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Abstract: South Africa, a culturally rainbow nation comprising of various cultures. In tourism industry new trends has emerged whereby tourists 

consume/ experience indigenous cultures. The study presented a unique historical experience in tourism sector. In order to achieve long-term 

sustainability, South African tourism industry needs focusing on providing more cultural experiences.The study aimed at understanding impact of 

South African innovative cultures as an emerging trend in tourism industry and revealed how embracing South African cultures can lead to revisit 

intentions contributing to tourism business growth. Theoretically, the customer satisfaction theory was employed and enhanced understanding of 

experience development process in tourism sector. Positivism philosophy was used, Hypotheses were deductively tested SEM, Confirmatory Factor 

Analysis (CFA) tested reliability and validity, random sampling employed to respondents. AMOS and SPSS 25 obtained CFA, path model 

determining best model fit. Findings indicated a positive relationship in innovative cultures in the Southern African tourism sector.The results 

indicated that tourists are more interested in experiencing the cultures of their tourism destinations and this will impact the level of satisfaction that 

they acquire, as well as their overall revisit intention. 
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INTRODUCTION 
The tourism industry plays a colossal role in the Global economy and its emoluments are reaped across the various economic sectors. 

Because of this immense role that tourism plays, as one of the world’s largest economic sectors, jobs are created, exports are driven, and the 

overall welfare of tourism sector has the potential to grow (David, 2017). Through this, African countries are given the platform to manifest 
their economic, social, cultural, environmental, and heritage value that the sector can bring they can do wonders (Bryman, 2007). In South 
Africa the top tourist attractions are, Cape Town and Cape Peninsula, The Winelands, Garden Route, Johannesburg and The Kruger National 
Park Popular South African Attractions (Pedro, 2008). They offer ample sightseeing experiences, yet a deficit on cultural experience. In 
previous years South Africa’s richness in wildlife parks, scenery and cultural diversity is what gave them a competitive advantage in the 
tourism industry, this is, however, changing (Burger et al., 2001). This may be problematic for the long-term sustainability of this sector as 
tourists seek more from their travels. The change of tourists’ expectations has given rise to cultural and heritage tourism and is now 
advocated as an important niche (Merwe, 2016). To remain competitive in the tourism industry, the resources of the country need to be more 
efficiently and effectively managed to complement human skills and innovations (Burger et al., 2001). Sadly, it can be argued that through 

colonialism, South Africa lost a significant amount of African representation within the tourism industry.  
South Africa is a culturally rich and diverse country, as Desmond Tutu referred to as “The Rainbow Nation” (Chiger, 2016).  The original 

people of the land were the KhoiKhoi and the San. They were later in history joined by the Bantu people, Asian and Europeans during the 
colonisation of South Africa South African Culture (Chen and Chen, 2010). The Bantu Africans, a term used by the colonist, was made up of 
northern migraters (Defining the term 'Bantu', 2016). The Bantu migrants are made up of various African cultures which include Zulu, 
Xhosa, Sotho, Ndebele, Shangaan and Venda South African Culture, (Pedro, 2008) Innovative South African Cultural Music and Dance 
Entertainment like everything else in South Africa, music and dance too has been influenced by other cultures. Born to African traditions is 
participation in singing, dancing, clapping and banging of drums (Baker and Crompton, 2000). The Khoi played a guitar like instrument, 

called a ramkie. With this instrument they made a new form of music by blending Western and Khoi sounds (SAHO, 2016). 
The music and dance industry in South Africa has been heavily influenced by the country’s political environment which leads to new 

forms of music like, kwaito, African jazz and mbube (Collison, 2016). South Africa is home to numerous cultures; African, Col oured, 
Malay, Indian, Chinese and European (South African Culture, Pedro (2008). Despite South Africa’s thriving tourism industry and the 
richness of cultures, it can be argued that the ‘rainbow nation’ cultures of South Africa are heavily underrepresented in thi s industry, and 
thus a cultural experience is not strongly offered to tourist (Babbie and Earl, 2010). This research aimed at showing how embracing 
African cultures in the tourism entertainment sector can influence the cultural tourism experience of individuals  leading to a tourist 
cultural satisfaction and revisit intention and cultural tourism loyality. Innovative South African Cultural Festivals Entertainment: The 

largest arts festival takes place in Grahamstown annually (About the National Arts Festival, n.d.), (Munien et al., 2019). It  is known as 
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the National Arts Festival. This festival is open to anyone who would like to showcase their drama, dance, theatre, comedy, music. 
Cultural Tourism Expected Experience refers to the expectations of the individual and the perfomance (Pizam, 2008). And Cultu ral 
Tourism Actual Experience is Cultural tourism experience is a subdivision of special interest tourism (Stebbins, 1996). It is based on the 

search for and participation in new and deep cultural experiences, whether aesthetic, intellectual, emotional, or psychological (Gunn, 
1996). The attractiveness of a tourist destination is becoming more reliant on cultural tourism (Sukanthasirkul and Trongpanich, 2016). 
Tourist cultural satisfaction is the bases of tourist cultural satisfaction grounded in consumer satisfaction models was used in this study. 
Many studies have been made to show the relationship between cultural attribute and tourist satisfaction (David, 2017). And the Revisit 
intention can be understood by analysing the behavioural intention (Pratminingsih et al., 2014) in the tourism sector. A direct relationship 
between intention engagement and performance behaviour- the stronger intention to engage in behaviour, they are more likely to perform 
the behaviour (Gortan-Carlin and Krajnovic 2016). Within the tourism segment, this takes form as a repurchase of a tourism benefit or 
recreational benefit or a return to of a destination or attraction (Pratminingsih et al., 2014).  

 

LITERATURE REVIEW AND HYPOTHESIS DEVELOPMENT 
South Africa is a culturally rich and diverse country, as Desmond Tutu referred to as “The Rainbow Nation” (Chiger, 2016). The original 

people of the land were the KhoiKhoi and the San. They were later in history joined by the Bantu people, Asian and Europeans during the 
colonisation of South Africa (South African Culture, n.d.). The Bantu Africans, a term used by the colonist, was made up of northern 
migraters (Defining the term 'Bantu', 2016). The Bantu migrants are made up of various African cultures which include, Zulu, Xhosa, Sotho, 
Ndebele, Shangaan and Venda (South African Culture, n.d.) and  Post 1994, Archbishop Desmond Tutu coined the term ‘Rainbow Nation’ to 
describe South Africa. The term was intended to capture the unity of many cultures and the coming together of people of different nations. 

South Africa has 11 official languages and many different cultures including the Malays, indigenous African and the KhoiSan as well as 
Dutch and British settlers, making it one of the most culturally diverse nations in the world (Kellerman, 2014). The first inhabitants of 
South Africa were the Khoi and the San, recently termed collectively as ‘Khoisan’. The term ‘KhoiKhoi’ means ‘men of men’ or ‘people’ 
and was named in opposition to the term ‘Hottentot’ used by the White colonialists which applied to herding communities in general. ‘San’ 
was used to denote those who did not speak the ‘Khoi’ language. It is estimated that these people had been living in Southern  Africa for at 
least 2000 years before the arrival of European settlers in 1652. Unfortunately, with the invasion came warfare and diseases such as smallpox 
which is estimated to have wiped out 90% of the Khoisan community due to their lack of innate immunity. As the years went on and 
Apartheid took over, they were eventually forced to identify as ‘coloured’ having only recently regained their identity. This has resulted in 
much commotion with regards to land restitution act of 1994 which makes no provision for land lost before 1913 (SAHO, 2001). 

Initially the Dutch were primarily concerned with fresh produce en route to other countries of interest. Their initial attempt to get 
cattle and other produce through negotiation failed which resulted in the implementation of slavery. They began to settle in and around 
the Cape and became what is today known as ‘Boers’ or ‘Afrikaners’. Their attempts to recruit the KhoiKhoi as substantial labour proved 
to be fruitless which resulted in them using their numbers to place pressure on the Khoi as they expanded. This resulted in t hem being 
dispossessed of their land and their independent means of living had come to an end (Education). In 1795, the Cape was occupied by the 
British in the battle of Muizenburg with the Dutch regaining control only in 1802. This was short lived as the British once a gain took 
control of the Cape during the Anglo Boer war to protect the sea route to their Asian empire. Britain held control up until 1961 when 
South African became a republic which was taken over by the Afrikaners without any black or mixed-race representation. This was 

known as the ‘Apartheid Era’ which separated the people of South Africa according to the colours of their skin where each group were 
treated differently with the white people at the top and the blacks at the bottom. The Apartheid regime continued until 1994 when the 
first free elections were held (Oliver and Oliver, 2017). The largest part of our country is made up of the Bantu Migrants who arrived at 
around the same time as the Khoisan from further North, bringing with them an iron age culture and domesticated crops.  

From the 1770’s, colonists came into conflict with the Bantu speaking chiefdoms and their relatively sophisticated social and 
economic structures had initially fended off the colonists who lacked the military superiority (Ushakov et al., 2019). Unlike the Khoisan, 
the black farmers were immune to the diseases of the colonists and did not face the same fate as the Khoisan which resulted i n their 
prosperity and is largely responsible for them making up majority of the black population today. Around 1820, much of the Zulu 

Kingdom was under the rule of the then innovative King Shaka. Being the majority, obviously the Bantu generation contributes the most 
to the multi-cultural diversity of our country. The black population of South Africa can be divided into 4 major groups: Nguni (Xhosa, 
Zulu, Ndebele, Swazi), Sotho, Shangaan-Venda and Tsonga (SAHO, Race and Ethnicity in South Africa, 2011). Westernisation and 
integration of other cultures and views resulted in much of the cultural loss and movement towards a more modern way of life, however 
some traditions are still practiced (Pedro, 2008). The Nguni group makes up the majority of Black South Africans, Nguni chara cteristic 
individual cone and cylinder rondawels can still be found in rural areas around South Africa (Halpenny et al., 2016). Although cattle are 
not used for every purpose they were used for before, it is still used as a symbol for status and wealth. It is also used for  the payment of a 
bride (lobola) and extensively in important rituals and events, especially weddings and funerals (Wang, 2017).  

The staple diet consists of maize and sour milk. In former times, clothing was mainly made of skin but has been taken over by cotton 
and woollen blankets with the skins preserved for special occasions (Wahyuningtyas et al., 2019). With regards to religion, there is a 
focus on Ancestors to which offering are made at all important times during the life cycle (SAHO, Nguni, 2014). The Sotho group makes 
up the largest proportion of black people second to the Nguni. The main difference between Sotho and Nguni is the contrasting marriage 
customs with marriage between a bride and groom of a close relation being preferred by Sotho’s and frowned upon by the Nguni 
(Mckercher et al., 2012). The spiritual being that the Sotho most commonly refer to is ‘Modimo’. The spiritual ancestors can bring 
sickness and misfortune to those who forget them or treat them disrespectfully. Today, most churches combine traditional Afri can 
religion with the doctrines of Christianity (Phillips et al., 2013). Traditionally, men are the heads of the households with women being the 
farmers and child bearers. Sotho is one of the official languages of South Africa with approximately 8% of the population using it as their 

home language (SAHO, Sotho (South Sotho or Basotho), 2011). The Shangaan and their sister tribe, the Tsonga, make up the smallest 
part of Black South Africans inhabiting mostly Limpopo and Mpumalanga. Generally, both groups are grouped together as one group, i.e. 
the Tsongas  (Wan and Saw, 2013). They are traditionally farmers with Cassava being the main crop of cultivation.  

Polygamy is popular amongst this culture with some villages consisting of a single family. One of the main rituals is the face carving 
ritual which had been used by slave traders as a form of punishment but is now an element of beauty (Rust and Oliver, 1994). One of the 
main aspects of the Tsonga culture is the story telling which is usually done by the elderly women of the community who keep the 
history alive. Their full attire is made up of the doek, the neckpiece (vuhlalu), the shirt (yele), the belt (nkhamu) and the Queens (ti 
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queeni) (Puh, 2014). Although many of the Khoi women were incorporated into society as low status slaves, the Boers had to find 
alternate means of labour if they wanted to make the most of the agricultural opportunities. The Indian subcontinent was the main source 
of slaves and approximately 80 % of slaves came from India (Wan and Saw, 2013). In the second half of the 19th century, two categories 

were brought to South Africa, the first as indentured labourers in 1860 and later as ‘free’ Indians who came at their own expense.  
Emigration, however, was stopped in 1911 and the indentured laborers were free to remain in the country or move back, of which the 
remaining make up majority of Indians in South Africa today (SAHO, Indian South Africans, 2016).  

During Apartheid however, the Indians were also racially categorized, albeit they did not have it as bad as the coloureds and  blacks. 
Majority of the Indians are Hindu, with a large percentage also made up of Muslims, Christians and Sikhs. With a population of 
approximately 1 million, South African Indians have contributed to the multi-cultural diversity of South Africa (SAHO, Indian South 
Africans, 2016). As the term ‘Rainbow Nation’ symbolizes a beacon of hope after the travesties of Apartheid and represents hope for a 
brighter future South Africans. Although there has been a lot of social and economic growth since the 1994 elections, many South Africans 

still struggle under the burden of poverty and inequality (Kellerman, 2014). 

 

Innovative Cultural Music and Dance 
Innovation ensures the advances in processes for discovery, experimentation, and the development of existing operations (Mckercher et 

al., 2012). It involves taking an original idea and adjusting it over a period in accordance to environmental changes (Linders, 2018). By not 
evolving one’s systems according to the changing environment, over time, could lead to a loss of competitiveness (Mckercher e t al., 2012). 
Central to innovation is the understanding one’s customer, their patterns in attitudes, and market evolutions (Kontsiwe and Visser, 2019).  By 
understanding the customer and their changes in their attitudes, one will be better equipped to make innovative changes that will be 

beneficial in the long run (Phillips et al., 2013). To integrate innovation to the context of cultural music and dance in the tourism industry, 
one must be cognisant of the development of the cultures over the years. South Africa’s music industry comprises of ample genres and style 
(Collision, 2016).  If the South African music industry is looked at, the development of the music industry over the years and the influence of 
its history on cultural music become more apparent. In addition, two main broader categories of music are noted – the music of the white and 
the music of the blacks. Each had different roots; European music and ethnic tradition, respectively (South Africa,)  (Kontsiwe and Visser, 
2019).  These very distinct roots have over the years borrowed from each other which have resulted in the innovative cultural music. 

 These two distinct forms of music were a result of South Africa’s apartheid government. The apartheid government prohibited the 
mixing of ethnic groups with the goal of “cultural purity” (Prayag, 2009). This meant that there were bans placed on the mixing of languages 
and the collaboration between artists of different ethnic backgrounds (Prayag, 2009). Heavy legislation was placed in the music industry to 

ensure that people of the country listened to music of “their own” people. The covers of albums had to be labelled in accordance to this 
legislation. It meant that, for example, an album created by a black person must be in their native language and has go be labelled “Zulu” 
(Prayag, 2009). Innovative Cultural Festivals, the largest arts festival takes place in Grahamstown annually (About the National Arts 
Festival, n.d.). It is known as the National Arts Festival. This festival is open to anyone who would like to showcase their drama, dance, 
theatre, comedy, music. Forged by the traditions and cultures of the lands, festivals might become a part of an area’s make -up. Festival 
tourism is yet another aspect of tourism, festival tourism is one of the fastest growing segments of the world’s leisure industry”.  It is by 
festivals that a unique opportunity is created by which visitors may be provided an opportunity to have cultural experiences for both leisure 
and social reasons. Cultural heritage tourism is seen as one of the major development opportunities for Africa. In the South African context, 

festival tourism is not very prominent even though it may be the most prevalent type of tourism in the rest of the world.   
This is especially noticeable when one explores the festivals of South Africa. If one is to do a “Google Search” on “Cultural festivals in 

South Africa”, there is not much representation of indigenous cultures in South Africa to those who would be searching for such information. 
An example would be, found on is the Kaapse Klopse (Prayag, 2009). a listing of South Africa’s top ten festivals, not one of the festivals 
listed have any ties to indigenous cultures. The list includes; the Knysna Oyster Festival, Hermanus Whale Festival and the Oppikoppi 
Bushveld music festival. There is a list of festivals occurring in South Africa month to month for the year, a single festiva l includes 
indigenous elements, this festival being “Macufe”, which would showcase music in local languages. On the website “Culture trip”, festivals 
are listed according to the regions of South Africa, the only festival involving South African local culture is that of the Cape Town, the 

Minstrels. Other than that, no inclusion of indigenous cultures is listed or propagated. “South Africa Holiday and Festivals”, once again the 
Minstrels of Cape Town are mentioned, whilst the Royal Reed Dance features as well. The rest of the list is the Arts Alive festival, 
Oppikoppi, The Jacaranda Festival, Knysna Oyster festival and the Cape town international jazz festival. In an article featured in, a quote by 
Samuel Nassimov, managing director of Premier hotels and resorts, states” the country has a number of sites that serve as a reminder of our 
unique past, how far we’ve come as a nation and how much further we need to go in building a better South Africa for all”. The webpage 
then goes on to list cultural attractions in different cities, not making mention of any cultural festivals. 

 

Cultural Tourism Expected Experience and Actual Experience 

Cultural tourism experience is a subdivision of special interest tourism (Stebbins, 1996). It is based on the search for and participation in 
new and deep cultural experiences, whether aesthetic, intellectual, emotional, or psychological (Stebbins, 1996). The attractiveness of a 
tourist destination is becoming more reliant on cultural tourism (Sukanthasirkul and Trongpanich, 2016). Thus, to attain a competitive 
advantage in the tourism industry, developments of authentic, enriching and memorable new experiences are dire to the sector (Dalton, 
2011). It should be noted that the attraction of a cultural tourism site does not merely depend on the predilection to discover physical 
attractions (Prayag, 2009). The experience further includes once personal and emotional bond with the heritage (Wang, 2017).  

Therefore, to offer a cultural experience that meets the needs of a consumer, both the core physical asset of cultural tourism needs to be 
fulfilled, as well as the experiences that target higher self-induced need, which go beyond the tangible offering (Xu, et., al 2009). In Dalton’s 
article, she emphasizes the importance the destination having a special meaning to the tourist to create a favourable experience for the 

consumer. She refers to an article by Brunner-Sperdin and Peters (2009), which highlights their argument that the experience value of a 
tourism offering is the overriding factor influencing a consumer’s motivation to visit an attraction. The composition of a tourist experience 
encompasses both a tangible and intangible constituent. Since the tourist experience is multi-faceted it is dire that each element-the tangible 
and intangible- are cautiously outlined to meet both the expected and actual experience that the tourist has (Dalton, 2011). 

Due to the multifaceted nature of tourism experience, extensive research is still being done to understand how the various 
contributors to the experience can be understood to create a uniform management of a tourist’s experience. According to Dalton, (2011), 
two prevailing issues often confront both academics and tourism practitioners when trying to understand cultural experience. This is that  
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the understanding of what comprises a commercial experience is meagre (Beerli and Martin, 2004), and the appropriate manner to create 
and put into practice the new desire for tourism experiences (Morgan et al., 2009).  

 

Tourist cultural satisfaction 
The basis of tourist cultural satisfaction is rooted in consumer satisfaction models. Many studies have been made to show the relationship 

between cultural attributes and tourist satisfaction. Tourists who embark on journeys intending to have cultural experiences in the place 
visited may complete their trips either feeling that they have satisfactorily experienced said culture or perhaps feeling that the experience was 
deficient in some way (Wan and Saw, 2013). Ample research has been conducted to develop an understanding of the tourist’s cul tural 
satisfaction as it is relevant in the realm of tourism, proving to be a useful tool in gauging the success of a destination in the opinion of 
visitors (Stebbins, 1996). It may also be used as an indicator of the visitor’s intention to revisit a destination. To begin with, cultural tourism 
may be defined as, “Implying the notion of patrimony, represented by both the material and immaterial components of the identity of any 

society” (Sukanthasirkul and Trongpanich, 2016). Plesoianu et al further go on to detail what would qualify as the material and immaterial 
heritage listing museums, monuments, etc. as the material while mentioning that cultural traditions, holidays and accumulated traditions 
would form the latter. Depending on what the initial intention of the tourist was, they may find that their trip culturally satisfactory or not 
(Sukanthasirkul and Trongpanich, 2016). There may also be situations in which the intention had not been to embark on cultural tourism at 
all but because of the nature of the destination, they still had experienced cultural facets and were satisfied with the experience even though it 
was not planned. Plesoinau observes the relations that exist between those who would be the inclined towards embarking on cul tural tourism 
by choice and draws some interesting conclusions. Cultural tourism practices vary significantly, having specifically investigated the practices 
in the Brasov County, bringing attention to the fact that cultural tourism is based on the facilities that the tourist has at  their disposal, hence, 

having a basis of touristic material is vital for the flourishing of cultural tourism activities (Dalton, 2011). 
 Their research goes on further to recommend that to improve cultural tourism in an area, the improvement of infrastructure and transport 

networks should be created, coupled with the provision of tourist information on diverse cultural objectives. too, observes that cultural 
tourism is a substantial facet of tourism as well as addresses the economic and cultural impact of tourism in tourism marketing, stating that 
the beneficial economic impact of it is obvious (Prayag, 2009). The study also presents the positive cultural impact that cultural tourism may 
have, listing the increase in people’s confidence, allowing people an influence over how others may perceive them, stimulation of the 
interests and confidence in the arts, development of pride in local traditions and cultures and the provision of a unique and genuine source of 
enjoyment. He also makes mention of the statistics from the World Tourism Organization, mentioning that almost 40% of tourist trips are 
related to cultural tourism. stated, on cultural tourism, that it is an aspect that is recognized and managed by the local community itself and 

serves to not only diversify the local economy but also creates additional value and allows for the resilience of the community to be 
strengthened. It is further stated that cultural tourism proves beneficial in that cultural heritage, if adequately managed, could be instrumental 
in promoting social inclusion, creating intercultural dialogue, forming the identity of the area, improving the overall quality of the 
environment, the provision of social cohesion as well as stimulating the development of tourism which has the ability to create jobs and draw 
in investment (Rogerson and Collins, 2019). All of which would be useful in the South African context. 

 

Tourist revisit intention 
Revisit intention can be understood by looking at behavioural intention (Chang et al., 2012). A direct relationship between intention 

engagement a performance behaviour- one stronger intention to engage in a behaviour, they are more likely to perform the behaviour 
(Pratminingsih, et al., 2014). Within the tourism and diversion segments, this takes frame of a repurchase of a tourism benefit or recreational 
benefit or a return to of a destination or attraction (Bole, et al., 2017). Revisit intention can be understood by looking at behavioural 
intention. A direct relationship between intention engagement a performance behaviour, one stronger intention to engage in a behaviour, they 
are more likely to perform the behaviour. Within the tourist and diversion segments, this takes frame of a repurchase of a tourism benefit or 
recreational benefit or a return to of a destination or attraction. The intention of a tourist to revisit a destination has been an area that has had 
some investigation undertaken so as to develop a better understanding of tourist behaviour. This factor would also be one of significance as it 
allows for there to be a guide formed with regards to how to not only attract tourists initially but also provide an experience that would create 

the desire to return to the tourist destination (Pizam et al., 2008). Observed by , an area may be enhanced with regards to tourism marketing 
when there is an element of place attachment involved. Tsai then further explains that although this may prove true, there is much complexity 
that further develops as attachment is a concept difficult to conceptualize as there exists within it inherent diversities. The model developed 
by Tsai portrayed that there exists a comprehensive attachment that encompasses a “holistic tourist experience”, containing facets such as 
self-expressiveness, emotional pleasure, physical growth and communal awareness. He concludes further that as such, place attachment may 
be a powerful tool that influences a tourist’s revisit behaviour. Tsai defines ‘place attachment’ as, “the emotional and psychological bonds 
formed between an individual and a particular place. It is then further explained how it is then that place attachment may be considered a 
prominent tourism marketing strength which in turn has a substantial impact on a tourist’s loyalty towards a destination as well as their revisit 

behaviour. A study by  confirms that place attachment may indeed serve as a potential predictor of one’s plans to return to a specific destination. 
Tsai also draws a similarity between interpersonal attachment and place attachment, drawing on the fact that place attachment  can bond 

the tourist psychologically and emotionally with the destination. Some benefits that would influence the attachment that Tsai mentions 
include, amongst others; the functional benefits of the destination, emotional benefits, uniqueness, trust (i.e. the visitor has confidence in the 
destination and feels a sense of security), attractiveness and self-connection. As such, it is suggested that efforts should be made to attempt to 
mold and translate the symbolic meaning a destination may have into a representation that suits the socio-cultural context and matches with 
the tourist’s desires they might harbour as well as the dreams and aspirations that they might have in mind.  point out that the service one 
experiences on a tourist visit has a valuable influence on the evaluation and satisfaction of the consumer (Wang, 2017).  They also make 
known that the current global trend that exists with regards to partaking in heritage tourism, observing that it is becoming more popular than 

before, indicating at the growing numbers that have been observed.  
The notion said to be attributed to “a more visitor-oriented development that emphasizes consumer preferences and quality of personal 

experience”,. Chen and Chen, (2010) also advise that the provision of high-quality satisfying experiences that could be perceived as good 
value by visitors would be a manner by which to increase visitors’ behavioural intentions suggest that a way to ensure sustainability in 
destinations is to foster loyalty amongst the visitors, again reinforcing the need to have consumer satisfaction. Loyalty is then manifested 
through recommendation by those who have visited to others, a positive spreading of information amongst people, and repeat visitation 
(Wang, 2017). The research also draws attention to the fact that promoting repeat visitation is especially desirable as it costs less than it 



African Cultures as Tourism Innovative Capability In South African Tourism Sector: A Gauteng Province Perspective 

 

 

 

921 

would to draw in new visitors. The paper also makes mention of the need that exists to increase revisits and suggests that there should be 
efforts made towards the creation of desire and need which could be done by developing more attractions and amenities (Apostolakis, and 
Jaffry, 2005). It is also stressed that revisit need, and desire should be sought from a wide market to develop the tourism industry. The paper 

also suggests that to encourage revisits of a destination there should be a positive destination image created, as well as ensure that there is 
consistent quality service, amenities and a variety of events and programs to attract re-visitation. 

 

MATERIALS AND METHODS 
The research philosophy that has been adopted is positivism. Positivism research adopted quantitative research methods that tested 

hypothesis deductively and examined possibilities to reach a specific, logical conclusion (Chi and Qu, 2017).  The hypothesis was tested by 
analysing the influence that the dependent and independent variables have. This study made use of a quantitative research technique that 
generally involved the collection of primary data from a target population of those that have consumer experience in cultural  tourism in the 

Gauteng Province. Participants were male, female, and other. In addition, South African citizens and non-south African citizens were 
included in the population. A random probability sampling was used. The sample size consisted of 200 participants. Three hundred 
questionnaires were distributed to participants from a variety of social and financial backgrounds. 50 of the issued questionnaires were not 
completed and a further 50 had to be discarded due to errors in completion. This was done for the purpose of capturing the wider population of 
consumers of the tourism sector. Quantitative primary research was conducted using a self-administered questionnaire to collect data. The 
questionnaire design allowed the determination of the Confirmatory Factor Analysis indices, Chi-Square/degree of freedom, Comparative Fit 
Analysis and the Incremental Index of Fit. A cross-sectional study was conducted due to time limitations which restricted the use of 
longitudinal studies. The population refers to the total group and or elements of interest to the researcher which the researcher sets out to 

interrogate with a view to obtain information and making informed inferences (Best and Khan, 2003). 
 

 
Figure 1. Conceptual Framework and Hypothesis Development 

 

H1: There is a positive relationship between innovative South African Cultural Music and Cultural Tourism Expected Experience 
H2: There is a positive relationship between innovative South African Cultural Dance and Cultural Tourism Expected Experience 
H3: There is a positive relationship between innovative South African Cultural Festivals and Cultural Tourism Expected Experience 
H4: There is a positive relationship between Cultural Tourism Expected Experience and Actual Cultural Experience 
H5:  There is a positive relationship between Actual Cultural Tourism Experience and Tourist Cultural Satisfaction 
H6:  There is a positive relationship between Actual Cultural Tourism Experience and Cultural Tourism Revisit Intention 

 

RESULTS DISCUSSIONS 
The overall finding implies that each research variable has its unique way towards the contribution and the influence of innovative 

African cultures in the south African tourism industry. Sample Description-The demographic profile is given of the respondents of age 
and gender type of travel and source of information and type of cultural tourism experienced. Thereafter the average mean standard 
deviation of each research construct is given.  

The reliability of the instrument was tested by making use of the Cronbach Alpha. According to Hair et al, a value greater th an or 
equal to 0.7 represents an acceptable reliability of the instrument. The closer the Cronbach Alpha value is to 1, the more reliable the 

internal reliability of the variables is. In Table 22, all the variables were above the recommended threshold. The highest va lue was 0.913 
and the lowest 0.770. All the measures are, therefore, reliable. Composite reliability According to Hair .et al, an acceptabl e value is any 
number greater than 0.7. If values are 0.6 and higher, they can also be considered as reliable. The lowest CR was 0.48, and the highest 
was 0.86. Not all the variables met the required criteria. Average variance Extracted. The average variance estimate measures the s hared 
common variance in a latent variable (Fornell and Larker, 1981). For the construct to be considered reliable, the AE should be a value 
greater than 0.4 (Fraering and Minor, 2006). All the variances for the variables were in line with this requirement, and where thus, 
reliable. The variances extracted for this study ranged from 0.48 to 0.87. 
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Table 1. Summary of demographics 
 

Gender Age 

 Frequency Percentage  Frequency 

Male 78 39 20-21 55 

Female 119 59.5 26-30 52 

Prefer not to say 3 1.5 31-35 43 

Total 200 100 36-40 21 

Citizenship 41-45 7 3.5 

Non-South African 5 2.5 46-50 8 

South African 195 97.5 51-55 14 

Total 200 100 56-60 0 

Marital status Total 200 100 

Married 36 28 Type of travel 

Single 106 50 Inbound travel 57 

None of the above 44 22 Outbound travel 12 

Total 200 100 Domestic 83 

Type of cultural tourism experienced International 48 24 

Purposeful 18 9 Total 200 

Serendipitous 44 22 Sources of information 

Casual 39 19.5 TV 9 

None of the above 36 18 Newspaper 22 

Total 100 200 Travel Agent 30 

   Friends/ Relations 72 

   Tour books/guides 33 

   Other 34 

   Total 200 

 
Table 2. Summary of descriptive statistics 

 

Research Construct Cronbach’s Test C.R Value AVE Value Factor Loading 

 Correlated total to item α Value  

IM 

IM2 0.604 

0.781 0.80 0,57 IM3 0.744 

IM4 0.570 

ID 

ID1 0.683 

0.855 0.86 0.60 
ID2 0.651 

ID3 0.841 

ID4 0.670 

IF 

IF1 0.663 

0.816 0.80 0.57 IF2 0.733 

IF3 0.634 

CEE 

CE3 0.597 

0.770 0.73 0.48 CE4 0.585 
CE5 0.630 

CEA 

CE1.3 0.665 

0.809 0.48 0.73 
CE1.4 0.669 

CE1.5 0.640 

CE1.6 0.546 

CS 

CS1 0.654 

0.841 0.45 0.76 
CS2 0.633 

CS6 0.690 

CS7 0.758 

TI 

TI1 0.787 

0.913 0.63 0.87 

TI2 0.733 

TI3 0.699 

TI4 0.654 
TI5 0.681 

TI6 0.708 

TI7 0.504 

TI8 0.792 

TI9 0.792 

TI10 0.581 

 
Table 3. The correlation matrix for the study is illustrated below 

 

 IM ID IF CE CEA CS TI 

IM Pearson Correlation 1      

ID Pearson Correlation .718** 1     

IF Pearson Correlation .476** .524** 1    

CE Pearson Correlation .169* .165* .102 1   

CEA Pearson Correlation .046 -.003 -.177* .745** 1  

CS Pearson Correlation .184** .006 -.074 .429** .550** 1 

TI Pearson Correlation .251** .090 .128 .401** .453** .829** 

** Correlation is significant at the 0.01 level (2-tailed) 

  * Correlation is significant at the 0.05 level (2-tailed) 
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To achieve high discriminate validity, values of 1 are the goal, however, 0,8 is accepted (O’Rourke and Hatcher, 2013). From the 
table above, it is noted that all the inter-correlation values deviate from one. In addition, all are less than 0.8. Based on this, it can be said 
that all the correlations were significant. 

 
Table 4. Model Fit Indices 

 

Model Fit Indice Chi Square GFI CFI TLI IFI RFI NFI RMSEA 

Indicator Value 2.814 0.738 0.846 0.797 0.852 0.717 0.787 0.095 

 
The Chi Square for the model was 2,814, which is less than 3. This indicates that the model is good. Baseline values. According O’Rourke 

and Hatcher, 2013), the NFI, IFI, TLI, and CFI should be greater than 0.9. The baseline value for this model range from 0.717 and 0.852. 
According to Hair et al (2006), baseline values above 0.8 are marginally acceptable. The NFI is 0.787, which is below 0.9 which indicate that the 
model needs to be re-specified (Huand Bentker, 1995).The IFI and CFI are above 0.8 and indicate that the model is marginally acceptable.The 
GFI value is 0,738, which is below the acceptable value. This indicates an unacceptable model fit (Fraering and Minor, 2006). The RMSEA 
should be less than or equal to 0.05 to be a good model, or 0,08 to be adequate (Browne and Cudeck, 1993). The value for this study is 0.095 
which does not meet the model requirements, but it is a close fit. 
 

Table 5. Summary of Indices 
 

Model Fit Indices Acceptable Threshold Study Values Comment 

Chi-Square <3 2.814 Acceptable 

CFI >0.9 0.846 Marginally Acceptable 

GFI >0.9 0.738 Close Fit 

NFI >0.9 0.787 Close Fit 

IFI >0.9 0.852 Marginally Acceptable 

TLI >0.9 0.797 Close Fit 

RMEAS <0.08 0.095 Close Fit 

 
Path modelling and hypothesis testing 
The higher the path coefficient value, the greater the relationship between the variables being tested (McIntosh and Gonzalez-Lima, 

1994). The path coefficients d=indicate the strength between the variables. The hypothesis was tested at a 95% level of signi ficance and 
supported hypotheses were shown by asterisk (***). Values which displayed a significance level p<0,05 were marked with *, significance 
level p< 0.01 were marked with **, and significance level p<0.001 were marked ***. 
 

Table 6. The results for the  hypotheses testing are represented in table below 
 

Hypothesis Relationship Hypothesis Path Coefficient P Values Outcomes 

IM>CE H1 0.396 *** Supported and Significant 

ID>CE H2 0.161 0.015 Not Supported and Insignificant 

IF>CE H3 -0.216 0.002 Not Supported and Insignificant 

CE>CEA H4 0.842 *** Supported and Significant 

CEA>CS H5 0.540 *** Supported and Significant 

CEA>TI H6 0.471 *** Supported and Significant 

 

Drawing from the above, the relationship between CE and CEA, H4, is the strongest as CE has a strong positive relationship on CEA, 
with a path coefficient of 0.842 and a p<0,0001 level of significance. H3 displayed a negative relationship, which was also the weakest and 
it was also not supported.  H1, H4 and H6 were all supported and significant. H2 was supported yet was insignificant 

 
H1: There is a positive relationship between innovative South African Cultural Music and Cultural Tourism Expected Experience. Based 

on the findings presented, it indicates that the hypothesis (H1) is supported and significant. It found that there is a posit ive relationship 
between innovative cultural music and customer expected experience. This means that a positive attitude toward innovative South African 
cultures will most probably have a positive effect on cultural Tourism Expected Experience. The hypothesis agreed with previous studies that 

the encounters that tourist have with innovative cultural dance affects the expected experience is the perceived value that a tourists  have in 
mind in relation to the costs and benefits that It can be concluded that by expecting a positive interaction with innovative cultural dance, 
music and festivals will impact the expected cultural tourism expectation positively.  

 

H2: There is a positive relationship between innovative South African Cultural Dance and Cultural Tourism Expected Experience. The 
second hypothesis, H2 was found to be supported and insignificant. This implies that there is a positive relationship between the variables. 
However, the effect that the one variable has a very small effect on the other variable. The hypothesis agrees with previous studies that the 
encounters that tourist have with innovative cultural dance affects the expected experience is the perceived value that a tourists have in mind 
in relation to the costs and benefits that It can be concluded that by expecting a positive interaction with innovative cultural dance, music and 
festivals will impact the expected cultural tourism expectation positively. 

 

H3: There is a positive relationship between innovative South African Cultural Festivals and Cultural Tourism Expected Experience. A 
negative relationship between the variables were found for H3. The hypothesis was both not supported and insignificant. This means that 
regardless of the impact on innovative cultural festivals on expected cultural tourism experience will not be affected. The hypothesis was not 
in agreement with previous studies that the encounters that tourist have with innovative cultural dance affects the expected experience is the 
perceived value that tourists have in mind in relation to the costs and benefits.   

 

H4: There is a positive relationship between Cultural Tourism Expected Experience and Actual Cultural Experience. Based on the 
finding, hypothesis 4 was both significant and supported. This indicates that an increase in the expected experience, leads to an increase in 
the actual experience. This confirmed that the actual cultural experience can be understood by looking at the perceived value. This can be 
defined as “the overall assessment of the utility of a product based on the perceptions of what was received and what is given” (Frey,  (2010). 
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The expected experience is the perceived value that a tourists have in mind in relation to the costs and benefits that they have developed 
mentally. If a tourist has high expectations, and they are met, this will lead to a stronger actual cultural experience. 

 

H5:  There is a positive relationship between Actual Cultural Tourism Experience and Tourist Cultural Satisfaction. Hypotheses 5 was 

found to be supported and significant. An increase in the actual experience leads to an increase in customer satisfaction. This confirms that 
customer satisfaction in a tourism context can be described as a function of the pre and post travel experiences. If the tour ists have a positive 
experience in terms of their actual and expected expectations, this will lead to a positive satisfaction level from the tourist. 

 

H6:  There is a positive relationship between Actual Cultural Tourism Experience and Tourist Revisit Intention. Hypotheses 6 was found 
to be supported and significant. An increase in the actual experience leads to an increase in revisit intention. This agreed with the previous 
studies that one of the factors which contribute to whether a tourist has an intention to revisit a destination, is indeed the tourists’ experience. 
I the tourist’s expectations are met, and they have a positive experience, they are more prone to revisit the destination Yuan et, al., 
2007).There exists a positive relationship between tourists’ experience and intention to revisit the tourism destination This means that the 
experience of the tourist will influence whether a tourist will have an intention to revisit the destination. In addition, the theory of planned 

behaviour can be used as a theoretical backing to further understand the tourists; intention to revisit the destination. 
 

Practical managerial implications and recommendations- The results may be used by managers and marketing personal within the 
cultural tourism industry to formulate strategies to better market cultural tourism products. In addition, the tourism industry can use this 
research to further understand their customers and their expectations, this will help to provided more tailored products and services that 
will meet and exceed tourist’s expectations which will lead to revisit intention and thus a stranger brand image for South African tourism. 
For the South African tourism to remain completive and sustainable in the long run, they need to ensure that they embrace mor e cultural 
experiences as opposed to just site-seeing. Marketing Contributions - the research findings of the study provide valuable practical 
implications for marketers to develop better customer retention strategies. the findings also provide a contribution to the marketing 
environment on tourism service providers behaviours by determining that most persons that utilise or access tourism services get 

information from a variety of sources with many respondents use social media innovations. Thus, allowing marketers to underst and the 
consumer behaviour of the consumer and competition to the tourisms segment. Furthermore, the study findings indicate that consumers 
are attitudinally loyal, thus marketers can act on this attitudinal loyalty through establishing cultural  tourisms brands  p rograms, 
discounts, incentives as well as added value in order to get the consumer to revisit the tourism destinations, thus establish behavioural 
cultural tourisms loyalty priority for marketers to win their business and heart of tourists .The results of the study were i n line with both 
theoretical grounding factors, the theory of panned behaviour and its effect on revisit intention and the theory of customer satisfaction. I ts 
highlighted how the experiences that the tourist had will impact the revisit intention and satisfaction. Limitation and futur e research Most 
participants were from Gauteng. This therefore, did not provide a full representation of tourist who visited the Gauteng Province for 

cultural tourism Limitations- The study does not come without its limitations and the limitations for the study are the exclusion of the 
greater Johannesburg region, in which further research can be examined in regard to the variables of cultural tourism that where analysed 
and determined. In further studies cultural identification, tourism cultural quality and other precursor of tourism cultural experience that 
were excluded from the study can be analysed also be included. Future research -The future research can look at the greater Southern 
African region since it also cuts across cultures and share tourism attractions and destinations. 

 

CONCLUSION 

South Africa is a culturally rich nation, however, through this research it was noted that true African experiences are still  a market that is 

underutilized. It can be understood that South Africa offers a Western experience in and African setting. It will be extremely beneficial for 

the South African tourism industry to capitalise on a more authentic African cultural experience. Theoretically, this study contributes to 

literature in tourism marketing, also the study contributes academically by confirming the relationships of variables in the research 

conceptual model. This indicates that the elements of cultural tourism, actual experiences are precursor of cultural tourism entertainment that 

can be determined through brand revisit intentions. Tourists are more interested in experiencing the cultures of their tourism destinations and 

this will impact the level of satisfaction that they acquire, as well as their overall revisit intention. 
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