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f SAT MPIF Primary Source Markets
Secondary Markets: Angola; DRC; Ghana; Tanzania; Ethiopia

Source: SAT Market Investment Framework
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POPULATION
236-million (2025 est)

Flight hours to O

South Africa from
Nigeria

Lagos

6 hours
(Johannesburg
direct)

LAND MASS

923 769«m?

Port Harcourt

Nigeria facts

93% of arrivals to
South Africa occur
by Air

Nigeria’s outbound travel for 2025 is estimated at 1.80 million. South Africa has a Market Share of 2%

Source: CIA World Factbook, Oanda, Tourism and Migration Survey - 2023, Oxford Economics



Nigeria travel trends
Arrivals to South

Africa from Nigeria in
PAVPASY

29 256

2018 53 769
2019 39 041

Growth Rate (2024 vs 2025): 30%

In 2025, total foreign direct spend from the
Nigerian source market amounted to R618 700
784, a year-on-year increase of 37.7%.Aaverage
spend per visitor increased by 4.5%, increasing
to R23 000.

Source: Statssa International Arrivals, Departures survey



Profile of Nigerian arrivals

Purpose of visit: VFR Length of stay: Gauteng is the #1 Mostly travel
and Holigays, as 159d destination, followed b L
well as MICE and -2 days , y alone.
Business Travellers. the Western Cape.
d (D > 31 + R23 000
<50

On average, they
spend R23 000
per tourist

More likely to be repeat
travellers than first-time
visitors.

Most likely to

Mostly aged
be male.

between 31 and 50.

Where do Nigerian travellers
mostly stay?

Nigerians preferred activities

(i 2

Shopping Socialising

Nigerians provincial
destinations of
choice

Gauteng

Guesthouses

Hotels Eating out

Friends
and family

Nigerians preferred attractions

Self-catering
units

Source: SAT Departure Survey 2025

Sandton City/Mandela Square
V&A Waterfront
Camps Bay

23%

Western
Cape




) Brand Performance and Travel Behaviour
How Nigerians first became aware

of South Africa (Top 3)

Can

‘ Iﬂ'l 47% recall seeing advertisements

* Recommended by a aa about South Africa
friend/colleague/family member o ——

®* Saw an advertisementon TV

* Informed by travel agent or South Africa . .
was part of a travel package How they plan and finalise trips to SA

41% finalise their trip to
the destination less than a
month before the trip.

29% Start planning about
299%, the destination 2to 5
months before the trip.

41%

l Reasons for Visiting

South Africa for Leisure
South Africa’s Top 4 Competitors in Nigeria

* Wildlife experience

* Value for money

* Beautiful scenery a A\‘ ,A t
—
.

* Experiencing a different culture el — y
- 4y
Egypt UK USA UAE

l Reasons for Visiting
South Africa for Leisure

* Another appealing Destination

* Concerns for personal safety ' i SQUth_ A,\frica is the # South Africa is the
e T e S/l Nigeria's #2 Nigeria’s #2 market for

9 '&X\\ T - market for wildlife offering authentic

< experiences ? travel experiences

Source: SAT Brand Tracker
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Channels used when researching a trip (Top 5)

Role of Media Channels

58% rely on
Friends/family when
selecting a destination

S e 58% A & 56% als 28%
1 ﬁ Friends/family a"g;; Travel p ‘Social media/
54% use Travel agent/tour instant
operators messaging

54% agent/tour operators to cervices
make their travel bookings ‘

29% : . 29%
Travel review x Travel review
websites w2 websites

- é,% 54% 45% 25%
M Travel Friends/family Online travel
agent/tour aggregators

operators

i cm 25% _ - 24%
! ﬁ Social media/ -X( Website of the

instant L. o2 airline/hotel
messaging
services

Source: SAT Brand Tracker



Role of Media Channels . é ‘ . .

Channels used to share details of holiday Channels used to share holiday experiences
experiences during trips after trips
Friends/ Social media/ Friends/ Social media/
60% M TS 350/9 instant messaging 62°/9 enes 400/9 instant messaging
amily . family .
services services
Travel Travel review Travel Travel review
35% agent/tour 24% websites 27% agent/tour 20% websites
operators \ operators ~

Source: SAT Brand Tracker




Opportunities that would speak to the Nigerian market

Broaden their Horizons
Nigerian travellers want to learn new
cultures and all about the destination that
they visit

i
=

Heighten their Social Standing
Travelling to international destinations
makes West Africans experience a
sense of pride and accomplishment

Sources: SAT Segmentation; SAT Insights Activator; SAT Brand Tracker

=32
Seek New offerings at the
Destination
Many travellers wish to
experience more from the
outside world, they seek a
hassle free environment at
the destination

Feel Respected
Nigerian travellers seek the
respect travellers from other
countries receive at an
international destination

Chase their Fantasies
Most travellers believe that
vacationing at an international
destination enables them to realise
their dreams

Seek Nature’s Abode
Tranquillity and serenity of the vacation
destination are of prime importance to West
Africans; they want to have a break from
their routine life
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