
    

 

COOPETITION 

CONCEPT 
The Case of South Africa and Southern Africa 

ABSTRACT 
This year’s Next Generation Competition deals with this 

increasingly important and dynamic topic of co-

opetition. Co-opetition, namely the co-presence of 

cooperation and competition is a strategy that goes 

beyond the established business paradigms of 

competition and cooperation. 
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As participants in the World Tourism Forum Next Generation Competition 2017, we have been tasked to 

develop a concept on coopetition in our respective working industries. With this task in mind, this concept 

paper seeks to answer the following questions: 

 Does coopetition exist in the industry you work in? 

 If so, how does coopetition look like in your industry? 

 Lastly, how can coopetition be reinforced in order to provide (further) advantages for the company 

you are working for, its competitors and the industry as a whole? 

I am a Next Generation participant from South African Tourism (SAT) - which is a Destination Marketing 

Organisation (DMO) whose main objective is to promote tourism to and within South Africa, by marketing 

the country as a leisure and business tourism destination both internationally and domestically. Through the 

perspective of a DMO, this concept paper analyses the existence and potential benefit of coopetition on a 

regional scale as opposed to a provincial or municipal viewpoint.  

Before one can enter the context of the concept, it is best to set a scene upon which the view of coopetition 

in this submission is based.  

With regard to destination marketing, each country’s DMO seeks to increase tourist arrivals from across the 

globe to its own country. This is inclusive of the country’s domestic tourism market as it is also a necessary 

participant in the country’s tourism ecosystem. Thus competitors are essentially competing for a greater 

influx of tourists to contribute meaningfully to the country’s economy.   

As previously mentioned, the focus of this 

concept paper is around the African continent, 

with a specific focus on Southern Africa. Africa is 

in a unique position when it comes to 

geographical conceptualization - of which 

tourism cannot be isolated. No other continent is 

portrayed nor viewed as homogenously as Africa 

is. Through a study conducted by The Guardian 

in 2014, it is shown that the media continuously 

uses ‘Africa’ as an all-purpose word to report on 

any point in Africa. This is further perpetuated by 

celebrities, heads of states (see tweet by Bill 

Clinton) and several ordinary citizens of the world. In spite of Africa being the second largest continent on 

earth and home to a population in excess of one billion people, it is still perceived among many as merely 

one country. This undoubtedly has extremely negative implications for most African countries, i.e. with such 

a blanket term being utilised cases of war as far north as Libya have the potential to tarnish the image of a 

country as far south as Lesotho?! To conceptualise the impact of continental generalisation within the 

tourism industry, a miniature case study on the impact of Ebola in West Africa and how that had a negative 

impact as far south as South Africa is presented in this study. Decades and decades of independence across 

most of the African states seemingly hasn’t paved way for countries to stand in their own identities. Certainly 

this needs to be rectified however it presents an opportunity unique to Africa as interest in travel to emerging 

markets continues to rise across the globe. 

The remainder of the concept paper takes lead from the questions posed to entrants as seen above. 
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Does coopetition exist in the industry you work in? If so, how does coopetition look like in your 

industry? 

With certainty, the answer is yes, coopetition does exist in the industry SAT operates in. However, the bulk 

of coopetition in this industry is within the country itself, i.e. public-private partnerships, industry based, 

local government, municipalities and provincial government partnerships. In the case of the country at large, 

relationships in which competition and cooperation with competitors jointly exist are not as distinct. The 

lines therein become blurry and the answer is no longer a straightforward yes.  

According to Kylanen and Mariani (2013:3), public entities, such as DMOs, have a significant role to play in 

creating a conducive coopetitive environment for private tourism and hospitality entities to partake in. 

Considering the South African tourism industry, SAT was indeed mandated to create such an environment 

and as a result holds a critical position in driving market access and assisting in the formulation of essential 

relationships. With regard to the tourism industry participants, perhaps the common goal of attracting 

tourists to your country through your DMO makes it somewhat easier for competitors to unite to strengthen 

brand appeal and secure interest. Whereas countries uniting in the name of a region increases the overall 

number of competitors and can therefore be more daunting a relationship. However, in the case of Africa, 

several countries are not yet established or perceived as tourist destinations thus it is worthwhile to use the 

interest in Africa as a whole as an opportunity to jointly attract tourists.  

Some may question as to why a country’s taxpayer funded DMO would consider cooperation with its 

competitors on a global scale? The reasons are multifold and have the potential to release untapped 

opportunity from core (i.e. directly targeted) and watch-list (i.e. no targeted focus in place) markets. 

Although coopetition has proven to yield successful results across a host of industries (e.g. electronics, 

automobiles, etc.), it appears it is not tried and tested adequately in the national tourism environment, more 

specifically in Africa and Southern Africa.  

Ebola Outbreak in West Africa  
 

Decrease in Southern Africa tourist arrivals yet have no impact on European or American inbound tourism. 
 

 Guinea, Liberia and Sierra Leone account for less than 1% of 
international tourism arrivals to Sub-Saharan countries 
according to Euromonitor International, but fears about the 
virus are impacting countries thousands of miles away from 
the epicenter and have no cases of Ebola. A 
Safaribookings.com poll of 500 tour operators in Africa found 
that 50% of operators experienced cancellations due to fears 
about the virus and 69% said that they’ve experience 
noticeable declines in their future bookings. 
http://alive2green.com/ebolas-impact-tourism-africa/  

 

 "A lot of consumers just see Africa. They see it as one country 
... I try and tell people that Europe and America are closer to 
the Ebola outbreak than South Africa," Boshoff said. 
http://www.voanews.com/a/reu-ebola-fears-slowing-tourist-
flow-to-africa/2422542.html  

 

 “A Brazilian business delegation this month also canceled a 
trip to Namibia, in southern Africa.” 
http://www.voanews.com/a/reu-ebola-fears-slowing-tourist-flow-to-africa/2422542.html 

 

http://alive2green.com/ebolas-impact-tourism-africa/
http://www.voanews.com/a/reu-ebola-fears-slowing-tourist-flow-to-africa/2422542.html
http://www.voanews.com/a/reu-ebola-fears-slowing-tourist-flow-to-africa/2422542.html
http://www.voanews.com/a/reu-ebola-fears-slowing-tourist-flow-to-africa/2422542.html
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How can coopetition be reinforced in order to provide (further) advantages for the company you are 

working for, its competitors and the industry as a whole? 

From a tourism viewpoint, African countries can use the unawareness to their benefit by cooperating with 

other African countries to attract international tourists to their part of the continent. Together, value is added 

to the trip as multiple less familiar destinations would be covered in one trip. It seems that this kind of 

relationship is most attainable at a regional level as it allows for neighbouring countries to partner with one 

another with the end goal of maximising the consumer’s travel experience.  

From discussions with travel trade operators and a number of travel reviewers, consumers are increasingly 

interested in visiting wildcard/ less familiar destinations such as Asia and Africa. Simultaneously, tourists 

seek to maximise their experience when travelling long haul (of which South African qualifies for most 

international markets) thus want an array of experiences and multiple destinations where feasible. The lack 

of familiarity with most of Africa and what the different countries have to offer allows DMOs to cooperate 

and market themselves jointly to those consumers who want an ‘African experience’. This kind of partnership 

drives cooperation from DMOs within Southern Africa from as far back in the supply chain as market research 

initiatives to trade partner relations in the mutually attractive markets. The partnership also allows for 

competition as each partner still strives to exhibit its best offerings so as to ensure that consumers include 

their country in the final itinerary.  

This kind of coopetition can be classified as a partnering situation (Luo, Y. 2006) however does resemble 

some traits of an adapting situation. Through Luo’s research, this kind of situation is best handled when 

global competitors (i.e. Southern African countries) cooperate extensively whilst maintaining fairly low 

competition. This is only made possible if the respective markets lead with their resource complementarity 

instead of taking on identical markets with a largely identical brand position. Otherwise the region can take 

on an adapting situation in which cooperation and competition are relatively high. It should be noted that 

countries are likely to have different partnering situations with different countries as not all relationships 

must be at identical stages for regional coopetition to take place.  

Specific to Southern Africa, three countries within the Southern African Development Community (SADC) 

like South Africa, Lesotho and Mozambique have different offerings in spite of the common thread of culture. 

For example, the following attributes of each destination can be brought together to concurrently attract 

interest to the region whilst maintaining country specific attractiveness: 

 SA can take the position of the entry point to the Southern Africa region (with its extensive air 

connectivity) filled with warm people, expansive wildlife and a variety of memorable value for money 

activities;  

 ‘With all of its land lying at altitudes in excess of 1300m above sea-level, it is a land of heights and 

extremes; Lesotho offers breathtaking mountain vistas, awesome adventure and fascinating culture’ 

(https://visitlesotho.travel/); 

 and Mozambique is a ‘country warm, with beautiful places and exotic beaches, with miles of fine 

white sand undiscovered’ (http://www.visitmozambique.net/) coupled with exquisite Portuguese 

influenced cuisine.  

The closer DMOs work to understand their potential consumer, the better their ability to target efficiently 

and use each other’s strengths to their mutual benefit.     

Travel Trade Selling South Africa Say Tourists Seek Packages That Cover Southern Africa at Large 
 

“Some leisure tourists continue to book via travel agents, as they are not only easily accessible but also provide 
personalised assistance and customised packages. They are considered reliable and preferred for booking travel for 

long-haul destinations and destinations that are considered unsafe or are less known.” 
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- Travel Trade Study_Global Summary 07.03.2017_ South African Tourism 

 
The Global Travel Trade Study captured the overall travel trade landscape 
(both in market and globally), as well as viewpoints of travel trade 
operators across 14 core markets in which South Africa directly markets 
itself. Throughout the study several travel trade operators shared their 
experience in selling Africa/ Southern Africa to interested tourists. The 
need to increase Southern African partnerships was expressed by several of 
the operators; they share the understanding that tourists want to 
experience the region during their visits as opposed to one country.  Several 
of them have responded to this consumer need by creating wider reaching 
itineraries however joint cooperation amongst the respective DMOs and 
governments would ensure more seamless travel thus heightening the 
travel experience.   

 

Even in the case of popular continental/regional based group tour operators like Contiki, there still isn’t a 

strong focus on the African continent in spite of Contiki’s youthful and wanderlust audience. Through joint 

cooperation and competition of DMOs, South African countries would be in a better position to attract the 

necessary business interest that will boost activity to the region. This again presents a benefit not only to the 

public sector but a wide range of entities in the private sector across the entire region also stand to benefit.  

Through the cooperative element of coopetition, DMOs will also be in a better position to lobby their 

respective governments for ease of movement between neighbouring countries. This will allow for tourists to 

travel the region seamlessly with minimal worry on limited access, i.e. varying visa requirements across 

neighbouring countries.  

  
 
The Schengen visa is a good example of 
collaboration between countries within a specific 
region. Even though the Schengen area allows free 
movement for its member citizens, it also benefits 
tourists entering the zone as only one visa is 
required to gain access to all member countries.  
 

 
On the African continent, the East Africa region is 
exemplary with regard to their collaborative efforts 
towards tourism. Kenya, Rwanda and Uganda 
joined forces to develop the East Africa tourist visa 
which permits foreigners to enter any of the three 
countries with the single visa. This points to the 
cooperative component of coopetition which is yet 
to reach Southern Africa.   

 

In closing, it is essential for Southern African governments as well as travel and tourism entities - public and 

private - to unite towards a common goal of growing the region’s economy through tourism. This is only 

attainable through concerted coopetition in which each country essentially ‘cooperates to compete’.  

“I dream of the realisation of the unity of Africa, whereby its leaders combine in their efforts to solve the 

problems of this continent. I dream of our vast deserts, of our forests, of all our great wildernesses.” 

Nelson Mandela – Former President of South Africa 
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