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Executive Sum mary This study serves as a pivotal indicator of South Africa’s
standing within the contemporary globalized environment

. and its comparative analysis against other nations. Insights
As part of Brand South Africa’s mandate to from the Global Reputation Study are crucial for positioning

monitor and enhance South Africa’s Nation the country as an attractive investment destination and a
Brand Reputation, in collaboration with desirable place to visit, live, and work.
government, the business sector, and civil
society, the organisation conducts global
research to assess the country’s reputation @ Evaluate perceptions about South Africa across key

Key Study Objectives

and Competltlveness u key strateglc © Ilgéirt?filtlsct)pgrg;':ﬁg(\%éknesses, opportunities, and
markets. threats impacting South Africa’s global reputation.
(L) Inform and promote collaborative strategic public,
In today’s interconnected world, a nation’s reputation is private & civil society initiatives aimed at enhancing
fundamental for attracting investment, tourism, and talent. @ South Africa’s image and competitiveness in the
Understanding South Africa’s position relative to other nations global arena to attract investment, tourists & talent.
is essential for identifying areas of strength and areas needing
improvement.

9800 online international surveys conducted among people who are familiar and unfamiliar with South
Africa

« Tourists that have travelled internationally for leisure purposes at least twice, during last 2 years.
+ Talent considering studying or working abroad. Businesspeople with international background and
decision making

Screening questions
and profiling

DTSN Five brand dimensions: 1.Tourism, 2.Investment, 3.Exports, 4.Talent (Workers and students), 5.General
dimensions reputation

Distribution by Target ~ Seventeen target markets-Americas (2): United States and Canada-Europe (5): UK, Germany, France,
market (country of Netherlands Switzerland-Asia (6): China, Japan, India, UAE, Saudi Arabia, Australia-Africa (4): Ghana,
origin) Kenya, Egypt, Botswana

Competitors Nine competitors-Nigeria, Egypt, Vietnam, Thailand, UAE, Turkiye, Chile, Brazil, United Kingdom

Desired rank of The survey employs a desired rank of perception set at 3.5. We call it the Love Mark, the point where a
perceptions Nation can be considered to have a strong brand.
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South Africa has a good perception but there is
room for improvement, as none of the dimensions
reach the "lovemark” (score above 3,5).

Exports lead the brand dimension benchmark followed by
Investment, which has improved significantly compared to
last year's report.

Tourism has experienced a slight decline in positive
perceptions and is now behind Prominence which has grown
significantly (general reputation of the country).

Perceptions about South Africa as a place to work have
increased and Studying in SA has experienced a
slight decline.

EXPORT INVEST  PROMINENCE  VISIT WORK STUDY

Perception of South Africa as a place to visit, invest, work or
study in and export from Scale: 0-Extremely negative, 1-Negative
2-Moderately negative,3-Moderately positive, 4-Positive,

5-Extremely positive.
2023 I 2022

International policies are having a positive
impact on South Africa’s perception and
global reputation.

In general, policies adopted by South Africa help
its perception among all the audiences within the
target markets.

The most notable support can be identified in the
peacekeeping efforts of South Africa, while the stance on the
war between Russia and Ukraine do not generate as much
positive perceptions about the country.

South Africa’s ICJ case against Israel has had a positive impact

on the country’s global reputation. A reflection of the country’s
growing Soft Power and influence in global politics.
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11%  Peacekeeping
efforts

Genocide

17% h
intent case

. RU-UA
14%  war stance

How do the following events/policies affect your general perception
of South Africa? Answers across all dimensions aggregated.
m Positive Not Affected Negative
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Economy and Natural assets are perception elements that have improved.

Three of the 13 perception elements are perceived significantly higher compared to the past study, with an
increase of approximately 0.14-0.34 scores.

These elements are Products and Services, Economy and Business Ecosystem, and Natural Assets and Scenery. Other
perception elements are perceived similarly over time by South Africa’s target markets.

Extremely
positive

Moderately Moderately
negative positive

Extremely

negative Positive

Negative

Governance
& Internal Policies

Foreign

Affairs
Mitigation

of Global Causes

Economy and
Business Ecosystem

Products and
Services

Culture,
Heritage and Art

+0,08

+0,03

Sports +0,06

Urban and /or Rural
Environment

Natural Assets
and Scenery
Education
System

Society and
Values

Well-Being and
Healthcare

Safety
and Crime

+0,35

South Africa’s Ranking in terms of Prominence ---Love Mark (3.5) I Gap 2023 i Gap 2022

Natural assets, Sports and Culture are
the strongest elements. Safety Forelgn

and Crime Affairs

Economy & Business Ecosystems, Products and
Services (Exports), Society and Values, and Education
are well ranked.

2,80 3,05
N
y S
Economy
and Business
‘\ 3,07 Ecosystem

2,65 2,32
ociet '
Mitigation of Global Causes, Well-Being and Healthcare andVatues Gias 4‘&‘%

and Governance are ranked moderately well. o Lol "‘(IAW s o
evel Services
- ’A’ “/' 3,55

While Safety and Crime is still a concern.

Natural Culture,
South Africa’s Ranking in terms of Prominence husets and 7 FEHETREE
B >4.0mm3.9-3.5mm3.5-3.03.0-25 mm<25 sports

---Love Mark (3.5)
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Economy and Natural assets are perception elements that have improved.

Among benchmarks South Africa ranks 3rd in the majority of the dimensions, only behind the UK and UAE,
except on Tourism and Study. When it comes to South Africa’s competitors’ perception, the United Kingdom
outperforms all countries across all dimensions.

South Africa does well overall, ranking third in the Prominence, Work, Investment, and Exports dimensions. Compared to the
last research study performed in 2022, these brand dimensions have jumped in the benchmark ranking. The Touristic perception
ranks lower than other brand dimensions, but maintains its benchmark ranking position compared to the 2022 report.
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Perception of South Africa in different dimensions compared to competitors Scale: 0-Extremely negative, 1-Negative 2-Moderately negative,3-
Moderately positive, 4-Positive, 5-Extremely positive

Strong correlation between perception and willingness to visit, invest or relocate,

respectively.

TOURISM
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MN: Moderately negative, MP: Moderately, P: Positive, EP: Extremely Positive
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Nature, attractive business environment, culture and history are the reasons to visit
or do business in SA.

Nature, Culture and People are the main incentives for people to visit, study or work in South Africa.

Attractive business climate, economic strength and stability, and low operating costs are among the top reasons attracting
business people to South Africa.
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Variety of natural and cultural attractions ‘
Culture, religion, history i
[ Varity of ententainments

Friends and famity there and

‘Good price
Good reviews
Easy to access [ to travel to

Good infrastructure and service
-
Tourism

Low Cperating Costs
[ —
" conomicsirenghsndsabitty
WVarlety of Sectors and Industries
High Entrepreneurial activity
Good Infrastructure and Accessibility
Qualified Labor Market and Access to Talent
Appealing Incentives
Good Legal System

Easy access to FDI Information

Export
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Economic Strength and stability

Low Operating Costs

Good Infrastructure and Accessibility
Varlety of Sectors and Industries

High Entrepreneurial activity

Qualified Labor Market and Access to Talent
Appealing Incentives

Good Legal System

Transparant Monetary and Fiscal Policy

Investment
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JANERRRREERRERERRRRRRRRARRTRRARA R R AR R AR RS

Value for money

Decent salary
High quality of life
Good infrastructure and public spaces

Tolerance and respect

Work

Good study opportunities

History and Cultural Heritage

People and values

Value for money

Good study infrastructure
Economic stability and strength
High guality of life

Tolerance and respect

Safe and secure

Study

#SAGlobalReputation

Global Reputation Study 2023/24 Report Launch Programme

Page I 5 BI'AND $mﬂ‘ Afvica

>

Inspiring new ways



The top associations in 2024 focused on positive aspects 68% of the time, representing an 11-percentage
point improvement compared to the same study conducted in the past.

Among the top associations in both cases, we can see Wildlife, Nelson Mandela, and Beauty, which have significantly
increased, surpassing Apartheid. The latter, along with Poverty and Crime, are the main detractors of South Africa’s
general perception.

Wildlife 1% Animals & Wildlife

Beauty 10% Apartheid

Nelson Mandela 10% Nelson Mandela

: Apartheid 8% Poverty
Crime 7% Crime :
................... D s e

Good 6% Nature

People 6% Beauty

Nature 5% Hot & Dry

African 5% Sun & Warm

Poverty 5% Diverse

Culture 5% Jungle & Forest

Tourism 3% Africa Continent

57% POSITIVE

Figure: Top-of-mind associations with South Africa by sentiment comparing 2022 and 2024 " 2023 Il 2022
USA is the most important target market.
When comparing digital demand in target markets, the United States take a clear lead in all the dimensions.

India is ranked first in Prominence due to the importance of Sports, in particular, Cricket. Other key markets are the United
Kingdom and India in Investment, Export and Study, and Germany in Tourism and Work.

Top target markets in each dimension

# Country Searches # Country Searches # Country Searches

1 ‘i USA - 926K 1 ‘i USA - M7K 1 ‘57 USA - 29K

2 M Germany A4 759K 2 EfE U.Kingdom - 103K 2 BiS V. Kingdom - 17K

3 BiE U.Kingdom v 660K 3 e India - 63K 3 e India - 15K

4 = India & 465K 4 W Germany - 52K 4 BN Germany T 10K

5 == Netherlands 4 409K 5 §l Australia - 41K 5 @l Australia - 8,4K
Tourism Investment Export

# Country Searches # Country Searches # Country Searches

1 e India - 787K 1 = ysa T 149K 1 ‘:—USA - 48K

2 B= ysa - 755K 2 EE u.Kingdom - 102K 2 L India 3K

3 EfE U.Kingdom - 476K 3 BN Germany T 7K 3 Bi=E u. Kingdom T 30K

4 e  Japan £ 302K 4 == India - 61K 4 BN Germany T 20K

5 @l Australia v 300K 5 0§ France T 47K 5 @l Australia - 18K
Prominence Work Study
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South Africa is most searched for its Cities, Monetary Policies, Metals, Sports and
Universities.

Digital searches show what global audiences search for online about South Africa. Destinations (cities
and regions) is the undisputed category for tourism related searches, followed by other generic searches
including Travel, Attractions, and Tourism Packages among many.

Safaris are the most demanded touristic activities. Monetary and fiscal policies and economy were most significant for
Investment, and Metals topped the list for Exports. Sports and Gastronomy lead in prominence and Universities for talent
attraction.

Destinations 14% Monetary & Fiscal Policies 20% Metals 22%

Travel Economic Strength Export From

Labour Market

Animal Watching Soft Commodities

Natural Resources

Tourism Attractions Grains
Unemployment

Tourism Import From

Renewable Energy

Tourism Packages Products From

Corporate Tax

Tours INVESTMENT Made In

TOURISM EXPORT

Cricket 14%
Jobs 25% Universities 32%
Local Gastronomy 12%
Exchange Programs And 27%
Football Worklin 25% Financial Aid
ootbal
Salaries Schools
Local Beverages
Jobs By Type Degrees And Courses
History
Jobs By Background Study
Security And Crime
Fields of Study
Cinema/Tv
TALENT STUDY

PROMINENCE

Head Office
103 Central St, Houghton Estate, ~ Telephone: +27 011 483-0122 Email: info@brandsouthafrica.com
Johannesburg, 2041 +27 011 483-0124 Website: www. brandsouthafrica.com
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