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TOURISM ARRIVALS TO SOUTH AFRICA

NORTH AMERICA

e 406,192 Arrivals
e 14.9%7 from 2015
« CAGR 14-16: 4.8%
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« 67546 Arrivals
e 34.3%7T from 2015
« CAGR 14-16: 1.8%

GRAND TOTAL

« 10,044,163 Arrivals
e 12.8% 7 from 2015
« CAGR 14-16: 2.6%
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CENTRAL & SOUTH AMERICA &

EUROPE %

« 1,525,836 Arrivals
| ¢ 15.8% T from 2015
ll CAGR 14-16:5.7%
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e 1,472,494 Arrivals
e 11.2% T from 2015
e CAGR 14-16: 1.5%

MIDDLE EAST 4

e 71,532 Arrivals
e 341%7 from 2015
» CAGR 14-16: 16.6%
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ASIA

328,030 Arrivals
e 30.3%7 from 2015
» CAGR 14-16: 10.3% ‘
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131,910 Arrivals
e 10.9%7 from 2015
« CAGR 14-16: -0.1%
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AUSTRALASIA'

INDIAN OCEAN ISLANDS

» 29,018 Arrivals
e 245%7 from 2015
« CAGR 14-16: 14.6%







" SOUTH AFRICA ECONOMIC STAT! s

INEQUALITY AMONG THE HIGHEST IN THE WORLD |- |
“INTEREST RATE AND INFLATION: ON THE RISE <8
RATINGS: LOW- JUST ABOVE JUNK STATUS o




CoNTRIBUTED
TO THE'GDP IN 2016







5 IN 5 STRATEGY

(5 MILLION MORE TOURISTS
INCREMENTALLY OVER 5 YEARS)

THRUSTS TO MEET THE GOAL

BEING AN INSPIRED ORGANISATION
Build an inspired and energised
organisation that is motivated to meet

the defined goal

OPTIMISING MARKETING
INVESTMENTS @

Develop and implement an investment

strategy that allows SA Tourism to focus

on prioritised markets and segments Q

REASSESSING AND REALIGNING THE BRAND

Build a recognised, appealing, resilient and

competitive tourism (and business events)
DEVELOPING EFFECTIVE PARTNERSHIPS
Collaborate with partners, both local and

brand for South Africa across the target
markets and segments
international, to maximise synergies, enhance
traveller experience and close sales

Drive operational efficiencies in all
activities, including human, marketing
and other resources available to SA
Tourism




NEW OPERATING MODEL

Marketing Investment Framework
The priority list from the investment framework is based on market’s tourism potential, South Africa’s ability to win in the market, the cost

of acquisition of tourist from the market
‘x 1 1+5

in Europe
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: . in Asia Pacific
In Americas
8 Additive numbers in grey
represent ‘strategic’ markets +4

- Darker shade represents
‘Core’ markets in Africa

- Lighter shade represents
‘Strategic’ markets
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CASE STUDY: FRANCE

Tourist arrivals (France): 85 mill.+

Population (France): 66 mill.
+ Population (Paris): 2.2 mill.

Paris tourist arrivals down due to terror, but France is still world’s no. 1

destination

+ Paris saw a drop of 1.5 million tourists in 2016, as fears linked to terror attacks scared off visitors,
especially from China and Japan

Contribution to GDP: 3.6% - almost in line with SA
Contribution to Employment: 4.1% of total employment — slightly below SA (4.5%)
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COMPARISON OF SA TO FRANCE & BRAZIL

South Africa vs. Benchmark Countries
Spending, 2014

35%

22%

65%

78%

11%

M Inbound Receipts

B Domestic Receipts

CAGR Trip
2009-14 Spending

Domestic

Inbound X% e

Source: ‘Travel in Australia’, Oct 15, Euromonitor International; ‘Travel in South Africa’, Sep 15, Euromonitor International; ‘Travel in France’, Oct 15, Euromonitor International; ‘Travel in
Spain’, Sep 15, Euromonitor International; ‘Travel in The United Kingdom’, Sep 15, Euromonitor International; ‘Travel in India’, Sep 15, Euromonitor International; ‘Travel in Brazil’, Sep 15,
Euromonitor International
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HOW DO WE GET PEOPLE TR
ICA HOW DO WE BUILD A
TOURISM ECONOMY
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