
 
 
 

MARKETING SOUTH AFRICA 
AS AN INTERNATIONAL 

DESTINATION 
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 IMPORTANCE OF MARKETING SA INTERNATIONALLY 
 
 
 

• Increase in foreign tourist arrivals to 
South Africa 

• Increase international awareness of SA 
as a travel destination 
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KEY OBJECTIVES 

Presenter
Presentation Notes
Tourism forms an integral part to economic growth within a country therefore a country has to be actively involved in marketing themselves to remain a sought after destination to possible visitors.
Since 1994-South Africans have become aware of the potential that tourism holds in the contribution to the economic development of our country and our people. Tourism recognized as a sector in supporting investment and facilitating growth. 
Bullet 1: The more visitors we convince to visit our country, the more money enters our country-good for our economy. By marketing ourselves overseas people will be informed of what we have to offer and this will lead them into considering us as a possible destination to visit. 

Bullet 2: Possible tourists visiting SA need to be aware of what’s on offer within the country. If the confidence of potential tourists are strong in SA being a possible destination to visit then SA will be on the winning end. All stakeholders related to tourism e.g. tour operators/travel agencies need to work hand in hand to uplift our South African image so as to boost awareness of our beautiful country.
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CORE BUSINESS OF SATourism 
• The core business of South African Tourism is the 

international marketing of SA.....as a place to 
visit and thereby help us to realize the economic 
potential of tourism. 

• Develop ways to maintain and improve the 
standards of facilities and services that tourists 
use. 

• Coordinate marketing activities of role players in 
the tourism industry. 
 

                                                                                                                             

 
 
 
 

Presenter
Presentation Notes
Bullet 1: SAT is seen as the destination marketing organization(DMO) for South Africa. Task of marketing any country is a large and complex one. They cannot just advertise beautiful beaches , stunning scenery, and magnificent wildlife. SAT needs to be wise with their budget in putting aside funds to market the country. This takes careful research & planning which is the very core of the activities that SAT is engaged in. To use the budget wisely, the international market is segmented according to its importance. Refer to the DGTS.
Bullet 2: Five P’s of marketing-PRODUCT (facilities and services are in this case the tourism product)
QUALITY is a necessity and proper, regular maintenance of the above product is important. SAT in conjunction with the Tourism Grading Council of South Africa is the watchdog over the quality of facilities and services found within the tourism industry. 
Tourism Awards such as Welcome Award & Emerging Tourism Entrepreneur of the Year Award help to reinforce levels of customer service and satisfaction at the end of the day.
Bullet 3: All role players need to support SAT  in speaking with one voice in regards to the marketing message that is spoken internationally.
SAT also coordinates marketing efforts within the provinces.




KEY ROLE/RESPONSIBILITIES OF SAT 
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market and facilitate interventions to 
improve and grow the country’s tourism 
sector: 

               
 
 
 
                                                                                                                             

Understand who is out there                        

Choose those who we can & 
want to get there 

1 

2 

Presenter
Presentation Notes
1-Do research to inform the choices about which market spaces they wish to play in.
2-Do choice making for focus markets & segments and tourism branding.




CONT. 
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Get them here 

Get them to the product 

Ensure they have a good 
experience 

3 

4 
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Presenter
Presentation Notes
3-Do and lead marketing in the focus markets and branding development.
4-Facilitate the tourist product connection.
5-Monitor tourist satisfaction and experiences. Learn from feedback and facilitate learning wherever possible. 



INTERNATIONAL TRADE SHOWS: ITB(Berlin) 
 
The worlds biggest travel and tourism trade show, 
the whole variety of travelling is present at ITB 
Berlin 
 
 
 
 

(6-8 March 2013) 
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Presenter
Presentation Notes
Speak of the value of trade shows, how they are hosted around the world and their key function of bringing different stakeholders belonging to the tourism industry together. It is rather important for SAT to have a stand at these major trade shows to serve as an arena for showcasing South Africa as a leading 
destination. Lead the attention to the logo and the 2013 date for the above trade show.
ITB Berlin – a benefit for everybody- a driving force in the travel industry.
With more than 170,000 visitors-ITB Berlin is the leading platform of all tourism industry offers.
Despite its size, ITB Berlin is clearly structured.
ITB Berlin generates a turnover of around 5 billion Euros in just five days.
Trade visitors from all tourism-related source and destination regions discuss business strategies and learn about the latest industry trends at the integrated ITB Convention.
The ITB Berlin is both a catalyst for success and a barometer of trends for the entire industry





DEFINITION OF A TRADE SHOW 

An event at which goods and services in a specific 
industry are exhibited and demonstrated.  
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Presenter
Presentation Notes
Can also be known as a trade fair , trade exhibition or expo. Exposes visitors to recent market trends and opportunities. Remember only some trade shows are open to the public, while others can only be attended by company representatives eg: members of the trade in other words professionals and members of the press.  They are classified as “Public” or “Trade Only”.  Only a few fairs are hybrids of the two, in other words it can be a trade-only for its first three days and open to the general public on it final two days.



WORLD TRAVEL MARKET-LONDON 

 
 
 
 
 
 
Leading global event for the travel industry 

(4th to the 7th November 2013) 
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Presenter
Presentation Notes
WTM is also regarded as a leading event within the travel industry. 
Attention to the 2013 date set aside for the event.
a vibrant must attend four-day business-to-business event,  presenting a diverse range of destinations and industry sectors to UK and International travel professionals
participants gain immediate competitive advantage for their business and stay abreast with the latest developments in the travel industry





What is World Travel Market?  

 Staged annually in London (the home of the 
WTM) a Leading Global Event for the Travel 
Industry 

 It is a unique opportunity for the whole 
global travel trade to meet, network, 
negotiate and conduct business under one 
roof 

 2013 show has emphasis on travel 
technology, luxury and business travel 

 
9 



 
Who can attend World Travel Market? 
 World Travel Market has a strict admission 

policy and is open to travel industry 
professionals only and not the general public. 
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Presenter
Presentation Notes
Refresh the memory to the introductory notes on what is a trade show and how they differ in their attendee policy.



FUNDING FOR SA TOURISM’s 
INTERNATIONAL MARKETING INIATIATIVES 

 

THE ROLE OF TOMSA 
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Presenter
Presentation Notes
Having South Africa marketed internationally is very expensive therefore SAT needs vast amounts of money to continue marketing us internationally.



What is TOMSA? 
•Tourism Marketing Levy South Africa- a private 
sector initiative (1988) 
•Purpose: to raise additional funds for the 
marketing of destination SA 
•SAT makes use of the above-mentioned funds 
to profile the country 
•With additional funding from TOMSA, SAT’s 
marketing reach        thus opening many tourism 
doors  
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Presenter
Presentation Notes
Set up in 1988 with the primary purpose as outlined above.




CONT. 
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1999-
R9.9million 

2011-R90 
million 

Increased 
marketing 

of SA 

Presenter
Presentation Notes
Make note of how TOMSA has grown since its beginnings.
Besides the core markets being given most of the attention from SAT, their attention is also being diverted to the tremendous value of the African markets.
Since its inception in 1998, TOMSA has grown from collecting R9.9 million in 1999 with less than 50 collectors, to collecting in excess of R90 million in 2011. The marketing of destination South Africa has increased dramatically over the same period. 




How much is the levy? 
•The levy in SA is 1% and is charged as follows: 
*Accommodation: 1% of each confirmed booking 
*Care rental: 1% of each confirmed booking 
*Tour Operators: R3,00 per customer, per tour booked 
Example: 1% levy: Car Rental 
Daily rate        KM charge        Insurances       Total       1% 
                                                                            SATourism 
•Collections are voluntary 
•They are paid by the tourist and the business acts as a collector 
to be paid over to TBCSA, administrators of TOMSA 
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Presenter
Presentation Notes
Emphasis on the levy being strictly 1% in South Africa. Explain the concept of how the 1% is charged by using the example on hand.



PARTNERSHIP BETWEEN TOMSA & GOVERNMENT 

 
 
 
TOMSA                                                 GOVERNMENT 
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SOUTH AFRICAN TOURISM 

Presenter
Presentation Notes
Benefits of this PARTNERSHIP include:
*The industry is represented on SA Tourisms Marketing Committee- advice on marketing plans
*Private sector is actively involved in planning, strategy of SA’s international marketing activities
*Private sector to become involved in co-operative marketing
*Assists collectors to become involved in international marketing- broader effort  
*SA & the tourism industry as a whole benefits 





The levy is paid by the guest when he settles his 
account with a hotel, tour operator etc. The 
organisation must keep accurate record of how 
much they collect and pay this over to Tourism 
Marketing South Africa on a monthly basis.  
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How is the levy collected? 

Presenter
Presentation Notes
In conclusion
The increased awareness of SA have a direct impact on tourist
arrivals and numerous awards  to our countries rising popularity.
More tourists mean more jobs and TOMSA is proud to be a major contributor to this national effort.
In future TOMSA will also support Local Tourism Associations directly to further encourage tourism growth and development in their areas.
With the adoption and support of the Tourism Safety Initiative (TSI) TOMSA is able to address issues around safety and security as it affects our Industry specifically.




CONCEPT BRANDING 

SOUTH AFRICA’s BRAND LOGO 
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Presenter
Presentation Notes
Teachers to capture the learners attention by asking them of their understanding of the word BRAND NAME. Allow for different and innovative responses combined with the fact that they will definitely link it to brand names of clothes.



EXAMPLES OF POPULAR BRAND NAMES 
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Presenter
Presentation Notes
Learners will immediately relate to these common brand names. They can be questioned on accompanying slogans if the brand is attached to a slogan eg Nike sneakers (Just Do It) and so on.
Lead the learners to the definition of a brand- a word, name or symbol especially one that is registered legally and used by a manufacturer or merchant to identify its products distinctively from others of the same type and usually prominently displayed on its goods, in advertising, etc. 



BRAND SA JOURNEY 
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Presenter
Presentation Notes
Alive with possibility- implemented towards the end of 2002 and then evolved into “South Africa: It’s possible” campaign in the run up to the 2010 FIFA World Cup. As with many brands, the proposition evolves with time and in order to remain relevant in the market has given birth to Inspiring new ways.



BRANDING CONT. 
• Cabinet has approved the new international 

marketing logo for South Africa. Officially 
launched on the 4 July 2012 in Midrand. 

• The new logo replaces the logos that were 
primarily used by the International Marketing 
Council (IMC) and SA Tourism to market South 
Africa abroad. 
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Presenter
Presentation Notes
A culmination of comprehensive process of consultation between provinces, cities and national departments to align around one brand and a single identity on the international stage. 
Branding a vital component in marketing South Africa internationally. The brand is to be closely linked to the characteristics that the country possesses. The launch also marked the screening of an innovative television programme filmed locally and abroad , featuring some of the country’s most influential people across all fields. The spirit of “can-do” is encapsulated in the slogan. 





BACKGROUND 

Purpose of creating one brand was to 
avoid confusion in the market when various 
entities market themselves internationally 
using different logos 
Inspired by the South African flag-
distinctive, dynamic, energetic and stands 
out from the competition 
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We are all competing for the same 
share of wallet 

TOURISM 
INVESTMENT 

TRADE 
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Presenter
Presentation Notes
South Africa has recognised that every country in the world has a brand, a way in which the country is perceived and the active management of that brand brings trade, tourism & investment resulting in more jobs and economic growth.  We are competing against the entire world for the same share of wallet we need to differentiate and brand our country to drive investment, tourism and trading preference and support . We need to stand out to gain leverage in attaining a greater share in the wallet and be part of the global competiveness.



  
Key Issues and Priorities of Brand SA 
 

( IMAGE MARKETING) 
Established in August 2002  
Their main objective is the (promotion) of  
    SA 
Major role is to create a positive, unified 

image of SA; one that’s builds prides, 
promotes investment & tourism and 
helps job creation  and new enterprises 
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Presenter
Presentation Notes
Brand South Africa previously known as the International Marketing Council of South Africa, officially changed its name to best align with its mandate of building South Africa’s nation brand reputation in order to improve its global competitiveness.



 
IMPORTANCE OF BRAND ALIGNMENT 
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Presenter
Presentation Notes
Divided we never get noticed, nor considered. No presence, No impact …..the issue of teamwork becomes part of the discussion at this point. 




CONT. 
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Presenter
Presentation Notes
However, united we register a noticeable and pervasive presence, we stand out and up to be considered and counted!




CONCLUSION 

Our brand alignment goal is to effect a 
unifying brand idea  

 
 
 
 
 

ONE COUNTRY   ONE VISION   ONE BRAND 

26 



VIDEO: INSPIRING NEW WAYS 
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INDABA 
 
 
 
 
 
 

(11-14 MAY 2013) 
Local trade visitor access - 12-14 May 
Student access -14 May 
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Presenter
Presentation Notes
Provide a general overview of Indaba-Serves as a platform from which the world can experience the breadth of South Africa and Southern African tourism products. The common objective is to sell South Africa effectively in order to grow the industry and the economy. Negotiations and signing off lucrative deals among local industry players and international trade buyers.
Attention to the 2013 dates.



BACKGROUND INFO. 
One of the largest tourism marketing events on 
the African calendar 
The term comes from a Zulu language word, 
meaning "business" or "matter" 
Showcases the widest variety of best tourism 
products & attracts visitors from around the world 
Owned by South African Tourism 
A four day travel event & has won the award for 
Africa’s best travel & trade show, two years in a 
row 
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http://en.wikipedia.org/wiki/Zulu_language


ATTENDEES AT THE INDABA 

30 

South/ern African product owners and marketing 
associations/organizations 

1 

International tourism buyers 

2 

Presenter
Presentation Notes
1- For example Provincial Tourism Authorities, individual products such as hotels, restaurants, lodges, hotel groups, tour operators etc.
2- These delegates from all over the world come to meet with the South African exhibitors to understand their products and prices in order for them to include the products in their travel packages. Example an inbound tour operator from Germany will want to see what attractions, accommodation and travel options are available at the Indaba for the tours they put together for their German clients coming to South Africa.



WHY VISIT THE INDABA 
Its Africa’s top travel & trade show in the 
Southern Hemisphere 
Keep abreast of global trends & new 
developments within the tourism industry 
Get to meet industry stakeholders face to face 
Conduct business & network with key decision 
makers 
Gain competitive advantage 
Meet exhibitors from a diverse range of 
destinations  
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GETAWAY SHOW 
 
 
 
 
 
 
 

(GAUTENG:30 Aug-1 Sept 2013)  
 (Cape Town:15-17 Mar 2013) 
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Presenter
Presentation Notes
Attention to the 2013 dates.




BACKGROUND 
Launched in 1989, Getaway has become a 
household name with super brand status, a highly 
regarded source of all things travel related in 
Southern Africa and beyond 
Organized by Getaway magazine publishers 
Offers an informative and interactive experience  
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TEACHING METHODOLOGY 
• List of the key Concepts with acronyms, 

eg Branding, Showcase, Trade show, Levy, 
Indaba, Gataway, SAT,DMO, WTM, 
TOMSA,ITB 

• Give definition 
• Make use of each in a sentence 
• Put a picture of each concept next to it 
• Stimulate discussions with learners 

surrounding international awareness of 
South Africa as a viable destination to 
visit. 
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THANK YOU 
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