3 100.0 
    December 346 159 806 160 152 -14.4 -5.3 -5.4 0.2 99.8 100.0 

PERCENTAGE DISTRIBUTION 
YEAR/ MONTH 

NUMBER OF DEPARTURES PERCENTAGE CHANGE 

  January  



vii.  Accommodation



6th Floor, Dlanubeka Building
Cnr Lalufadlana & Mdada Street, Mbabane, Swaziland
P. O. Box A1030, Swazi Plaza H101
+268 2404 9693/75
+268 2404 9683
email: secretary@tourismauthority.org.sz
www.thekingdomofswaziland.com

Swaziland Tourism Authority


