Markets that fall into the Watch-list box need to be rationalised to
understand the relative attractiveness of each market in this category.

An evaluation of the effort vs gain of investing in the watch-list markets was conducted. This resulted in a
ranking of watch-list markets.

LESS ATTRACTIVE & DIFFICULT

R —

Less attractive but Attractive & easier _
NN _ ATt i o ! Watch-list markets
easier : : J
Markets to drop off < N\ \ NN i i
LIieE Less attractive &  |/Attractive but difficult’
difficult HRiRR R il
_ L \ BHEHEHHEES SHHHRRHHTRY THRH
o
v

Markets that have possible strategic value®

MNote; Core, tactical and strategic markets were excluded from the original effort vs gain evaluation to give the scores for just the watch-list markets.
*This depends on the air lift and air capacity in the market as well as national imperatives. !
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SA Tourism leisure portfolio 2008 — 2010: The domestic market is a core

market that forms the base on which the tourism growth is built

)
@
1]
=]
o
-
E
=2
<

Portfolio Manager

Stakeholder

Global

_d‘A‘-_

Manager

Channel

Country Managé?‘

Manager

MARKETS

INVESTMENT
MARKETS

AFRICA
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Kenya
Nigeria
Angola
DRC
Mozambique
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ASIA & AUSTRALASIA

Australia
India

China (incl. Hong Kong)
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EUROPE

France
Germany
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The 9 core air markets account for 55% of air arrivals and 61% of foreign
direct spend (excluding Africa land) respectively

% of total air arrivals % of total foreign direct spend from
air markets

Other
markets

Other
markets
45%

Core

markets
55%

39%
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The immediate opportunity that can be gained from the nine core air

markets translates into 5,7 million arrivals

SA's market
share if we
convert just
those who
First timer SA's Travel intention in | intend to travel
holidaymakers in market the next 18 in the next 18 Potential
2005 Arrivals 2005 Target market share months months arrivals
Australia 77,238 23,580 2,200,000 2.2% 109,395 3.2% 186,633
France 101,139 PR 7,970,000 3.2% 439,944 13.8% 541,083
Germany 249 504 108,987 12,800,000 6.5% 1,081,600 28.4% 1,331,104
India 36,045 3,870 800,000 1.2% 115,240 4.0% 151,285
Kenya 20,738 1,691 400,000 8.9% 145,360 62.1% 166,098
Netherlands 116,244 48,925 4,100,000 14.0% 354,035 42.6% 470,279
Nigeria 28,995 5,339 1,000,000 6.1% 214,500 44 8% 243,495
UK 469,599 178,951 7,400,000 3.2% 683,760 4.6% 1,154 358
USA 233,417 90,431 27,000,000 0.6% 1.275.750 3.1% 1,509,167
TOTAL 1,332,919 514,483 59,570,000 4,419,584 5,752,503

Source: Branding Tracking results-2005, Departure Surveys 2005, StatsTool 2005
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Once we know which markets we are focusing on we do in-depth
segmentation to work out who we should be focusing on: eg USA

Priority in activating is on the Wanderlusters and the NSSAs with the long-term view that they

Demographics of target market
In the USA " ¥

Key Initial Segments
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Business Tourism:

Meetings are the most attractive segment within the business tourism market

Exhibitions

Global South Africa*
2002 | 2005 | 2002 | 2005

Travellers
(mn)

Rands Bn MIA, NAA | N/A WA
USE Bn NIA MIA MNIA MIA

s A large market with over 70
exhibitions in South Africa every year
and over 1.5 million attendees

« However, they tend to be mostly for a
domestic audience

MA [ NMA | NIA | NIA

e Moreover, there is a limited impact on
many of SAT's goals

+ Better data on foreign visitors to
exhibitions is needed before SAT
should invest in this market

Incentives

Meetings

Global South Africa*

Global South Africa*

2002 | 2005 | 2002 | 2005 2002 | 2005 | 2002 | 2005
Travellers Travellers
(mn) 3 4 004 | 0.04 (mn) 12 20 Nia | 0.24
Rands Bn 26 59 MIA 0.3 Rands Bn 297 | 317 MN/& 9T
USE Bn 8.3 9.3 NiA | 0.05 USE Bn 28.6 83 A 0.3

e High spend per frip
« Confributes to SAT's goals

» However, strong overlap with leisure
tourism and with meetings

« Smallest market of the Business
Tourism constituents

« Better data on visitor numbers is

needed before SAT should invest
heavily in this market

s Large market

« Contributes to SAT's goals,
particularly improving seasonality

e South Africa is well positioned to
serve this market with world class
facilities

« Although recently slipping down
ICCA rankings, South Africa has a
strong competitive position, and on a
number of delegates hosted basis, its
ranking is actually improving

Not a priority on their own —
form part of the corporate
meetings strategy

Meet SAT’s goals, large and
attractive market

* Estimates based on SAT departure surveys and Monitor analysis
Source: South African Departure Survey 2005, Monitor Analysis
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Business Tourism
The meetings market can be divided into three organisational types

e Meetings of representatives of governments and government institutions

e Usually within multi-lateral or regional organisations / institutions, to
negotiate relationships, set regional policy on key issues or set regional
investment agendas

e |GO meetings can be segmented into regional, international and large
international meetings

e Business-related meetings of private companies, sometimes including
customers, suppliers and other external role-players

¢ Sometimes include other corporate events such as exhibitions and
product launches

Corporate Meetings

e Meetings of professional associations, industry associations, non-
governmental organisations and academic groups

As:ﬁfig:g;::ﬁ | | ¢ Exchange information, network with other professionals
Me&ﬁﬁgs e Learn and develop their subject areas

e Association meetings can be separated into Small, Medium and Large
categories
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Defining Event Tourism

Tfie systematic development, planning, marketing and holding of events as
tourist attractions, the goals of which are: to improve the image of a

destination, increase tourist arrivals, improve seasonality and geographic
spread within a destination

Dimitri Tassiopoulis (2005). Event Management: A Professional and Development Approach. (2ndEd).

SAT Role bigEo Marketing Support Objectives

Boosting foreign Bran::iz:iirer;:sss A& Encouraging
tourist arrivals to SA m:estinatglnns domestic travel

@ South African Tourism
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* Aero |

s Aerobics & Fitness
» Archery

= Athletics

+ Badminton
« Baseball

« Basketball
Biathlon
Bocce
Bodybulding
Bowls
Boxing
Bridoe
Canoeing
Chess
Cricket
Cycling
Dance
Daris
Disabled Sport
Equestrian
Fencing

« Figure Skating
» Freediving
+ Golf

» Gymnastics
= Handball

s Hockey

+ lce Hockey
+ Judo

s Jukskei

+ Karate

& & & & & & & & & & @ ® 8 B 9

Korfball
Lifesaving
Motorsport
Netball
Pentathlon
Pool
Powerboating
Powerlifting
Rollerskating
Rowing
Ruagby
Sailing
Skiing
Sheep Shearing
Shooting
Snooker &
Billiards
Snowboarding
Soccer
Softball
Squash
= Surfing
= Swimming
e Table Tennis
» Taekwondo
+ Tennis
» Tenpin Bowling
= Triathlon
= Volleyball
= Water Skiing
» Waveski Surfing
= Wrestling

& & & & & & & & ® & & @2 # & 02 »

& & & @»

Source: SRSA

Where to Play

Sporting Codes to Prioritise

Current Domestic Value

(Serious adult participants +
Spectators at venues) x
Value per tourist

e Soccer

e Rugby

e Athletics
e Cricket

e Golf

@ South African Tourism
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Core

{nterventions:
WHAT SAT DOES

Strategic
| Focus on
Events

Info
Manage

Marketing
Branding

Strategic Interventions

Event criteria & selection
Awareness of support offered

Leverage opportunities

Strategic Research
Calendar of Events

Communication Platforms

Media Leverage
Brand Leverage

PR/ Communication Campaigns

Non-Core
Interventions:
WHAT SAT
FACILITATES

Graded
Accom.

Improve
Transport
Safety

Skills &
Service
Levels

Support Tourism Grading Council
Support Fedhasa/NAA/TBCSA

Facilitate Interactions

Support SATSA [ ASATA/ TBCSA
Support implementation of Plan

Facilitate Interactions

Support Theta
Support Events Industry

Facilitate Interactions

& South African Tourism
2007







