
Competition for the UK market

#2

#3

for wildlife 
experiences  

for break- taking 
destinations

• Fastest -growing 
long-haul 
destinations

Getting to know the UK
• Currency : British Pound. £1 = 

R23,56 (2025)  

• Population  : 69.55-million (2025)

• GDP per capita: $47 265 (2024)

•  Long - haul outbound market 
size: 24.9-million (2026) 

Unlocking the UK  market 

Outbound performance
• Arrivals: 403 714 (2025) 

• Total outbound travel has 
continued to show consistent 
growth, having superseded 2019 
figures in 2024. 

• Outbound travel is forecast to reach 
100 -  million 

436 559  132 384  283 031  
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Arrivals

• London: 11 hours (Johannesburg, direct)

• Birmingham: 13 hours (Johannesburg, indirect)

• Manchester: 13h25 (Johannesburg, indirect)

Getting to South Africa

UK travel trends
UK arrivals dropped significantly in 2020, hitting a 
low of 45 777 in 2021 . A strong rebound followed 
in 2022 with a 518% increase  and substantial 
growth continued into 2023. However, 2024 saw  
a slight decline, with arrivals decreasing from 356 
160 to 349 883 (80% of 2019 level). Arrivals are 
up by 15,4% in 2025 (92,5% of 2019 level)

Spending
• Average spend/visitor: 

In 2025, UK visitor average spend R26 500

•    Total spend: R8.9-billion in 2024, 
                                  R10,1 billion in 2025
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Seat capacity

January 2025 to December 2025

653 373 (+14,7%)

Direct Flights
• British Airways

• Virgin Atlantic

• Norse Atlantic 

Top indirect airlines

58% male

Britons who travel to South Africa

61% repeat visitors

60% travel alone; 27% 
with a spouse/partner

Like destinations that offer 
adventure and experiences 
and where they can engage 

with locals

Budget is a key 
determinant of choice 
–  Britons prize value 
for money

When sharing their holiday 
experiences, Britons’ 

preferred channels are 
friends/family or social 

media/instant messaging 
services

24 -  34  yrs:  29%
35 -  50 yrs:   43%
51+ years:      36%

Preferred research media: online 
news articles, web pages. Blogs, 
travel booking/review websites, 
video streaming, social network 

websites (social media)

What do they like to do?

Eating out Shopping Natural 
attractions 

• Natural beauty and wildlife experiences

• Excellent value

• Britons say South Africa is breathtaking

• Refer to multiple sources  when researching 
travel options  

• Britons value word- of- mouth referrals

• Britons enjoy cultural attractions and 
activities

Key insights

Opportunities to appeal 
to the British market

Mother Nature The Vibe Great shopping

2 

Active Routes

3 X London  to Cpt leg

3 X London to Jhb leg

Game lodge

B&B

Source: SAT Departure Survey & StatsSA (Arrivals)
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