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why SA government invest in tourism?

sustainable GDP 
growth

sustainable job 
creation

redistribution / 
transformation

Tourism Act

mandate

six key 
objectives

focused 
actions

understand the 
market

choose  attractive 
segments

market the 
destination

facilitate removal 
of obstacles

monitor / learn 
from tourist 
experience

facilitate product 
platform

increase tourist 
volume

increase tourist 
spend

increase length   
of stay

improve 
geographic 

spread

improve seasonal 
patterns

promote 
transformation



subscribe…

“if you can imagine it, you can do it”

• Nelson Mandela Story
• Natalie dutoit

• Oscar Pistorius



journey…

• Rubgy Word Cup (1995) – hosted and 
won it

• Africa Cup of Nation (1996)– hosted and 
won it

• World Summit on Sustainable 
Development (2002)

• Cricket World Cup 2003



recently…

• 19th country in 200 years to host FIFA 
World Cup
– 1st country in Africa to do so

– 20000 media
– 3 million participants

– Billions viewers
– Lost it to Germany in 2006 – never gave up 

on a dream



rationale for hosting 2010…

• Raise profile and reputation of SA, SADC 
and Africa

• Boost tourism, trade and investment
• Build African pride and solidarity
• Strengthen SA’s commitment to SADC 

and South Africa



mission…

• Deliver world class event
• Change perception of international 

community about Africa in general
• Ensure lasting legacy for the people of 

Africa



where do we come from…

• Before 1994, less than 500 000 
international arrivals

• Limited movement by majority of people 
due to apartheid



… positive note

foreign tourist arrivals 

to South Africa (1994 - 2007)



contribution to economy…

• 2007
– 9.1 million arrivals

• (less than 500 000 arrivals before 1994)
• (3,5m in 1994)

– 941 000 jobs
• (480 000 jobs 1994)

– R156bn GDP Contribution
• 2% contribution to GDP(1994) to 8.1% (2007)

– Surpassed Gold from 4th to no 1 foreign 
exchange earners



What did we do?

Lesson 1



1994…

Dawn of new era

Tourism identified as key driver for 
reconstructing and developing South 
Africa (political and economic priority



1996 White Paper: Sustainable Tourism 
Development and Promotion

• Tourism engine for 
growth and capable of 
rejuvenating and 
dynamizing other sectors

• Transformation agenda
• All people to benefit from 

South Africa
• Triple bottom line 

principle (social, 
economic and 
environmental) 



National Generic Guidelines…

• Make South Africa a better 
place for all people who to 
live and make it better for 
people to visit

•
• DEAT 2002 endorsed as 

national sector guidelines 
to be used in Integrated 
Development Plans. 

• DEAT 2003 
Responsible Tourism 
Handbook – focused on 
the private sector

1. Planning & decision 
making

2. Benchmark for assessing 
developmental impacts 



Global Competitiveness Study…

• How did we fair compared to other 
competing destination?

• What products we needed to develop to 
further enhance our competitiveness?



There are a number of players who market South Africa for different reasons and 
therefore have different consumers they communicate with…

South 
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South South 
AfricaAfrica
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Through the IMC a brand for SA has been developed with  
specific sub brands for tourism and investment



critical questions in developing the Tourism Growth  Strategy to deliver 
growth

How  will we 
win in chosen 

markets?

How  will we How  will we 
win in chosen win in chosen 

markets?markets?

What 
management 
systems are 

required?

What What 
management management 
systems are systems are 

required?required?

What are our 
goals and 

aspirations?

What are our What are our 
goals and goals and 

aspirations?aspirations?

What  
capabilities 
must be in 

place to win?

What  What  
capabilities capabilities 
must be in must be in 

place to win?place to win?

Where will
we play?

Where willWhere will
we play?we play?

� What are the 
broader goals of 
tourism?

� What role does 
SAT play in the 
tourism value 
chain?

� What countries 
should SAT focus 
on?

� What are the 
segments within 
these countries 
that SAT needs to 
target for growth?

� What are the 
segments that 
SAT needs to 
defend its share 
in?

� What are the 
marketing, 
facilitation, 
product and 
channel levers 
that must be 
addressed for 
growth to take 
place?

� What implications 
does this have for 
SAT’s capability 
set?



In developing an integrated growth strategy for South African Tourism, 
trade-offs needed to be made across three key dimensions…

TimeTimeTime

ScopeScopeScopeResourcesResourcesResources

� Demands for rapid
– economic growth
– social improvement
– poverty alleviation
– profitability

� Political capital
� Legislative attention
� Financial capital

– investment
– operations

� Leadership

� Range of objectives
� Range of markets and 

customers
� Range of products
� Range of channels
� Breadth of participation



The break-through 
That breaks new ground

Provincial and city focus

SA Tourism’s business is in three areas focusing on two sets of 
consumers (domestic and international)…

The break that 
breaks new ground   

Sho’t Left

It’s Possible

The break-away that  
breaks new ground

Provincial and city focus

Business unusual

Domestic

International

South Africa

“Breaking New 
Ground”

Events
(eg 2010 Soccer) 

LeisureBusiness

Developing strategy to
focus on cultural, lifestyle

and sports events



SA Tourism leisure portfolio 2008 – 2010: The domestic market is a core 
market that forms the base on which the tourism growth is built

Bahrain, Oman, Qatar, 
Saudi Arabia

STRATEGIC 
IMPORTANCE

Ireland
Switzerland

SingaporeGhana
Lesotho

Swaziland
Tanzania

TACTICAL 
MARKETS

GreeceThailandArgentinaEthiopia, Zambia, 
Senegal

STRATEGIC 
LINKS/HUBS

Austria
Belgium
Denmark
Norway
Spain

Italy 
Sweden

France
Germany

Netherlands

EUROPE

Malaysia
New Zealand
Rep of Korea

BrazilEgypt
Namibia

UAE

WATCH-LIST 
MARKETS

China (incl. Hong Kong)
Japan

CanadaAngola
DRC

Mozambique
Zimbabwe

INVESTMENT 
MARKETS

Australia
India

USA
UK

Botswana
Domestic

Kenya
Nigeria

CORE 
MARKETS

ASIA & 
AUSTRALASIA

AMERICAS 
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definitions…
• Core – important markets, deliver bread and butter 

(60% resources deployed)
• Investment – for the future, markets with potential to 

grow (20%)
• Tactical – particular opportunities and low hanging 

fruits (15%)
• Watch-list – on the radar (5%)
• Strategic Importance – political relations 

(stakeholders relations manager)
• Strategic Hubs and links (global channel manager



What else did we do?



we…

• Raved about tourism
• Socio economic magic
• Ability to provide opportunity for all



we…

• Understood that tourism is a competitive 
industry

• Consumers are spoiled for choice
• New emerging destinations which are 

flavors of the day
– Needed to play for gold and differentiate 

ourselves from the rest



game plan…

• Select them carefully
• Get them to come
• Stay as long as possible
• Spend as much as possible
• Spread the benefits as wide as possible



strategy…

• 3 pillars
– Marketing 

• getting people to visit and to travel within the 
country

– Delivery on the ground
• exceed expectations and ensure improved service 

delivery at all touch points

– Condusive environment
• policies, legislation, infrastructure, safety



challenge…

• Tourism has many players
• Put in place mechanism to manage 

tourism factory with multiple ownership 
of products, processes and people



addressing the challenge…

• Partnership
– Public Sector to lead
– Private sector to drive

– Community based
– Labour conscious

• Clear role clarification



lessons to be learnt…

1. Structure to follow strategy, have a 
plan and a winning strategy and 
clarify roles and responsibilities 
based on strategy, play as a team and 
pool resources

2. Focus on Unique Selling Propositions 
(USPs), what makes you different

3. Touch the emotions – business of 
selling a dream



lessons to be learnt…

3. Clear communication and messaging 
and avoid confusion

4. Speak with one voice
5. Do more, talk less – only good 

planners and doers will expand 
tourism



“Together we can do more”

“In tourism, each one of us is not 
as good as all of us”



June 2009



2009 FIFA Confederations Cup Stadia (4)

1. Ellis Park

2. Loftus 
Versfeld

3. Royal 
Bafokeng

4. Mangaung

1 2

3 4



2010 FIFA World Cup

� June to July 2010



Stadia Update

• 10 Stadia
• 5 new (Mbombela, Peter Mokaba, Nelson 

Mandela Bay, Durban and Cape Town)
• 1 major refurbishment (Soccer City)
• 4 minor refurbishments (Ellispark, Loftus 

Versfeld, Free State and Royal Bafokeng)
• 4 of the stadiums can be used to host the 

World Cup Tomorrow



Stadium Location

1. Soccer City Stadium
Johannesburg 

2. Greenpoint Stadium
Cape Town

3. Durban Stadium
Durban 

4. Peter Mokaba Stadium 
Polokwane

5. Mbombela Stadium
Nelspruit 

6. Port Elizabeth Stadium
Port Elizabeth 

7. Ellis Park Stadium 
Johannesburg

8. Loftus Versfeld Stadium 
Pretoria 

9. Royal Bafokeng Stadium
Rustenburg

10. Free State Stadium 
Bloemfontein

6

10

9

7

5

4

3

2

1 

8

Major Upgrade

New 

Minor Upgrade



Soccer City Johannesburg
Capacity 94 700 

Completion date: April 2009
Host: FIFA World Cup Matches including Opening ceremon y and finals 



Moses Mabhida Stadium – Ethekwini (Durban)
Capacity:  70 000

Completion Date: May 2009
Host: FIFA World Cup Semi-Final Matches



Peter Mokaba Stadium – Polokwane
Capacity: 46 000

Completion Date: April 2009
Host: FIFA World Cup First Round Matches



Mbombela Stadium – Nelspruit
Capacity: 46 000

Completion Date: December 2009
Host: FIFA World Cup First Round Matches



Loftus Versfeld Stadium – Tshwane -Pretoria
Capacity: 48 000  seats

Completion Date for Upgrades: December 2008
Host FIFA World Cup 2010 and 2009 Confederations Cup Matches



Royal Bafokeng – Rustenburg
Capacity: 42 000

Completion Date for upgrades: December 2008
Host: FIFA World Cup 2010 and 2009 Confederations Cup Matches



Mangaung Stadium – Bloemfontein
Capacity: 48 000 seats  

Completion Date for Upgrades: December 2008
Host: FIFA World Cup 2010 and 2009 Confederations Cup Matches



Ellis Park (Coca Cola Stadium) – Johannesburg
Capacity: 61 107 seats 

Completion Date for Upgrades: December 2008
Host: FIFA World Cup 2010 and 2009 Federations Cup Matches



Nelson Mandela Bay – Port Elizabeth
Capacity: 48 000

Completion Date of the newly built stadium: March 2009
Host: FIFA World Cup Matches



Green Point Stadium – Cape Town
Capacity: 68 000 Seats

Completion date of the newly built stadium: December 2009
Host: 2010 FIFA World Cup Semi-Finals matches



Transport 

� Efficient and safe 
transportation for all visitors.

� Sufficient air, road and rail 
transport operators to 
accommodate the event.

� Sufficient transport 
infrastructure to accommodate 
projected travel demands



Connect 
– Tshwane
– Sandton

– Airport

Gautrain



ICT Infrastructure

� Billions invested to boost
� Broadcasting technology

� Reach 3 billion viewers
� Public emergency no

� 112



Electricity

Confident to power 2010
Back up generators



Hospitality and Tourism

� Adequate accommodation to accommodate visitors
� Lots of attractions and events beyond South African  
borders.



2010 Tour Operator Programme

� The programme by which a global network of qualified and 
experienced travel companies selected by FIFA will be  set up and
have the exclusive right to sell Authorised Tour Operat or Packages.
� Selected Tour Operators will provide accommodation, 
transportation, tourism and other related travel servic es in the form of 
travel packages of their own creation sold under their  own terms of 
business.
� Packages will be combined with Tickets that are provi ded by FIFA
exclusively to selected Tour Operators and sold by them  on behalf of 
FIFA
� The selection process is currently underway, on a marke t-by-market 
basis. 
� www.fifa.com



2010 Tour Operator Programme

� To date 220 applications representing 57 countries hav e been 
received and processed
� FIFA TOP selection panel has met 4 times and most rec ently on 20
February, to date 52 operators have been approved (10  pending in 18 
countries)

� France 3
� Argentina 1
� Brazil 5
� Germany 2
� Mexico
� Netherlands1
� Russia 1
� Sweden 2
� UK 4



2010 Travel Guide
� The guide provides information about 

tourism experiences in each of the 9 host 
cities

� Provides information about tourism routes 
within SADC

� Provides information about the stadiums in 
each host city

� Provides basic information about travel 
tips in SA

� Did you know? facts about SA such as 
language, culture, cuisine, etc

� SA vocabulary � meaning to SA words 
such as bunny chow, eish! Etc

� Contact details of relevant organizations �
host cities, SAT, LOC, etc

� To be distributed at airports, foreign 
markets, events, etc



Consumer website



Important websites

� www.southafrica.net

� events.southafrica.net

� www.d6media.com/2010.php
� Download the 2010 communicator to know:

� what's happening around the 2010 World Cup, 
� information from the National Communication 
Partnership, 
� the Local Organising Committee and 
� news from a range of sources, including FIFA and Brand 
South Africa:



Greening 2010



Boundless Southern Africa

� Strategic brand that unifies and consolidates marketi ng efforts of 
Trans Frontier Conservation Areas in place. 



Boundless Southern Africa

• Open spaces, unlimited beauty and infinite 
possibilities

• Nine countries working together so that 
everyone can experience a unique Africa for the 
sake of conservation and preservation of 
cultures

• Allow animals and visitors to move freely so as 
to see and experience more

• Invite all tour operators to join in this initiative 
and market TFCAa



Safety and Security

� Safety Operational plan approved by FIFA

� Additional 30000 police force to secure 2010

� Intelligence on potential threats and how to combat them 
finalised

� Focus on major crime syndicates and human trafficking are 
part of the operational plan



Event Visa

� Linked to ticket sales



Health Care and Emergency Services

World Class Health
facilities in place



Zakumi

Born: 16 June 1994



Public Viewing Areas



� Volunteers programme – 8000 final 
selection of candidates has been 
completed

Volunteers



Other issues

• Tourism Service Excellence Initiative
• GIS mapping of attractions and tourism 

amenities



Conclusion

• Africa is ready

• Come and enjoy her hospitality and become 
future ambassadors for the continent

• Currency is favourable
• If not a soccer fan, South Africa and SADC is 

huge and has lot to offer to those visitors not 
interested in soccer

• Ticket for confederations Cup and 2010 on sale



“if we can imagine, we can do 
it”

Come and see for yourself

South Africa Alive with Possibilities
South Africa, it is possible



Italy were champions in 2006, who will 
be in 2010?



Contact details
2010 FIFA World Cup
Organizing Committee South Africa
Tel. +27 11 567 2010
Fax. +27 11 494 3161
www.FIFA.com

Department of Sport & Recreation
2010 FIFA World Cup South Africa Government Unit
Tel. +27 12 304 5215
Fax. +27 12 323 7196
www.srsa.gov.za

South African Tourism
Tel. +27 11 895 3000
Fax. +27 11 895 3001
www.southaftica.net



• “ Ke Nako. Celebrate Africa's 
Humanity ”


