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INTRODUCTION

RESEARCH OBJECTIVES

Kruger National Park Bush Braal experiences:
Critical success factors, visitor preferences and willingness to pay

THE EXPERIENCE

* TheBush Braal, apopular bush dinner experience for conference A typical Bush Braai experience involves a guided game drive in an open safari vehicle (OSV), to a
goers and other groups of tourists staying inside the Kruger remote setting in the African bush where guests are greeted by lanterns, fires and the distant
National Park (KNP) in South Africa, has been available for a sounds of animals calling.
number of years from rest camps within the KNP.

* Aneedwasidentified by management to extend the product Visitors are treated to local cuisine, involving a braai (the South African term for grilling meat over
offering to visitors staying at accommodation facilities outside an open fire) made up of a variety of game meat, supplemented with side dishes such as
the Park, allowing this market segment access to the Park after vegetables and salads and rounded off with deserts and coffee or tea. Guests are accompanied by
gate closing times for an enriched experience involving a game guides who lead interpretive discussions and answers questions from guests. Armed rangers
drive and dinnerin the bush. ensure the guests’ safety from wildlife throughout the entire experience.
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STUDY AREA

METHODS
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A gquantitative research approach was followed involving internet-
administered questionnaires distributed in February and March 2016 to

three target populations: A) Visitors to the KNP who stayed at the R ES U LTS
Crocodile Bridge and Pretoriuskop rest camps; B) privately owned

OSV operators who bring guests from other tourist establishments to The results from the thematic analysis illustrate there is a fairamount of agreement between what KNP
the Park for guided game drive experiences and C) tourists staying at visitors and OSV operators expect from an ideal Bush Braai experience.

accommodation establishments bordering the Park. o

Three different questionnaires were developed for each population, ¥ Culinary ¥ Ideal location [l Sights, smells and atmosphere B Lighting Interpretation M Facilities Other

with the core aspects measured being:
 Levelofinterestinthe product;
 Keydeterminants at play towards first purchase
motivations, customer satisfaction and repeat purchase;
 Expectationsand preferencestowardsthe experience;

under the stars OVeriookinga watching the sunset
ablutions fire torches gdam dim light wors, chops, steak

near a waterhole listeningto the onasandy e for
nofancyfood MIONEIITE rverbankorina

dry riverhed pap & sauce [anterns

oil lamps ¢alls of the wild cash har
(;"sn wmte welcome drink camn I||'e

OSV operators
KNP visitors

« Potentialinhibitors towards acceptance of a Bush Braai overlays s”““‘ African _ . cr:ckli(_e O 1 top of a lanterns T0arofalion cofiee & camp fire
product. food overlooking ariver a00me . ountain cal::ﬁ:ﬁ" ambiance
. . atop a hill buffet style It
Atotal of 496 complete responses were received from KNP visitors ahlutions smell of braai meat on the grill good red wine

while 29 out of the 108 OSV operators responded.

RESULTS

KNP visitors Key determinants -
purchase decision Willing to pay

100% €14 - €29
g0% | 7887 per person

c0% 57.9% 57.3% . 2% Prefers:
 |nformaland
0
40% relaxed
20.6%
0% atmosphere.
I 3.6% « Alongsunsetdrive
0% -

with dinner served

Chance Value Unique Price|Adventure Other

tosee  for experience or thrill slightly later,
wildlife money factor followed by ashort
49, 6% ® An affordable experience that mght drive
° can be enjoyed by the whole afterwards.

family

zsélzlzi;tl:teymore for extra comfort 4 8 % say they would
likely book a Bush

Pay a premium and get five star . . i

treatment to celebrate a special Braaion their next tl’lp

occasion to KNP.

Other (please specify)

OSV operators Willing to pay
€21- €43

m An affordable experience that
can be enjoyed by the whole per person

3% .
0 family
10% — f Prefers:
ay a little more for extra .
comfort and quality Informal and
relaxed
42% Pay a premium and get five atmosphe.re.
star treatmenttocelebratea ¢ A short drive late
special occasion afternoon with a
Other (please specify) long relaxing
0 _ dinner, and a short
167 say they are likely to sell the night drive
product to their guests. afterwards.

CONCLUSIONS

* Wildlife watching plays an integral role in activity offerings in the
KNP.

 Boththe current market of overnight visitors to the KNP and guests
of OSV operators could be considered target markets for the Bush
Braai products. For the OSV market however, the product would
needto be operated somewhat differently than the traditional
market.

* Thefindings from the study equipped management with aninitial
Indication of the viability of the product and insights into the
preferences and expectations of a Bush Braai experience.
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