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1. was developed by the management of the South African Tourism under guidance of National
Department of Tourism and taking inta consideration Treasury “Framework for Strategic Plans and Annual
Resource Plans” issued during August 2010;
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will endeavour to achieve over the period 2013 /12 18,2015/ 16.
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PART A: STRATEGIC OVERVIEW

1  UPDATED SITUATIONAL ANALYSIS

141
Refer to the

1.2  ORGANISATIONAL ENVIRONMENT

Refer to the

PERFORMANCE

strategic plan

strategic plan

2 REVISIONS TO LEGISLATIVE AND OTHER MANDATES

Refer to the

strategic plan

3 OVERVIEW OF 2010/11 BUDGET AND MTEF ESTIMATES

3.1

EXPENDITURE ESTIMATES

Table Y.1 South African Tourism

Name  of

the

Programmes Audited outcome Estimated |Medium-term estimate

Outcome

R Thousand 2007/08 | 2008/09 |2009/10 |2010/11 |2011/12 |2012/13 [2013/14
Major 633 304 | 733997 | 853391 | 795509 | 840 193 | 881 598 | 929 042
Programmes
International

1 Portfolios 360 833 | 382483 | 405431 | 367 617 | 386 004 | 409 180 | 436 240
Head Office

2 Marketing 135206 | 215806 | 293 728 | 249 211 | 267 042 | 275193 | 279 497
Head Office

3 Support 76 027 70 795 85424 | 105745 | 109 834 | 115274 | 126 437
Head Office

4 Finance 29 730 31514 33 405 35 409 37534 | 39786 42 173
Tourism Grading
Council of South

5 Africa 31 508 33 399 35 403 37 527 39779 | 42165 44 695
Other Objectives . . - - . . i
None s . 5 - - - .

Total 633 304 [733997 853 391 [795509 [840 193 881 598 |929 042
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Fronomic classification

Current payments

Compensation of employees
Goads and Services

of which:

Advertising

Agency and support / autsourced services
Assets less than RS 000

Audit costs

Bank Charges

Board Costs

Bursaries |employees)

Catering: internal activities
Communication

Computer seivices

Consultants

Contractors

Entertainment

|nventory

Lease payments

Logal fees

Printing and Publication

Repairs and maintenance

Research and development
Training and staff development
Travel and subsistence

Utilities

Venues and facilities

Other operating costs

Bad debts

Marketing Costs

Depreciation and amortisation
Losses from

Sale of fixed assets
Impairments and Adjastments o FairValue
Adjustmenss to Fairvalue of financial assets
Impaiments to nor-financial assets
Dther

Interest, dividends and rent on land

B33 I 8534% W3 w8001 1% 912048
%20 1698 11145 17810 1319 19556 13554
%5 8 145 386 408 429 9
3% a0 651 7 59 5% 625
145 2765 1738 370 3925 4125 4315
it 28 607 575 608 639 663

70
131 97 84 197 20 19 P
85 %7 83 1297 133 143 1509
3nl 414 3458 2667 599 6301 6391
3673 4136 51 SH9 587 010 04%
429 4788 981 b 424 67% 114 141
175 1% 58 %5 JL 2% 308
9411 10597 16425 1428 15042 15810 16537
298 3362 1381 4510 4m 5015 56

65
13n 267 6976 351 3800 3993 417
95 103 1382 1461 1537 1688
136 1481 1685 1988 2103 20 131
18304 20611 19082 2765 9257 07 N1
1715 1931 2082 3 174 1881 308
e 39803 563N 5540 56499 930 62112
3% i N 586 620 65 682
928 4%46% 608307 S0M6[ 5521 1980 5904o4
L 8639 14798 15597 1759 18643 16873

3 979 5

3 1044
5
5
8748 -

555 §729 4238 %2 11566 1215% 12715
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3.2

RELATING EXPENDITURE TRENDS TO STRATEGIC OUTCOME ORIENTED GOALS

Strategic Outcomes Oriented goals

Awareness

Arrivals Statistics, Spend Statistics and Brand

Close to 70% of funding received is utilised for
marketing costs, which greatly contributes to
our objective of achieving targeted total
arrivals and average spend per arrival,
additional funding received in the 09/10 fiscal,
greatly assisted in the enhancement of our
marketing activities to achieve maximum
awareness of Brand South Africa before and
after the 2010 Soccer World Cup, decreased
funding has greatly impacted on our ability to
market in certain strategic markets.

Best Tourism Crganisation

SA Tourism’s overheads allocation is effectively
utilised towards the target of SA Tourism to be
the best tourism organisation, decreased
funding over the next MTEF period has reguired
SA Tourism to potentially consider alternative
resource cutting measures, which negatively
impacts on the existing skills and affects our
goal to be the best tourism organisation as
measured by most credible award committees
in our chosen markets.

PART B: PROGRAMME AND SUB-PROGRAMME PLANS

4  PROGRAMME

4.1

STRATEGIC OBJECTIVE ANNUAL TARGETS FOR 2011/12

Strategic objective

Audited/actual performance

Estimated
performance

Medium term targets

2007/8

1200879

[2009/10

2010/11 2011/12 | 2012/13 [ 2013/14

4.1.1

Invest only in
selected
markets to
detliver the
following:

Total arrivals

9 090 994

9 591 828

9933 966

10 193 585 10 295 520 | 10 398 475 | 10 502 460

Average spend
inside SA per
arrivals

R 7 000

R 8100

R 8 400

R 8700 R9 222 R9775 R 10 300

Average spend
per land arrival

R 5800

R 6 200

R7100

R7100 R 7 500 R 7900 R 8 400

Average spend
per air arrival

R 10 200

R 13 800

R 13 000

R 14 200 R 15 000 R 15 900 R 16 800

4.1.2

Convince
consumers
that SA can be
trusted fo
deliver
memorable
experiences
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As measured by
the percentage

of global brand
awareness 75% 76% 79% 77% 78% 79% 79%

As measured by
the percentage
of brand
positivity 38% 37% 38% 40% 41% 42% 42%

4.1.3 | Energize and
Empower the
organisation
to innovate
and achieve
excellence:

As measured by
number of clean
or satisfactory

audit reports
received 14 9 1 5 1 5 1 5 1 6 1 5

As measured by
SA Tourism’s
ranking in the
smalt entities
cat=gory on the
Annual Deloitte

Best-Company-to-
Work-for survey 73 45 46 44 35 27 20

4.1.4 | Endage
stakeholder to
deliver quality
visitor
experiences
that re-affirm
the brand
promise:;

As  measured
by the total

number of
graded
establishments
as at the end
of SA
Tourism’s

financial year
that has been
graded to
offer quality
visitor

experiences 6 400 6 940 8 196 8 288 8 288 9117 10 029

The abovementioned table cannot be completed because it is not possible to express South African
Tourism’s actual performance and targets per strategic objective.

4.2 PROGRAMME PERFORMANCE INDICATORS AND ANNUAL TARGETS FOR 2011/12

Programme Audited/actual perfermance Estimated Medium term targets
performance performance

indicator 2007/8 2008/9 | 2069/10 | 2010/11 2011/12 | 2012/13 | 2013714

4,2.1 | Arrivals and
spend of
arrivals from
internationat
Portfolios

4.2.2 | Arrivals and
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spend of
arrivals
resulting
from Head
Office
marketing

4,2.3 | Head Office
finance

4,2.4 | Head Office
support

4.2.5 | Grading
councit

The abovementioned table cannot be completed in the abovementioned format (see par 4.3 below for
more details).

4.3 QUARTERLY TARGETS FOR 2011/12

Programme 1: International Portfolios

Purpose: To increase total arrivals and spend into the country by marketing South Africa internationally.

Description: SA Tourism has adopted and rolled out a Tourism Marketing Growth Strategy based on in-
depth segmentation research and focus groups conducted around the world. This Tourism Marketing
Growth Strategy was approved by the Cabinet and focuses its marketing activities on specific segments of
tourists in particular markets namely those that are most likely to come to South Africa; and whose value
far South Africa will be the highest taking into consideration the size of the segment (value is calculated
as the days spent in South Africa multiplied by the amount spent per day).

Strategic objective: Invest only in selected markets to deliver volume and value

To create awareness of South Africa as a world class tourist destination

Objective statement: by attracting 10 295 520 visitors

Baseline: Calendar year 2009 actual arrivals: 9 933 966

The more arrivals that visit South Africa, the more money will be spent

Justification: which effectively increases GDP of the country,

Links: For every 16 tourists visiting South Africa one job is created which thus
) decreases the unemployment rate of the country.
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AFRICA AMERICAS & the UK

ASIA & AUSTRALASIA EUROPE

Angola Australia France
MARKETS Botswana India Germany

> DRC Netherlands
S Kenya
§ Nigeria
g = South Africa
=
2 8 INVESTMENT Mozambique Brazil China (including Hong Kong) Belgium
% MARKETS Canada Italy
5 Sweden
=
@
x
= I - i
5. e 18 T :
% 2 STRATEGIC Bahrain, Oman, Qatar,
c 3 IMPORTANCF Saudi Arabia
&
n STRATEGIC Egypt, Ethiopia, Malaysia Greece
LINKS/HUBS Senegal, UAE, Israel, Singapore
Turkey, Ghana,
Tanzania, Uganda
Mauritius
1 Copyright ©2002 SA Tourism
B e A AN I 1 [P e | R PR 1
! Tactical markets are those which | i o markets arathosawhichs |
i should be cansidered for specific, E H resentthe greatestopportiunity ]
{ tactical opportunities ! i J & PP :
: Less Attractive But Egsier Attractive And Easier
il
X | -
e Tactical Markets Core Markets
| s Markets where there are particular opportunities, e Markets that deliver the “bread & butter”
e i.e; “low hanging fruit” e 60% of organisation’s effort deployed against
%l e 15% of organisation’s effort deployed against these these markets
s markets e Best capabilities allocated to these markets
%1 Less Attractive And Difficult Attractive But Difficult
@
W e a0
| Watch-list Markets Investment Markets
=2 Iy Markets‘that RIS the.rad.ar 1 » Investin these markets ahead of return, i.e. invest
' ® Activity in these markets will only occur if there is for the future

spare capacity in the organisation
e 5% of organisation’s effort deployed against these
_» markets

e 20% of organisation’s effort deployed against these
markets

Watch-list markets need }, |
to be watched for value
segments

Investment markets are those

'

where some investmentis made |
for returnsin future i

'

Attractiveness of Market

South African Tourism is structured into three international portfolios consisting of 10 country offices (see
structure below), which is ultimately controlled by the Chief Marketing Officer (each country with a
country manager who reports to the regional director of that portfolio), to execute activities in the above
markets.
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Regicnal Director @ Africa {SC 10}

Country Manager : Air
Markets

Manager : Trade
Relations { East &
West, Africa)

Manager : Trade
Retaticns SADC Ajr

Manager : Marieting
Cornmunications Africal

Regional Director : Europe & UK (SC 31}

Manager : Trade Relations

(Business Tourism) Europe|

Country Manazer :
Germany

Personal Assistant

Manager : Trade
Relations (Leisure)

Marketing
Communications
Manager

Trade Assistant

Finance & Admin
Manager

Marketing Assistant

Couptry Manager @
Netherlands

Counbyy Maidger
Italy

Manager : Trade
Relations {Leisure)

Country Manager :
France

Manager : Trade
Relations {Leisure)

Manager : Trade
Retations (Leisure)

Marketing
Communications
Manager

Finance & Admin
Manager

Marketing Assistant

Programme Performance Indicators

Finance & Admin
Manager

Marketing
Communications
Manager

Marketing Assistant

Finance & Admin
Manager

Marketing Assistant

Country Manager : UK ——

Marketing &
Communications
Assistant

Manager : Trade
Relations {Leisure)

Manager : Trade
Relations (Leisure)

Manager : Trade
Retations (Bustness
Tourism}

Marketing
Communications
Manager

Finance & Admin
Manager

Marketing Assistant

Medium-term targets

p Audited outcome /Actual | Estimated

rogramme performance Performance
Performance
indicator 2007/08 2008/09 2009/10 2010711 2011/12 2012/13 2013/14
Total
number  of
arrivals in
South Africa | 9090881 | 9591828 | 9933966 | 10 193 585 10 295 520 | 10 398 475 | 10 502 460
Land
markets 6626731 | 7087452 | 7490425 |7 834 324 7912667 |7991793 | 7452532
Air markets 2464 150 | 2504 376 | 2 443 541 | 2 359 261 2 382 853 | 2 406 681 3049 927
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Number of

joint

marketing

agreemerts | 101 103 122 105 107 108 109
Number of

trade

contacts 11 550 12128 31 367 12 483 13 107 13 762 14 450
Closure ratio 1:2.91 1:2.75 12,88 1:2.9 1:2.9 1:2.9 1:2.9

Quarterly targets 2011/12
Quarterly targets for programme performance indicators identified above:

Program

me Report Quarterly targets

Performa ing Annual target

nce period

Indicator ist 2nd 3rd 4th
Number

of

foreign

visitor

arrivals

in South Quarte

Africa rly 10,295,520 2,637,875 2,351,623 2,503,075 2,802,947
Land Quarte

markets rly 7,918,876 1,978,790 1,851,011 1,940,213 2,148,862
Air Quarte

markets rly 2,376,644 659,085 500,612 562,862 654,086
Closure Biannu

ratio al 1:2.9 1:2.9 1:2.9

Programme 2: Head Office Marketing

Purpose: To act as a supporting tool for internaticnal and domestic regions to make the South African
Brand visible and to encourage people within South Africa to explore all the provinces.

Description: Head Office Marketing focuses on building the South African tourism Brand within the country
brand by focusing on leisure, business tourism and events.

Engage stakeholders to deliver quality visitor experiences that re-affirm the

Strategic objective 1 brand promise

To encourage people, amongst others through the creation of a world-class
Conventions Bureau as a separate focal unit of South African Tourism as early as
practically possible after 1 Aprit 2011, to visit South Africa by hosting
exhibitions, workshops and other events.

Objective statement:

Exhibitor numbers at ihdaba: 1 813
Preduct trained per annum: 100

Current entries for ETEYA: 203

Baseline: Current entries for Welcome Awards: 1 406

Although there is no current baseline for the Conventions Bureau, specific KPA's
far this new focal unit, for which the COO and Executive Manager Conventions
Bureau (who will also be an Exco member) will be responsible, include {i) the
establishment of the vocal unit as soon as possible after 1 Aprit 2011 and as scon
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as the Executive Manager has been appointed to head it, (ii) the appointment of
this Executive Manager and (iil) the compilation of a detailed 3-year Business
Plan & Budget for the Conventions Bureau.

This chiective will make South Africa more attractive to visitors and resulf in

Justification: increased spend
Total arrivals and average spend per arrival have a direct impact on GDP
Links: contribution and job creation. The targets have been set for 2015 on both of

these: R 65.72 billion rand direct GDP contribution by 2015 and 640 0G0 direct
jobs in 2015 calendar vear

Head Oftice Marketing is made up of the following business units:

1. Conventions Bureau {reporting directly to the £0Q)
The following units which all report directly to the Chief Marketing Officer:

Central Marketing, Advertising and Marketing Management
PR & Communication, including Stakeholder Management
E- marketing

Events

. Product Management

Business Tourism

Domestic Partfolio

+

CHIEF OPERATING OFFICER

Execublive Manoger @
G tens Swenw
(SC2)

Execulive Marketing
Assistanl

CHIEF MARKETING OFFICER (SC 2}

| 1 1 i

Executive Project Glahal Manager 3 Global Manager ¢ Global tanager :
Manager (SC3) Marketing & Watchlist Markets Businass Tourise {5C Ji— Globat Manager * Product {5C 7}
Advertising (5C1) {5C1) 4}
Project Manager ] " p— Manager ; Trade
. 2eager : Trade agist =1 Relations (Product
Manager: Trde | popaiosy (Gomparate 6]—-] l Product Spect l support)
Retations (Global) Incentives

Feastsill Qtficer Brand Experiance
Harreting Astistant Manager

Hosting Supervisar

Finance Speciallse
{=xcl Africa Portfolic)

[

1

1

i

i Marager: Trade Marketing AssisLant 2
| Ralztions (Association - Pmduct & Activatlon
I

I

#1605}

Globral Manager @
Evenes
{5 3)

Global Manager 3
[Communications (5C 4}

_|| Global Manager : E-
r Marketing (5¢ 7)

Content Editor

On-Lfne Marketing
Specialist

[Marketing Coordinator

Communications
Hanager
Media

Communications
Dfficer

o e e — — — — ——

2x Manager ! Events

Qnline Trade
Spechalisl

[ Tem & T
e

Digttal Marketing
Spocialist

___________ Marketing
Avsistant
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Global Campaign - 20 Experiences, 10 Days - Integrated online model

Trip Advisor Widget (Reviewsj

Additional supporting
Strategic objective

Work the distribution channel to promote SA

Objective statement:

Negotiate with multinationals and other trade partners in packaging and
promoting quality experiences of South Africa

Baseline: International trade at Indaba: 1 583
Global JMAs signed: 5
International buyers at Meetings Africa: 120

Justification: This objective will make South Africa more attractive to visitors and result in
increased spend

Links: Total arrivals and average spend per arrival have a direct impact on GDP

contribution and job creation. The targets have been set for 2015 on both of
these: R 65.72 billion rand direct GDP contribution by 2015 and 640 000 direct
jobs in 2015 calendar year
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Programme Performance Indicators

Medium-term targets

Audited outcome /Actual | Estimated
Performance performance Performance
Indicator 2007/08 2008/09 | 2009/10 | 2010/11 2011712 2012/13 2013/14
No of
International
Trade at
Indaba 1697 1934 1801 1583 1630 1679 1730
No of Global
JMAs  signed
{onfine  and
offline) 1 3 3 3 5 5 5
No of
International
Buyers at
Meetings
Africa 100 104 115 120 123 127 131

Quarterly targets for 2011/12

Programme Reporting
Performance Indicators period Annual target Quarterly targets
2011/12 1 2" 3 4™
No of International
Trade at Indaba Annual 1630
No of Global JMAs
signed (online and Quarterly 5 1 1 1 2
offline)
No of International
Buyers at Meetings Biannual 123
Africa

Strategic Objective 2:

Convince consumers that SA can be trusted to deliver memorable experiences

Objective statement:

To build global brand awareness and positivity towards SA by 2% annually

Baseline:

Current brand awareness in 2009 is at 79% { last available figure) Positivity is at 38%
in 2009 (last availabie figure)

No of consumers reached: 1 billion
No of website visits to Southafrica.net
Positive/neutral coverage: 80%

Positive /neutral coverage value:

Justification:

Global awareness and positivity have a direct correlation to improve consideration
of SA as a preferred tourism destination and to actual visit. This will impact on
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arrivals.

Links:

Total arrivals and average spend per arrival have a direct impact on GDP
contribution and job creation. The targets have been set for 2015 on both of these:
R 65.72 billion rand direct GDP contribution by 2015 and 640 000 direct jobs in
2015 calendar year

Globally, each market should aim to achieve a minimum level of performance along 1. Brand Knowledge,

2. Brand Journey and 3. Conversion . Markets that exceed this level must try to maintain their higher

performance

Brand Knowledge

e Average for
Welcoming
People

e Maintain Lead
on Adventurous
and Nature and
Wildlife

Brand Journey

e 77% aware of
SA

s 40% positive
about SA

e 26% sought info
on SA

e 14% plan to visit
in short-term

=
—

Conversion

e Closure ratio of
atleast1in2.9
in all markets
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Programme Performance Indicators

Estimated | Medium-term targets
Performan
Audited outcome /Actual performance ce
Performance
indicator 2007/08 2008/09 2009/10 2010/ 11 2011/12 2012/13 2013/14
Percentage of
global brand
awareness 75% 76% 79% 77% 78% 79% 79%
Percentage of
brand
positivity 38% 37% 38% 40% 41% 42% 42%
1,208
Global reach 600 mil_ligg 690 million ?1@]ng 1 billion 1 bﬂ_}ion 1 bil{_iagn 1_|21{l10r‘_|
Website visits 1676 540 1 806 650 2277 338 2505072 | 2755579 | 3031137 | 3334250
Positive/neut
ral coverage 86% 90% 80% 30% 80% 80%
Positive/neut
ral coverage
value (R’'mit) 92,0 46,1 60,5 63,5 66,7 70,0 77,0
Performan Estimated
Performa .
ce Audited outcome /Actual performance nce Medium-term targets
Indicataor
2008/0 201111 20121 2013/1
2007/08 9 2009/10 2010/11 2 3 4
Percentag
e of global
brand
awareness 75% 76% 79% 77% 78% 79% 79%
Percentag
e of brand
positivity 38% 37% 38% 40% 41% 42% 42%
Global 600 1,208
reach 600 million million billion 1 bitlion 1 billion | 1 billion | 1 billion
Website
visits 1 676 540 1806650 | 2277 338 2 505 072 2755579 | 3031137 | 3334250
Positive/n
eutrat
coverage 86% 90% 80% 80% 80% 80%
Positive/neutr
al  coverage
value (R'mil) 92,0 46,1 60,5 63,5 66,7 70,0 77,0
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GQuarterly targets for 2011/12

Programme Reporting Annual

Performance . Quarteriy targets

Indicators period target

2011/12 1% 2™ 3" 4
3 Percentage of
. global brand Biannual 78% 78% 78%
1 awareness
3 Percentage of
. brand Biannual 41% 41% 41%
i positivity
3 1 000 000 | 250 o000 | 250000 | 250000 | 220
: Quarterly 000 000 000 000 000
3 Global reach 000
3 688
. Quarterly 2 755 579 688 895 688 895 688 895 895
4 Website visits
3
. Positive/neutr Quarterly 80% 80% 80% 30% 80%
5 al coverage
3 Positive/neutr Ri6
. al  coverage Quarterly - R66 652 123 R16 663 R16 663 R16 663 663
G31 031 031

6 value 031

Programme 3: Head Office Finance

Purpose: To achieve ungualified clean external and internal audit reports and the provision of real time
accurate financial information and support for operations are core drivers for the finance unit.

Description: An overview of governments annual cycle largely incorporating the finance unit is outlined
below;

Strategic objective: Energize and Empower the organisation to innovate and achieve excellence

To be an effective and efficient financial management unit by ensuring
compliance with statutory regulations; providing reliable and fair financial
results and also establishing and maintaining cost-effective measures across all
units in the organization.

Objective statement:

2009/10 Actual External Audit Reports : 3
2009/10 Actual Internal Audit Reports : 5

Baseline:

The objective will contribute to achieving “clean” audit reports, which will thus

Justification: ensure that public funds are administered effectively.

Appropriate management of public funds, ensures atignment with government’s
Links; key priorities and continued delivery to the electorate, i.e. what gets measured
gets done.
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Government’s Annual Cycle

NDT Lekgotla & Business Plan

Workshop with
Parliamentarians (February)

Cabinet lekgotla to
identify overarching
priorities and
Ieview progress in
past year
(January)

Departmental
annual Progress
review report to
President’s office
and plans for next
MTEF years

4th performance Report and
Compliance report (April)

Departmental
programmes

31 performance & — - T (Business Plans)
Compliance Report (Dec) / (February - March)
DG cluster priorities Budget Vote
identified from :
) Pl
departmental Annual Planning cycle for ?:«r:;‘)egm an
s government
Allocations & ENE and DG clusters
d " ] b
oot Medium Term Strategic e
Framework Cycle work for clusters
Budget allocations for appl:oval by
(Oct/Nov P Cabinet
Inpgefior, ’ e
et Implementation of

of impact

(July - December) programmes and

Mid year Cabinet N
strategies (Feb -

Lekgotla to review
progress
(July )
Annual report &
Financial Statements
(August)

NDT Mid-year review and MTSF

planning (Sept) ist Performa

Report (June)

2" performance & Compliance
Report MTEC

Strategic Plan (Sept)

Progress reporis to DG clusters
MTEF

The Finance Business Unit falls under the Chief Financial Officer and consists of the following sub units:
Financial Management (reporting to the Manager Finance)

Financial Compliance-, Performance Information- and Business Process Management (reporting to the
Manager Financial Compliance and Performance Management)

Supply Chain Management (reporting to the Manager Supply Chain)
Payroll Management (reporting to the Manager Payroll)

Legal (reporting to the Contracts Attorney)
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Sub business unit of finance

Overview

This unit’s primary responsibility is the accurate and timely recording of all
financial transactions within the organisation and the real-time reporting of
all financial information to all Business Unit Managers in the organisation for
decision-making.

Financial Management
(reporting to the Manager
Finance)

Financial Compliance-,

Performance Information-

Business Process Management
to the Manager

(reporting
Financial Compliance
Performance Management)

and

and

This unit has ensured that the organization has a fair and equitable system
for measuring performance and created dedicated business processes to
ensure that the performance of the organization, across all its business
units, country offices and its human resources are monitored internally on a
continuous basis and that when an extemal audit opinion is expressed at the
end of every financial year, SA Tourism has met its objectives, achieved its
targets and addressed any deficiencies, variances or shortcomings that have
been identified. SA Tourism’s commitment and vigorous compliance with all
applicable financial legislations: including SA GRAP, IFRS; PFMA and National
Treasury Regulations has ensured that we have achieved exceptional internal
and external audit results.

Supply Chain  Management
(reporting to the Manager
Supply Chain}

This unit is the custodian of the entire procurement process within SA
Tourism and ensures that all procurement of SA Tourism takes place within
the ambit of SA Tourism’s Supply Chain policy. The Supply Chain unit makes
sure that challenges related to logistics and procurement has appropriate
and practical solutions. 1t also ensures that everything moves as smoothly as
possible by co-coordinating and collaborating with stakeholders, partners,
service providers, and customers to integrate supply and demand within
and across the organisation.

Payroll Management (reporting

to the Manager Payroll)

South African Tourism continued to run a world-class payroll system and
paid all employees timeously.

Legal (reporting to

Contracts Attomey)

the

The legal department ensures that SA Tourism effectively complies with
statutory and regulatory requirements and conducts its affairs in line with
legislation. It caters for any potential risk that may be associated with both
local and cross border transactions and advises on ways to minimize or
remove those risks. SA Tourism enters into commercial agreements with a
multitude of service providers worldwide, so it is imperative that we have
the legal acumen to negotiate agreements that will protect our interests and
reduce our risks globally. We believe that with the guidance on atforneys
who have specialized in intellectual property globally, registration of our
intellectual property within the relevant classes will be executed precisely.
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Strategic cbjective:

Energize and Empower the organisation to innovate and achieve excellence

Objective statement:

To be an effective and efficient financial management unit by ensuring
compliance with statutory regulations; providing reliable and fair financiat
resuits and also establishing and maintaining cost-effective measures across all
units in the organization.

Baseline:

2009/10 Actual External Audit Reports : 3
2009/10 Actual Internal Audit Reports : 5

Justification:

The objective will contribute to achieving “clean” audit reports, which will thus
ensure that public funds are administered effectively.

Links:

Appropriate management of public funds, ensures atishment with government's
key priorities and continued delivery to the electorate, i.e. what gets measured
gets done.

Programme Performance Indicators

Audited
performance

Estimated Medium-term targets
outcome /Actual Performanc
[=4

Programme
Performanc 2007/0
e Indicator 8

2008/0 20114/ 2012/1 2013/1
9 2009/10 2010/11 2 3 4

Number of
audit
reports 14

Unqualified
external
audit
reports 2

Satisfactory
internal
audit
reports 12

Number of
quarterly
reports 4

Number of
contracts
approved 180

190 200 220 230 230 230

Number of
marketing
collateral
lists 4

Quarterly targets 2011/12

Quarterly targets for programme performance indicators identified above:

Programme Reporting Annual
Performance Indicator period target

Quarterly targets

1st 2nd 3rd 4th
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Number of audit reports Annual 15 15

Unqualified external
audit reports Annual 3 3

Satisfactory internal
audit reports Annuat 12 12

Number of quarterly
reports Quarterly 4 1 1 1 1

Number of contracts
approved Quarterly 220 55 55 55 55

Number of marketing
collaterat lists Quarterly 12 3 3 3 3

Programme 4: Head Office Support

Purpose: The business units that fall under operations are the machines that are designed to drive the
machinery of marketing forward. The units falling under operations are there to provide support in the
form of systems, people and infrastructure to the organisation.

Description; This Operations Business Unit falls under the Chief Operating Officer and consists of some
business units and sub business units which needs to support Marketing Business Units in the execution of
their Annual Performance Plans.

Strategic objective: Energize and Empower the organisation to innovate and achieve excellence

To improve our rank and become a “Deloiite top 20 best company to work for “ in

Objective statement: the small company category

Baseline: 2009/10 Actual Rank :46 in the small company category
People and systems are assets of the company. By ensuring you have satisfied
Justification: staff and adequate systems the organization will undoubtedly achieve all round
excellence.

Happy employees ensure alignment with government’s Kkey priorities and

Links: continued delivery to the electorate, i.e. what gets measured gets done.

Description:  The Operations Business Unit falls under the Chief Operating Officer and consists of the
following business units:

Human Resources (reporting to the General Manager: HR)
Administration (reporting to the Manager: Administration)
Business Information Systems (reporting to General Manager :BIS)
Research (reporting to the General manager: Research)
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CHIEF OPERATING OFFICER (5C 4)

Executive Personal

Executive Liaison

Assistant : COO

Officer
Board Executive
Secretary
General Manager ; General Manager ; Manager : General Manager :
Strategic Researcr; | —{|Human Resources (SCl~ = Administration — 1 Business information
4) | (SC9) | Systems {SC 2)
I I |
Switchboard . N
: HR Co-ordinator I 2 X Switchboar ! Business Information
1 x Senior Researcher | Operator f Bl Systems Co-ordinator
[ Receptionist | ¥ -
l |
3 XResearcher [ | ]2 X Human Resources | . ) T -
Practitioner Admin Assistant  f— | ontractor :
| - Information
! Technology Support
Research Assistant | pmm e e e | 2 X Refroshment
| Manager : Payroll - Officer
Lo __
Driver/ ||
Maintenance Officer
Driver =
Admin Officer —
Business units Overview

Human Resources

This unit recognizes that human capital is the most valuable asset in an organisation and
it invests in people. People are a competitive advantage and one of the core functions of
this unit is to grow and nurture staff. Keys functions of this unit are new appointments,
promotions, terminations, labour relations and performance management of the
organisation,

Administration

The unit’s core function is to integrate processes within South African Tourism that
maintain and develop the services that support and improve the effectiveness of the
organizations’ primary activities and also the safeguarding of the entity’s assets.

Business
information
Systems

IT is the back bone of SA Tourism’s core business. IT enables our internal processes and
management systems and is a means to communicate cost effectively with millions of
people across aur key markets. However the processes and platforms need to be in place
to operate efficiently. The global trend is to bring in the best service providers to
manage these and have stringent service level agreements in place to manage
expectations, policies; procedures and performance properly.

Research

This unit is responsible for providing information to enable mare effective, data driven
decision making within the organisation. The focus on information dissemination and
routine reporting on performance of the tourism sector in SA are some of the core
functionalities performed by this unit.
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Strategic objective:

Energize and Empower the organisation to innovate and achieve excellence

Objective statement:

To improve our rank and become a “Deloiite top 20 best company to work for  in
the small company category

Baseline:

2009/10 Actual Rank :46 in the small company category

Justification:

People and systems are assets of the company. By ensuring you have satisfied
staff and adequate systems the organization will undoubtediy achieve all round
excellence.

Links:

Happy employees ensures alignment with government’s key priorities and
continued delivery to the electorate, i.e. what gets measured gets done.

Programme Performance Indicator

Programme
Performanc
e Indicator

Audited
performance

Estimated
Performanc
e

outcome /Actual

Medium-term targets

2007/0
8

2008/0 2009/1
9 0

2011/1 2012/1 2013/1
2010/11 2 3 4

Marketing
staff
retained

Supporting
staff
retained

92% 94% 90% 90% 90% 90%

82%

97% 96% 85% 85% 35% 85%

Ranking on
Deloitte
Best
Company to
Work  for
Survey

73

45 46 44 35 27 20

Asset
counts

Breaches in
contracts
for
maintenanc
e

Number of
reports

18

18 19 16 16 16 16

Number of
visits
toresearch
website

10

20 15 11 000 13 000 15 000 17 000

Percentage
of systems
uptime

99%

99% 99% 99% 99% 99% 99%
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Quarterly targets for 2011/12

Programme Reportin Annual
Performance P d & Quarterly targets
Indicators perio target

2011/12 1 2 3% 4"
Marketing staff Quartert
retained Y 90% 90% 90% 90% 90%
Supporting staff
retained Quarterly | ggy 85% 85% 85% 85%
Ranking on Deloitte
Best Company fo Annual
Work for Survey 35
Asset counts Biannual 2
Breaches in
contracts for Quarterly G 0 0 1
maintenance 1
Number of reports Quarterly 16 4 4 4 4
Number of visits 1o
research website Quarterly 13 000 3250 3250 3250 3250
Percentage of Quarterl
systems uptime y 999 99% 99% 99 99%

Programme 5: Tourism Grading Council of South Africa (TGCSA)

Purpose: Establish a recognizable and credible, globally bench-marked system of quality assurance for
accommodation and MESE experiences which can be relied upon by visitors when making their choice of

establishment

Description: The Tourism Grading Council of South Africa {TGCSA) is a dynamic organisation that ensures
the standard of quality of accommodation and conference venues, (Meetings, Exhibitions and Special
Events (MESE) throughout South Africa. This is achieved by literally "putting the stars where they belong".
TGCSA provides a rigorous framework and process for the grading and implementaticn of its star grading

system.

Strategic objective

Engage stakeholder to deliver quality visitor experiences that re-affirm the brand
promise

Objective statement:

To increase the number of graded establishments by 10%, by using world class
grading criteria

Baseline:

No of current graded establishments: 8 196
No of cancetllations: 1 389
No of establishments using illegal stars: 30 (reported)

No of breaches by PMAs and assessors: Nil (PMA’s) and 2 (Assessors)

Justification:

This objective will result in the marketing through word-of-mouth of the quality
experience offered in South Africa

Links:

Tourism arrivals and spend have a direct impact on GDP contribution and job
creation. The targets have been set for 2015 on both of these - 65.72 biilion rand
GDP contribution by 2015 and 746 000 jobs in 2015 calendar year

The Tourism Grading Council ensures that a process of quality assurance is continuously sought across
tourism facilities and services offered to the consumer. This process is a cotlaborative one, with as much
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voluntary participation as is possible, from all businesses seeking to showcase their products in this vibrant
industry. The Grading Council also seeks to increase consumer confidence and involvement in the grading
process through its feedback system. In doing so it enhances the value of the overall system,

Thw? unbiny Assirancg T foer 4503 2
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Frotediion &slitar
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Cormmunicaticn: |

Biandyer
smsasbanD Cipg — — | _
; e q_w_l,,r = Liwni Paacasch : F e Debrays Clark —
e o PR e P R DS =

A Tificer S —
9 5 Prowindial : . _
_ - : Creditars Clark |
yBLLET BikEEE0E : i _ .

arketing dssistant =

L e
Edrministratnr

Types of establishments

Non-Hotel Accommodation

Backpacker & Hostelling

Bed & Breakfast

Caravan & Camping

Country House

Guest House

Lodge
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Self Catering

Non-Hotel Accommodation Total

Hotel Total

Accommodation Grand Total

MESE Total (Business Tourism)

Grand Total Graded Properties

Programme Performance Indicators

Estimated
Performanc Audited outcome /Actual Performanc Medium-term targets
e Indicator performance e

2007/0 2008/0 2009/1 2011/1 2012/1 2013/1

8 9 0 2010/ 11 2 3 4
Total graded
properties 6 400 6 940 8 196 8 288 8 288 9117 10029
Total
renewals 4742 5132 6 007 7 007 7 007 7708 8 478
Total new
gradings 958 658 1808 1635 1635 1799 1978
Cancellations 579 782 1389 4 4 4 4
Breaches by
assessors 31 27 16 5 5 5 5

Quarterly targets for 2011/12
Programme Reporting
Performance Indicators period Annual target Quarterly targets
2011/12 L 2 3 4

Total graded
properties Quarterly 8288 2072 2072 2072 2072
Total renewals Quarterly 7007 1752 1752 1752 1751
Total new gradings Quarterly 1281 320 320 320 321
Cancellations Quarterly 4 1 1 1 1
Breaches by assessors Quarterly 5 1 1 1 5
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4.4 RECONCILING PERFORMANCE TARGETS WITH THE BUDGET AND MTEF

Name of
the
Programmesg Audited outcome Estimated [Medium-term estimate
Outcome
R Thousand 2007/08 | 2008/09 |[2009/10 |2010/11 |2011/12 |2012/13 |2013/14
Major 633 304 | 733997 | 853391 | 795509 | 840 193 | 881598 | 929 042
Programmes
International
1 Portfolios 360 833 | 382483 | 405431 | 367 617 | 386 004 | 409 180 | 436 240
Head Office
2 Marketing 135206 | 215806 | 293728 | 249 211 | 267 042 | 275193 | 279 497
Head Office
3 Support 76 027 70 795 85 424 105745 | 109 834 | 115274 | 126 437
Head Office
4 Finance 29 730 31 514 33 405 35 409 37534 | 39786 42 173
Tourism Grading
Council of South
5 Africa 31 508 33 399 35 403 37 527 39779 | 42 165 44 695
Other Objectives = e 2 - -
None ' - - - P - -
Total 633 304 (733997 853 391 (795 509 840 193 881 598 [929 042
Funding of total expenditure:
Name of the Programme Medium-term estimate
R Thousand 20011/12 2012/13 2013/14
From Government MTEF allocation 668 613 701 803 740 402
From TOMSA levies 76 000 78 000 80 000
From Grading fees 25917 30219 35236
Indaba & Meetings Africa revenue 26 500 27 500 28 500
Interest received 7500 7 700 7 800
Sundry revenue 35 663 36 376 37 104
Total Revenue that agrees to final ENE submission 840 193 881598 929 042
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Performance and Expenditure Trends

Programme: International Portfolios

Programme Performance Indicators

Medium-term targets
Audited outcome sfActual Estimated
performance Performance
Programme Performance
Indicator 2007/08 | 2008/09 | 2009/10 2010711 2011/12 2012/13 2013714
Number of arrivals in South Africa 9 090 881 9 591 828 2 933 966 10 193 585 10 295 520 | 10 398 475 10 502 460
Land arrivais 6 626 731 7 087 452 7 490 425 7 834 324 7 912 667 7 991 793 7 452 532
Ajr arrivals 2 464 150 2 504 376 2 443 541 2z 359 261 2 382 B53 2 406 681 3 049 927
Mumber of joint marketing
agreements 101 103 122 105 107 108 109
Nummber of trade contacts 11 550 12 128 31 367 12 483 13107 13 762 14 450
Closure ratio i 2.91 1:2.75 1: 2.88 1:2.9 1: 2.8 1:2.8 1:2.8

Strategic objective

Invest only in selected markets to deliver volume and value

Impact of budget
allocation on Targets

With additional funding in the past SAT has ensured that funds are channeled to
specific market segments so as to increase exposure of Brand South Africa and
gain maximum arrivals and spend, With the additional funding we were able to
enter into more joint marketing agreements Increased Research will ensure that
funds ailocated Increased Research will ensure that funds allocated are directed
to select markets that will provide volume and value.

Strategic Objective:

Programme: Head Office Marketing

Performance Estimated
tndicatar Audited outcome fActual Performance Medium-term targets
performance
2007/08 | 2008/09 | 2009/10 2010711 2011/12 § 2012/13 | 2013714
N of exhibitors at
Indaba 1 755 1725 1578 i813 1313 1813 13813
No of product trained per
annum 1317 500 100 100 100 100
Mo of industry/provincial
conferences per annum 2 2 2 2 pd 2 2
Mo of ETEYA entries 45 151 203 213 224 235 Z46
No of Welcome entries 196 486 1406 1476 1 550 1627 1708

Strategic objective

Invest only in selected markets to deliver volume and value

Impact of budget
allocation on Targets

Engage stakeholder to deliver quality visitor experience that re-affirm the brand
promise. With increased funding SA Tourism has been able to empower and
engage with industry stakeholders , the opposite is also true in that with less
funding we are less likely to achieve maximum targets.

SAT aims to engage the best and leading marketing agencies, stakeholders of
Brand South Africa, to ensure that our strategic objectives are met

Programme : Head Office Support
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Programme Estimated
Performance Indicator Audited outcome fActual Performance Medium-term targets
erformance
2007/038 2008/09 2009/10 2010/11 2011/12 | 2012/13 2013/14
82%
marketing staff retained 92% 4% 0% 0% 90% S0%
Supporting staff retained 97% 6% 85% 85% 85% 85%
Ranking on Deloitte Best
Company to Work for Survey 73 45 46 44 35 27 20
Asset counts 2 Z 2 Z 2z 2 2
Breaches in contracts for
maintenance 0 0 ju] 1 1 1 1
Number of reports 18 18 19 16 16 16 16
Number of hits an research
website 10 20 15 20 25 25 25
Percentage of systerns uptime 9% 9%% 9% 99% 29% 99% 9%

Strategic objective

Energise and empower the organisation to innhovate and achieve excellence.

Impact of budget

atlocation on Targets

With the correct resources and infrastructure, SA Tourism will be able to source
and empower existing skills to achieve excellence as measured by the Tourism
Sector industry naticnally and abroad, over the years we have as an organisation
been able to maintain and increase our levels of excellence.,

Decreased funding compel strategic restructuring and thereby missing the
opportunity to effectively market in certain market segments.

Programme: Head Office Finance

Programme

Audited
performance

Estimated Medium-term targets
outcome { Actual Performanc
e

Performanc 2007/0

e Indicator 8

2008/0 2009/1 2011/1 2012/1 201371
9 0 2010/ 1 2 3 4

Number of
audit
reports 14

Unqualified
external
audit
reports 2

Satisfactory
internal
audit
reports 12

Number of
quarterly
reports 4

Number of
contracts
approved 180

190 200 220 230 230 230

Number of
marketing
cotlateral
lists 4
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Strategic abjective

Energise and empower the organisation to innovate and achieve excellence.

impact of budget
allocation on Targets

With the correct resources and infrastructure, SA Tourism will be able to source
and empower existing skills to achieve excellence in amongst others, the number
of unqualified audit reports.

Decreased funding compel strategic restructuring and thereby missing the

opportunity to effectively engage necessary resources.

Programme: Tourism Grading Council of South Africa

Estimated
Performance Indicator Audited outcome /Actual Performance Medium-term targets
performance
2007/08 | 2008/09 | 2009/10 2010/11 2011/12 | 2012/13 | 2013/14
Total graded properties 6 400 6 940 8 196 8 288 8 288 9 117 10 029
= Total renewals 4 742 5 132 6 007 7 007 7 007 7 708 8 478
« Total new gradings 958 658 t 3038 1635 1 635 1 799 1 978
Cancellations 579 782 1389 4 4 4 4
Breaches by assessors 31 27 16 5 5 5 5

Strategic objective

Energise and empower the organisation to innovate and achieve excellence.

Impact of budget
atlocation on Targets

Engage Stakeholder to deliver quality visitor experiences that re-affirm the brand
promise.

Increased funding has made possible the establishment of the Grading Criteria
and reliable resources, ensuring that maximum establishments are graded and
hence achieving targeted superior graded establishments in South Africa.
Additional allocations have impacted positively in that quality establishments are
graded and are deservingly awarded stars.
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PART C: LINKS TO OTHER PLANS

LINKS TO THE LONG-TERM INFRASTRUCTURE AND OTHER CAPITAL PLANS
Not applicable
Materiality framework (see attached)

5 CONDITIONAL GRANTS

Not applicable

6  PUBLIC ENTITIES

Not applicable

7 PUBLIC-PRIVATE PARTNERSHIPS

Not applicable
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