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advantages such as increased tourists satisfaction, improved brand and increased 

market share.  This have created a compelling need for destinations to adequately 

provide and manage MTEs in order to obtain a fair share of the progressively 

sophisticated heritage tourist markets (Kim & Ritchie, 2014:330).   

 

This chapter will provide a brief literature review based on heritage tourism and the 

importance of providing memorable tourism experience at world heritage sites. This 

will be followed by the problem statement, goals and objectives, research 

methodology, ethical considerations, definition of key terms and study exposition. 

The exposition of this chapter is presented in Figure 1.1. 

 

 
FIGURE 1.1: Chapter Exposition 
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experiences in various settings were taken into consideration. The next section 

discusses the population and sampling method used for the purpose of this study. 

 

1.5.2 Population and Sampling 

The target population of the study incorporated tourists visiting the NSS.  Between 

2014 and 2015, a total of 142 486 tourists visited the NSS (Wildlife and National 

Parks, 2015:1).  Based on Survey Monkey sample size calculator with 95% 

confidence level, a minimum sample size of 384 tourists would be an appropriate 

representative of the population under survey (Survey Monkey, 2016) for the 

aforementioned population.  A total of 312 questionnaires were usable out of a total 

of 400 which were distributed over the data collection period. The data collection for 

this research study was carried out from the beginning of February 2018 to the end 

of March 2018. 

 

The study utilised a convenience sampling technique to conduct data collection.  

Convenience sampling is conceptualised as the collection of data from a sample that 

is available to the research by virtue of its accessibility (Bryman, 2016:187; Wysocki, 

2008:120).  In this study, any tourists visiting the NSS site who were conveniently 

available, were targeted and recruited at random.  The questionnaires were 

distributed to the respondents on their way into the heritage site and were collected 

from them on their way out of the heritage site.  While convenience sampling does 

not provide guarantee a descriptive and impartial sample, it is the most commonly 

used sampling technique in behavioural science research (Gravetter & Forzano, 

2012:151).  
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CHAPTER TWO 

CONCEPTUALISATION OF TOURISM AND THE HERITAGE TOURISM SECTOR 

2.1 INTRODUCTION  

Tourism is viewed as a vital component of the global economy (Balan & Birsan, 

2011:110).  It makes up to 9% of the entire global economy and it is considered a 

potential tool for growth and development (UNWTO, 2015:2).  In terms of definition, 

tourism is equivocal and can be characterised from many different points of view and 

in many different ways.  Tourism is a multidimensional phenomenon which can 

subsequently be divided into numerous subsectors (Balan & Birsan, 2011:110).  In 

recent decades, increased mobility, travel accessibility and the vast growth of 

knowledge have created an increased demand to visit and personally experience 

other places and/or societies (UNWTO, 2009:1).   

 

The above-mentioned shift in the tourism industry is reflected in the upsurge of the 

heritage market segment specifically (McNutty & Koff, 2014:5).  Over the past few 

years heritage tourism has become a global phenomenon and a very popular type of 

alternative form of tourism (Mcnulty & Koff, 2014:5). Heritage tourism includes the 

visitation of cultural or heritage orientated facilities such as world heritage sites.  Its 

popularity has had favourable economic and social impacts; and in some cases 

caused unwanted pressure (Pedersen, 2002:11).  The quest to protect global 

heritage sites has resulted in several international agreements and programmes 

such as the WHC.  Managing the increasing demand for visitor access to these sites 

is a major challenge to sustainable tourism practices (Seely, 2012:100). 
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With the above in mind, the fundamental aim of this chapter is to expand on aspects 

introduced in the previous chapter and give a theoretical outline essential to address 

the first objective of this study.  The chapter will include aspects such a brief 

summary and definitions of the key components of the study, specifically: tourism, 

heritage and heritage tourism.  While this chapter examines the concept of tourism, it 

is more specifically concerned with heritage tourism, in order to give an overview of 

world heritage sites status and to highlight the literature on how natural world 

heritage sites are selected, inscribed and protected.  The chapter will conclude by 

investigating ways in which natural world heritage sites can manage the negative 

tourism effect through sustainable tourism practices. 

 

 

FIGURE 2.1: Chapter Exposition 
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planning and made travel possible to formerly inaccessible places (Andrews, 

2007:4).   

The 16th and 17th century, a period alluded to as the Grand Tour era, was a key 

stage in the tourism industry and it is ordinarily viewed as a time that brought forth 

modern tourism (Hsu & Gartner, 2012:4).  During this period new railroads and trans-

Atlantic steamers made travelling both quicker and reasonably priced (Zuelow, 

2016:9). These prompted great developments in Britain's trading business.  It was 

during this period that a larger number of people could truly travel (Zuelow, 2016:9). 

The Industrial Revolution (from about 1750 AD to 1850 AD) started mechanisation 

the development of the steam engine in 1770, and the first car was built in Europe in 

1886 (Andrews, 2007:5).  During this period the middle class was becoming richer 

and more educated, and recreation time and an interest in travel amplified which in 

turn set a base for mass tourism (Andrews, 2007:5). 

 In the 19th and 20th centuries extraordinary advances in science and innovation 

made the development of fast, safe and moderately cheap types of transport 

achievable (Zuelow, 2016:9).  The development of the aeroplane in 1903 changed 

the way people travelled and paved the way for marketable air travel a decade and a 

half later (Andrews, 2007:6).   

By the 21st century the Internet, increased mobility, travel accessibility, improved 

communication and the vast growth of knowledge led to amplified investment in 

tourism development, which made modern tourism a key driver of socio-economic 

growth through its contribution to the GDP (Alhowaish, 2016:1).  Table 2.3 (next 

page) depicts a summary of some of the milestones that took place in the long and 

fascinating history of tourism. 
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As illustrated in Figure 2.2 above, tourism can be divided into two main types of 

tourism, namely mass tourism and alternative tourism.  Mass tourism is based on 

large tourist groups travelling on pre-arranged itineraries which in some cases are 

directed by tour operators, and because it is greatly dependent on seasonal and 

climatic conditions, it is occasionally referred to as sea-sun-sand tourism (Egresi, 

2016:358).  On the other hand, alternative tourism depends on little gatherings, 

families and even singles, and its activities occur throughout the entire year to 

generate average volumes (Gonzalez-Fonseca, 2012:14).  The following sections will 

provide a detailed variation between the two main types of tourism and discuss the 

subsectors that are subsequently created as a result. 

 

2.2.3.1 Mass tourism  

Mass tourism is a pre-scheduled tour for a group of people travelling together for 

similar purposes and the people integrating as a holiday group (Akis, 2011:289).  

This sector is a major contributor to world tourism income (Akis, 2011:289). The huge 

influx of visitors may result in a productive tourism business and tourism income in 

the host nation (Egresi, 2016:358).    Mass tourism is regularly used to allude to the 

early periods of air-based mass tourism since the 1960s, which saw an astounding 

growth in visitor numbers, democratisation of tourism, institutionalisation of items and 

societal changes (Vainikka, 2015:1). He additionally adds that it is also used to 

accentuate certain inspirations, practices and values in tourism that are viewed as 

ordinary for mass tourism, isolating it from other contemporary or alternative types of 

tourism (Vainikka, 2015:1).  In this financial setting, mass tourism is also related with 

social, cultural and environmental problems; this has opened prospects for the 

examination of alternative tourism. 
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2.2.3.2 Alternative types of tourism 

The alternative tourism concept and practice emerged from a reaction to the effect of 

mass tourism and as a declaration of insubordination and a search for an experience 

(Jafari & Xiao, 2015).  It involves tourism that respects the values of local people and 

nature; that favours experiences; trades; and builds encounters (Jafari & Xiao, 2015).  

Although alternative tourism overall generates less revenue compared to mass 

tourism, it offers a greater share of direct economic benefits to local economies 

(Egresi, 2016:358).  Alternative tourism can be further divided into numerous forms 

as per Table 2.4 on the next page.  
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This section discussed the two main types of tourism, mass tourism and alternative 

tourism. Alternative tourism branches into numerous forms of tourism including 

heritage tourism. The utilisation of heritage as a tourism commodity has created a 

greater need for tourism studies to explore the link between heritage and tourism.  

The section below will explore the role of heritage within tourism. 

 

2.3 HERITAGE 

In recent decades, the role of heritage within tourism and leisure has changed as 

more and more audiences are showing great interest.  This growth has certainly 

contributed to the scope and demand of heritage (Kunwar & Chand 2016:5).   The 

procedure of heritage commodification has prompted the creation and formulation of 

a new environment in which different possibilities and potential for heritage can 

coexist for different audiences.  Zhang, Alan Fyall and Zheng (2014:1) contend that 

in the realm of tourism, heritage has taken up extra attributes of destination, market 

and development potential. During the previous couple of decades, the concept of 

heritage has turned into a noteworthy point in both the creation and utilisation of 

tourism (Henderson & Weisgrau, 2007:1).  This section will provide a discussion of 

heritage through a description of various definitions followed by the discussion of the 

different types of heritage 

 

2.3.1 Defining Heritage 

It is critical to keep in mind that historical merits are the foundation of the concept of 

heritage (Torre, 2002:11).  However, as yielded by most reviews, heritage is 
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FIGURE 2.3: Types of heritage 

Source: Adopted from Ruoss and Alfare (2013:10) 

 

Figure 2.3 indicates that heritage resources include the raw materials from which the 

heritage product is derived.  Heritage tourism products include monuments, ruins, 

traditions, artefacts, archaeological sites and festivals (Ruoss & Alfare, 2013:10).  

The interpretation process entails the transformation of resources into products 

through interpretation and involves the selection of the resources and how they are 

packaged (Ahmad, 2006:294).  This is a function of tourism demand, while the 

heritage product is the end result (Christou, 2005).  There is no one set of heritage 

products as it can differ, based on the market it intends to attract (Smith & Akagawa, 

2008:3).  On the one hand, there is a heritage that presents itself in a material, 

substantial frame and on the other hand there is cultural heritage (Ruoss & Alfare, 

2013:10).  From these two main categories, heritage can be further divided into 

numerous sub-categories. 
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2.3.2.1 Intangible heritage  

Intangible heritage is defined as heritage that is personified in individuals rather than 

in lifeless articles (practices, representations, expressions, knowledge and skills) 

(Ahmad, 2006:297).  It includes the practices, expressions, knowledge and skills that 

communities, groups and sometimes individuals recognise as part of their cultural 

heritage (UNESCO, International Centre for the Conservation and Restoration of 

Monuments (ICCROM), ICOMOS & International Union for Conservation of Nature 

(IUCN), 2012:16).  Intangible heritage comprises the components which represent 

the way of life of each community, which are articulated in a range of activities, a way 

of talking and thinking, and by the setting of moral or good principles (Lenzerini, 

2011:101).  Intangible heritage is the practice, presentation, expressions, and also 

the learning and aptitudes that communities and people perceive as a feature of their 

cultural heritage (Ruggles & Silverman, 2009:1).  This category encompasses 

practices such as customs, customary dancing and music, oral writing, and crafts 

(Alivizatou, 2012:15).  The significance of intangible cultural heritage is not the social 

indication itself but rather the abundance of learning and aptitudes that is conveyed 

from one generation to another (UNESCO, 2013:4).    

 

2.3.2.2 Tangible Heritage 

Tangible heritage alludes to physical artefacts produced, maintained and transmitted 

inter-generationally in a local community (Ruoss & Alfare, 2013:10). It incorporates 

artistic manifestations, constructed heritage, for example, structures and landmarks, 

and other tangible objects with social significance that are accessible to the general 

public (Barillet, Joffroy & Louquet, 2006:11, Lenzerini, 2011:104).  Tangible heritage 
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Langley, Rosabal & Sheppard, 2009:2).  Over time, the efficiency of the convention 

has resulted in an increasing number of sites being inscribed on the World Heritage 

List (Pedersen, 2002:11).    

 

Currently there are 1 052 properties listed as world heritage sites in some 165 

countries across the globe (UNESCO, 2017:1).  Of these sites, 814 are cultural, 203 

are natural and 35 are mixed (UNESCO, 2017:1).  The world heritage status is the 

most prestigious award for natural and cultural heritage and recognised worldwide 

(Marencic & Frederiksen, 2013:10).  According to Borge et al., (2011:3) the 

inscription of a property in the World Heritage list is not only the recognition of its 

OUV and integrity of a particular site, but also the recognition of the need to protect 

and manage it.  One of the key advantages of the enlistment as a world heritage site 

is undoubtedly the upsurge in tourist arrivals (UNESCO, 2016:2).  Moreover, Adu-

Ampong (2010:46) highlights that as a particular world heritage site gains attention, 

positive benefits increase in the areas of publicity, government support and 

donations.  The inscription of a site on the World Heritage list brings an inevitable 

and needed interest in the site and its outstanding values (Frey & Steiner, 2011:555).   

Other benefits not only include, but also limit the strengthened protection and long-

term conservation (UNESCO, 2016:2). 

 

2.4.2 The World Heritage Convention 

The WHC is one of the first globally supported international agreements.  The WHC 

was initiated by the UNESCO General Conference in 1972 and by 2011 it was 

sanctioned by 187 countries, meaning it is almost universally embraced (UNESCO, 









45 
 

capacity and bringing countries together to promote the value of conservation 

(UNESCO, 2012:10).   

 

2.4.3 Natural world heritage sites and sustainable tourism development 

As stated by Ramachander (2004:86) heritage tourism and sustainable tourism 

development are frequently seen as nearly identical.  Sustainable tourism 

development is characterised by responsible tourist behaviour and the efforts to 

prevent the alteration of the local culture.   A thriving heritage tourism sector requires 

a tourism policy that builds upon the existing foundation of cultural heritage, respects 

social and cultural traditions, minimises economic leakages and adheres to the 

principles of sustainable tourism development (United Nations Environment Program 

(UNEP), UNWTO, 2005:183).  Cultural and heritage resources are often delicate and 

therefore should be handled with care (Durovic & Lovrentjev, 2015:160).   The 

intangible heritage may also be endangered if the tourism growth prioritises tourist 

satisfaction and ignore traditional values.  Therefore, attaining the balance between 

the consumption and safeguarding heritage products is crucial.  A balanced 

sustainable heritage tourism development plan must offer continuous benefit for 

heritage tourists, national governments, the private sector and local communities.  

Figure 2.5 (next page) indicates the key aspects of sustainable development. 
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preserve their resources through the use of sustainable tourism development 

(Worldwide Fund for Nature (WWF), 2016:7).   

 

According to UNESCO (2006:1) key activities that aid in enhancing sustainability at 

heritage sites include: capacity building; training and development of local 

communities; creating awareness of the importance of conservation; appropriate use 

of tourism-generated funds; and sharing of expertise and lessons learned.  The 

dynamic responsibility of helping site managers with the implementation of these 

sustainable measures lies with the World Heritage Centre (UNESCO, 2006:1).  Its 

mandatory responsibility is to conduct missions that look into the effect of tourism 

development on the estimation of world heritage sites (UNESCO, ICCROM, 

ICOMOS & IUCN, 2012:19).  Natural world heritage properties are recognised due to 

their exceptional qualities identifying with landscape and other outstanding natural 

wonders, ecosystems or potentially biodiversity (Osipova, Wilson, Blaney, Shi, 

Fancourt, Strubel, Salvaterra, Brown & Verschuuren, 2014:1).    

 

The expectation is to help managers comprehend and consolidate world heritage 

ideas and procedures into normal site administration (UNESCO, ICCROM, ICOMOS 

& IUCN, 2012:19).  As a result of their high status and distinction, world heritage 

sites for some communities are models or stages for enhancing national protected 

area networks (UNESCO, 2006:1).  As such, guaranteeing that their administration 

achieves the most noteworthy conceivable principles is critical (UNESCO, 2006:1).   

As noted by UNESCO (2006:1) the social impact of tourism is usually permanent, it 

generally occurs over time and tends to be invisible and intangible.  The challenge is, 





https://journals.sagepub.com/doi/abs/10.3141/2156-16
https://journals.sagepub.com/doi/abs/10.3141/2156-16
https://journals.sagepub.com/doi/abs/10.3141/2156-16


50 
 

Heritage tourism is thought to be one of the fastest developing (Bonn et al., 

2007:346) and most prominent sectors of the tourism industry (Poria & Ashworth, 

2009:522).  Various destinations are presently capitalising on their heritage to make 

a feasible and completive tourism item (Timothy, 2011:360).  Various forms of 

tangible and intangible heritage are increasingly being mobilised for tourism 

purposes; and experiencing living heritage is a particularly enriching experience for 

both the tourists and the community.  The development of heritage tourism is now 

being seen as an alternative product that will augment the traditional focus on nature 

tourism (Dewah, 2014:100).  The ascent of heritage tourism has spawned a number 

of studies dedicated to the analysis of the heritage industry phenomenon and the 

reasons for its spectacular growth (Bonn et al., 2007; Dewah, 2014). This section will 

place emphasis on defining heritage tourism, it will then discuss the benefit and state 

of heritage tourism in Africa and end by making a case for heritage tourism in 

Namibia.  

 

2.5.1 Defining heritage tourism  

Heritage tourism is constantly being redefined and reinterpreted in an attempt to 

meet the specific demand of the contemporary world (Park, 2014:1).   Several 

reviews in tourism literature have provided a considerable debate between 

apparently contrasting definitions of heritage tourism.  The variance in these 

definitions is due to the fact the research is predisposed towards various 

philosophies, terrestrial areas and occasions (Mckercher & Cros, 2012:3).  A portion 

of the definitions are thorough while others are plainly limited and self-serving 

(Mckercher & Cros, 2012:3).   
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heritage tourism enables poor communities to leverage their unique assets (rich 

history and cultural heritage) for economic development.   

 

On the downside, regardless of the considerable number of advantages, there are a 

number of challenges associated with heritage tourism (Richardson, 2010:2).  

Richardson (2010:2) states that when not well managed, tourism can damage 

heritage through: commodification and demeaning of culture and customs; distancing 

and loss of cultural character; undermining of local traditions and lifestyles; uprooting 

of customary traditions; loss of land rights and access to assets; harm to attractions; 

and loss of authenticity in interpretation.  Other key issues confronting heritage 

tourism incorporate: the uneven distribution of monetary advantages; misuse of 

culture; abnormal amounts of money-related spillages of tourism income; and foreign 

ownership (in an African setting). 

 

2.5.3 Heritage Tourism in Africa 

Africa is a continent with a great degree of rich cultural and natural heritage of 

moveable and immoveable nature. Collectively the rich diversity of the African 

heritage contributes a unique wealth to world heritage (Wanjema, 2012:1).  These 

are the very tourist attractions which people from major tourist generating nations are 

looking for (Akama & Sterry, 2002:55).  Today, many African destinations have 

responded to this perception by aggressively marketing their natural and historical 

attributes, as well as cultural events, to encourage more visitors to visit their 

countries (Steyn, 2007:17).  Some of the iconic African cultural landscapes include 

the coral stone towns of the East African Coast, the pyramids of Egypt, the great 
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activities that are essential for human and ecosystem existence.  Protected areas are 

celebrated as latter strongholds of nature, and play a vibrant role in providing 

humanity with a variety of valuable ecological services (Chape, Spalding & Jenkins, 

2008:4).  Their natural features (which include wilderness, mountains, rainforests and 

deserts) offer attractions which for many nations have become a foundation of 

tourism and recreation (Phillips, 1998:12).  Turpie et al., (2010:5) add that protected 

areas are equally dependent on tourism as their core values are derived from this 

activity.   

 

Tourists visiting protected areas provide visited sites with the opportunity to generate 

income, earn foreign exchange, and create employment.  This generates added 

value to the tourism industry, and further value is added to the local, regional, and 

national economy. This is possible as a whole through linkage and multiplier effects 

(Turpie et al., 2010:5).  The quantifiable values of protected areas are gradually 

being utilised as a tool to validate and support the expansion of protected area 

systems.  This is partly because tourism creates new demands in the local economy, 

and the political aim of tourism business development is to attract visitors from other 

places, creating a redistribution channel for capital from richer to poorer areas 

(Lundmark, Fredman & Sandell, 2010:22).  The importance of protected areas for 

sustainable development and the conservation of natural sites are widely recognised 

and have resulted in numerous international agreements and programmes.   These 

include the Stockholm Conference on Environment and the adoption of the World 

Heritage Convention in 1972; the 1980 World Conservation Strategy; and the 1992 

United Nation (UN) Conference on Environment. 
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CHAPTER THREE 

THE TOURISM EXPERIENCE 

3.1 INTRODUCTION   

The concept of visitor experience and understanding the ways in which tourists 

experience the places they visit is fundamental to the study of tourism (Sharpley & 

Stone, 2010:1).  It is worth noting that over the years the concept of visitor 

experiences has become extremely popular not only in tourism, but across various 

disciplines such as retailing, sociology, economics and political sciences (Verhoef, 

Lemon, Parasuraman, Roggeveen, Tsiros & Schlesinger, 2009:31).  In general, 

visitor experience is a multifaceted phenomenon which can be investigated in 

numerous ways (Borrie & Birzell, 2001:29).  According to Hinch and Higham 

(2011:157) visitor experience can be explored in terms of the duration of the visit, 

activities undertaken and general tourist behaviour.  On the other hand, Kim and 

Fesenmaier (2015:29) and Sheng and Chen (2012:54) indicate that visitor 

experience is a dynamic process, therefore, it must incorporate the investigation of 

visitor desires before the visit, during the visit, and after the visit.   

 

According to Radder and Han (2013:1263) a good visitor experience can ensure 

several advantages such as increased sales, increased market shares, increased 

visitor satisfaction and valuable competitive advantage.  Steyn (2007:24) points out 

that cultural and heritage tourism resources, attractions and experiences could 

influence destination competitiveness.  The competiveness of a heritage site plays a 

pivotal role in attracting visitors to the site and the more attractive the site is, the 

more likely it is to be a success story.  Chandralal and Valenzuela (2015:292) 
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distinguished by visitors as critical in impacting their experiences.  When dealing with 

these variables it is important to keep in mind the end goal which is to provide visitors 

with a memorable experience (Du Plessis, 2013:112).  Visitor management through 

innovation may further create positive or negative visitor behaviour depending on 

how the experience is perceived in relation to the branding of the destination.  

Unsuccessful administration of visitor experience will prompt avoidance conduct, 

whilst successful management is likely lead to approach behaviour (Du Plessis, 

2013:112).   

 

A service that reflects the needs, wants, and interests of the visitor has the capability 

to improve visitor experiences before, amid, and after their visit (Wells, Lovejoy & 

Welch, 2009:4). Therefore, getting visitor experience right at heritage sites is vital as 

it ensures that the site is properly valued, and that more people will visit, and will be 

willing to pay for their experience, encouraged by positive recommendation by word- 

of-mouth (Wallace, 2013:1).  According to Booth, Cessford, McCool and Espiner 

(2011:11) it is very important that management efforts take into account the value of 

what visitors experience while engaging in recreation activities in order to ensure 

favourable outcomes. The ability to provide high quality opportunities over long time 

frames is fundamental to being competitive in the global arena that characterises 

21st century tourism (Booth, Cessford, McCool & Espiner, 2011:11)  

3.3.4 The Servicescape 

The servicescape which is also referred to as the physical environment (Du Plessis, 

2013:400) is one of the most essential elements of experience in the tourism industry 

especially for products such as hotels, theme parks, museums and heritage sites 













https://www.tandfonline.com/author/Sthapit%2C+Erose
https://www.tandfonline.com/author/Coudounaris%2C+Dafnis+N


























94 
 

3.5 VISITOR EXPERIENCE IN HERITAGE CONTEXT 

Visitor experience is a fundamental concept in heritage marketing as tourist 

satisfaction is often determined by experience obtained (Rojas & Camarero, 

2008:525).  As stated in the previous chapter, it is projected that there will be a 

dramatic increase in international travel by the year 2030.  This increase will result in 

a significant increase of visitors to protected areas, consequently protected area 

managers must give careful consideration to the kind of experience they offer their 

guests (Goriup, 2006:1).  Goriup (2006:1) further adds that experiences are 

inherently unique to individuals; this renders experience-based heritage management 

highly complex.  Heritage sites are increasingly becoming visitor orientated facilities 

and this trend is evidence of a developing experience economy based on the idea 

that tourists are looking to consume unique and memorable experiences (Sheng & 

Chen, 2012:53).  The success of a World Heritage Site as a tourist attraction begins 

with the visitor.  

 

As stated earlier tourist degree of spending, the level of satisfaction and the desire to 

return to the visited site are some of the fundamentals that measure the success of 

the tourism industry. According to Timothy (1997:752) heritage tourism is not 

homogenous as it occurs at different levels. Figure 3.10 depicts four levels of 

heritage experiences as identified by Timothy (1997:752).  
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FIGURE 3.10: Level of Heritage Tourism Experience 

Source: Timothy (1997:752) 

 

Figure 3.10 demonstrates the four types of heritage experiences: world, national, 

local, and personal. It further illustrates that heritage tourism experiences can be 

consumed at four different levels. According to Adu-Ampong (2010:11) this 

classification perceives the likelihood of intersections between levels of experience, 

furthermore each of the four levels of heritage experience is connected by the 

concept of shared heritage. He further argues that what is seen as world heritage by 

one individual, might be viewed as exceptionally personal by another (Adu-Ampong, 

2010:11). Depending on where they are, some visitors may view a heritage 

experience as local while others may consider it national.  At a worldwide level there 

are resemblances between individual experiences as a result the understanding of 

the dimensions is helpful to encourage fitting experience within secured regions, and 

conserving the values within them (Goriup, 2006:1).   According to Rojas and 

Camarero (2007:525) visitor experience is a key idea in heritage promotion as 

traveller fulfilment is frequently determined by the worldwide experience acquired. 

This is a quickly developing niche market that is coordinated towards encountering 

the local customs, traditions, arts, history, sites, and culture that truly speak of a 

specific place (Burns et al., 2010:6).   
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FIGURE 3.11 Visitor Heritage Experience 

Source: Adapted from Daengbuppha (2009:70) 

 

The proposed conceptual framework indicates that the tourism consumption process 

consists of three main parts: the pre-consumption experience (decision-making 

phase), the consumption experience (participation phase), and post- consumption 

experience (post-visit phase) (Daengbuppha, 2009:70).  The study found that the 

heritage experience is an outcome of the dynamic and complex interactive 

experience of heritage.  The model also represents a relationship among multiple 

propositions that provide a framework of visitor heritage experience.  The framework 

consists of two main elements: the visitor interactive experience process and factors 

Pre-Consumption 
Experience 

(Decision-making stage 

Experience Consumption 
(Participation stage) 

 

Post-Consumption 
Experience 

(Recollection stage) 

The Trip 
Motivation 

The Trip 
Satisfaction 
Evaluation 

Component of Experience External Environment 
(Intervening factors) 

Perceived value of 
heritage 
Stimuli 
Visitor Involvement 
Acquisition of 
Knowledge 
Matter of Choice 
Behavioural Norms 
Perception of 
Authenticity 
Conservation Ethic 
 

Site Management  
Setting and Cultural 
value 
Environmental 
condition 

Visitor Interactive Experience Process 

Anticipation 
Phase of 

interaction 

The step of 
experience pursuit 

Recollection 
Phase of 

Interaction 

Rewarding (repeat/improve) / Distraction (delay/withdraw)  

Experiential 
Aspects 

Experience 
Consumption 

Practice 

Evolution of 
Experience 

Heritage Interactive Experience 



98 
 

constructing experience.  The visitor interactive experience process is made up of 

components of experience and external environment (intervening factors such as site 

management), whilst the factors constructing experience contain experiential 

aspects, experience consumption practice and evolution of experience 

(Daengbuppha, 2009:71).  Depending on how the experience is perceived in relation 

to expectation, this can lead to either rewarding (repeat visit) or distraction (withdraw 

from site) behavioural outcome.  

 

The framework also represents a phenomenon specifying the elements and nature of 

the heritage experience consumed by visitors.  It shows the components of 

experience and visitor interactive experience process whereby a set of external 

environment acts as intervening factors influencing the experience construction.  The 

literature suggests that due to a constantly changing tourism environment, 

destinations are increasingly experiencing that travellers, communities, technology, 

safety and the environment are changing, which in turn affect the global tourism 

situation (Heath, 2002:329).  Visitors to World Heritage Sites have a wide range of 

motivations for their visit along with varying interests and expectations. For some, it 

is sufficient to simply drive through and feast on the natural beauty of the place 

without making use of services or programmes, and others want to linger and more 

fully experience what the site has to offer (UNESCO, 2003:82).  Cohen (1979:181) 

states that destination managers need to understand that the level of satisfaction 

differs from visitor to visitor, what is satisfactory for one visitor might not be for the 

next. Therefore, it is essential to explore the concept of satisfaction in a heritage 

context. 
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 CHAPTER FOUR 

DATA PRESENTATION AND INTERPRETATION 
 

4.1 INTRODUCTION 

This chapter expands on the previous chapter by discussing the final quantitative 

research report and presenting the research results in written form. This chapter 

illustrates the statistical results in terms of the demographics and trip characteristics, 

descriptive experience results, and motivational characteristics with the aim of 

identifying the key success factors in managing memorable experience at the NSS.  

The results of this chapter conclude the research process, facilitate the possible 

publication of the research in order to provide a basis for further research, and set 

forth plans and programmes to be initiated as based on the research results and 

recommendations.  

 

The factor analysis of both visitor experience and visitor motivation will be discussed. 

The reliability test will also be discussed in this chapter in order prove that the data 

utilised in this study is reliable and consistent. Finally, the results obtained from the 

Spearmans (rs) correlation coefficient tests, Mann-Whitney U tests, Kruskal Wallis 

test and Chi-Square tests that were used to indicate the relationship between the 

findings, will be provided. However, this study only reports on the statistically 

significant relationships encountered between variables. Open-ended questions were 

analysed using a content analysis research technique. It is also important to note that 

the descriptive statistics are based on the total sample (N=312), therefore, the 

questions that were not answered in the questionnaire are not reported.  Figure 4.1 

provides a visual presentation of the layout of this chapter.  
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member(s). Only 11% visited by themselves, while a mere 6% represented other 

forms of travel party. 

 

4.2.1 Mode of transport utilised 

This section will present the results pertaining to the mode of transport used to travel 

to the NSS.  These results are presented in Figure 4.2. 

 
   
FIGURE 4.2: Mode of transport 
 

Figure 4.2 illustrates that most of the visitors preferred to use rented cars (53%) 

followed by own vehicle (24%), aeroplane (10%), public transport (including overland 

truck) (11%) and other modes of transport (2%).  

 

4.2.2 Type of accommodation utilised 

This section will present the results relating to the type of accommodation used by 

visitors at the NSS.  These results are presented in Figure 4.3 (next page). 
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FIGURE 4.3: Type of accommodation 

 

Figure 4.3 outlines that half (50%) of the visitors to the NSS used lodges as the most 

frequent type of accommodation, followed by camping (21%), friend/family house 

(13%), luxury hotels (8%) and normal hotels (8%). Hostels and other forms of 

accommodation each represented 1% of the accommodation used by visitors to the 

heritage site.  

 

4.2.3 Respondent countries of origin 

This section will present the results relevant to the nationality of visitors to the NSS.  

These results are presented in Figure 4.4. 

 
 
FIGURE 4.4: Countries of origin  

8% 

50% 

13% 

21% 

8% 

0% 10% 20% 30% 40% 50% 60%

Hotels

Lodges

Friend/Family House

Camping

Other

12% 

44% 

36% 

4% 

4% 

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

Namibia

Germany

Rest of Europe

Rest of Africa

Other



110 
 

Most of the visitors to the NSS originated from Germany (44%) followed by the rest 

of Europe (Portuguese, Spanish, Belgian, Swiss, French, Italian, Austrian, British, 

Turkish & Dutch) with (36%), Namibia (12%), the rest of Africa (Rwandese, South 

African & Angolan) (4%) and others nationalities (American, Arab & Canadian) (4%).   

 

4.2.4 Visitation planning time 

This section will present the results pertaining to the decision-making style of visitors 

to the NSS.  These results are presented in Figure 4.5. 

 

 

FIGURE 4.5: Visitation planning time 

 

Figure 4.5 shows that most respondents planned major aspects of their trip in 

advance (66%). Spur of the moment decisions were reported as the second most 

used decision-making style by the respondents (21%). Fewer respondents (10%) 

kept advance planning to a minimum of one month before the trip while 3% of the 

respondents used other decision-making styles.  
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I participated in tourism 
activities that I have been    
interested in  

2.6 2.6 1.3 3.2 19.2 42.0 29.2 5.77 1.315 

It was once-in-a-lifetime 
experience  3.2 1.9 1.9 7.4 15.4 37.8 32.4 5.73 1.409 

It was a unique experience  1.6 1.9 0.3 3.2 18.7 41.2 33.1 5.91 1.176 
It was quite different from 
my previous tourism 
experiences 

1.9 2.2 1.6 7.1 17.6 33.3 36.2 5.81 1.332 

I experienced something 
new  

2.2 2.6 2.2 7.4 16.7 32.4 36.5 5.77 1.398 

I did something meaningful 
during this tourism  
experience 

2.2 3.2 5.1 13.8 19.9 28.5 27.2 5.40 1.486 

I did something important 
during this tourism 
experience  

3.9 2.9 5.1 16.7 20.8 26.3 24.4 5.24 1.560 

I learned about myself from 
this tourism experience  4.5 5.1 3.2 18.0 18.3 25.0 26.0 5.19 1.658 

It was liberating  4.2 3.5 3.9 15.1 18.6 28.2 26.6 5.31 1.595 

I enjoyed a sense of 
freedom  

2.9 1.9 1.9 10.9 17.0 33.7 31.7 5.65 1.418 

It was refreshing  2.6 3.9 3.2 8.0 15.7 39.4 27.2 5.58 1.457 

I was revitalized through this 
tourism experience  2.6 3.5 2.2 7.7 21.2 33.7 29.2 5.59 1.434 

The local people made a 
good impression on me  0.3 2.2 2.6 9.6 17.3 35.6 32.4 5.78 1.227 

I closely experienced the 
local culture of a destination  

1.9 4.5 5.5 10.3 15.1 30.1 32.7 5.53 1.538 

The local people in a 
destination area were 
friendly  

2.9 2.9 0.6 6.1 17.0 37.8 32.7 5.76 1.388 

It was exploratory  3.5 4.5 1.6 8.7 20.5 31.7 29.5 5.51 1.536 

I gained knowledge or 
information  1.9 1.9 2.9 4.8 23.1 31.4 34.0 5.75 1.325 

I learned new 
skills/games/activities  9.0 5.8 4.5 9.9 28.5 24.4 18.0 4.88 1.787 

 

It is evident from Table 4.2 that respondents rated the 24 visitor experience 

constructs highly, with mean values ranging from important (4.88) to extremely 

important (6.28).  
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The five top rated constructs (together with mean values) were: 

 I really enjoyed this tourism experience (6.28). 

 It was an exciting experience (6.21). 

 I visited a place that I have longed to visit (6.02). 

 I was thrilled while engaging in this tourism experience (5.96). 

 I indulged in activities during this tourism experience (5.95). 

 

The five lowest rated constructs (together with mean values) were: 

 I did something meaningful during this tourism experience (5.40). 

 It was liberating (5.31). 

 I did something important during this tourism experience (5.24). 

 I learned about myself from this tourism experience (5.19). 

 I learned new skills/games/activities (4.88). 

 

From a basic descriptive comparison between the heritage experience statements in 

Table 4.2 it can be seen that all of the constructs were experienced to some extent 

by visitors. This section provides basic descriptive results from the study. As such the 

following sections will provide more in-depth results in the form of a CFA. 

 

4.3.2 Factor Analysis: Heritage Experience Constructs 

The data was analysed using a two-step approach in which the overall measurement 

quality was first confirmed and, subsequently, a test of the structural model was 

conducted (Anderson & Gerbing, 1988).  A CFA was performed on 24 constructs to 

validate the full measurement model. The convergent and discriminant validity of the 
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TABLE 4.5:  Squared correlations (SC) among latent variables 

Constructs HD IV NV MF RF LC KW 
Hedonism (HD) 1.000       
Involvement (IV) 0.422 1.000      
Novelty (NV) 0.248 0.373 1.000     
Meaningfulness (MF) 0.215 0.317 0.484 1.000    
Refreshment (RF) 0.194 0.309 0.374 0.276 1.000   
Local culture (LC) 0.043 0.160 0.164 0.173 0.199 1.000  
Knowledge (KW) 0.284 0.282 0.310 0.225 0.561 0.207 1.000 
 

According to Ratner 2009:140, values between 0 and 0.3 indicate a low linear 

relationship, 0.3 and 0.7 indicate a medium linear relationship while 0.7 and 1.0 

indicate a high linear relationship.  Based on the results of the component correlation 

matrix illustrated in Table 4.5, a very low correlation between the seven factors was 

encountered. This describes relatively specific and well-defined experience 

constructs.  

 

4.3.2.10 Overall experience rating at the NSS 

This section will present the results relevant to how visitors rated their overall 

experience at the NSS.  The rating was on a scale of 1 to 10, where 1= the lowest 

and 10=the highest and the results are presented in Figure 4.6. 

 

 

FIGURE 4.6: Overall experience rating at NSS 
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Figure 4.8 shows that a 100% of the surveyed visitors indicated that they would 

recommend the NSS to their friends and family. This study therefore assumes that 

these positive behaviour intentions can lead to new and/or repeat business, 

increased spending and word-of-mouth recommendations for the NSS. 

 

Centred on the results of the study presented in this section, concluding remarks and 

recommendations on constructs of a memorable tourism experience will be made in 

Chapter five. The next section deals with motivational characteristics results. 

 

SECTION C 

4.4 MOTIVATIONAL CHARACTERISTICS  

This section analyses the results concerning the motivational characteristics 

associated with the respondents to this study. Initially, the section presents the 

analysis of the main motivational constructs, and this is followed by an exploratory 

factor analysis of these constructs. It is recommended that one should revisit 

Paragraph 3.5.2 in order to reinforce the importance of considering motivational 

characteristics when identifying key success factors in managing a memorable 

experience. This section deals with the third secondary objective which aims to 

identify visitor motivators to the NSS. 
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Primarily for educational reasons  10.9 14.7 43.6 8.3 22.4 3.17 1.241 
To learn about animals in general 20.5 29.5 29.2 4.5 16.4 2.67 1.307 
To learn about endangered 
species 

18.0 26.0 31.7 7.1 17.3 2.80 1.306 

To learn about plants 17.6 24.7 28.9 7.4 21.5 3.00 2.187 
To learn about specific animals 20.2 26.6 29.8 6.1 17.3 2.74 1.328 
To photograph animals / plants 24.7 34.0 23.1 5.1 13.1 2.48 1.280 
It is a spiritual experience 18.6 21.8 34.0 7.1 18.6 2.85 1.326 
The heritage site has great 
accommodation and facilities 22.1 29.8 32.7 5.5 9.9 2.51 1.184 

It is value for money 27.6 24.7 28.2 4.5 15.1 2.55 1.341 
To do hiking trails 30.9 30.6 20.9 6.4 11.3 2.37 1.288 
It is an ideal holiday destination 39.4 38.5 11.2 4.8 6.1 2.00 1.118 
I prefer the heritage site for its 
geographical features 31.1 35.6 21.5 3.2 8.7 2.23 1.177 

To participate in an event 7.1 17.6 39.1 3.9 32.4 3.37 1.289 
 

From the descriptive results above it can be seen that the motivator statements 

achieved varied results. The least popular/not applicable motivation for visiting the 

NSS was to participate in an event (3.37). The five main reasons for visiting the 

heritage site as identified by respondents were:  

 It is an ideal holiday destination (2.00). 

 To experience the world heritage site (1.97). 

 To get away from my routine (1.72). 

 To relax (1.63). 

 To explore a new destination (1.57). 

 

The following five constructs were rated the lowest by the respondents: 

 To participate in an event (3.37). 

 Primarily for educational reasons (3.17). 

 For the benefit of my children (3.14). 
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 To learn about plants (3.00). 

 It is a spiritual experience (2.85). 

 

From a basic descriptive comparison between variable in Tables 4.6 it can be seen 

that 17 out of the 21 variables were the main reasons for visiting the NSS. This 

section provides basic descriptive results from the visitor motivation section. The 

following sections will provide more in-depth results in the form of an Exploratory 

Factor Analysis (EFA) 

 

4.4.2 Factor analysis of motivational factors 

In order to generate a clearer description of these motivator factors an EFA was 

conducted on the 21 reasons for visiting the NSS as described in Table 4.6. An EFA 

with Varimax rotation of 21 Likert scale questions from the questionnaire was 

performed on data gathered from 312 participants to evaluate the underlying 

relationships between the visitor motivation variables.  This section contains new 

variables identified in the literature review. Thus an EFA was deemed appropriate. 

 

The results of the first factor analysis with Varimax rotation yielded a seven factor 

solution based on the Kaiser criterion. Loadings less than 0.40 were excluded. The 

seven retained factors accounted for about 67% of the total variation. An assessment 

of the factor loadings for each of the seven retained factors indicated that Factor 6 

and Factor 7 each had a single item with a high loading. Based on the single-item 

factor composition of these two factors the factor analysis process was repeated with 
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the solution restricted to five factors. The results of the orthogonal rotation of the five 

factor solution are shown in Table 4.7.  

 

TABLE 4.7:  Factor Analysis: motivational factors 

Motivation Construct  Factor 
loading  

Mean 
value  

Reliability  
Coefficient  
(a)  

 

Factor 1: Heritage and educational 
attributes    2.78  0. 861 

To experience the world heritage site 0.57     
Primarily for educational reasons 0.50     
To learn about animals in general 0.82   
To learn about endangered species 0.87   
To learn about plants 0.81   
To learn about specific animals 0.85   
To photograph animals and plants 0.56   
It is a spiritual experience 0.49   
To participate in an event 0.42     
Factor 2: Personal benefit     2.70  0. 672 
To spend time with my friends 0.57      
For the benefit of my children 0.69     
To be with family or to spend time with 
someone special 

0.73   

So that other members in my party could 
learn about  nature 

0.68   

Factor 3: Geographical features    2.11  0.695 
It is an ideal holiday destination 0.71      
I prefer the heritage site for its geographical 
features 

0.81   

Factor 4: Relaxation and escape     1.67 0.612 
To get away from my routine 0.74   
To relax 0.72   
Factor 5: General Park Attributes    2.21 0.528 
To explore a new destination 0.46 

  The heritage site has great accommodation 
and facilities 0.61   
It is value for money 0.53   
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4.4.2.1 Factor 1: Heritage and educational attributes  

The factor of heritage and educational attributes, with a mean value of 2.78, relates 

to the heritage features and educational attributes of the NSS. These included 

experiencing the world heritage site, primarily for educational reasons; to learn about 

animals in general; to learn about endangered species; to learn about plants; to learn 

about specific animals; to photograph animals and plants; it is a spiritual experience; 

and to participate in an event. There are a remarkable number of past research 

studies that identified education as a main motivator for visiting national 

parks/reserves in South Africa and internationally (Kruger & Saayman, 2010; 

Hermann, 2013; Hermann et al., 2016). 

 

4.4.2.2 Factor 2: Personal benefits  

The second factor, personal benefits, with the fourth highest mean of 2.70 was 

identified. It included the themes: to spend time with my friends; for the benefit of my 

children; to be with family or to spend time with someone special; so that other 

members in my party could learn about nature. This factor has been previously 

identified as one of the main motivators for visiting national parks/reserves in South 

Africa and internationally (Kruger & Saayman, 2010; Hermann, 2013; Hermann et al., 

2016; Muzeza, Hermann & Khunou, 2018). 

 

4.4.2.3 Factor 3: Geographical features  

This factor received the second highest mean score (2.11). It included the themes: it 

is an ideal holiday destination; and to prefer the reserve for its geographical features. 

This factor was also identified by numerous past studies as a crucial motivator factor 
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for nature parks in South Africa (Kruger & Saayman, 2010; Hermann, 2013; 

Hermann et al., 2016; Muzeza, Hermann & Khunou, 2018). 

 

4.4.2.4 Factor 4: Relaxation and escape  

This factor received the highest mean score (1.67) and is, therefore, the main 

motivator for visitors to the NSS. It included the themes: to escape from my routine; 

and to relax. This factor was also identified by Kruger and Saayman (2010); 

Hermann et al., (2016); Kruger, Viljoen and Saayman (2016) and Muzeza, Hermann 

and Khunou, (2018). 

 

4.4.2.5 Factor 5: General Park Attributes 

The final factor that was identified as a main motivator included themes related to the 

general park attributes of the NSS and it scored a mean of 2.22. The main themes 

identified within this factor included: to explore a new destination; the heritage site 

has great accommodation and facilities; and it is value for money. This factor had 

also been identified by Kruger and Saayman (2010) and Hermann (2013). 

 

4.4.2.6 Component correlation matrix 

This section will present the results pertaining to the component correlation matrix of 

motivational factors.  These results are presented in Table 4.8 (next page). 
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Enjoying tourism activities that one really wanted to do 

Modes of transport Obs Rank-Sum Rank 
Mean 

 

Aeroplane 30 3628.50 120.95 Chi-Square 10.865 
Own vehicle 76 10629.50 139.86 Df 4 
Rental vehicle 163 26996.50 165.62 P-value 0.028 
Public transport 17 2724.50 160.26   
Other 23 3916.00 170.26   
Participating in tourism activities that one has been interested in 

Modes of transport Obs Rank-Sum Rank 
Mean 

  

Aeroplane 30 4360.00 145.33 Chi-Square 11.983 
Own vehicle 76 10194.50 134.14 Df 4 
Rental vehicle 163 26490.50 162.52 P-value 0.017 
Public transport 17 2371.50 139.50   
Other 23 4478.50 194.72   

 

The results of Table 4.9 show that the relationship between involvement and mode of 

transport is significant. A Kruskal-Wallis H test showed that there was a statistically 

significant difference in score between modes of transport in relation to visiting a 

place that one has longed to visit; enjoying tourism activities that one really wanted to 

do; and participating in tourism activities that one has been interested in. The 

encountered relationships are represented by P-values of 0.018, 0.028 and 0.017 

respectively.  

 

The post hoc test results indicate that statistically visitors who used public transport 

rated visiting a place that one has longed to visit higher than those that used their 

own vehicles as indicated by a rank mean of 201.71 and 132.35 respectively. The 

test further suggests that visitors who used other modes transport (with a rank mean 

of 170.26) enjoyed tourism activities that they really wanted to do more than those 

that used aeroplanes (with a rank mean of 120.95). It also confirms that statistically, 

visitors who used other modes of transport rated participating in tourism activities 
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The results in Table 4.10 above indicate that there is a significant relationship 

between novelty and purpose of visit. The result showed that there was a statistically 

significant difference in score between purpose of visit and experiencing a once-in-a-

lifetime (P-value 0.014); unique tourism experience (P-value 0.038); and relishing a 

different tourism experience (0.041). Thus, the null hypothesis is not accepted as a 

significant relationship between these variables exists.  

 

The post hoc test results indicate that visitors who visited the NSS for pleasure and 

relaxation experienced more once-in-a-lifetime experiences compared to those who 

visited for other purposes as indicated by a rank mean of 164.07 and 106.92 

respectively. The post hoc test further confirms that statistically visitors who visited 

the site for other purposes found their experiences more unique compared to those 

who were visiting friend/family. This is indicated by a rank mean of 181.66 for the 

former and 115.58 for the latter as shown in Table 4.10. The results also indicate that 

visitors who visited the NSS for pleasure and relaxation rated experiences that were 

different from previous tourism experiences higher than those visiting friend/family as 

indicated by a rank mean of 163.54 and 118.83 respectively. 

 

To determine if there were any significant differences encountered between modes 

of transport used to the NSS and novelty, a comparison between the findings was 

also conducted. The results are presented in Table 4.11 (next page). 
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TABLE: 4.11 Relationship between modes of transport and novelty  

Once-in-a-lifetime experience 

Mode of transport Obs Rank-
Sum 

Rank 
Mean 

 

Aeroplane 30 4050.00     135.00 
Chi-
Square 27.813 

Own vehicle 76 9322.00     122.66 Df 4 
Rental vehicle 163 28064.00     172.17 P-value 0.000 
Public transport 17 1977.00     116.29   
Other 23 4482.00     194.87   
Relishing a different tourism experiences 

Mode of transport Obs 
Rank-
Sum 

Rank 
Mean 

  

Aeroplane 30 3920.50     130.68 
Chi-
Square 11.005 

Own vehicle 76 10479.00     137.88 Df 4 
Rental vehicle 163 26831.50 164.61 P-value 0.026 
Public transport 17 2393.50 140.79   
Other 23 4270.50     185.67   

 

The results in Table 4.11 above indicate that there is a significant relationship 

between novelty and different modes of transport. A comparison between mode of 

transport and novelty was represented by a P-value of 0.000 for experiencing a 

once-in-a-lifetime experience and 0.026 for relishing a different tourism experience. 

Based on these Kruskal-Wallis H test results, the null hypothesis is also not accepted 

as a significant relationship between these variables exists.  

 

The post hoc test results indicate that visitors who used other modes of transport 

experienced more once-in-a-lifetime experiences compared to those that used public 

transport as indicated by a rank mean of 194.87 and 116.29 respectively. Visitors 

who used other modes of transport, with a rank mean of 185.67 also encountered 

experiences that were different from previous tourism experience when compared to 

those who used aeroplanes who scored a rank mean of 130.68.   
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female visitors. Thus, the null hypothesis is also not accepted as a significant 

relationship between these variables exists. 

 

To determine if there were any significant differences encountered between different 

purposes of visit and meaningfulness, the findings of the different purposes of visit 

were compared. The results are presented in Table 4.13. 

 

TABLE: 4.13 Relationship between purpose of visit and meaningfulness 

Doing something meaningful during this tourism experience 

Purpose of Visit Obs Rank-
Sum 

Rank 
Mean 

 

Pleasure and relaxation 244 40731.50 166.93 Chi-Square 17.688 
Visiting friend/family 24 2773.00 115.54 Df 3 
Business 25 3411.50     136.46 P-value 0.000 
Other 19 1912.00     100.63  
Doing something important during this tourism experience 

Purpose of Visit Obs Rank-
Sum 

Rank 
Mean 

 

Pleasure and relaxation 244 39884.00 163.46 Chi-
Square 8.960 

Visiting friend/family 24 3100.50 129.19 Df 3 
Business 25 3724.00 148.96 P-value 0.029 
Other 19 2119.50 111.55  
Learning about oneself from the tourism experience 

Purpose of Visit Obs Rank-
Sum 

Rank 
Mean 

  

Pleasure and relaxation 244 38964.50 163.38 Chi-
Square 9.772 

Visiting friend/family 24 2700.50 112.52 Df 3 
Business 25 3244.50 129.78 P-value 0.020 
Other 19 3018.50 158.87  

 

Table 4.13 indicates that there is a significant relationship between meaningfulness 

and purpose of visit as all three meaningfulness variables are significantly related to 

purpose of visit. This is confirmed by a P-value of 0.00 for doing something 

meaningful during this tourism experience; 0.029 for doing something important 
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during this tourism experience; and 0.020 for learning about oneself during the 

tourism experience. 

 

The post hoc test results indicate that visitors who visited the NSS for pleasure and 

relaxation rated doing something meaningful during this tourism experience higher 

than those who visited for other purposes as indicated by a rank mean of 166.93 and 

100.63 respectively. The post hoc test also confirms that statistically, visitors who 

visited the site for pleasure and relaxation rated doing something important during 

this tourism experience higher than those who visited for other reasons. This is 

indicated by a rank mean of 163.46 for the former and 111.55 for the latter as shown 

in Table 4.13 above. While visitors who visited NSS for pleasure and relaxation also 

rated learning more about oneself from the tourism experience higher than those 

visiting friend/family as indicated by a rank mean of 163.38 and 112.52 respectively. 

 

A comparison between the different modes of transport and finding meaningfulness 

as a construct of heritage experience at the NSS was conducted. The results are 

presented in Table 4.14. 

 

TABLE: 4.14 Relationship between mode of transport and meaningfulness 

Doing something meaningful during the tourism experience 

Mode of transport Obs Rank-
Sum 

Rank 
Mean 

 

Aeroplane 30 3757.50     125.00 Chi-Square 17.285 
Own vehicle 76 9882.50     130.03 Df 4 
Rental vehicle 163 27539.50     168.95 P-value 0.001 
Public transport 17 3276.00     192.71  

 
 
 
 
 

Other 23 3439.50 149.54 
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Doing something important during this tourism experience 

Mode of transport Obs Rank-
Sum 

Rank 
Mean 

 

Aeroplane 30 4347.50   144.92 Chi-Square 19.554 
Own vehicle 76 9172.50     120.69 Df 4 
Rental vehicle 163 27566.50 169.12 P-value 0.000 
Public transport 17 3270.50 192.38  
Other 23 3538.50     153.83 
Learning about oneself from the tourism experience 

Mode of transport Obs Rank-
Sum 

Rank 
Mean 

  

Aeroplane 30 4319.50     143.98 Chi-Square 20.329 
Own vehicle 76 9067.50    119.31 Df 4 
Rental vehicle 163 27669.50     169.75 P-value 0.000 
Public transport 17 2613.00    153.71  
Other 23 4225.50   183.72 

 

Table 4.14 also illustrates a significant relationship between meaningfulness and 

mode of transport because all meaningfulness variables are significantly related to 

modes of transport. These are statistically supported by a P-value of 0.001 for doing 

something meaningful during the tourism experience; 0.000 for doing something 

important during this tourism experience; and 0.000 for learning about oneself from 

the tourism experience. 

 

The post hoc test results indicate that visitors who used public transport did 

something more meaningful during the tourism experience compared to those who 

used aeroplanes as indicated by a rank mean of 192.71 and 125.00 respectively. 

The former (192.38) also rated doing something more important during the tourism 

experience higher than those who used their own vehicle (120.69). While those 

visitors who used other modes transport rated learning more about oneself from the 

tourism experience higher than those that used aeroplanes. 
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To determine if there were any significant differences encountered between different 

types of accommodation and the meaningfulness, a comparison between the 

findings was conducted. The results are presented in Table 4.15. 

 

TABLE: 4.15 Relationship between type of accommodation and 
meaningfulness 

Doing something important during the tourism experience 

Type of accommodation Obs Rank-Sum Rank 
Mean 

 

Hotels 42 6252.00 148.86 Chi-
Square 16.075 

Lodges 157 23546.50 149.98 Df 4 
Camping 66 12465.00     188.86 P-value 0.002 
Friends  / Family Houses 38 4647.50     122.30  
Other 6 984.00 164.00 
Learning about oneself from the tourism experience 

Type of accommodation Obs Rank-
Sum 

Rank 
Mean 

 

Hotels 42 5462.00 130.05 Chi-Square 14.941 
Lodges 157 23704.50 150.98 Df 4 
Camping 66 12465.00     188.86 P-value 0.004 
Friends  / Family Houses 38 5296.50     139.38  
Other 6 967.00 161.17 

 

A P-value of 0.002 for doing something important during the tourism experience and 

0.004 for learning about oneself from the tourism experience realised from the H-test 

confirming a statistically significant relationship. The post hoc test results indicate 

that visitors who stayed at campsites rated doing something more important during 

the tourism experience higher than those that stayed at friends and/or family houses 

as indicated by a rank mean of 188.86 and 122.30 respectively. The former also 

rated learning more about themselves from the tourism experience higher compared 

to those who stayed in hotels. This is also indicated by a rank mean of 188.86 for the 

former and 130.05 for the latter as shown in Table 4.15 above. 
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relationships are validated by a P-value of 0.025 for enjoying a sense of freedom; 

0.014 for a refreshing tourism experience; and 0.046 for being revitalised through the 

tourism experience. The post hoc test results indicate that the 13th generation rated 

a sense of freedom higher than the baby boomers as indicated by a rank mean of 

166.61and 132.59 respectively. The former also rated a refreshing tourism 

experience higher than the former as indicated by a rank mean of 166.61and 132.95 

respectively. The results further point out that the 13th generation were more 

revitalised through the tourism experience compared to the baby boomers. 

 

A comparison between the different types of accommodation and refreshment as a 

construct of heritage experience at the NSS was conducted. The results are 

presented in Table 4.17. 

 

TABLE: 4.17 Relationship between types of accommodation and refreshment 

Liberating experience 

Type of accommodation Obs Rank-Sum Rank 
Mean 

 

Hotels 42 5363.00 127.69 Chi-
Square 18.772 

Lodges 157 23162.50     147.53 Df 4 
Camping 66 12787.50     193.75 P-value 0.000 
Friends  / Family Houses 38 5589.50     147.09  
Other 6 992.50     165.42 
Enjoying a sense of freedom 

Type of accommodation Obs Rank-
Sum 

Rank 
Mean 

 

Hotels 42 5139.00     122.36 Chi-Square 26.571 
Lodges 157 22146.50     141.06 Df 4 
Camping 66 12080.00     183.03 P-value 0.000 
Friends  / Family Houses 38 7474.00     196.68  

 
 
 

Other 6 1055.50 175.92 
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A refreshing tourism experience 

Type of accommodation Obs Rank-Sum Rank 
Mean 

 

Hotels 42 4860.50 115.73 Chi-
Square 20.042 

Lodges 157 23247.50     148.07 Df 4 
Camping 66 11484.50     174.01 P-value 0.000 
Friends  / Family Houses 38 7194.50     189.33  
Other 6 1108.00 184.67 
Being revitalised through the tourism experience 

Type of accommodation Obs Rank-
Sum 

Rank 
Mean 

 

Hotels 42 5861.00 139.55 Chi-Square 17.232 
Lodges 157 22271.50     141.86 Df 4 
Camping 66 11127.00 168.59 P-value 0.001 
Friends  / Family Houses 38 7327.00     192.82  
Other 6 1308.50     218.08 

 

The significance of the relationship between types of accommodation and 

refreshment was represented by a P-value of 0.000 for a liberating experience; 0.000 

for enjoying a sense of freedom; 0.000 for enjoying a sense of freedom; and 0.001 

for being revitalized through the tourism experience. The post hoc test results 

indicate that visitors who stayed at campsites rated being liberated during the 

experience higher than those that stayed at hotels as indicated by a rank mean of 

193.75 and 127.69 respectively. Those who stayed at friends and/or family houses 

rated enjoying a sense of freedom higher than those who stayed in hotels. This is 

indicated by a rank mean of 196.68 for the former and 122.36 for the latter as shown 

in Table 4.17 above.  

 

The post hoc test also confirms that statistically visitors who stayed at friends and/or 

family houses were more refreshed during the tourism experience compared to those 

who stayed in hotels. It further suggests that visitors who stayed at other types of 
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Friendliness of local people 

Mode of transport Obs Rank-Sum Rank 
Mean 

  

Aeroplane 30 4325.50     144.18 Chi-Square 19.111 
Own vehicle 76 9274.00     122.03 Df 4 
Rental vehicle 163 27785.50     170.46 P-value 0.000 
Public transport 17 2445.50     143.85  
Other 23 4064.50     176.72 

 

The results of Table 4.18 show that the relationship between local culture and mode 

of transport is significant with all local culture variables being significantly related to 

mode of transport. P-values of 0.002 for good impressions of local people; 0.000 for 

experiencing the local culture at NSS; and 0.000 for friendliness of local people were 

obtained. The post hoc test results indicate that visitors who used aeroplanes rated 

good impressions of local people higher than those that used their own vehicle as 

indicated by a rank mean of 176.32 and 121.04 respectively. Visitors who used rental 

vehicles and other modes of transport rated experiencing the local culture at the NSS 

higher than those that used their own vehicle. The results further show that 

statistically visitors who used rental vehicles and other modes of transport rated 

friendliness of local people higher than those that used their own vehicle.  

 

To determine if there were any significant differences encountered between different 

nationality and local culture, a comparison between the findings was conducted. The 

results are presented in Table 4.19 (next page). 
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4.5.1.6 Comparison between demographics and knowledge (Factor 7) 

This section will present the results pertaining to the comparison between 

demographics and knowledge. To determine if there were any significant differences 

encountered between the different levels of education and knowledge, a comparison 

between the findings was conducted. The results are presented in Table 4.20 (next 

page). 

 

TABLE: 4.20 Relationship between levels of education and knowledge 

Exploratory of experience  

Level of education Obs Rank-Sum Rank 
Mean 

 

Matric/High School 62 7985.50     128.80 Chi-Square 9.362 
Diploma/Degree 137 21353.50     155.86 Df 3 
Post graduate 32 5016.50 156.77 P-value  0.024 
Professional 78 13254.00 173.58  
Gaining knowledge or information 

Level of education Obs Rank-Sum Rank 
Mean 

 

Matric/High School 62 7504.50 121.04 Chi-Square 12.874 
Diploma/Degree 137 21942.50 160.16 Df 3 
Post graduate 32 5194.00 162.31 P-value 0.004 
Professional 78 18806.00     169.92  

 

A comparison between different levels of education and experiencing exploratory 

experience was represented by a P-value of 0.024, while a difference in score 

between different level of education in relation to the gaining of knowledge or 

information was represented by a P-value of 0.004. Thus, the null hypothesis is not 

accepted as a significant relationship between these variables exists. The post hoc 

test results indicate that visitors who had a professional level of qualification rated 

exploratory experience higher than those with matric/high school as indicated by a 

rank mean of 173.58 and 128.80 respectively. The former also rated gaining 
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between memorable experience and overall visitor experience as well as 

motivational factors. 

 

4.5.4 Comparison between overall visitor experience and motivational factors 

This section will provide a discussion of the results regarding the comparison 

between overall visitor experience and motivational factors. The Kruskal-Wallis 

(Kruskal & Wallis, 1952) test was used to test the relationship between overall visitor 

experience rating and visitor motivation. The Kruskal-Wallis test (sometimes also 

called the "one-way ANOVA on ranks") is a rank-based nonparametric test that can 

be used to determine if there are statistically significant differences between two or 

more groups of an independent variable on a continuous or ordinal dependent 

variable (Vargha & Delaney, 1998; Corder & Foreman, 2009). The test is the non-

parametric counterpart to the one-way ANOVA. The Kruskal-Wallistest assumes the 

same shape of distribution for the different sub-groups.  

 

4.5.4.1 Comparison between overall visitor experience and heritage and educational 

attributes (Factor 1) 

To determine if there were any significant differences encountered between overall 

experience and heritage and educational attributes, a comparison between the 

findings was conducted. The results are presented in Table 4.23. 
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TABLE: 4.23 Relationship between overall experience and heritage and 
educational attributes 

To experience the world heritage site 

Level of importance Obs Rank-Sum Rank 
Mean 

 

Very important 150 25274.00     168.49 Chi-Square 14.638 
Important 81 12842.00     158.54 Df 4 
Not applicable 44 5015.50     113.99 P-value 0.005 
Less important 14 1902.00     135.86  
Not important 23 3794.50     164.98 
To learn about animals in general 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 64 11224.50     191.58 Chi-Square 10.658 
Important 92 15532.00     162.46 Df 4 
Not applicable 91 12684.00     146.02 P-value 0.030 
Less important 14 1755.50     137.07  
Not important 51 7632.00     141.60 
To learn about endangered species 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 56 9993.00     178.45 Chi-Square 15.621 
Important 81  14369.50     177.40 Df 4 
Not applicable 99 13441.50     135.77 P-value 0.003 
Less important 22 3037.00     138.05  
Not important 54 7987.00     147.91 
To learn about plants 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 55 11003.00     200.05 Chi-Square 21.226 
Important 77 12585.00     163.44 Df 4 
Not applicable 90   12187.50     136.94 P-value 0.000 
Less important 23   3227.00     140.30  
Not important 67 9667.50     144.29 
To learn about specific animals 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 63 12006.00     190.57 Chi-Square 20.439 
Important 83  14067.00     169.48 Df 4 
Not applicable 93 12467.00     134.05 P-value 0.000 
Less important 19 2769.00     145.74  
Not important 54 7519.00     139.24 
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To photograph animals and plants 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 77 14244.50     184.99 Chi-Square 22.364 
Important 106 17336.00     163.55 Df 4 
Not applicable 72 10369.00     144.01 P-value 0.000 
Less important 16 2338.50     146.16  
Not important 41    4540.00     110.73 
To participate in an event 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 22 4560.50     207.30 Chi-Square 16.381 
Important 55  9966.50     181.21 Df 4 
Not applicable 122 17467.50     143.18 P-value 0.002 
Less important 12 1590.50     132.54  
Not important 101 15243.00     150.92 

 

The result of this study, which is presented in Table 4.23 above shows that the 

relationship between the relative importance of heritage and educational attributes 

and experience is significant. Most (seven) of the aspects of Factor 1 are significantly 

related to memorable experience. In particular, the extent of memorable experience 

differs significantly based on the relative importance of the possibility to experience 

the world heritage site; photograph animals and plants; learn about plants; participate 

in an event; learn about specific animals; learn about animals in general; and learn 

about endangered species. 

 

The post hoc test results indicate that visitors who regarded the possibility to learn 

about plants and specific animals as a very important motivator were more likely to 

have a better overall experience compared to those who regarded it as not important 

as indicated by the rank mean of 200.05 and 136.94 respectively for learning about 

plants and 190.57 and 134.05 for learning about specific animals. Significant 

differences with regards to the extent of overall experience were also observed 



154 
 

between those who regarded these aspects as very important and not applicable 

with those who regarded it as very important, reporting higher levels of a memorable 

experience compared to the other group. The post hoc results also show that the 

level of memorable experience for visitors who regarded the possibility to experience 

the world heritage site as very important differed significantly from that of those who 

regarded it as not applicable. The former category reported high overall experience 

levels compared to the former group. The results of the post hoc tests for the 

possibility to photograph animals and plants; learn about animals in general; learn 

about endangered species; and participate in an event showed marginal differences. 

 

4.5.4.2 Comparison between overall visitor experience and geographical features 

(Factor 3) 

To determine if there were any significant differences encountered between overall 

visitor experience and geographical features, a comparison between the findings was 

conducted. The results are presented in Table 4.24. 

 

TABLE: 4.24 Relationship between overall visitor experience and motivational 
factors 

It is an ideal holiday destination 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 123 21430.00 174.23 Chi-Square 16.982 
Important 120   19013.00     158.44 Df 4 
Not applicable 35 4026.50 115.04 P-value 0.001 
Less important 15 1926.00 128.40  
Not important 19 2432.50 128.03 
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I prefer the heritage site for its geographical features 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 97 16290.00 167.94 Chi-Square 12.360 
Important 111 18311.00     164.96 Df 4 
Not applicable 67    8361.50     124.80 P-value 0.014 
Less important 10 1755.00     175.50  
Not important 27 4110.50     152.24 

 

The results in Table 4.24 provide a notion that geographical features had a 

significant effect on overall visitor experience as all the aspects of geographical 

features showed a significant relation to memorable experience. A comparison 

between geographical features and an ideal holiday destination was represented by 

a P-value of 0.001, while the difference in score between geographical features in 

relation to preferring the heritage site for its geographical features was represented 

by a P-value of 0.014. Thus, the null hypothesis is not accepted as a significant 

relationship between these variables exists. The post hoc results show that the level 

of overall visitor experience for visitors who regarded the NSS as an ideal holiday 

destination as very important differed significantly from that of those who regarded it 

as not applicable. The former category reported high overall experience levels 

compared to the former group. The results of the post hoc tests for preferring the 

heritage site for its geographical features showed marginal differences. 

 

4.5.4.2 Comparison between overall visitor experience and general park attributes 

(Factor 5) 

To determine if there were any significant differences encountered between overall 

visitor experience and general park attributes, a comparison between the findings 

was conducted. The results are presented in Table 4.25 (next page). 
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TABLE: 4.25 Relationship between overall visitor experience and general park 
attributes 

The heritage site has great accommodation and facilities 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 69 13455.00     195.00 Chi-Square 27.845 
Important 93 15529.00     166.98 Df 4 
Not applicable 102    13371.00     131.09 P-value 0.000 
Less important 17    2023.50     119.03  
Not important 31    4449.50     143.53 
It is value for money 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 86  16462.50 191.42 Chi-Square 28.012 
Important 77 12797.00     166.19 Df 4 
Not applicable 88 11354.50     129.03 P-value 0.000 
Less important 14 1990.50     142.18  
Not important 47    6223.50     132.41 

 

The results in Table 4.25 indicate that general park attributes had a significant effect 

on the overall visitor experience as all general park attributes showed a significant 

relation to memorable experience overall and visitor experience as represented by a 

P-value of 0.000 for both. The post hoc test results indicate that visitors who 

regarded the heritage site as having great accommodation and facilities as a very 

important motivator were more likely to have a better overall experience compared to 

those who regarded is it as less important as indicated by the rank mean of 195.00 

and 119.03 respectively. Those that regarded value for money as a very important 

motivator were more likely to have a better overall experience compared to those 

who regarded it as not applicable as indicated by the rank mean of 191.42 and 

129.03 respectively. 
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4.5.5 Comparison between memorable experience and motivational factors 

This section will present the results pertaining to the comparison between 

memorable experience and motivational factors.  The Kruskal-Wallis (Kruskal & 

Wallis, 1952) test was used to test the relationship between memorable experience 

rating and visitor motivation.  

 

4.5.4.1 Comparison between memorable experience and heritage and educational 

attributes (Factor 1) 

To determine if there were any significant differences encountered between a 

memorable experience and heritage and educational attributes, a comparison 

between the findings was conducted. The results are presented in Table 4.26. 

 

TABLE: 4.26 Relationship between memorable experience and heritage and 
educational attributes 
To experience the world heritage site 

Level of importance Obs Rank-Sum Rank 
Mean 

 

Very important 150 26129.50     174.20 Chi-Square 22.014 
Important 81 12867.50     158.86 Df 4 
Not applicable 44 4908.50     111.56 P-value 0.000 
Less important 14 1647.00     117.64  
Not important 23 3275.50     142.41 
To learn about plants 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 55 10537.00     191.58 Chi-Square 14.115 
Important 77   12509.50     162.46 Df 4 
Not applicable 90 13142.00     146.02 P-value 0.006 
Less important 23 3152.50     137.07  
Not important 67 9487.00     141.60 
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To learn about specific animals 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 63 11826.50     187.72 Chi-Square 16.591 
Important 83   13851.50     166.89 Df 4 
Not applicable 93 12984.00     139.61 P-value 0.002 
Less important 19 2868.00     150.95  
Not important 54 7298.00     135.15 
To photograph animals and plants 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 77 13448.50     174.66 Chi-Square 9.903 
Important 106 16932.50 159.74 Df 4 
Not applicable 72   10821.00 150.29 P-value 0.042 
Less important 16    2545.00 159.06  
Not important 41 5081.00 123.93 
It is a spiritual experience 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 58 9761.00     168.29 Chi-Square 9.517 
Important 68  12051.50     177.23 Df 4 
Not applicable 106 15526.50     146.48 P-value 0.049 
Less important 22 2784.50     126.57  
Not important 58 8704.50     150.08 
To participate in an event 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 22 4350.00     197.73 Chi-Square 9.734 
Important 55  9570.00     174.00 Df 4 
Not applicable 122 18079.50     148.19 P-value 0.045 
Less important 12 1950.50     162.54  
Not important 101 14878.00     147.31 

 

The results of Table 4.26 show that the relationship between the relative importance 

of Factor 1 and memorable experience is significant. Most (six) of the aspects of 

Factor 1 are significantly related to memorable experience. In particular, the extent of 

memorable experience differs significantly by the relative importance of possibility to 

experience the world heritage site; photograph animals and plants; learn about 

plants; participate in an event; learn about specific animals; and have a spiritual 

experience.  
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The post hoc test results indicate that visitors who regarded the possibility to learn 

about plants and specific animals as a very important motivator were more likely to 

have more of a memorable experience compared to those who regarded it as not 

important as indicated by the rank mean of 191.58 and 141.60 respectively for 

learning about plants and 187.72 and 135.15 for learning about specific animals. 

Significant differences with regards to the extent of a memorable experience were 

also observed between those who regarded these aspects as very important and not 

applicable with those who regarded it as very important reporting higher levels of 

memorable experience compared to the other group. The post hoc results also show 

that the level of memorable experience for visitors who regarded the possibility to 

experience the world heritage site as very important differed significantly from those 

who regarded it as not applicable. The former category reported high memorable 

experience levels compared to the latter group. The results of the post hoc tests for 

the possibility to photograph animals and plants; have a spiritual experience; and 

participate in an event showed marginal differences. 

 

4.5.4.2 Comparison between memorable experience and geographical features 

(Factor 3) 

To determine if there were any significant differences encountered between 

memorable experience and geographical features, a comparison between the 

findings was conducted. These results are presented in Table 4.27 (next page). 
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TABLE: 4.27 Relationship between memorable experience and geographical 
features 

It is an ideal holiday destination 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 123 20860.50 169.60 Chi-Square 10.886 
Important 120   18673.00     155.61 Df 4 
Not applicable 35 4097.50     117.07 P-value 0.027 
Less important 15 2477.00     165.13  
Not important 19 2720.00     143.16 
I prefer the heritage site for its geographical features 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 97 15898.00 163.90 Chi-Square 9.734 
Important 111 17242.00     155.33 Df 4 
Not applicable 67    8848.50     132.07 P-value 0.045 
Less important 10 2166.00     216.60  
Not important 27 4673.50     173.09 

 

 

The results indicate that geographical features had a significant effect on memorable 

experience.  It is an ideal holiday destination; and preferring the heritage site for its 

geographical features showed a significant relation to memorable experience, 

represented by a P-value of 0.027 for the former and 0.045 for the latter. This means 

that the differences in the memorable experience rating in relation to the relative 

importance of geographical features are significant. 

 

The post hoc test results indicate that visitors who regarded it as an ideal holiday 

destination as a very important motivator, were more likely to have more of a 

memorable experience compared to those who regarded it as not applicable as 

indicated by the rank mean of 169.60 and 117.07 respectively. The post hoc results 

also show that the level of memorable experience for visitors who regarded 

preferring the heritage site for its geographical features as very important, differed 
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significantly to those who regarded it as not applicable. Those who found it less 

important were more likely to experience a higher level of memorable experience 

compared to those that found it not applicable as indicated by the rank mean of 

216.60 and 132.07 respectively 

 

4.5.4.3 Comparison between memorable experience and general park attributes 

(Factor 5)  

To determine if there were any significant differences encountered between 

memorable experience and general park attributes, a comparison between the 

findings was conducted. These results are presented in Table 4.28. 

 

TABLE: 4.28 Relationship between memorable experience and general park 
attributes 

To explore a new destination 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 191   30900.50 161.78 Chi-Square 12.474 
Important 88 14066.00 159.84 Df 4 
Not applicable 20 2207.00 110.35 P-value 0.014 
Less important 3 111.00      37.00  
Not important 10 1543.50 154.35 
The heritage site has great accommodation and facilities 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 69 12782.50     185.25 Chi-Square 17.318 
Important 93 15481.00     166.46 Df 4 
Not applicable 102    13658.00     133.90 P-value 0.001 
Less important 17    2320.50     136.50  
Not important 31    4586.00     147.94 
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It is value for money 

Level of importance Obs Rank-Sum Rank 
Mean 

  

Very important 86  15718.00     182.77 Chi-Square 19.480 
Important 77 12859.00     167.00 Df 4 
Not applicable 88 11293.50     128.34 P-value 0.000 
Less important 14 2074.00     148.14  
Not important 47    6883.50     146.46 

 

The results indicate that general park attributes had a significant effect on 

memorable experience. All three aspects of general park attributes showed a 

significant relation to memorable experience, represented by a P-value of 0.014 for 

to explore a new destination; 0.001 for great accommodation and facilities; and 0.000 

for value for money. This means that the differences in the memorable experience 

rating in relation to the relative importance of general park attributes are significant. 

 

The post hoc test results indicate that visitors who regarded the possibility to explore 

a new destination as a very important motivator were more likely to have more of a 

memorable experience compared to those who regarded it as less important as 

indicated by the rank mean of 161.78 and 37.00 respectively. The post hoc results 

also show that the level of memorable experience for visitors who regarded the 

heritage site as having great accommodation and facilities as very important differed 

significantly from those who regarded it as not applicable as indicated by the rank 

mean of 185.25 and 133.90 respectively. Significant differences with regards to the 

extent of memorable experience were also observed between those who regarded 

the value for money as very important and not applicable to those who regarded it as 

very important reporting higher levels of memorable experience compared to the 

other group.  
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CHAPTER FIVE 

CONCLUSIONS AND RECOMMENDATIONS 

 

5.1 INTRODUCTION 

Although the literature in tourism clearly recognises the importance of MTEs in the 

industry, it is largely silent on the significance of memorable experiences for world 

heritage sites, especially in Namibia.  The current study will try to fill this perceived 

gap. The findings of this study will contribute profoundly to the comprehension of the 

meaning of MTEs for the visitors and their interaction with the heritage sites, which in 

turn, could lead to the development and application of sustainable visitor 

management practices at heritage sites. Thus, the main aim of this study objective is 

to identify the key success factors in managing memorable experiences at the NSS. 

 

 The previous chapter focused on data presentation and interpretation through the 

use of figures and tables in which the empirical research results, obtained by means 

of a questionnaire, were presented and analysed. Chapter 5 addresses the research 

objectives based on the empirical results discussed in the previous chapter. 

Inferences regarding the primary objective, secondary objectives and the research 

problem of this study are drawn. Subsequently, recommendations are made 

regarding how the NSS can manage visitor experience in order to create memorable 

tourism experience. Finally, recommendations for further study are made, and the 

limitations of this research study are presented. The exposition of this chapter is 

presented in Figure 5.1 (next page).  
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FIGURE 5.1: Chapter exposition 

 

In order to achieve the primary objective of this study, five secondary objectives were 

met:  

 

Objective 1: To analyse heritage tourism and visitors�¶ experiences based on literature 

review in order to develop a research questionnaire. 

This objective was met in Chapters 2 and 3 in which heritage tourism, visitor 

experience and memorable tourism experience were explored. The chapters 

provided detailed descriptions of the respective concepts. 

 

Objective 2: To develop a visitor demographic profile at the NSS. 

This objective was met in Chapter 4 through the results obtained from the survey. 

The results included descriptive data regarding the demographic profile of visitors to 

the NSS. 

Chapter Five: Conclusions 
and Recommendations 

Conclusions from the literature review 
Conclusions from the empirical study 

Recommendations related to the 
empirical study  
Recommendations for further study 

Study limitations 
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Objective 3: To conduct a factor analysis in order to identify the main constructs of 

experience which are KSFs in managing MTEs at the NSS. 

This objective was met in Chapter 4 in which the results included descriptive data 

and factor analysis pertaining to constructs of experience and how they were 

experienced at the NSS. Recommendations were made. 

 

Objective 4: To identify visitor motivators to the NSS. 

This objective was met in Chapter 4 in which the results included descriptive data 

factor analysis pertaining to the reasons why tourists visited the NSS. 

Recommendations were also made. 

 

Objective 5: To determine the correlations between variables (Chapter 4) 

This objective was met in Chapter 4 in which the results included statistically 

significant relationships between variables. 

 

5.2 CONCLUSIONS 

These are presented as conclusions based on the literature review and conclusions 

relating to the empirical results. The following section presents conclusions based on 

the literature review. 
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 Alternative tourism can be further divided into numerous forms namely: 

adventure tourism, sport tourism, hunting tourism, medical tourism, religious 

tourism, educational tourism, ecotourism and heritage tourism (See 2.2.3.2). 

 

5.2.1.2 Conclusions from the literature review related to heritage and heritage 
tourism 

 

 Heritage is conceptualised as tangible objects (heritage locales, structures 

and artefacts) and intangible aspects (customs and religious functions) which 

are seen to be significant to the point that they are meriting worldwide 

protection (See 2.3.1). 

 Heritage can be divided into two main types, namely intangible (which 

includes the practices, expressions, knowledge and skill) and tangible heritage 

(which alludes to physical artefacts produced, maintained and transmitted 

inter-generationally in a local community) (See 2.3.2). 

 Tangible heritage can also be further divided into numerous sub-categories 

such as archaeological heritage, built heritage, landscape heritage and 

movable heritage (See 2.3.2.2). 

 World heritage provides the tourist and the tourism industry with destinations, 

whilst tourism offers world heritage the capacity to meet the WHC requirement 

and a means to realise community and economic benefits through sustainable 

use (See 2.4). 

 UNESCO world heritage sites are cultural and/or natural sites across the 

worlds which are considered to be so outstanding and significant that they are 

part of the shared global heritage and should be preserved for future 

generations (See 2.4.1). 
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Geographical features  

The following conclusion can be drawn about the importance of geographical 

features as a visitor motivator to NSS from a visitor perspective:  

 Visitors indicated that geographical features were very important when they 

visited NSS.  This factor received the second highest mean score of 2.11 

which makes it the second main motivational factor at NSS. 

 

General Park Attributes 

The following conclusion can be drawn about the importance of general park 

attributes as a visitor motivator to NSS from a visitor perspective:  

 This factor received a mean score of 2.22 which makes it the third main 

motivational factor at NSS.  Visitors indicated that great accommodation and 

tourist facility as very important when they visited the NSS.  

 

Personal benefits 

The following conclusions can be drawn about the importance of personal benefits as 

a visitor motivator to NSS from a visitor perspective:  

 Visitors indicated that spending time with family or someone special as well as 

the beneficial experience their children had, as very important when they visit 

NSS.  This factor scores a mean value of 2.70 therefore it is the fourth main 

motivational factor at NSS. 
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Involvement  

The following conclusion can be drawn about involvement as a construct of 

experience at NSS from a visitor perspective:  

 Visitors indicated that they visited a place where they enjoyed tourism 

activities that they really wanted to do and participated in tourism activities 

they were interested in during their visit to NSS. This factor scored the second 

highest mean value of 5.86 and is, therefore, the second main construct of 

experience at NSS. 

 
 
Novelty 

The following conclusion can be drawn about novelty as a construct of experience at 

NSS from a visitor perspective:  

 Visitors indicated that they had encountered unique and once-in-a-life tourism 

experiences during their visit to NSS and rated novelty as the third main 

construct of construct of experience at NSS with a mean score of 5.80. 

 
 
Local culture 

The following conclusion can be drawn about local culture as a construct of 

experience at NSS from a visitor perspective:  

 Visitors indicated that local people made a good impression on them as they 

closely experienced the local culture during their visit to NSS and rated 

refreshment as the fourth main construct of construct of experience at NSS 

with a mean score of 5.68. 
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Refreshment 

The following conclusion can be drawn about refreshment as a construct of 

experience at NSS from a visitor perspective:  

 Visitors indicated that they enjoyed a sense of freedom and encountered 

liberating, refreshing and revitalising tourism experiences during their visit to 

NSS and rated refreshment as the firth main construct of construct of 

experience at NSS with a mean score of 5.52. 

 

Knowledge 

The following conclusion can be drawn about knowledge as a construct of 

experience at NSS from a visitor perspective:  

 Visitors indicated that they gained knowledge or information from the tourism 

experiences during their visit to the NSS.  This factor scored a mean value of 

5.38 and is, therefore, the sixth main construct of construct of experience at 

NSS. 

 

Meaningfulness  

The following conclusion can be drawn about meaningfulness as a construct of 

experience at NSS from a visitor perspective:  

 Visitors indicated that they visited a place where they did something 

meaningful and important and learned about themselves from tourism 

experience at NSS.  This factor scored the lowest mean value of 5.27 and is, 

therefore, the seventh main construct of construct of experience at NSS. 
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spend. This would improve visitation to the site as well as contribute to 

profitability.  

 Many of the survey respondents travelled with their partners, which show that 

other travel parties (which include people they were not close or have never 

met before the trip) need to be enticed into visiting the heritage site. Hence, 

NSS management must consider these visitors in their marketing campaign.  

 Since some of the respondents travelled for pleasure and relaxation, NSS 

management should therefore ensure that there are enough facilities for these 

purposes.  

 Many of the survey respondents made the decision to visit NSS more than a 

month before their trip. This may be due to the long distance of the NSS from 

them, since most of the respondents were from Germany. However, the NSS 

management must aim to improve visitation through promotions that 

encourage domestic tourism and short term visitation in order to compensate 

for those times when international tourists are not visiting the heritage site. 

This can be achieved by creating local events, local marketing campaigns and 

discriminant pricing for locals.   

 Most of the respondents had visited NSS between one and two times, which 

prove that they are mostly infrequent visitors. The NSS management must 

consider designing an incentive programme for the first-time visitors in order 

to convert them into frequent visitors while ensuring that they provide unique 

experiences which will generate a positive word of mouth and future re-visit.    

 Most of the respondents preferred staying at lodges and used rental vehicles. 

NSS management should also focus their marketing initiatives on visitors who 

typically stay at hotels and use aeroplanes as they have more time and money 
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 Novelty was also identified as one of the main constructs of the tourism 

experience at the NSS. The NSS management must, therefore, ensure that 

their tourism offering incorporates distinctive experiences. They can do this by 

providing opportunities such as taking pictures of stars at Deadvlei (which will 

require the park to be kept open at night) and taking pictures of the sunrise 

(which will require the park to be opened earlier). 

 This present study recommends that addressing social interaction with local 

culture and the provision of liberating, refreshing and meaningful experiences 

enhances the probability of delivering MTEs and provide NSS with positive 

word of mouth that leads to new business. These can be attained by providing 

a platform for visitors to engage in activities such as sampling local cuisine, 

buying local souvenirs and staying in camping sites. 

 It is evident that heritage tourists seek travel experiences that widen and 

escalate their understanding of other places and people (section 3.2.4) and 

tourism experiences that provide visitors with the opportunity to gain new 

knowledge, become more memorable compared to those that does not 

(section 3.4.7).  Therefore, knowledge as a construct of tourism experience is 

essential for the attainment of MTEs at NSS and must be taken into account in 

the development and marketing of new service offerings.  It is recommended 

that NSS management should strive to provide tourists with the opportunity to 

gain new knowledge, which can be obtain by providing printed leaflets with 

background information on the heritage site and/or having local guides tell the 

story of the heritage site.  
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