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STRATEGIC PLAN 

2007  -  2009

1. 
STRATEGY

1.1     PREAMBLE

‘Branding has become a central tool in country competitiveness, where having a bad reputation or none at all seriously affects a country’s ability to compete. Thus effective country branding can give a competitive advantage in world markets and open up many opportunities for developing countries.”

De Vicente as quoted in Mihailovich 2006

1.1. BIG, HAIRY AND AUDACIOUS GOAL (BHAG)

The strategic intent of the International Marketing Council is to turn South Africa into a strong, differentiated and competitive brand. Specifically, our big, hairy and audacious goal is 

TO TURN SOUTH AFRICA INTO ONE OF THE TOP 10 NATION BRANDS

 IN THE WORLD BY 2020. 

South Africa will be seen as a country that offers new, different and inspiring possibilities.  At present, South Africa is ranked 22nd out of 25 brand in Anholt’s Nation branding index and also has limited numbers of people who have a deeper appreciation, familiarity and knowledge of what  the brand has to offer.  Furthermore, a substantial percentage of those who are somewhat familiar with what South Africa has on offer, see South Africa only as a place to visit, and those that know of its business and economic offerings, associate South Africa only with minerals.  But overall, the knowledge is limited.

1.2. STRATEGIC THRUST AND KEY FOCUS AREAS

We plan to realize our big, hairy and audacious goal globally through a strategy and a marketing model based on three guiding principles:

· The first principle is premised on the theory of “the six degrees of separation.”  This simply means that “a small number of people are linked to everyone in a few steps, and the rest of us are linked to the world through those special few.” 

· The second principle, namely the 80/20 principle is somewhat related to the first, but it is much broader in scope.  This suggests that there are only few people in few world and regional hubs around the world and a few programmes and activities that can make a disproportionate contribution towards realizing our goal of turning South Africa into one of the top 10 nation brands in the world by 2020. 

· The third and last guiding principle is the idea of adopting a “challenger brand” mindset and attitude.  This simply means that South Africa as a marketed brand is relatively fresh and we are operating in an increasingly competitive space up against big and established nation brands.  (The nation branding conference in London last year was attended by 65 countries) We also do not have the scale and size of resources to purchase airtime that the many of the other established brands command. So, we have to be smarter, more innovative, more aggressive and more focused. For us to do this, we need to be different, distinctive, disrupt the status quo with sticky, memorable but different, and consider paradigm shifting activities. We also must leverage and maximise the tangible and intangible resources that our partners and allies in South Africa and around the world control, or have access to. Critical to our success will be how we exploit the enormous marketing opportunity that the FIFA 2010 World Cup presents to the country. 

Based on these guiding principles, our plan is to concentrate our resources and focus on these few people that link the rest of us with the world through a few steps that Malcolm Gladwell refers to as mavens (people with lot of information about lots of things who connect people to the marketplace), connectors (people connected to lots of people, multiple worlds and subcultures) and persuaders (people who convince others to look at something differently or sell something to others).  The plan is to focus on mavens, connectors and persuaders in the fields of commerce and business, socio-political and media, with a very strong bias towards commerce and business.

We will also focus our attention on countries, cities and regions that serve as world hubs or regional hubs in the fields of commerce, socio-political and media.  In addition to this, we plan to focus our attention on cyberspace hubs in the four areas. As we move towards 2010, we will also include soccer loving nations in the planning.

2. STRATEGIC PRIORITIES AND PROGRAMS FOR - 2007

In 2007, our goal on the global front is to intensify our activities and presence in the hubs where we already have a presence, i.e., London by expanding the fleet of branded taxis to cover the Heathrow airport route and also to expand our presence to other commercial hubs such as Mumbai (Asia), New York (USA) and hubs with great football following (e.g., Brazil)(probably in 2008), and the West African hub(2008/9), especially in light of the fact that we will be hosting the FIFA World cup in 2010. In addition to this, we also plan to intensify our presence in major world events where these target constituencies come together en masse, i.e., World Economic Forum in Davos.  Emphasis will also be put in engaging Regional Hubs for trade and investment. 

Our outbound missions in 2007 will be undertaken in collaboration with TISA focusing on North American hubs, South East Asia, Europe and Middle East.

The Country Managers will continue to lobby the media, respond to media issues, write speeches, facilitate meetings for Government and Business visitors, manage in bound missions, conceive and lead missions to South Africa, leverage events and PR opportunities within their markets.  They will also manage the “Global South Africans” project to empower ambassadors to work, write and speak on behalf of the country with a specific aim of facilitating investment into the country.  They provide guidance on messaging for the various markets and highlight South African issues that require response.

On the domestic front, our goal is to contribute towards turning South Africa into one of the top 10 nation brands in the world, firstly, by turning 15 million South Africans (Adult population) into 15 million inspiring and moving billboards that live the brand promise.  After all, a brand is a marketing promise that is kept.  This will be achieved through three key strategic initiatives:

1) mass media advertising and communication that inspires all South Africans to inspire the world; 

2) “Live The Brand” program

3) partnerships and joint ventures. We also plan to facilitate platforms that will enable us to co- ordinate efforts with other stakeholders to enable this level of alignment e.g. conferences and sector engagements.  We are engaging partners who will specifically fun 2010 projects. 

We will align key stakeholders to the brand so they help project a coherent image of South Africa based on the brand position (differentiator) and in a way that helps establish the desired brand equities (brand essence).  The two elements that we plan to focus our attention on.  Firstly, we plan to develop a brand architecture/ brand relationship framework that gives stakeholders an opportunity to project the country brand in a coherent way, whilst at the same time allowing space for them to communicate and add associations to the master brand that the master brand would not be able to create for itself.  Secondly, we plan to develop a revised slogan that will add an element of competitive mindset and align the country prior to 2010.  This will replace “Alive with Possibility” as a pay off line, but not as the brand essence. 

Communication Resource Centre

In the build-up to 2010, media will progressively assume a greater role and influence in shaping South Africa in the eyes of the world, including the domestic arena.

The Communication Resource Centre and its sister Information Resource Centre – representing the IMC’s internal media research hub – will undergo reorganisation during 2007/08 as part of gearing up for the longer-term objective of serving as a media information hub for the large number of journalists whose interest in the country will grow over the next few years.

CRC analysis of media practice around the FIFA World Cup 2006 in Germany underlines the importance of media facilities and services that would serve broadcast, print and Web media, including blogs and citizen-journalism outlets.

Media demand requires that information be segmented to cover such areas as the country’s preparations for the World Cup; up-to-date features of socio-economic development; encyclopaedic, fact-and-figure information packages; talking points on key challenges facing the country; links to information resources about neighbouring states; descriptions of relations between South Africa and the major world soccer powers, including Ghana, Ivory Coast, Nigeria, Cameroon and others on the Continent.

During 2007/08, priority will be given to:

· Broadening the monitoring and analysis of international media content to include media produced in languages other than English. Consideration is being given to French, Portuguese, Spanish and Chinese as languages in which the new approach could be launched;

· A more focused and segmented approach to researching African media, in view of the importance of the Continental dimension to South Africa’s successful preparation for and eventual hosting of the World Cup, and

· Increasing subscriptions, in the case of the Information Resource Centre, to popular media and research reports that would strengthen the IMC’s media communication.

3. DELIVERABLES FOR FINANCIAL YEAR 2007

3.1 GLOBAL MARKETING AND MOBILIZATION

	ACTIVITY
	DELIVERABLE
	TIMING
	COST IMPLICATION

	Mass media communication
	Intensify marketing and communication presence in current European hub (London) expand presence to other commercial hubs, New York in the USA and Mumbai (India) other hubs with strong soccer following, Brazil  (2008)and West Africa (2009)
	Start first quarter of FY 2007 up to the end of the year.
	R30 million

	E-marketing
	www.southafrica.info to be amongst the top 5 websites that register South Africa on major search engines globally (Google, Yahoo, MSN and AOL). Increase page impressions to 3 million  end of 2007

Translate sections of the web portal into languages spoken in identified hubs with strong soccer following. 
	By end of 

FY 2007
	R5 million

	Collateral and tools
	Update SA Story, translate and print sufficient quantities for distribution in hubs with strong soccer following.

Develop & produce “Africa The Good News” and other pre 2010 concepts

Build an image/footage library (for 2010)
	By end of FY 2007
	R5 million

	Trade and investment missions
	At least one mission per Target region North America, South America, Asia, The Middle East and Europe.
	By end of 2007
	R4 million

	Country Managers
	Mobilize key people in USA, UK and India. Improve media coverage. Engage expatriates. Manage key issues.
	Ongoing
	R6,2million

	Research
	Expand international research to cover identified hubs in the world.  National perceptions audit, FDI & economic insights and  stakeholder perception audit study.
	Once per annum
	R4 million

	International media promotions
	The focus with 2010 is going to be on influencing perceptions of key media and changing paradigms.

Key Projects:  

Media forums e.g. WAN (World Assoc of Newspapers)

Media conferences e.g. IMF (International Media Forum)

Media tours (in bound)

Media briefings
	By end of 2007
	R1.9 million

	Global South Africans
	Engage expatriates, keep them informed and use using them to market South Africa
	By end of 2007
	R1million

	Communication Resource Centre
	Expand the media analysis to include two soccer playing 

Content translation for 2010

Planning for media centres for 2010
	By end of 2007
	R1.1million

	Sub Total
	R58.2million


3.2 DOMESTIC MARKETING AND MOBILIZATION DELIVERABLES

	Activity
	Key Deliverable
	Timing
	Cost Implication

	Mass media communication

· Advertising
	Radio and TV advertising reaching 63% of the adult population at least 3 times per burst.
	Start April 2007
	R14,2 million

	Domestic media and Promotions


	· Publicity campaigns 

· Domestic media readiness Tours

· Distribution of SA aligned promotions and collateral tools

· Annual report
	Start April 2007


	R5.3 million



	Conferences
	·   2010 national communication partnership conference
	Aug/Sept 2007
	R 3 million

	Live the brand programme
	Targeting and training stakeholders identified as critical to delivering the Brand SA experience:

Engaging the public

Provinces

Host cities engagement

Home Affairs and Airport staff

Partnering corporates
	Start April 2007
	R4,2 million 

	Brand integration
	Ensure all provinces and thedti / TISA is aligned to the brand.

Develop clear brand architecture

Develop a sticky and compelling brand expression/tagline.
	Start April 2007
	R 0.5 million

	Sub Total
	R27.6 million


	4.
SPENDING PLAN

	
	
	
	
	
	
	
	

	A.  Programme
	Activities
	Timing
	Service Delivery Indicator
	Responsible Person
	Cost Implication 2007
	Cost implication 2008
	Cost implication 2009

	Global Marketing
	Mass media communication
	Start in 1st quarter of 2007
	Intensify marketing and communication presence in current European hub (London) expand presence to other commercial hubs, New York in the USA and Mumbai (India) other hubs with strong soccer following, Brazil and West Africa
	Marketing Director 
	R30 000 000
	R38 187 570
	R44 872 290

	
	E - Marketing
	Start in 1st quarter of 2007
	The number of links with other websites. Where (in the pecking order) the web portal appears when one searches for SA on-line. Increase in page impressions and maintenance of quality of information.
	Marketing Director
	R5 000 000
	R5 438 500
	R5 912 737

	
	Collateral Tools
	Start in 1st quarter of 2007
	Quality of collateral produced and the uptake from stakeholders
	Marketing Director
	R5 000 000
	R5 438 500
	R7 912 737

	
	Trade and investment missions
	By end of 1st quarter 2007
	Quality as measured in terms of who we reached out to, quality of communication and impact on the mission’s audience -  Outbound and inbound
	Stakeholder Relations

Director
	R4 000 000
	R4 350 800
	R4 730 190

	
	Global Support

Country  Mngrs 
	Ongoing
	Media coverage, number of relations forged with key people and expatriates, reinforce marketing activities.
	Country Managers
	R6 200 000
	R6 743 740
	R9 331 794

	
	Research
	Start 1st quarter 2007
	Quality of research and actions we are able to take resulting from the findings.
	Marketing Director
	R4 000 000
	R4 350 800
	R4 730 190

	
	Promotions 
	
	Leverage provided for marketing campaigns
	Stakeholder Relations
	R1 925 000
	R2 093 823
	R2 276 404

	Global South Africans
	
	On going
	Number of expatriates positively  engaged and responding to our campaign
	Country Managers 
	R1 050 000
	R1 142 085
	R1 241 675

	Communication Resource Centre
	
	Start 1st quarter 2007
	Expand the media analysis to include two soccer playing 

Content translation for 2010

Planning for media centres for 2010
	General Manager CRC
	R1 100 000
	R1 196 470
	R1 300 802

	SUB-TOTAL (A)
	
	
	
	
	R58 275 000
	R68 942 288
	R82 308 819


	B. Programme
	Activities
	Timing 
	Service Delivery Indicator
	Responsible person
	Cost implication 2007
	Cost implication 2008
	Cost implication 2009

	Domestic Marketing and Mobilisation
	Mass Media Communication
	Start first quarter 2007
	Projected number of people reached at correct frequency.
	Marketing Director
	R14 200 000
	R16 206 730
	R17 619 956

	
	Promotions
	Start 2nd quarter 2007
	Publicity campaigns, 2010 conference, annual report and distribution of SA aligned promotions and collateral tools.
	Stakeholder Relations & Marketing Directors
	R8 300 000
	R9 027 910
	R9 815 144

	
	Brand Integration
	Start 1st quarter 2007
	Brand architecture is developed and rolled out and brand expression or tag line revised.

All provinces and Dti/Tisa’s export and investment divisions are aligned.
	Marketing Director
	R500 000
	R543  850
	R591 274

	
	Live the brand
	Start 1st quarter 2007
	The number of brand ambassadors, and institutional stakeholders we convert and the number of brand expressions that result
	Stakeholder Relations  & Marketing Directors
	R4 200 000
	R4 568 340
	R4 966 699

	
	SUB-TOTAL (B)
	
	
	
	R27 600 000
	R30 346 830
	R32 993 073


	C.   Programme
	Cost Drivers
	Timing 
	Service Delivery Indicator
	Responsible person
	Cost implication 2007
	Cost implication 2008
	Cost implication 2009

	Support
	Personnel 
	Monthly
	Employees activities’ aligned to the IMC mandate
	CEO
	R15 175 000
	R16 418 148
	R17 762 611

	
	Administration
	Monthly
	Adequate administrative support is provided to achieve IMC’s goals.
	CFO
	R6 977 000
	R7 676 583
	R8 433 181

	
	Professional Fees
	Monthly
	Support services are procured to achieve IMC’s mandate
	CFO
	R3 069 000
	R3 338 151
	R3 793 316

	
	SUB-TOTAL (C )
	
	
	
	R25 221 000
	R27 432 882
	R29 989 108

	
	GRAND TOTAL:  

(A) + (B) + (C)
	
	
	
	R111 096 000
	R126 722 000
	R145 291 000
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