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FOREWORD FROM THE MINISTER AND THE
DEPUTY MINISTER

Over the past 27 vears, South Africa has established itself as a cohesive and non-sexist
democratic society. We need to build on this image to inspire our people and attract
investments.

AL this tifne, the world is grappling with uncertainty as it forges a way through the global
pandemic that is COVID19. Globally we are uncertain about what the world wil look lfke on
the other side of the pandemlc. However, what is certain is that the country’s brand witl
be even much stronger, and will remain the anchor for humanity as it has always done given
the challenges of the past.

As we implement the Strategic Plan, it will be important for us to make a meaningful impact
in the lives of our people. It is a chance for us to play our part by drawing from our diverse
sources of knowledge to fnspire the kind of change we want o see for the country, The
President has called on all of us to join hands and build an inclusive eeonomy and has
reaffirmed the NDP. Vision 2030 as the guiding torch towards a prosperaus South Africa that
is free from. poverty. The NDP Is a product of a process of consultation and participation by
all sectors of our society and was adopted by a multiparty parliament before ft was signed
by the President.

As a country, which is undergoing transformation, it is critical that we find lasting solutions
to address the high unemployment rate and incidents of gender-based vivlence, as these
take away from and disrupt energies directed at moving our natioh forward. We have a
vision for & prosperous future that requires greater efforts from all of us,

To this end, Brand South Africa must be at the forefront of raising awareness of a positive
country image and reputation. This means enhancing intferventions fhat will be
implemented to keep our country alive, bring ta life the conscioushess of the South Africar
dream and combat socio economic challenges. This will also include raising awareness
apainst forms of soclat ills that continue to bedevil our hard-won freedom, particularly
gender-based violence, We must focus our resources in ensuring that South Afticans unite
in their diversity and participate actively in programmes designed to influence, shape and
change attitudes that are detrimental to our success as & nation. The ethos of who we are
is what has carried our image and reputation over many decades of struggle to both
international and domestic audiences.
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There are many benefits to having a congdiidated brand image, with the most important
being that a consistent Brand Sduth Africa message creates strategic advantages in terrhs, of
trade and tourism for the country in an increasingly competitive markétplace.‘ We continue
to encourage ordinary citizens at home and abroad as well as corporate citizens in actively
supporting the work of Brand South Africa.

It ts important that this Annual Performance Plan 2022/23 has clear Indicators of success
that will contribute to the impact statements outlined in the strategic plan:

s A prosperous Nation Brand,
e A patriotic and socially cohesive nation.

The time has come for all of us to revive the hopes-and dreams enshrined in the NDP in
order for the country and its people to thrive. We must remain a Brand South Africa that is '
capable of showcasing the potential we have as a people, and our ability to rise up to and
be responsive to alt challengés faced. We need to ensure that we continue to drive soclal
cohesion, nation building, pride and patriotisty,

In the coming yéars, Brand South Aftica’s role would be to continue to indirectly contribute
towards the four critical NPP plllars on which it was founded, namely: peverty alleviation,
economic growth, job creation and social cohesion, The Play Your Part programme will
continue to be used to promote nation brand pride and active citizenry.

RS

MR MONDLI GUNGUBELE, MP

MINISTER IN THE PRESIDENCY

DATE:

MS THEMBI SIWEYA
DEPUTY MINISTER IN THE PRESIDENCY
DATE:




FOREWORD FROM THE CHAIRPERSON OF
THE BOARD OF TRUSTEES

It gives me great pleasure to table the Brand South Africa 2022/23 Annual Performance Plan
ta the Executive Authority. As the current Board of Trustees approaches the third year In
the role of Accounting Authority for Brand South Africa, we are excited ko provide strategic
direction in the development of an Annual Performance Plan that responds to issues in the
environment i1 line with the mandate of the organisation,

-t goes without saying that 1f we do not articulate who we are or what we stand for, the
warld will define us by our weaknesses, The work of Brand South Africa as the country’s
official marketing agency tasked with managing the country’s reputation in alt spheres of
socisty becomes and remains crucial, Perceptions matter because they influence decisions
to engage. {f we are not perceived to be an attractive destination for business, investment,
study and/or travel, then those much-needed nvestments will not be forthcoming. _'

The challenges posed by the COVID-19 pandemic such, as increased unemployment and a
stagnated economic growth cannot be ignored when assessing the performance of the Nation
Brand. Incidents of unrests atong with the measures taken to contain the spread of the virus
continue to be a strain on the feputation of the gountry both Internally and extemally.
Brand South Africa's agenda therefore remains imperative given the country’s current socio-
economic challenges and plans to counter these challenges through an aggressive
investment and country prometion programme as outlined in the orgamsatwn 3 Annhual
Petformance Plan 2022/23.

During the 2021/2022 financial year, the Board of Trustees hosted a Strategic Review session
which was attended by the then Acting Minister in the Presidency, Ms Khumbudzo
Nishavhend, who provided Input to the organisation’s strategy.

The Acting Minister's address and subsequent discussions emphasised several key points
including the following:

o The 6th Administration has identified 7 priorities that will fast track South Africa’s path
to prosperity.

. The importance of discussing the narrative around our country {owr response in the
country and on the continent to the Covid-19 pandemic; and the Economic
Recanstruction and Recovery Plan).

» The original motivation for the creation of Brand South Africa.

10
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o ASouth Africa that is fit-for-purpose requires a Brand South-Africa that is fit-for-purpose.
» The focus should be on bacoming a highly effective and capable entity.

e Brand South Africa must be a centre of excellence that is internationally competitive,
respected and internally beneficial,

This Strategic Review session also included the participation of the Board as welt as Senior
Management. Therefore, the 2022/23 Annual Performance Plan has the support and
endorsement of the Board of Trustees.

The Board of Trustees commits ftself to ensuring continued oversight of the organisation so
that Brand South Africa remains an effective and reliable entity with a good corporate
governance standing. The Beard fntends to work closely with Management to address
governance challenges identified in the 2020/2021 AGSA sudit, and we are confident that
internal control chailenges will be addressed.

In response to the outbreak of CGVI.D-19 in South Africa, and the surge in reported cases of
gender-based violence during the 2020/21 financial year, Brand South Africa developed and
implemented proactive and reactive communications’ intetventions to support the
Governments' efforts to curb the spread of the virus and to call for an end to gender-based
violence, True to our values, the organisation will continye to approach challenges with a
‘can-do’ attitude for the 2022/23 financlal year and beyond. We are proud of the entity's
achievements to date.

On behalf of the Board of Trustees and the entire Brand South Africa team, | would like to
acknowledge the role played by the GCIS, which provides oversight in respect of Brand South
Africa. With the support of the GCIS, we commit to contihue to bulld a sustainable,
trustworthy, quality and innovative organisation. | believe that if we keep these themes at
the heart of how we engage with all stakeholders, we wilt remain worthy custodians of the
Nation Brand. To continue this journey, we must hold each other accountable for delivering
on our purpose and ensure that it is reflected in new initiatives and dally decisions.

VN \)@bwﬂf frote

MS THANDI TOBIAS-POQKOLO

CHAIRPERSOI‘ OF THE BOARD OF TRUSTEES

pare:_ 21 10| bﬂ_ﬁ/
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FOREWORD FROM THE CHIEF EXECUTIVE
OFFICER

The mandate informing Brand South Africa’s work 1s derlved from the organisation’s Trust
Deed, which essentiaily anchors the organisation as an entity tasked with detivering
integrated and coordinated marketing, communications, reputation management solutions
and interventions as it marketé the South African Nation Brand locally and abroad.

"Brand South Africa presents its Annual Performance Plan, for the 2022/23 financial year,
during a period when the world is still battling to manage the impact of the COVID-19
pandemic, The coronavirus pandemic has presented South Africa with an unprecedented set
of challenges that have strained the country’s resources, employment productivity plans as
well as the country’s health care Infrastructure. The South African Nation Brand Reputation
and the levels of social cohesion have not-been spared from the negative impacts of the
pandemic. The current global and domestic climate requires a more focused output from
the organisation’s Annual Performance Plan in order to influence perceptions; batance the
namative about the country as well as encourage South Africens to rally behind the Nation
Brandl.

As outiined in the Brand Souith Africa Strategic Plan 2020/21-2024/25, the organisation’s
Strategy is directly aligned fo the NDP, the MTSF 2019-24, the priorities of the &%
Administration (within the ambit of its mandate as outlined above), domestic and
intemational envirohment and more recently the Economic Reconstruction and Recovery
Plan, in its planning, the entity constdered the successes and chalienges experlenced' in the
delivery of its strateé‘lc intent, in the 2020/21 financial year. Whilst the entity was able to
deliver on #s plaris for the 2020/21 financial year despite a sizable reduction in the entity’s
budget, this should not gontinue given the enormous task and mandate entrusted on the
organisation.

The 2020/21 financial year also allowed the organisation to adjust its execution model on a
number of activities in order to adapt to challenges Imposed by the COVID-19 pandemic.
These lessons witl prove useful in the implementation of the 2022/23 Anhual Performance
Ptan, |

In the coming year, Brand South Africa will focus its activities on the continent to leverage
and amplify on the AFCTA opportunity: will focus on positively improving South Africa’s
brand image and reputation internationally, The entity will continue to be the authority on

RV



the Nation Brand through implementing integrated marketing, communications and
reputation strategies in support of key strateglc global activities. The entity will further
achieve this by developing and articulating a South African Nation Brand identity that will
advance South Africa’s long-term positive reputation and global competitiveness. This will
be achieved through the fotlowing outcomes:

i.
if.
.
v,

improved Reputation of Brand South Africa as an entity;

Increased attractiveness and thereby competitiveness of the Nation Brand;
Increased Nation Brand advocacy and active citizenship; and

Aligned Nation Brand execution and experience domestically and internationally.

The above outcomes should thus translate into activities afmed at:

enhanéing the understanding of the Nation Brand performance among stakeholders;
contributing towards improved Nation Brand reputation and perceptions
domestically and internationally (through the Play Your Part programme and media
activities); _
utiiising the domestic and international platforms, ta enhance the awareness of the
Nation Brand identity, image and competitiveness including the value propesition of
the Natian Brand;

building a cohesive approach when marketing the Nation Brand among targeted
stakeholders; and

strengthening Nation Brand advocacy domestically and among GSAs.

Equally important are measures of success to the stratepgles and plans put in place,
Monitoring and evaluation witl play a crucial role in ensuring that impact s achieved.

i would like to take this opportunity to express Brand South Africa’s commitment to building
a cohesive Nation Brand Image and reputation through a focused implementation of this
Annhusal Performance Plan.

NS

MS SITHEMBILE NTOMBELA

ACTING CHIEF EXECUTIVE OFFICER

oare:_ 2% | 01/2000.




EXECUTIVE SUMMARY

Brand South Africa, previously known as the International Marketing Council of South Africa
(IMC), 1s governed by the Brand South Africa Trust Deed in terms of the Trust Property
Control Act (No.57 of 1988, as amended), and the Public Finance Management Act (Na.1 of
1999, as amended) (PFMA) in terms of which it 15 listed as a Schedule 3A Public Entity.

‘The organisation reports to The Presidency, with the Minister in The Presidency as the
Exacutive Authority, and recelves its budget through the GCIS. There is a crucial need to
leverage our position in The Presidency by positioning Brand South Africa as a leader, not
just a messenger/advyisor in terms of its mandate to promote and enhance the Natlon Brand
and reputation. Brand South Africa has to own and control the way the Nation Brand story
is told as well as the narrative. This is to ensure a cohesive and a coherent brand image is
achieved, To achleve this, Brand South Aftica must strengthen the partnership and
collaboration with the GCIS to leverage the platforms and interaction with stakeholders who
drive the global agenda.

Brand South Africa’s Annual Performance Plan 2022 72023 is outcome based and outlines
our objectives, goals, outcome indicators, initiatives and risks, including a plan in place to
mitigate the risks. '

The country continues to face challenges, which include global economic pressures, the
COVID-19 pandemic challenges, a substantial varfation in growth trends i Asia and Western
Europe, contitiued tensions driven by trade and political developments across key markets,
and even more agaressive competition among destinations for inward investment and the
world’s travellers. The Annual Performance Plan considers these factors and will enable us
ta continue to maximise the return on investment of Brand South Africa’s marketing efforts,
Within this global context, the South African environment is characterised by an
unsustainable economic trajectory: with a stagnating economic growth, rising
unemployment and income fnequality. This plan takes intc consideration domestic and
interrmtional environments.

Ta reinforce South Africa’s Natlon Brand positioning and valug propasition, it remains
imperative to win investor confidence by constantly disseminating messaging that will assure
investors that South Africa 1s a country filled with possibilities, has governance and
regulations in place to protect investors, At the centre of this Annual Performance Plan is
the President’'s Economic Recovery and Reconstruction Plan and a need fo refocus
intetventions towards improving the Nation Brand image and reputation among the

(T\) 14



International audience. The continent remains a key area of focus, a market that boasts 1,
3 billion people who are capable of tuming around Africa’s economic and soclal outlook,
This will be realised through leveraging on the African Continental Free Trade Area
(AfCFTA).

A Nation Brand encompasses all the attributes, strengths, and innovations that a nation
offers the world in all its spheres of activity (business, arts, tourism, sclence and inhovation,
infrestructure, manufacturing and governance), and depends on much more than
government activity, policy or l¢adership alone. Integrated marketing, communication and
reputation interventions are important in telling a South African story that will advance the
country’s reputatiqn, image and competitiveness.

Buliding a Nation Brand is therefore a collective national effort. it means that the reputation
of a Natlon Brand is determined by a multitude of activities driven by the citizens,
businesses, universities, civil soclety and government institutions. This Annual Performance
Plan further contextualises the targeted markets and audiences, and articutates the position
and posture of messaging.

In this rapidly evolving environment, Brand South Africa must discharge its mandate of
positively influgncing and enhancing the perception of our Nation Brand. The strategy
therefore seeks to deliver on a prosperous Nation Brand while contributing towards
patriotism and social cohesion within the nation.

In detivering the Strategy, thereby creating the Impact set sut, the following key responses
must be pursued: '

« Brand buflding activitles and campaigns: Campaigns based on sound insights, which
are executed with pariners for clear objectives, and outcomes that enhance our
Nation Brand as well as measures of success.

¢+ Reputation Management (domestic and international): To retain a consistent and
an attractive image of the country.

¢ Natfon Brand advocacy Inteﬁnationatty: Promoting Play Your Part, Globa! South
Africans, Pride and Patriotism programimes.

e Strengthen and shift the brand association away from previously dominant focus
areas {€.g., Mining), towards more relevant focus areas (e.g., Technology and
Manufacturing). ‘ o

« Ensure consistent messaging, positioning and cohéensus on:

' — Key elements of the Natlon Brand; and _
— Brand South Africa’s mandate, functfons and responsibilities.

15
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Finally, from an operational perspective, the strateglc activities required include;

» Research and analytically driven insights: Targeted programmes and Interventions
require data driven insights on resource allocation, trends, opportunities, threats
and required outcomes; and

+ Fostering and leveraging key partnerships and alliances: Intra-governmental
partners, tocal communities, civil saciety and individual citizens are all necessary
partners in dellvering a consistent brand experience.

In chischauging 1ts mandate, Brand South Afiica will engage ih a number of strategic initlatives
that will etavate and enhance the Nation Brand and disseminate contant around government
" initiatives (e.'g. state visits, -strategic international platforms, ministerial outreach
programmes), key organisational programmes and reputation management initiatives.

16




PART A - OUR MANDATE

The mandate of Brand South Africa is:

Brand South Africa is an entity of the State, which derives its mandate from the Constitution
of the Republic of South Africa, 1996 and relevant legislative and policy frameworks.

1. Updates to Legislative and Policy Mandates

Brand South Africa was established in 2002 in terms of the Trust Property Control Act No.
57 of 1988 and is listed as a Schedule 3A Public Entity in terms of the Public Finance
Management Act No. 1 of 1999,

As outlined in the Trust Deed, “the primary object of the Trust is to develop and implement
pro-active and coordinated marketing, communication, and reputation management
strategies for South Africa”. It is also guided by the country’s National Development Plan as
launched in 2013 as well as key priorities set by government. The aim is to contribute
towards economic growth, job-creation, poverty alleviation and social cohesion by
encouraging local and foreign investment, tourism and trade through the promotion of the
Nation Brand.

In line with the object of the Trust, its mandate is: To build South Africa’s Nation Brand
reputation to improve South Africa’s global competitiveness.”

The Trust Deed further guides the organisation to achieve this through:

1. Developing and articulating a South African Nation Brand identity that will advance
South Africa’s long-term positive reputation and global competitiveness.

2. Build individual and institutional Nation Brand alignment in South Africa to contribute
towards pride and patriotism among South Africans.
Seek to build awareness and the image of the brand in other countries.

4. Seek the involvement and cooperation of various government departments, public
entities, the private sector, the non-governmental sector and civil society in achieving
this object.
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1.1. Delivering the Organisation’s Mandate
1.1.1.Reputation Management and the Role of Brand South Africa

Reputation is the collective assessments of a country’s past actions and its ability to deliver
on improving business results to multiple stakeholders over time, including financial

soundness, quality management, products and services and market competitiveness.

A good country reputation has many benefits: it can increase investment, inspire investor
confidence, provide more equity and market share, secure loyalty, make media less inclined
to focus on negative aspects of the brand and increase tourism, among others.

To illustrate, a key component of Brand South Africa’s International Investor Perception
research is the Country Brand Health Funnel, which measures the country’s reputation
according to levels of awareness, familiarity, favourability, trust and advocacy. The figure
below illustrates the logic behind measuring these attributes and the way in which they

contribute to overall reputation management:

Figure 1: The Brand Health Funnel

Trust is built by consistently delivering on promises

Favourability
In general, familiarity breeds favourability and favourability, trust
| Familiarity is the bedrock of reputation and leads to favaurability |
Awareness
Without awareness there can be no reputation

Brand South Africa’s mandate to manage country’s reputation cannot be understated. It

requires the organisation to clearly articulate the reputation, competitiveness and
perceptions of South Africa both domestically and internationally. As the custodian of the
Nation Brand, our job is to promote our competitive strengths as well as how we address

challenges to its reputation.

_d—"—‘-._-_—
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The research cohducted by the entity produces invaluable insights on the country’s
reputation, and is disseminated to relevant stakeholders in order to influence and infarm
polley decisions and ensure message alignment. This is what informs marketing,
communications and stakeholder interventions which are developed by stakeholders.

Notwithstanding the Importance of positive storles to manage the country’s reputation, a
country also needs to analyse and undetstand the challenges to its reputation. From issues
of gender-based vialence, to berceptions of crime, corruption and mismnagement, Brand
South Africa must provide leadership in commuriicating how we are managing these
¢hallenges across the board (from government to business and to civil society), as these all
affect the reputation of the country,

1.1.2,Key considerations for the 2022/23 Financial Year

Brand South Africa s the entity tasked with. delivering integrated marketing,
communications, reputation management solutions and interventions as it markets the
South African Nation Brand locally and abroad, Furthermore, Brand South Africa exist I
order to indirectly contribute towards national objectives of economic recovery, job
creétion, poverty alleviation and soctal cohesion as informed by the NDP and this inform the
organisation’s strategy for_mulati_on and execution.

South Africa’s nationat strategy is driven and monimred through the Presidency, and the
Natfon Brand Strategy needs to be. an integral; part of this to ensure alignment. Natlon
Branding to increase global competitivenass can make a vital contribution to the key
priorities of the country, South Africa’s value-proposition and positioning must reflect the
country’s Vision 2030: and thus, the benefits of a close connection are evident,

Key considerattons for the 2022/23 financial year include:

¢ Trends in the Nation Brand space
» President Cyril Ramaphosa's priorities:
—~  towin the fight against the coronavirus pandemlc,
~  gocelerate economic recovery;
«~  implement economic reforms to create sustainable jobs and drive inclusive
- growth; fight corruption and strengthen the State; -

» The COVID-19 pandemic impact;
+ Increased polarity and divisiveness within the South African society, which leads to
decreased pride and socfal cohesion levels;
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A similar increase in polarity and divisiveness globally, where vaccine protectionism

and trade tensions will impact the competitiveness and attractiveness of the Nation

Brand;

Domestic social issues, such as the unrest in July 2021, that may pose a threat to the

reputation of the country if they resurface; and

Guidance from the Executive Authority which highlighted the following:

The original motivation for the creation of Brand South Africa in 2001 was in
response to the need for the country to be positioned globally as an investment
destination, partner in global governance and to leverage a coherent and
integrated Nation Brand to enable delivery on national strategic objectives.
Brand South Africa plays a strategic role that is required to support national
objectives and the Presidential Investment Drive.

2. Updates to Institutional Policies and Strategies

The policy and strategy mandate informing the strategic posture and intent of Brand South

Africa is guided by the below considerations.

Table 1: Alignment to Brand South Africa’s Strategic Plan 2020-2025 with NDP and

MTSF

Policy / Strategy  Key Considerations

NDP

NDP

MTSF

Chapter 7: Positioning South Africa in the World
Brand South Africa implements integrated marketing communications
and reputation management strategies with and through stakeholders

in positioning South Africa favourably among targeted audiences.

Chapter 15: Transforming Society and Uniting the Country

Brand South Africa implements three key programmes towards this
objective: namely the Play Your Part (PYP) initiative, the
Constitutional Awareness as well as the GSA

Priority 6: Social cohesion and safe communities

Brand South Africa is a delivery partner for Priority 6. The entity is
tasked with promoting awareness of the values enshrined in the
Constitution and promoting active citizenship through the PYP and GSA

programmes. The entity also provides insights on the following indices:
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Policy / Strategy  Key Considerations
social cohesion, active citizenship and national pride through its

domestic perceptions research study.

MTSF Priority 7: A better Africa and World

o Brand South Africa will leverage on AfCFTA to strengthen
relations with continental partners.

« Brand South Africa develops and implements a Nation Brand
strategy that promotes the country’s reputation, image and
competitiveness.

e Work with and through key stakeholders in the public, pr'ivate
and non-governmental sectors, Brand South Africa strives to
create an environment conducive to increased investment,
trade, tourism, attracting skills and major global events.

3. Updates to Relevant Court Rulings

There were no court rulings impacting Brand South Africa’s strategic context
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PART B - OUR STRATEGIC FOCUS

4. Positioning of Brand South Africa Inc.

Place and destination branding has become increasingly relevant as consumers and investors
continue to rely heavily on country images in making economic decisions. This is even more
important as countries battle with the impact of the COVID-19 pandemic.

In order to provide context for the positioning of Brand South Africa, it is necessary to be
reminded of the original motivation for the creation of the IMC in 2001, which was later re-
named Brand South Africa. The IMC was adopted by the Cabinet as a government initiative,
and from inception, it was designed as a country partnership that included the business
sector and civil society, supported by the broader South African public.

The South African government responded to the need for the country to be positioned as an
investment destination, partner in global governance and to leverage a coherent and
integrated Nation Brand to enable delivery on national strategic objectives. Twenty years
later and in a pandemic-ravaged world, the need for a coherent, integrated, and impactful
Nation Brand in a volatile global marketspace is more critical, than ever.

Brand South Africa is therefore suitably positioned to undertake the following interventions:

« Articulate who South Africa is (positioning, attractiveness and competitive
advantage);

o Articulate who South Africans are (their values, behaviour and character);

« Lead and promote awareness, agreement and alignment of brand promise: and

¢ Influence policy direction.
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5. Nation Brand Positioning strategy

For the 2022/23 FY, Brand South Africa seeks to reposition the Nation Brand value
proposition by articulating the South African story that builds on new brand associations.
This will be informed by research insights and implemented in partnership with strategic
stakeholders domestically and internationally.

This strategy will be cognisant of environmental developments and trends in the
domestically and internationally.

The positioning will build on brand associations of the country and underpin them with the

brand proposition of “Inspiring New Ways”.

The strategy will transform the image of the country domestically and internationally
through a unified vision, purpose and promise. An integral role will be played by the public
and private sector, media and civil society in ensuring that there is alignment in the
promotion of the Nation Brand to international audiences, as this impacts and shapes how

the world perceives South Africa.

"
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6. Situational Analysis

The situational analysis considers both the external and internal environments providing

context for developing the strategy of the organisation.

The COVID-19 pandemic has challenged countries around the world to perform beyond
measure in effort to keep their economies afloat, With economies having crashed,
businesses closing down and unemployment being on the rise like in South Africa. The world
has been under scrutiny. It is in this case that the year 2022 will be measured by the
continuing recovery of the global economy, although the growth will be slow. It is evident
through the management of the pandemic- in 2022 a number of sectors will be revived, with

unemployment rates continuing to drop and government lessening stringent measures.

From the success of managing the pandemic, global cities will emerge (regain their strength)
through being competitive in the world. However, with the use of digital tools as the world
experienced a rapid move into the digital age. Additionally, it is not doubt that climate

action will continue to shape business agendas in the year to come.

The Brand South Africa annual performance plan will require the organisation to be fully
cognisant of the key issues in the global, regional and domestic environment that impact
the performance of the Nation Brand. Brand South Africa will have to take advantage of
Nation Brand enablers to position the country favourably. As the custodian of the Nation
Brand, the organisation will be required to engage with stakeholder that have a key role to
play in addressing the brand disablers.

Figure 2: Nation Brand enablers and disablers
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6.1. Global Landscape

n 2021, the global economy was estimated to rebound by 5 5%, with 2022 being projected
to 4.1% - reflecting on the continued COVID-19 flare-ups, Uingering supply bottlenecks and
diminished fiscal support. Qutputs and investments in advanced nations were projected to
return o pre-pandemic trends in 2022 - remaining below in emerging markets and
developing econories, owing lower vaccination rates, more fear towards the pandemic and
tighter fiscal and monetary policies.

The following pointers are the key irends analysed for the -year 2022

Aceording to Euromonitor Intemational’s baseline forecast, due to continued medical
improvements and the consumption baost from pent-up demand -the fastest pace of
recovery has slightly decreased- the gkobal economy 1s expected to expand by 4.6%
(down from 5/7% in 2021},

It is lmportant to note that the COVID-19 pandemic wil,l continue to pose a great risk to
global econamic growth in 2022 ag the insufficiency of vaccinations in both advanced
countries; especiatly developing economies and new waves normally tead te tightened
restrictions of social distancing and the unwanted closure of businesses,

The continuation of supply chain disruptions and high inflationary pressures in 2022 will
have a large negative impact on global production and con_su'mption, which will
uttimately underane the overall global economic recovery.

Howéver, The Euromonitor International’s pessimistic scenario projects the global real
GDP growth to be stagnant in'2022 and only see growth in 2023,
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Figure 3: Global growth assessment
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Global growth is set to slow sharply, as the initial rebound in consumption and investment
fades and macroeconomic suppart is withdrawn. Much of the global slowdown over the
forecast horizon is accounted for by major economies, which will also weigh on demand in
emerging market and developing economies.

In contrast to the well-known advanced nations, most emerging markets are projected to
suffer from the continuing fear to output from the pandemic, with adversities that pose a
great risk to the return of investment or output pre-pandemic trends over the forecast
horizon of 2022-23.

The rebound in global activities coupled with the supply chain disruptions mentioned in the
section above, higher food and energy prices have compelled a pushed-up headline inflation
across a number of countries. It is evident through the data in global trends reports that tat
more than half of inflation-targeting emerging markets and developing economies
experienced above target inflation in the year 2021- shifting a higher focus to central banks
towards the increase of policy rates. Therefore, consensus forecasts anticipate median
global inflation to remain elevated in 2022.

Emerging market and developing economies (EMDEs) are experiencing a weaker recovery
than advanced economies, owing to slower vaccination progress, more muted policy
support, and more pronounced scarring effects from the pandemic. Vaccine access remains
unequal, with very low rates in low-income countries. After surprising to the upside in 2021,

global inflation is expected to remain above its pre-pandemic rate this year. Investment is
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expected to be sharply more subdued in EMDEs than in advanced economies. In 2023, per
capita incomes in nearly 40 percent of EMDEs will remain below their 2019 levels. Omicron-
related economic disruptions could substantially reduce growth in 2022".

6.2. Competitive Environment

In the 2019 edition of the Global Competitiveness Reporti (WEF GCI), South Africa was
ranked as the 60th most competitive nation in the world out of 140 countries. The country
slipped in the IMD 2021 World Competitiveness Yearbookii (WCY) where it was ranked. 62

out of 64 countries.

Figure 4: South Africa’s performance on the IMD WCY
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South Africa competes with other developing nations and for the longest time, the country
was considered as a gateway to Africa. However, with recent activities and competition
from challenger brands on the continent, the country’s competitive advantage and
positioning is no longer sustainable. The recent drop in both the WEF GCI and the IMD WCY
highlight the effects of the challenges that have been faced by the country and other
competitors’ determination to address their individual challenges and improve their brand

appeal.

! https:/ /openknowledge worldbank.org/bitstream/handle/10986/36519/9781464817601.pdf
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The IMD WCY highlights South Africa’s challenges as:

Deteriorating headline and youth unemployment.

Rising public debt levels amid a shrinking fiscal space.
Lack of decisive plans to revive the struggling economy.
Ongoing electricity supply problems and rolling blackouts.

Slow vaccination rates to fast track the post COVID-19 recovery.

The above list can however be expanded on to include Nation Brand disablers such crime,

inequality, gender-based violence, racial tension and hostility towards foreign nationals.

The Anholt-Ipsos Nation Brand Index (NBI) is another long-standing and influential global

study that focuses en the reputation of nation brands. The NBI measures six core attributes

to ascertain the level of impact a nation brand has on global audiences. The NBI is based on

a hexagon as outlined below, which is further used to unpack the South Africa’s South

Africa's competitive identity below.

Figure 5: NBI Nation Brand Hexagon

Investment &
imnvigration

Exports

Governance

- Culture and Heritage

If all the factors are taken into consideration it is clear that a Nation Brand’s strategic basis,

or source of content and influence is linked to economic, governance, people & culture,

trade aspects.

( \ , Q 28



South Africa country’s Competitive edge as a middle-income country is defined by its
attractive investment environment, world-class financial infrastructure, vibrant culture and
tourism sector. As the COVID-19 Pandemic continues to unfold, South Africa and its income
peers are fighting for greater visibility, voice and reputation anchors.

In the 2021, NBI South Africa dropped from a raking of 40 in 2020 to 44 out of 60 nations".
This drop cannot necessarily be attributed to South Africa regressing, however, as previously

mentioned; other countries have put extra effort in improving their brand appeal.

South Africa continues to find its way through the changing value chain landscape and has
positioned itself as the market of choice for innovation, agility, and sustainability. According
to Simon Anholt, global Nation Brand expert, the Nation Brands of the future are those who
poise their brands as Nations of Purpose, Global Change, Meaningful Impact and Cross-
Cultural Influence. Countries with better global images contributed more to the greater
good of the world and traded at a premium, while those whose images were negative
suffered “structural deficit”.

South Africa ranks 41st on the 2020 Good Country Index™, which is only three spots below
the United States and above Brazil and India. It is the highest-ranking African country.

Figure 6: South Africa Good country index performance
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At the 2021 Nation Brand Forum, Simon Anholt emphasised that recovery must be
underpinned by deeds not words. As South Africa navigates its way through the uncertain
post-COVID-19 World, it emerges as a middle-Income Country that has firmly placed itself
as a Country Committed to championing Continental objectives, while also highlighting

multilateral engagements.

As a middle-income Country, South Africa’s affiliation to the likes of BRICS, and its
successful lobbying of TRIPS has firmly placed our country as one which has a Foreign Policy

that is stepped on Health and Climate Diplomacy.
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6.2.1.  South Africa’s Key Market Competitors

Below is a list of South Africa’s key market competitors from a middle-income and
continental perspective and each country’s performance on the WEF GCl; IMD WCY; NBI and
Good Country Index.

Table 2: SA performance against competitors

Index / Report | Wi
O H b H DU H

Algeria 89/141 N/A 58/100 122/153
Argentina 83/141 63/64 49/100 73/153
Botswana 91/141 61/64 100/100 81/153
Brazil 71/141 57164 21/100 55/153
China 12/141 16/64 2/100 69/153
Egypt 83/141 N/A 45/100 96/153
Ghana 111/141 N/A 69/100 95/153
India 68/141 43/64 7/100 74/153
Kenya 95/141 N/A 60/100 71/153
Mauritius 52/141 N/A N/A 48/153
Mexico 48/141 55/64 20/100 75/153
Morocco 75/141 N/A 61/100 58/153
Namibia 94/141 N/A N/A 104/153
New Zealand 19/141 20/64 42/100 22/153
Nigeria 116/141 N/A 38/100 126/153
Russia 43/141 45/64 16/100 47/153
Rwanda 100/141 N/A N/A 76/153
South Africa 60/141 62/64 50/100 41/153
South Korea N/A 23/64 10/100 N/A
Tanzania 117/141 N/A 80/100 79/153
Turkey 61/141 51/64 32/100 56/153
Zimbabwe 1277141 N/A N/A 111/153

From a Nation Brand Management perspective, Brand South Africa will have to ensure that
the country’s competitive identity such as attractive investment environment, world-class
financial system, vibrant culture and tourism sector, and ‘good country’ standing are
strategically profiled with the objective to contribute towards achieving Impact Statement
1: A Prosperous Nation Brand in the Annual Performance Plan.
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Figure 7: map of South Africa’s competitive identity

South Africa’s

campetitive 1dentity

The organisation's domestic programme remains imperative in addressing nation brand
disablers such as crime, gender-based violence, racial tension and hostility towards foreign
nationals, poverty, inequality and the high unemployment rate. Programmes that are
aligned towards contributing to Impact Statement 2: A patriotic and socially cohesive
nation, in the Annual Performance plan, are also aimed at addressing the identified Nation
Brand disablers, which weaken the Nation Brand’s performance when compared to some of
its peers.

6.2.2.  Key selling features of the Nation Brand

The above gives context to our competitive environment whilst this section highlights the
country messaging used to position the country’s Nation Brand. South Africa is a country
with developed first-world economic infrastructure and a growing emerging market. The
investment potential lies in its diversity of sectors and industries. South Africa is also a
major trading nation, exporting and importing billions worth of goods globally every year.
It also remains a gateway into the various regions of African markets.

The key messages, marketing and communications tools that will used in the execution of
the 2022/23 performance plan will aim to:

» Position South Africa as a globally relevant player and partner in trade and investment
that can compete with the best in the world.

e Showcase South Africa’s capabilities and strategic importance in the region.

31

=5



e Profile the country’s economic recovery strategy & implementation.

* Reinforce South Africa’s position as an attractive business, investment and tourism

destination.

» Showcase investment opportunities that will transform the economy and create more

employment opportunities.

o Highlight South Africa’s commitment to having zero tolerance for and fighting corruption

in all sectors of society.
e Promote advocacy, active citizenship and social cohesion.
= Encourage a collective approach to address Nation Brand Disablers.

s Strengthening and promoting regional trading (continent)

6.3. Stakeholders and Target Audiences

In order to identify and realise opportunities to inform, understand, problem-solve, plan,
and deliver better against the mandate of the organisation, Brand South Africa has mapped

its target audience and key stakeholders.

Figure 8: Audience and stakeholder map

Strategic . Tertiary
Platforms BRIC nations dtic Treasury Economists L
G20 Nations Fantign Presidency DIRCO Trade Unions  Civil Society
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Government

Influencers
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Inspiring new ways

News and Business Business
Business ADC African Union
= current affairs chambers lobbyists * e
. . Internati
Pan-African Big business MR Nepad
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A key outcome of the current organisational strategy is the Aligned Nation Brand execution
and experience domestically and internationally. Research studies devoted to identifying

the reputational standings of nations, or Nation Brands, typically measure the reputation of
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a hation on various eleinents some of which will be beyond the direct influence of the Nation
Brand Management agency, Building a Natlon Brand is therefore & collective national effort
and requires that a broad specttum of stakeholders.

The below table provides a high-evel overview of the work that must be done to strengthen
retationships with stakeholders and reach wider audiences in the process of Implementing

the annual plan,

Table 3: Audience and stakeholder engagement guide

Centre of Government
(Presidency / GCIS)

Leverage Brand South-Africa’s location with Presidency/GCIS as
centerpiece « strategically placed to tap Into stakeholder platforms in
terms of the Hexagon.

Shepe narrative, shape perceptions nationally.

Estahblish policy guideline for cohesive messaging and coordinaum,
including provinces, local sphere, and departments. :

| Stakeholders who drive
global agenda in terms
of Brand enablers (eg
SAT; InvesiSA; DIRCO,
DSAG)

Posttion Brand South Africa as the leader of act1v1t1es, caottinator
and message shaper,

Intentional and proactive in engagernent with brand awners fn terms

of the & piltars of the Hexagon,

Worlc with the GCIS to leverage the plaiforms and ihteraction with
the stakeholders wha drive the global agenda,

Utiltise new platiorms for engagement - digital platforms.

chambers, corporates

Business  associations, -

Increased awareness of Brand South Afnca svalue. propomtieh
amongst business.

Strengthen partnerships with business formatlons leverage
information craft story/reasons to believe in South African
competitiveness (they have a wealth of information),

Business voice is trustied ~ win with business to support our agenda.

Empower business with tools that promote South Afric:a’s Matiori
Brand e,g. messaging, Masterclass and toolkit

increase collaborat!on.
Promate South Africa as an investment destination of cheice.

South Afrfcans

Civil Saclety sector, n Leverage Unks with thelr international and domestic counterparts.
such as NGOs, trade " Leverage presence at key intemational fora,

unions, higher .

education x Promote messages of active clifzenship and sociat cohesion.

Key globally influential {= Identify friends of South Africa - Inflyential South Africans.

Conduct surveys to pick up on key sentiments,
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v Our peopte must betleve in South Africa and tive the brand. Whilst
implementing activities that witl position the country as a preferred
investment destination.

Domestic andt Global » Strengthen relationship with key tnfluential communicators (husingss
Mediz - with large & G8A’s) of our stories - _

global audiences « Strengthen relations with media/ news agencies,
» Develop an integrated global media platform approach.

v Proactive packaging of content such as research indices for positive
positioning of the country,

s Strategic targeting of relevant and fmportant reglonal media
partners.

6.4, External Environment Analysis

Brand South Africa’s operating environment is broad and influenced by many factors
Including, but hot imited to, areas of economics and trade, potitics, tourism, demographics
and socio-cultural matters. Several challenges and opportunities exist in the present.
operating environment; however, the 2022/23 financial year may require the organisation
to be innovative and adaptable whilst it creates awareness and responds to various macro-
trends.

6.4.1.Global Risks

According to the 2022, World Economic Forum (WEF) Global Risks Report the year under
review will be increasingly defined by the evolving impact of COVID-19, which is cited to
have both economic and social consequences that pose a critical threat to the world. Some
of these consequences of this has been the worsening levels of ineguality that have been
further accelerated by Yaccine inequality and resulted in uneven econotnic recovery, which
has risked'compoundln'g social fractures and geopolitical tensions, The report paints a bleak
picture of a post-pandemic would in which by 2024, developing economies such as Souith
Africa (excluding China) will have fallen 5.5% below their pre-pandemic expected GDP




growth, while advanced economies will have surpassed it by 0.9%—widening the global
income gap’.

In the reports, 2021 edition major trends identified in the Global landscape, which were
present prior to the COVID-19 pandemic, yet were further accelerated by it. Some of these
trends were related to Supply chain disruptions, inflation, debt to GDP ratios, labour market
disruptions, protectionism and educational disparities. These dynamics have had an impact
on both rapidly and slowly recovering countries alike, which all now face the increasing
challenge of restoring social cohesion, boosting employment and recreating the structures
of their national economies to thrive in an uncertain future. The unintended consequence
of this has been that emerging risks related to climate change, cyber security threats, de-
globalisation and the race for Global dominance amongst the USA, China and Russia have
been slightly ignored.

As the future remains largely uncertain, the following key Global trends are likely to define
the next five to ten years.

» Rising levels of Income Inequality

Economic, political, technological, educational and intergenerational inequality were
already challenging societies even before income disparities were escalated by the
pandemic. These disparities are expected to further widen as the World Bank estimates that
the richest 20% of the world’s population will have recovered half their losses in 2021, while
the poorest 20% will have lost 5% more of their income. It further states that by 2030, 51
million more people are projected to live in extreme poverty compared to pre-pandemic
trends. This is likely to culminate in income disparities that will be exacerbated by uneven
economic recovery, which risks increasing polarization and dwindling levels of social
cohesion.

+ Digital Ineguality

COVID-19 created an unprecedented shift towards digitalization, however given the uneven
levels of digital access and technological advancements, the shift occurred at varying
extents across the world. This leap towards hyper connectivity as stated by WEF has further

widened the income gap between advanced and developing nations as others have become

2 hitps: //www3.weforum.ora/docs/WEF_The Global Risks Report 2022.pdf
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more competitive, while others have remained unchanged in a pre-pandemic analogue
economy. Cited as digital inequality, this is a short-term risk in both Latin America and Sub-
Saharan Africa. Which are largely considered to be the regions that will grow the least in
2022 and beyond. This increasing pressure to digitise has placed both financial and
infrastructure strains on developing nations, who in their quest for post pandemic recovery
face an uncertain future in how they will restructure their economies to meet the demands
of a digital world. This risk must also be viewed in relation to the growing threat of
digitisation to existing labour market dynamics, with more and more developing nations
facing the often-difficult decision of technological advancement at the cost of traditional
employment. As the next to ten years draw nearer developing countries who had made gains
in the pre pandemic period will regress significantly as the rate of digitization, labour
market sophistication and digital inclusion will continue to pose barriers to their ability to
adequately compete.

o Uneven Economic Recovery

Growth among emerging market and developing economies (excluding China) is anticipated
to unfold at a modest rate of 4.4%. This is largely attributed to the unsustainable demand
for commodities in the Global market, rendering it short term in nature and insufficient to
restore economic growth and performance to pre-pandemic levels. Overall, the outlook for
emerging markets and developing economies will likely be dampened by the lasting legacies
of the pandemic - erosion of skills from lost work and schooling; a sharp drop in investment;
higher debt burdens; and greater financial vulnerabilities. Growth among this group of
economies is forecast to moderate to 4.7% in 2022 as governments gradually withdraw policy
support?.According to the World Bank low-income economies, where vaccination has lagged,
growth has been revised lower to 2.9%, indicating the slowest pace of growth in the last two
decades. The group’s output level in 2022 is projected to be 4.9% lower than pre-pandemic
projections. Fragile and conflict-affected low-income economies have been the hardest hit
by the pandemic, and per capita income gains have been set back by at least a decade”.

Large differences in vaccination rates between countries are also adding to the unevenness

3 https: / /www.worldbank.org/en/news/feature/2021/06/08/ the-global-economy-on-track-for-
strong-but-uneven-growth-as-covid-19-still-weighs

* https:/ /www.worldbank.org/en/news/feature/2021/06/08/ the-global-economy-on-track-for-
strong-but-uneven-growth-as-covid-19-still-weighs
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of the recovery as renewed outbreaks of the virus are forcing some countries to restrict

activities, resulting in bottlenecks and adding to supply shortages®.

s Uncertain Geo-Political Landscape

China and the USA’s continued tussle for Global dominance is projected to dominate many
aspects of the global geopolitical landscape. This is important to note as geopolitical
dynamics and more importantly geopolitical risks indicate the growing fragility of relations
between nations. The increasing political, economic, military, and cultural/ideological
tensions between China and USA pose a risk to the overall stability of the Global order. In
the next five to ten years, China and the USA will seek to counter each other’s dominance
in the areas of Technology, Economics, Geospatial arrangements and development finance.
China’s Belt and Road Initiative to expand an interdependent market for China as well as
grow its economic and political power across the Globe has become one of the biggest
threats to the USA's dominance. As a result, the USA has significantly increased its defence
budget by looking to counter China’s presence in strategic geospatial zones that are key to
its strategy for economic, political and military expansion. The consequence of this is that
the world is likely to be pushed into a bipolar Global order that resembles that of the Cold
War period, increasing pressure for nations to pick a side or risk being collateral damage.
COVID-19 has further intensified tensions and it is projected that while direct military
confrontations may be unlikely, proxy wars on the fronts of economic exclusion/inclusion
and cyber warfare/technological competition are likely to define the period ahead. For the
developing world, this is likely to take the form of increased economic support from both
powers; however, this will carry a number of obligations. In addition to this, the Global
political landscape will be increasingly defined by political polarization and fragmentation
that will make it increasingly difficult for stable governments to be formed and to remain
in power in many parts of the world. Conflict risk will remain dangerously high in many parts
of Africa, the Middle East, Central Asia and East Europe in 2022.

e Climate Change
According to the 2022, WEF Global Risks Report Climate change is already manifesting

rapidly in the form of droughts, fires, floods, resource scarcity and species loss, among other
impacts. Governments, businesses and societies are facing increasing pressure to mitigate
the worst consequences. However, these efforts are being hampered by a disorderly climate

transition characterized by divergent trajectories worldwide and across sectors that risk

5 https: //www.imf.org/en/Publications/ WEQ/ Issues/ 2021703/ 23/ world-economic-outlook-april-
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further driving apart countries, while also dividing societies creating barriers to
cooperation.

Countries like South Africa are continuing down the path of reliance on carbon-intensive
sectors risk losing competitive advantage through a higher cost of carbon, reduced
resilience, failure to keep up with technological innovation and limited leverage in trade
agreements. However, like many developing countries, South Africa faces the difficult task
of shifting away from carbon-intense industries just as coal power stations, which currently
employ millions of workers. The consequence of a hasty transition is likely to trigger
economic volatility, deepen unemployment and increase societal and geopolitical tensions.
Adopting hasty environmental policies will also have unintended consequences for nature—
there are still many unknown risks from deploying untested biotechnical and geoengineering
technologies—while lack of public support for land use transitions or new pricing schemes
will create political complications that further slow action. A transition that fails to account
for societal implications will exacerbate inequalities within and between countries further
heightening the possibility of geopolitical frictions.

6.4.2.Global Economic Trends

“Slowbalisation”, the slowdown in globalisation as an economic and social trend has been
identified by the Economist. This is shown through falling trade numbers as a portion of
global GDP, falling global profits for multinationals and FDI levels dropping from 3.5% in
2007 to 1.3% in 2018. This phenomenon is likely a residual effect from the Global Financial
Crisis in 2008, as well as radical policy shifts in the USA regarding the US-China trade war,
as well an increasingly isolationist policy manifestations in so-called advanced markets.
Additionally, South Africa is adversely impacted by the 15.1% decrease in FDI inflows in
South Africa 2019. However, the global flows of FDI are under severe pressure this year as
a result of the COVID-19 pandemic®.

Slowbalisation may be a result of another trend: “Reshoring.” Manufacturing economies like
Germany and Japan are moving their production out of value chains in developing countries
back to their home countries through robotic and automation improvements, to production
lines in country. This is a threat to South Africa’s competitiveness and Nation Brand, where

countries like Germany and Japan have production lines (e.g., the auto-industry) invested

b https://santandertrade.com/en/portal/establish-overseas/south-africa/foreign-investment
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in South Africa. It is impoﬁ:ant to adapt to the expectations of these countries tn order to .

maintain their business interests.

The 4" Industrial revolution technologies, facilitated by an increase in centrally stored
information, connected through telecommunication networks, are driving the advances
pehind this trend. Elements. such A.l, loT, machine learning, predictive analytics,
avtormation, and improvements to robots have allowed. new forms of preduction and new
methods of creating value. This has caused major disruption to tong-established industries,
from media and manufacturing to tourisin ahd finance.

Finally, an important and international factor that is impacting socip-political, economic
and technological shifts is the continued global impact of climate change. It is predicted
that In 2025, average global temperatures will have increased by 2 degrees exacerbating
extreme weather condifiens and ralsing costs from natural disasters. This- will create
changed behaviours of consumers and create further economic costs impacting tourism
levals.

The rapidiy shifting global dynamics will Impact South Africa. Positioning of South Africa’s
Nation Brand requires a clear movement away from industnes and sectors where strong
current perceptxons may negatlvely influence the Nation Brand. This includes industries
such as mining & quarrying, fessil fuels and so on - industries where socio-political discourse
has been tumed against due to environmental and other concerns.

6.4.3. Regional Qutlook

Moving forward, saving- lives from COVID 19 must continue to take precedence, Keeping a
close watch on the ernargence uf- rnore transmissible and lethal variants, at home and
abroad, and responding with swift action must be a priority Faster and more fair
distribution of global vaccine supplies, expansion of local vaccine manufacturtng,
improvements in the distribution infrastructure and measures to combat vaccine hes1tancy
are hecessary to control the pandemic in Africa and avoid stop- and-go economic processes.

For the medium term, the single most viable route to Inclusive and sustainable development
in Africa is through advancing the structurat transformatlon of econorn‘res and building
_ pmductive capacities, A key focus fur many countries wlll be services and manufacturing

driven industrialization with format and decent employment, The industrialization of
agriculture and minerals processing could be avenues for progress » @8 recognized in several
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hational development plans. Another key area 13 to speed the digftal revolution, This entafls
deploying new technologies in aréaa such as revenue collection and anti-corruption efforts,
improving 3G and 4G network coverage, and'advancing 5G networks, including beyond major
citles. Firms stand to profit from new market opportunities, enhanced supply-chain
efficlency and restience as well as productivity increases. Consumers should see more
product chofces and leaming opportunities through digital transformation.

Trading under the African Continental Free Trade Agreement (AFCFTA)} in January 2021, The
agreement is ifkely be a big hoost to South African exports &s it finds new markets for its
products, This is an important consideration for Brand South Africa, Other positive
developments 1n the African region are a pickup in average growth rates at 3,6% in 2019,
with that number expected to grow. However, depending on the sector of interast, it is key
for Brand South Africa to consider levels of disposable income to identify markets of interest
both globally and regionally as disposable income may be a stronger indicator for investment:
and tourism flows. Economic diversity and camplementaﬁty might be a better Indicator for
trade flows, '

6.4,4, Domestic Environment

Economic transformation in terms of 8-BBEE and poverty alleviation is enabled by strong
and consistent economic growth. Thus, economic growth is a high prierity outcome that has
achleved consistent focus in terms of the NDP, although performance has been lacking due
various local and internatforat factors. The debt to GDP ratie of the country has grown
significantly over the past decade as underperforming SOEs have placed an Increasing
burden on the fiscus. SOEs play a critical role in advancing the agenda of a developmental
state - like South Africa. To this end, an tmproved reputation {and governance) of South
African SOEs stand to have a major positive impact on the over-all reputatian of the Nation
Brand, - '

As indicéted, South Afriea is currently navigating critical socio-economic challenges. Nation
Brand disablers such crime, inequality, gender-based violence, racial tension and hostility
towards 'form‘gn nationals are fuelled by existing socla-economic challenges and
simultanesusly can exacerbate these chatlenges.

To address and respond to these trends Brand South Africa’s Programme 2 has developed
varlous tnterventions by implementing global reputation stucies, activities that reach

various geographic regions and that fllustrates the attractiveness of the Nation Brand to

intemationel audiences. Programme 2 also has initiatives to drive the PYP programmes and
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support individual PYP ambassadors; and promotes constitutional awareness. These
prograrmmes promote active citizenry and social coheslon amongst South Africans.

The public discourse around these challenges has become increasingly potarised. South
Africans are losing their trust in government: perceptions of comprotmised governance
particularty highlighted by the Commission of Inquiry into State Capture,‘ffequent reports
of government corruption, declining levels of trust in the judiciary as well.as rising level of
unemplayment and inequality. The next five to ten years for South Africa are likely to he
challenging as disconkent mounts due to increased pressure placed by a decade of single
digit economic growth, which has been further exacerbated by the COVID-19 pandiemic. The

" challenge for Brand South Africa will be to remind South Africans about the contintied

promise the country holds, while also reminding the world of South Africa’s recovery
progress and potential.

The South African Economic Reconstruction and Reco{rery Plan (ERRP) builds on the common
ground established by the social partners - government, labour, business and community
arganisations, First tabled at the height of the Pandemic in Qetober 2020, the ERRP formed
part of measures taken by the government to restore the economy for inclusive growth
following the devastation caused by the COVID-19. The work that govemment has embarked
upon to rebuitd the economy after the devastation of COVID-19 is glided by the vision ta
2030 of the NDP and the programme that was outlined at the beginning of the sixth
dentocratic administration, where government set out the key priorities to drive change and
transformation in South Africa, : ' - '

The ERRP alms to build a new economy and unleash South Africa’s true potential, The
overarching goal of the plan is to create a sustainable, resflient and inclusive econocmy and
alms to focus on the following priority areas: Energy Security, Increase Industrial base for

Job creation, Mass public employment programme, Infrastructure development, Macro-

economic development, Investing in the Gréen Economy, increasing Food Security and
Reviving the Tourism Sector,
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The ERRP aims to achieve its plans in the priority areas through the following four priority
interventions:

Government is embarking on a massive rollout of infrastructure throughout the country;
there will be an increased focus on critical network infrastructure such as ports, roads and
rail that are key to the economy's competitiveness. Infrastructure is also a core construct
of the ERRP due to its potential to stimulate investment and growth as well as to develop
other ecanomic sectors and create sustainable employment both directly and indirectly.

To ensure that there is active implementation of the infrastructure build programme,
government has established Infrastructure SA and the Infrastructure Fund with the capacity
to prepare and package projects. This approach is already encouraging private investors to
help government build capability for infrastructure delivery within the State and to develop
blended financing models. The Infrastructure Fund will provide R100 billion in catalytic
finance over the next decade, leveraging as much as R1 trillion in new investment for
strategic infrastructure projects.

The second priority intervention is to rapidly expand energy generation capacity.
Government is accelerating the implementation of the Integrated Resource Plan to provide
a substantial increase in the contribution of renewable energy sources, battery storage and
gas technology.

The current regulatory framework is said to be adapted to facilitate new generation projects
while protecting the integrity of the national grid. The work of restructuring Eskom into
separate entities for generation, transmission and distribution continues and will enhance
competition and ensure the sustainability of independent power producers going forward.
To achieve this, a long-term solution to Eskom’s debt burden will be finalised, building on
the Social Compact on Energy Security recently agreed to by social partners. Through these
measures, government aims to achieve sufficient, secure and reliable energy supply
capacity.
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The latest unemployment rate according to Statistics South Africa is 34.9%, with the largest
group of the unemployed falling within the youth segment at a record high of 66.5%. These
unemployment rates have been further compounded by the economic impact of COVID-19
and the successive lockdowns. As result, the ERRP recognises that there is an unemployment
crisis in the country and has thus made the third intervention to target unemployment
through an employment stimulus to create jobs and support livelihoods. This intervention
seeks to be large-scale job interventions driven by the State and its social partners to
commit R100 billion over the next three years to create jobs through public and social
employment.

The employment stimulus is focused on those interventions that can be rolled out most
quickly and have the greatest impact on economic recovery. At the heart of the employment
stimulus is a new, innovative approach to public employment, which harnesses the energies
and capabilities of the wider society.

The fourth key intervention is a drive for industrial growth. This is in the context of a steady
decline of the manufacturing base over many years. To place the economy on a new
trajectory, government will support a massive growth in local production and make South
African exports much more competitive. Government will build on the work that was being
done in several areas before the pandemic struck. Through the first two South African
investment conferences, government managed to secure pledges of around Ré64 billion in
new investment. To date, just under R170 billion of capital expenditure committed during
those investment conferences has been invested in projects for construction and buying
equipment that is essential to mining, manufacturing, telecommunications and agriculture.

South Africa currently imports around R1.1 trillion of goods, excluding oil, each year. If the
country were to manufacture just 10% of these goods locally, it is estimated that it could
add two percentage points to the annual GDP. The rest of Africa currently imports R2.9
trillion worth of manufactured goods from outside the continent each year. If South Africa
were to supply just 2% of those goods, it would add 1.2 percentage points to the annual
GDP, making this the goal of the country’s Africa Continental Free Trade Area (AfCFTA)

strategy.
K 2
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6.4.5. South African Economic Outlook

According to Statistics South Africa, the country’s GDP shrank 1.5% on quarter in the three
months to September of 2021, after a downwardly revised 1.1% rise in the second quarter
and compared with market estimates of a 1.2% decline. This was the first economic
contraction after four consecutive quarters of growth. Six out of ten industries recorded a
decline in production, with agriculture (-13.6% vs 6.2% in Q2), trade (-5.5% vs 2.2%) and
manufacturing (-4.2% vs -1%) the hardest hit, amid the twin impact of social unrest during
July and tighter lockdown restrictions. The transport and communications industry also
shrank (-2.2% vs 6.9%), as road freight transport into and out of KwaZulu-Natal was severely
disrupted by the violence, and several domestic airlines recorded flight cancellations
following travel restrictions imposed by the Alert Level 4 lockdown. Year-on-year, the
economy advanced by 2.9%, slowing from a record 19.1% growth in the prior period and
below market forecasts of a 3.5% rise.

Figure 9: SA Economic growth trends
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South Africa’s recovery has faced headwinds due to a sluggish vaccine rollout and damaging
civil unrest during the summer of 2021. Its economy grew by an estimated 3.8 per cent in
2021, not enough to compensate for the 7 per cent drop in 2020. With the outbreak of the
Omicron variant spelling dire economic troubles for the country, especially for tourism,
prospects are largely uncertain. However, the South African tourism industry appeared to
be sustained by regional and domestic tourism. This will be a key growth area for the country
going forward as opportunities to attract more regional leisure and business travelers will
ensure that the industry reduces its reliance on traditional markets of Europe, UK and Asia.

Overall, growth is forecast at only 2.3 per cent in 2022, this is attributed to frequent power
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outages, high unemployment, inequality and corruption will v;_:ontihue to weigh on
productivity growth,

6.5. Swot Analysis of the Nation Brand
Table 4: Nation Brand Swot Analysis

S TRENGTHS T T T A EARNESSES
« High rankings in Africa in-multiple » Economic recession and threat of slow
Nation Brand and Nation reputation recovery
. indexes (usually first or second) v High rate of Crime and Violence,
o Numerous international achievements particutarly against women
and ambassaclors on the world stage ¢ Lack of clear overarching message
Strong infrastructure and tone of volce across past brand
Compelitng and unique Nation Brand communications
Story ». Pessimism, low ranking on hapmnass _
» Strong forelgn direct investment index
Relatively low political risk » High unemployment rate

» Vibrant and diverse population with
largest immigrant community in Africa
Second highest nominal GDP in Africa

i - OPPORTUNITIES” ‘ . THREATS o ot
« Bulld a strategic and messaging platform |«  Increasing competitiveness in Afrlca in
that speaks to culture, economics and the Nation Brand space.
politics all at once « Uneertain economic outlook
« South Africans have a clear o Cultural strength of competitors

misperception about the reality of our |+ increasing debt in relation to GDP
situation, while we have reason to be
cohcerhed we have Just as much reason
to be optimistic. Focus on optimism and
reasons to belleve,
Positive post-pandemic tourism outlook
More partnerships with industry and
Influencer marketing, -

s Celebrate South African moments.

6.6, Internal Environment Analysis

Brand South Africa focuses oh 'm‘anaging South Africa’s Nation Brand reputation in order to
improve the country’s global attractiveness and competitiveness, and to bulld patriotism
amongst South Africans. The vacancy rate for Brand South Africa fs at 23%, which is above
the organisational farget of helow 10% vacancy rate oh the abproved structure. The current
Employment Equity stats of Brand South Africa deplets that thera is no representation of
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people living with disability, White, indlan, Coloured male/females and an under
representation on African male within the organisation. This is due to a moratorium that
was imposed on the organization on the filling of permanent positions in October 2020 due
to the envisaged re-configuration process with South African Tourism. The organization
subsequently recelved a partial upliftment to fitl eritical positions for a period of 24 months,

As a resull of the above, the impact has b_eeﬁ:
« High turnover
» In ability to review otganisational structure
» Nagative impact on employee wellbeing

El

The next 5 years of research will explore the foliowling:

s Focus in the continént_
« Enhance interventions aimed at shaping South Africa’s Nation Brand reputation and
image :

6.6.1, Leadership

A quorate and fully functioning Board of Trustees is in place. It is active in its duties and its
term ends in November 2022, which is during the 2022/23 financial year, It 1s hoped that
some of the Trustees will be reappointed for a further term in order to ensure continulty in
tine with good corporate governance practice. As part of short-term intervention, vacant
executive and senior management positions have been somewhat capacitated with acting
appointments made by the Board and Mahagement as per delegated authority.
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Figure 10: Operating Model Visualisation

6.6.2. Operating Model (People, Process, Technology)

Brand South Africa’s operating model comprises of three components: People, Process and
Technology, which determine the organisation’s capacity to action its business processes
thereby achieving the Strategy. Strong, well-defined business processes create a well-
functioning organisation.

« People
With respect to the status of Brand South Africa in responding to interventions relating to

women, youth, and persons with disabilities, Brand South Africa has prioritised the
empowerment of women and the youth through targeted developmental opportunities.
Vacant posts are advertised on the website of the Disabled People's Association of SA to
increase the possibility of recruiting disabled persons.

The Talent Engagement Survey is conducted every two years so that the findings of the
survey can be implemented in the following year. The findings of the 2021/2022 Talent
Engagement Survey have been implemented in the FY 2022/23. Issues being addressed
include the capacity constraints, work overload that results to employees working longer
hours which causes to burn outs, staff engagement and internal communication on the

moratorium which impact upon staff morale and employee wellbeing. The next Talent
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Engagement Survey witl be run in FY 2025/26 to confirm the effectiveness of the initiatives
implemented by the Human Capital Management division, '

s Process _
Brand South Africa aims to improve upon their governance with robust and effective

pracesses, In doing so, and in response to the impact of COVID-19, the organisation has
embarked on the route of digitisation. In line with -containing costs, a majotity of the
processes are being automated {i.e., meetings and conferences); as well as using electronic
media for internal process. This sequentially leads to the organisation becoming more
audftable.

« Technoloey and Systems .

Technology requirements are primarily to resolve fssues with systems changes. Furtheriore,
to facilitate the delivery.of the organisation’s mandate particularly in the overseas
operations, issues with opening bank accounts and business registration issues must be
resolved. The organisation has successfully upgraded the Enterprise Resource Planning (ERP)
to & cloud solution, The cloud services provides high availability of the ERP over secred
channels. '

The impact of Covid-19 resulted in a new work dynamic, which is implemented as per the
Reviewed IT strategy, Brand South Africa employees experience an expeditious adaptation
of IT mechanisms to conduct business as usual, which resutted from a higher dependency on
IT, The review of the IT strategy entailed analysing methods to revamping IT suppott and to
ensure business recovery to restore systems if fails, as well as to manage planhed and
unplanned maintenance on [T systems. '
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6.6.3, Organisational Structure

The aurrent structure was tast reviewed n 2014, [t will be due for a review as soon as the
moratorlum is lifted. ) '

As described in Figure 8 below, the organisational structure is formed by the Board of
Trustees who make up-the audit leg/non-executive tier of Brand South Africa, steering the
h'\unitoring & Evaluation (ME&F) activities of the organisation, Thereafter, the executivé is
made up of the CEQ and Managers who carry out strategic activities. The Brand South Africa
GEO reports to the Board of Trustees. The Heads of Marketing, Finance, Corporate Services
and Governance, Legal and the Secretarint report to the CEO. Line management and
Qperations make up the majority of the organisation.

The Brand South Africa structure; last reviewed by the Board of Trustees irr 2014, This has
posed challenges to the organisation since there has been changes in terms of Business
Direction and Work dynamics over the year since the last review. -

There is an urgent need for Brand South Africa to review its structure to ensure integration
of the direction, information, people, and technology of the organisation in order to ensure
alignment with business strategy, This is to ensure that Brand South Africa mﬁtch_es the
organisation as closely as possible to the outcomes that the organisation seeks to achieva,
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Figure 9: Brand Seuth Africa organogram

BRAND SOUTH AFRICA
Ox isational Str -updated as at 17 January 2022
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6.6.4. Funding and Resource Allocation

This figure belaw displays the buidget analysis per programme over a three-year period
from FY 2022/23 to FY 2024/25. The accumulated budget for FY 2022773 amounts to
R218 122 000, R219 526 000 for FY 2023724 and RZ29 385 000 for FY 2024/25.
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Figure 11: Budget Analysis per Programme

Brand South Aftica’s 5-Year Financial Performance Analysis from FY2017/18 to FY2021/22
demonstrates that in real terms the budget declined by approximately 9%, The total revenue
to total expenses provides an indication of profitability over the vears. Brand South Africa’s
financial performance is displayed in the figure below,
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Figure 12: Financial Performance
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6.6.5. Audit Outcomes

Brand South Africa received an Unqualified Audit Opinion with other matters on the Audit
of the 2020/2021 financial year by Auditor General. The entity is currently implementing
the audit action plan to ensure the entity improves its audit opinion to an unqualified audit
with no other matters.
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6.7. SWOT analysis of Brand South Africa

The SWOT analysis highlighted below provides a summary of the external and internal
environments that pmﬁdes the context for developing the strategy.of the organisation.

Table §: Swot Ana!ysis. Brand South Africa the Organisation

— ———fay s
. '.‘-, ¥

 WEAKNESSES.

, ‘ A Ll s

- -.',;_-_:

i STR S lE N T A
Nation brand knuwledge and expert.fse

The entity fs a go to agency for continental
peers on nation branding fssues.

Access toinfluencers and opindon
makers/leaders in government, business and
clvil society

Strong equity on Brand SA programmes (Play
Your Part and Nation Brand Forum)

Global reputation management agency
network,

Global South Africans network which has shown

lnadequately developed and consumed
ralations with stakeholders - not
institutionalised

Confusion re roles with other entities such as
Proudly SA, SAT,

low knowledge and awareness of Brand SA
within other provinces.

Low famitiarity and awareness of the
organisation Brarid SA amengst South Africans
and Palarised reputational view of Brand SA
Internal deciston-making and project

growth over the years. management procedures,
= Strong digital content and portals that are in Matters of emphasis in recent audit, -
the top 5 search engine, High staff attrition rates leading to laghk of
institut!onal mem wory.
PRI . ATHREATS: i

-

-

: Posittaning uf Brand SA by the Presidency ancr v b

the rest of the Cabinet.

Institutionatisation of relations with
stakeholders.

To play ovararching coordination role in terms
of messaging, branding and reputation
management for South Africa (Natien Brand
policy framewark),

To partner with stakeholders/ministries that
are responsible for areas/portfolio driving
brand disablers,

To Influence natfonal messaging framewarks re
factors impacting on brand and reputation
(brand disablers)

Domestic facus - to leverage all regtons in SA -
{nkarnal branding and atignment to brand
values

Institutionalisation and systematisatfnn of crisis
management on Nation Brand matters,
Encourage and increase engagement levels on
Brand SA content on saclal media and cigital
platforms,

Develop a clear and impactiul stmtegy focused
on strengthening relations In the continent.
Grow Glabat South Africans community
Leveraging 5A Ambassadors and other
international representatives. -

Potential fo strengthen the Africa and Middle
East growth opportunitias for SA,

Levorage the role and function of embassies.
Retaln institutional memaory throygh internal
recognition and growth opportunities.

Fragmentauon of efforts/tack of délrijinationh '

of nation-building and nation-branding.
activities by government and private sector
role players.

Envisaged merger of two entities that have
different mandates may destroy disnupt what
has been built over 20years.

Ineffective operation of country offices due to
nperational challenges.

. Maintain and sustain stakeholder relationships -

no continuity.
Continued budget cuts and yet the mandate
and expectations continues to grow,

U
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PART C - MEASURING OUR PERFORMANCE | -

7. Institutional Programme Performance Information

7.1. Programme 1: Administration
Purpose: This programme provides strategic leadership, management, and support services to the core business functions of Brand South Africa and is overall

responsible for ensuring sound governance, high performance and optimal utilisation of available capital and resources.
The table below outlines the Outcomes, Outputs, Performance Indicators and Targets.

Table 6: Programme 1: Outcomes and Outputs

JAL TARGETS

ESTIMATED
AUDITED/ACTUAL PERFORMANCE PERFORMANCE MTEF PERIOD

, T OUTPUT TARGET : TARGET TARGET TARGET
COME _ NERE Ed TAROES: oL Ao i
OUTCOM TPUT /2 (2020/21) /23) (2023/24) (2024/25)

1 1.1.1. Unqualified 1.1.1.1. An Qualified Unqualified An An unqualified An unqualified | An unqualified | An ungualified |
Improved audit opinion unquatlified audit audit opinion | unqualified | audit outcome audit audit audit _
Reputation | outcome obtained audit outcome | opinion on on audit | outcome, outcome, outcome, _
of Brand obtained financial financial opinion in with no other | with no other | with no other |
South annually information information financial matters matters matters |
Africa as statements _
an entity and other _

matters |
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ANNUAL TARGETS

ESTIMATED

AUDITED/ACTUAL PERFORMANCE PERFORMANCE MTEF PERIOD
TPUT QUTPUT TARGET TARGET TARGET TARGET TARGET
g INDICATORS (2018/19) (2019/20) (2020/21) (2022/23) (2024/25)
1.2.1. Payments | 12241, New indicator | New indicator | 100% of 100% of valid 100% of valid | 100% of valid | 100% of valid
made to suppliers _ Percentage of valid payments made | payments payments payments
within 30 days valid ! payments to suppliers made to made to made to
payments made to within 30 days suppliers suppliers | suppliers
made to suppliers from the date of | within 30 days | within 30 days _ within 30 days
suppliers within 30 receipt of an from the date | from the date | from the date
within 30 days days from invoice of receipt of of receipt of of receipt of
from the date the date of an invoice an invoice an invoice
of receipt of receipt of
an invoice an invoice
1.3.1. B-BBEE 1.3.1.1. B- New indicator | New indicator | 68% spend 30% spend on B- | Level 6 B- Level 5 B- Level 4 B-
scorecard rating BBEE on B-BBEE BBEE designated | BBEE score BBEE score BBEE score _
scorecard level 1 group suppliers card rating card rating card rating
rating level Suppliers level level level
_ m
1.4.1. Vacancy rate | 1.4.1.1. New indicator | New indicator | 14.04% 10% vacancy 10% vacancy | 10% vacancy | 10% vacancy |
Percentage of vacancy rate rate | rate
vacancy rate _ rate |
1.5 1.5.1.1 97% overall 90% overall 86% overall | 92% overall 90% overall 90% overall 90% overall |
Organisational Overall organisational | organisational | organisation | organisational organisational | organisational | organisational
performance percentage performance | performance | al performance performance performance performance
| rating on rating rating performanc | rating rating | rating rating
organisational e rating _
performance
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ESTIMATED
PERFORMANCE

MTEF PERIOD

TARGET

(2022/23)

TARGET
{2020/21)

TARGET
{2019/20)

QUTPUT
INDICATORS

TARGE]

QUTCOME TPUT

(2021/22

1.6.1 IT systems 1.6.1.1. 98% 98, 73%. % Approved IT | 98% system 98% | 98% 98% _
availability Percentage availability of | availability of | Strategy availability at availability of | availability of | availability of __

availability of | all allIT the all alt all

all IT IT systems systems DR Site, with IT systems IT systems IT systems

systems m | planned

m | downtime L
(v
The table below outlines the Indicators, Annual and Quarterly Targets for the FY22/23 =

Table 7: Programme 1: Indicators and Targets

OUTPUT INDICATORS

1.1.1.1. An unqualified
audit outcome
obtained annually

ANNUAL TARGET
(2022/23)

An unqualified audit
outcome, with no
other matters

Internal Audit satisfactory
report on financial
statements and
performance infarmation

Internal Audit
satisfactory report on
financial statements and
performance information

Internal Audit
satisfactory report on
financial statements and
performance information

An unqgualified audit outco
with no other matters

me,

1.2.1.1. Percentage of
valid payments made
to suppliers within 30
days from the date of
receipt of an invoice

100% of valid payments
made to suppliers
within 30 days from
the date of receipt of
an invoice

100% of valid payments

made to suppliers within 30

days from the date of
receipt of an invoice

100% of valid payments
made to suppliers within
30 days from the date of
receipt of an invoice

100% of valid payments
made to suppliers within
30 days from the date of
receipt of an invoice

100% of valid payments made

to suppliers within 30 days

from the date of receipt of an

invoice

1.3.1.1. B-BBEE
__ scorecard rating level

Level 6 B-BBEE
scorecard rating level

Approved B-BBEE Strateay

B-BBEE scorecard rating
level report

B-BBEE scorecard rating
level report

Level 6 B-BBEE scorecard
rating level report
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QUTPUT INDICATORS

1.4.1.1. Percentage of
vacancy rate

ANNUAL TARGET

(2022/23)

10% vacancy rate

10% vacancy rate

10% vacancy rate

10% vacancy rate

10% vacancy rate

1.5.1.1. Overall
percentage rating on
organisational
performance

90% overall
organisational
performance rating

90% overall organisational
performance rating

90% overall organisational
performance rating

90% overall organisational
performance rating

90% overall organisational
performance rating

1.6.1.1. Percentage
availability of all IT
systems

98% availability of all
IT systems

98% availability of all
IT systems

98% availability of all
IT systems

98% availability of all
IT systems

98% availability of all
IT systems

7.1.1 Explanation of Planned Performance Over the Medium-Term Period

Programme 1 is focused on the internal/administrative function. Outputs developed within programme 1 are aimed at ensuring that the organisation
internally is provided with support to effectively deliver on its mandate, which is to market the Nation Brand of South Africa domestically and internationally.
The only outcome of Programme 1 is to Improve the reputation of Brand South Africa as an entity and focuses on critical operational issues such as finance,

governance and human capital. In essence,

and external stakeholders perceive the organisation, which is the outcome indicator.

the perception of Brand South Africa as an entity, since outputs focus on individual components of the administrative function. Should the outcome of

the programme aims to improve its enablement functions to the point that it increases the way in which internal
As each individual output (and its targets) are met, this will improve

“improved reputation of Brand South Africa as an entity” be achieved, it will effectively be supporting the business to achieve the other outcomes, and thus

directly and indirectly contribute to achieving the desired impact of “A prosperous Nation Brand”.

\j \ A
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7.1.1.4 Unpacking the rationagle for particular indicatores):
. w_,m_.i South Africa is tracking the overall organisational performance rating to set the industry best practice for performance in the current realities
of Covid-19. Each depariment is to develop creative soletions to meeat performance. With a Q.mn_ﬂm_ increase m@nr year, Brand South Africa is targeting

a 100% overall organisationai performance rating, in the long-term.

» Assessment for the Output Indicator, “Percentage of IT systems m«mmmgnwu is decumented in a Portfolic of m<&m._nm &E.. .Emoum ..mvaam nmmnndﬁm

the challenges faced by the IT department and how these have been Smbmmmn_ to reduce any strategic related risks.

N 1.1.5  Programnme Recoarse Considerations

Prograrnme

Budget Atlocation for Programmes _

Programme 1: Administration

R106,879,780 -

Programme 2 and Programme 3.

The main objective of the programme 1 1s to provide human, financial and legal support to wmwao:mwmmﬁquom_dﬂamw and 3. M:mmnz&:mwow_&d.,
programime is R106, 879,780 geared towards the support for emplovee costs, capital and mmzm.mm expenditure. . _ .

Expenditure for Programme 1: Administration in 2022/23 is expected to mai :nm in mew expenditure 8 provide Human Capital, _nwogmag .ﬂmnwaamom« 9

-



7.1.2 Key Risks

The table of key risks (strategic risks) includes probability ranking, impact ranking and the resultant risk ranking for the recently added risks.

Table 8: Programme 1: Key Risks

OUTCOME KEY RISK RISK MITGATION _ Probability Impact

Ranking | Ranking | Risk Ranking
(1-5) m (1-5) |

Employee Assistance Programme in place to assist
1.1.1 COVID-19 pandemic colleagues to deal with health and wellness
o impacting on the business matters.
| operations of the entity 2. COVID-19 protocols implemented in the building.
. 3. Employees educated in terms of maintaining
COVID-19 safety protocols. 4 4
_ Discussed merger with SAT | 4, mdnmc_mnnmm:o:m_ Health and Safety (OHS) Committee
1.4.2 | and RPphcLon organisational 5. Regular communication to staff on COVID - 19
stability related matters
_ 6. Staff working remotely where possible
“ _ 7. Virtual execution of activities where practicable
_ | Improved Reputation 1. Engagement with the Executive Authority through
1.1 of Brand South 113 Compliance to B-BBEE GCI5 and the Board of Trustees
Africa as an entity A reguirements | 2. Development of a counter proposal for the
r envisaged merger with SAT
m 1. The regularisation of the legal presence of the
_ country offices in three jurisdictions through the
1.1.5 | Legalstatus of the Brand _ engagement with the Executive Authority and
i South Africa country offices consultations with legal advisors
2. Execute market activities through a shuttle mission
. programme where required
1. Implementation of the Retention Strategy
Moratorium placed on filling 2. Conducting employee wellness sessions
1.1.6 | of permanent positions due 3. Staff engagement surveys conducted
to the envisaged merger. 4. Partial upliftment to fill critical positions for a
period of 24 months

See Annexure A for risk framework describing the probability ranking and fmpact ranking, where risk-ranking probability is the product of both.
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7.2 Programme 2: Brand, Marketing and Reputation Management

Purpose: This programme seeks to develop and articulate a Nation Brand identity that will advance South Africa’s long-term positive reputation and global

competitiveness. This includes using research, to monitor sentiment and the performance of the Nation Brand; analysing trends and providing insights that

will inform decision making and communication strategies; to proactively and reactively communicate the country’s value proposition, values and highlight

progress being made.

The table below outlines the Outcomes, Outputs, Performance Indicators and Targets

Table 9: Programme 2: Outcomes and Outputs

QUTCOME

2.1.
Increased
attractiven
ess and
thereby
competitiv
eness of
the Nation
Brand

OUTPUT

Z2.1:1
Marketing
campaigns
that illustrate
the
attractiveness
of the Nation
Brand to
domestic
audiences

INDICATORS
Z.5.1.1.
Number of
marketing
campaigns
aimed at
positioning
SAasa
preferred
destination to
domestic
audiences

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

New indicator

TARGET

(2019/20)

New indicator

TARGET
(2020421

6x marketing
campaigns
that illustrate
the
attractiveness
of the Nation
Brand to
domestic
audiences

ESTIMATED
PERFORMANCE
TARGET

(2021722)

4x Number of
marketing
campaigns
that illustrate
the
attractiveness
of the Nation
Brand to
domestic
audiences

MTEF PERIOD

TARGET
(2022/23)

4x marketing
campaigns
aimed

at
positioning
SAasa
preferred
destination to
domestic
audiences

TARGET

(2023/24)

4x marketing
campaigns
aimed

at positioning
SAasa
preferred
destination to
domestic
audiences

TARGET

4x marketing
campaigns
aimed

at positioning
SAasa
preferred
destination to
domestic
audiences

D

e

60



OUTCOME

UAL TARGETS

AUDITED/ACTUAL PERFORMANCE

ESTIMATED

PERFORMANCE

MTEF PERIOD

OUTPUT TARGET TARGET TARGET TARGET TARGET TARGET TARGET
ATORS (2018/ (2019/20) (2020/271) (2021/22) (2022/23) (2023/24) (2024/25)
2.1.2. Z2.1.2.1. New indicator | New indicator | 6x marketing 4x marketing 4x marketing 4x marketing 4x marketing
| Marketing Number of campaigns campaigns campaigns campaigns campaigns
campaigns | marketing that illustrate that illustrate | aimed at aimed at aimed at
that illustrate | campaigns the the positioning SA positioning SA positioning SA
the | aimed at attractiveness attractiveness | as a preferred as a preferred as a preferred
attractiveness _ positioning SA of the Nation of the Nation investment investment investment
of the Nation | as a preferred Brand to | Brand to destination to destination to destination to
Brand to | investment international international international international international
international destination to audiences audiences audiences audiences audiences
audiences international
audiences | _ —
Z2.1.3: 2.3, | New indicator | New indicator | 3x integrated 2x integrated | 2x integrated 2x integrated 2x integrated |
integrated Number of reputation & reputation & reputation & reputation & reputation &
Nation Brand integrated communication | communicatio | communication | communication | communication
reputation reputation & activities n activities activities activities activities
programmes communicatio implemented implemented implemented implemented implemented
implemented n activities for strategic for strategic for strategic for strategic for strategic
for strategic implemented platforms platforms platforms platforms platforms
platforms for strategic domestically domestically domestically domestically domestically
domestically platforms [
domestically
2.1.4. 2.1.4.1. 7x activities 8x activities 4x integrated 8x integrated | 8x integrated 8x integrated 8x integrated
integrated Number of implemented | implemented | reputation & reputation & reputation & | reputation & reputation &
Nation Brand integrated at strategic at strategic Communication | communicatio | communication | communication | communication
reputation reputation & platforms platforms that | activities | n activities activities activities activities
programmes communicatio will secure implemented implemented implemented implemented implemented
implemented n activities speaking for strategic for strategic for strategic for strategic for strategic
for strategic implemented platforms at platforms platforms platforms platforms platforms
platforms for strategic | other relevant | internationally internationally | internationally | internationally internationally
internationally | platforms | international
internationall strategic
y events
~
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OUTCOME

QUTPUT

OUTPUT
INDICATORS

(UAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/19)

TARGET
(2018720}

TARGET
(2020/21)

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

MTEF PERIOD

TARGET
(2022/23)

TARGET
(2023/24)

TARGET
2024/25)

2.1.5. Nation | 2.1.5.1. 12x Number of | x12 Number of | 13x internal 15x Nation 15x global 15x global 15x global
Brand Number global | Mation Brand Nation Brand | analysis pieces | Brand reputation and | reputation and | reputation and
performance reputation Performance Performance produced performance competitivenes | competitivenes | competitivenes
manitoring and activities activities analysis s indices s indices s indices
competitivene produced analysed for analysed for analysed for
ss indices Nation Brand Nation Brand Nation Brand
analysed for performance performance performance
Nation Brand monitoring monitoring monitoring
performance i
monitoring _ |
2.1.6. South 2.1.6.1. New indicator | New indicator | Initiate 4x South 4x reports that | 4x reports that | 4x reports that
African global | Number of development, African Global | track South track South track South
reputation reports that and Reputation Africa’s global Africa’s global Africa’s global
study track South | procurement of | reports reputation and | reputation and | reputation and
conducted Africa’s global | SAGP study produced brand brand brand
reputation familiarity familiarity - familiarity
and brand |
familiarity _
2.7 27, | New indicator | New indicator | 4x research 3x research 4x research 4x research | 4x research
Research Number of reference reference reference reference reference
reference research groups groups groups groups groups
| groups reference conducted | conducted conducted conducted conducted
| conducted groups
_ conducted | _
2.1.8. 2.7.81. 16x positive 34x positive 68x positive 60x 60x 60x | 60x
Communicatio | Number of communicatio | communicatio | communication | communicatio | communication communication | communication
n pieces communicatio | n pieces n pieces pieces n pieces pieces that pieces that pieces that
n pieces that published published | published published position the position the position the
position the _ country country country
country positively positively positively
| positively globally | globally globally
| globally .
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ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

ESTIMATED

PERFORMANCE

MTEF PERIOD

- TARGET TARGET TARGET TARGET TARGET TARGET TARGET
OUTCOME  OUTPUT : (2019/20) (2020/21) (2021/22) {2022/23) (2023/24) (2024/25)
2.1.9. Thought New indicator | New indicator | 10x thought 8x thought 8x thought Bx thought 8x ﬁzocmvﬂ
leadership Number of leadership leadership leadership leadership leadership
pieces thought pieces published pieces that pieces that pieces that
leadership published pieces position the position the position the
pieces that country country country
position the positively positively positively
country published published published
| positively
published
2.1.10. 2.1:40.%, New indicator | New indicator | 10x content 11x content 11x content 11x content 11x content
Content pieces | Number of pieces pieces pieces aimed at | pieces aimed at | pieces aimed at
emanating content published published influencing influencing influencing
from media pieces aimed emanating emanating domestic and domestic and domestic and
engagements at influencing from media from media international international international
published domestic and engagement engagement media to media to media to
international promote a promote a promote a
media to positive positive positive
promote a narrative of the | narrative of the | narrative of the
positive Nation Brand Nation Brand Nation Brand
narrative of published published published "
the Nation u
Brand m
published |
2.1.11. Nation | 2.1.11.1. New indicator | 6.8% increase | 15% growth in 96x content 120x content 120x content 120x content
Brand Number of in users user pieces posted | pieces pieces pieces
| messaging on content who engage engagement on | on website published on published on published on
| Brand South pieces with social 150 content Brand South Brand South Brand South
Africa’s digital | published on Brand SA media pieces posted | Africa website. | Africa website. | Africa website. |
platforms Brand South content on platforms on PYP social | 250x content 250x content 250x content _
Africa’s digital its digital media | pieces pieces pieces _
platfarms platforms platforms {FB _ published on published on published on "
— & Twitter) | PYP social PYP social PYP social |
D
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OUTCOME

OUTPUT

OUTPUT
INDICATORS

ANNUAL

AUDITED/ACTUAL PERFORMANCE

18/19)

TARGET
(2019/20)

TARGET
(2020/21)

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

MTEF PERIOD

TARGET
(2022/23)
media
platforms

TARGET
(2023/24)
media
platforms

TARGET
(2024/125)
media
platforms

values

2. 2.7, 2200, 9x PYP 10x PYP 16x provincial 9x Play Your 9x activities 9x activities 9x activities
Activities that | Number of activities activities PYP | Part activities | that promote that promote that promote
promote activities that | implemented | implemented | activities | implemented active citizenry | active citizenry | active citizenry
active promote implemented _ and advocacy and advocacy and advocacy
citizenry active _ through the through the through the
through the citizenry _ Play Your Part | Play Your Part | Play Your Part
Play Your Part | through the programme programme programme
programme Play Your Part
| programme
2.2.2.PYP 2.2.21, 200x new PYP | 63x PYP 80x PYP 80x PYP 16x national | 16x national 16x national
ambassador Number of ambassadors ambassador ambassador ambassador priority pillars | priority pillars priority pillars
2.2. engagements national registered engagements | engagement engagements amplified amplified amplified
Increased to amplify priority pillars {online activities supported through PYP through PYP through PYP
Nation national amplified or offline) implemented ambassador ambassador ambassador
Brand priority pillars | through PYP achieved in with civil engagements engagements engagements
advocacy ambassador promoting the | society, implemented implemented | implemented
and active engagements Nation government, _
| citizenship implemented Brand business & PYP _
Ambassadors |
2.2.3; 255 16x marketing | 16x marketing | 3x 4x 4x [ 4x 4x
Constitutional | Number of platforms platforms constitutional constitutional | constitutional constitutional constitutional
awareness constitutional | utilised for utilised awareness awareness awareness awareness awareness
campaigns awareness the for the campaigns campaigns campaigns campaigns campaigns
aimed at campaigns constitutional | constitutional aimed at aimed at aimed at
promoting aimed at awareness awareness promoting promoting promoting
constitutional | promoting campaign campaign constitutional constitutional constitutional
values constitutional values values values
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OUTCOME

TARGET

AUDITED/ACTUAL PERFORMANCE

TARGET

ESTIMATED
PERFORMANCE

TARGET

MTEF PERIOD

TARGET

TARGET

TARGET

(201841%) (2019/20) 12020/271) (2021/22) (2022/23) (2023/24) (2024/25)
2.2.4. 2.2.4.1. 10% 13x 10x 10x 10x 10x 10x%
Constitutional | Number of activations activations constitutional constitutional | constitutional constitutional constitutional
awareness constitutional | utilised to utilised to awareness awareness awareness awareness | awareness
activations awareness promote promote activations activations activations to activations to | activations to
activations to | constitutional | constitutional promote promote promote
promote awareness awareness constitutional constitutional constitutional
constitutional values values values
values [
2,05, 22571, | 17 x GSA 15x Brand SA 19 x Global 17x Global 17x GSA 17x GSA 17x GSA |
implementatio | Number of activations led GSA South South Africans | activities that activities that activities that
n of Global GSA activities activations Africans activities promote Nation | promote Nation | promote Nation |
South Africans | that promote activations implemented | Brand advocacy | Brand advocacy | Brand advocacy
activities Nation Brand implemented in key markets | to South to South to South
advacacy to Africans living Africans living Africans living
South Africans abroad abroad abroad
living abroad implemented in | implemented in __ implemented in
implemented key markets key markets | key markets
in key markets
Z.2.6, 2.2.6.1. 4x quarterly 4x quarterly 1x domestic 4x domestic 4x domestic 4x domestic 4x domestic |
Domestic Number of domestic domestic perceptions perceptions perceptions perceptions perceptions
perceptions domestic perceptions perceptions research study | research research research research
research study | perceptions research research conducted reports reports reports reports
research study | conducted, conducted
including
Online |

Survey, Focus
Group.

%d
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Table 10: Programme 2: Indicators and Targets

2.1.1.1. Number of

marketing campaigns aimed

at positioning SA as a
preferred destination to
domestic audiences

4x marketing campaigns
aimed at positioning SA
as a preferred
destination to domestic
audiences

1x marketing campaigns
aimed at positioning SA
as a preferred
destination to domestic
audiences

1x marketing campaigns
aimed at positioning SA
as a preferred
destination to domestic
audiences

1x marketing campaigns

aimed at positioning SA
as a preferred
destination to domestic
audiences

- audiences

1x marketing campaigns
aimed at positioning SA
as a preferred

destination to domestic

2.1.2.1. Number of

marketing campaigns aimed

at positioning SA as a
preferred investment

destination to international

audiences

4x marketing campaigns
aimed at positioning SA
as a preferred
investment destination
to international
audiences

1x marketing campaigns
aimed at positioning SA
as a preferred
investment destination
to international
audiences

1x marketing campaigns
aimed at positioning SA
as a preferred
investment destination
to international
audiences

1x marketing campaigns
aimed at positioning SA
as a preferred
investment destination
to international
audiences

1x marketing campaigns
aimed at positioning SA
as a preferred
investment destination
to international
audiences

2.1.3.1. Number of
integrated reputation &
communication activities
implemented for strategic
platforms domestically

2x integrated reputation
& communication
activities implemented
for strategic platforms
domestically

N/A

N/A

1x integrated reputation
& communication
activities implemented
for strategic platforms
domestically

1x integrated reputation
& communication
activities implemented
far strategic platforms
domestically

2.1.4.1. Number of
integrated reputation &
communication activities
implemented for strategic
platforms internationally

8x integrated reputation
& communication
activities implemented
for strategic platforms
internationally

2x integrated reputation
& communication
activities implemented
for strategic platforms
internationally

3x integrated reputation
& communication
activities implemented
for strategic platforms
internationally

2x integrated reputation
& communication
activities implemented
for strategic platforms
internationally

1x integrated reputation
& communication
activities implemented
for strategic platforms
internationally




2.1.5.1. Number global
reputation and
competitiveness indices
analysed for Nation Brand
performance monitoring

15x global reputation
and competitiveness
indices analysed for
Nation Brand
performance monitoring

2x global reputation and
competitiveness indices
analysed for Nation
Brand performance
monitoring

4x global reputation and
competitiveness indices
analysed for Nation
Brand performance
monitoring

4x global reputation and
competitiveness indices
analysed for Nation
Brand performance
monitoring

5x global reputation and
competitiveness indices
analysed for Nation
Brand performance
monitoring

2.1.6.1. Number of reports
that track South Africa’s
global reputation and brand
familiarity

4x reports that track
South Africa’s glabal
reputation and brand
familiarity

1x report that tracks
South Africa’s global
reputation and brand
familiarity

1x report that tracks
South Africa’s global
reputation and brand
familiarity

1x report that tracks
South Africa’s global
reputation and brand
familiarity

1x report that tracks
South Africa’s global
reputation and brand
familiarity

2.1.7.1. Number of research
reference groups conducted

4x research reference
groups conducted

1x research reference
group conducted

1x research reference
group conducted

1x research reference
group conducted

1x research reference
group conducted _

2.1.8.1. Number
communication pieces that
position the country
positively globally

60x communication
pieces that position the
country positively
globally

15x communication
pieces that position the
country positively
globally

15x communication
pieces that position the
country positively
globally

15x communication
pieces that position the
country positively
globally

15x communication
pieces that position the
country positively
globally

2.1.9.1. Number of thought
leadership pieces that
position the country
positively published

8x thought leadership
pieces that position the
country positively
published

2x thought leadership
pieces that position the
country positively
published

Zx thought leadership
pieces that position the
country positively
published

2x thought leadership
pieces that position the
country positively
published

2x thought leadership _
pieces that position the

country positively L
published _

U
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2.1.10.1. Number of content
pieces aimed at influencing
domestic and international
media to promote a positive
narrative of the Nation
Brand published

11x content pieces
aimed at influencing
domestic and
international media to
promate a positive
narrative of the Nation
Brand published

Ix content pieces aimed
at influencing domestic
and international media
to promote a positive
narrative of the Nation
Brand published

3x content pieces aimed
at influencing domestic
and international media
to promote a positive
narrative of the Nation
Brand published

3x content pieces aimed
at influencing domestic
and international media
to promote a positive
narrative of the Nation
Brand published

2x content pieces aimed
at influencing domestic
and international media
to promote a positive
narrative of the Nation
Brand published

2.1.11.1. Number of content
pieces published on Brand
South Africa’s digital
platforms

120x content pieces
published on Brand
South Africa website.

250x content pieces

' published on PYP social

media platforms

= 30x content pieces
published on Brand
South Africa website.

e 60x content pieces
published on PYP
social media
platforms

» 30x content pieces
published on Brand
South Africa website.

s 60x content pieces
published on PYP
social media
platforms

s 20x content pieces
published on Brand
South Africa website.

¢ 50x content pieces
published on PYP
social media
platforms

e 40x content pieces
published on Brand
South Africa website.

= 80x content pieces
published on PYP
social media
platforms

2.2.1.1. Number of activities
that promote active
citizenry through the Play
Your Part programme

9x activities that
promote active citizenry
through the Play Your
Part programme

2x activities that
promote active citizenry
through the Play Your
Part programme

3x activities that
promote active citizenry
through the Play Your
Part programme

2x activities that
promote active citizenry
through the Play Your
Part programme

" 2x activities that

promote active citizenry
through the Play Your
Part programme

2.2.2.1. Number of national
priority pillars amplified
through PYP ambassador
engagements implemented

16x national priority
pillars amplified through
PYP ambassador
engagements
implemented

4x national priority
pillars amplified through
PYP ambassador
engagements
implemented

4x national priority
pillars amplified through
PYP ambassador
engagements
implemented

4x national priority
pillars amplified through
PYP ambassador
engagements
implemented

4x national priority
pillars amplified through
PYP ambassador
engagements
implemented
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2.2.3.1. Number of
constitutional awareness
campaigns aimed at
promoting constitutional
values

4x constitutional
awareness campaigns
aimed at promoting
constitutional values

1x constitutional
awareness campaign
aimed at promoting
constitutional values

1x constitutional
awareness campaign
aimed at promoting
constitutional values

1x constitutional
awareness campaign
aimed at promoting

constitutional values

Tx constitutional
awareness campaign
aimed at promoting

constitutional values

2.2.4.1. Number of
constitutional awareness
activations to promote
constitutional values

10x constitutional
awareness activations to
promote constitutional
values

2x constitutional
awareness activations to
promote constitutional
values

3x constitutional
awareness activations to
promote constitutional
values

2x constitutional
awareness activations to
promote constitutional
values

3x constitutional
awareness activations to
promote constitutional
values

' 2.2.5.1. Number of GSA
| activities that promote

Nation Brand advocacy to
South Africans living abroad
implemented in key markets

17x GSA activities that
promote Nation Brand
advocacy to South
Africans living abroad
implemented in key
markets

4x GSA activities that
promote Nation Brand
advocacy to South
Africans living abroad
implemented in key
markets

5x GSA activities that
promote Nation Brand
advocacy to South
Africans living abroad
implemented in key
markets

4x GSA activities that
promote Nation Brand
advocacy to South
Africans living abroad
implemented in key
markets

4x GSA activities that
promote Nation Brand
advocacy to South
Africans living abroad
implemented in key
markets

]

2.2.6.1. Number of domestic
perceptions research study

4x domestic perceptions
research reports

1x domestic perceptions
research reports

| 1x domestic perceptions

research reports

1x domestic perceptions
research reports

1x domestic perceptions
research reports

7.2.1 Explanation of Planned Performance Over the Medium-Term Period

Programme 2 is Brand, Marketing and Reputation Management, and is one of the core functions of Brand South Africa. There are two outcomes for Programme
2, namely: “increased attractiveness and thereby competitiveness of the Nation Brand” and “Increased Nation Brand Advocacy and Active Citizenship.”

The outputs within the first outcome are focused around promoting understanding of the Nation Brand to domestic and international audiences. Key thematic

areas for outputs consist of showcasing

the Nation Brand’s strengths, attractiveness domestically and internationally thereby improving brand reputation.

Research is an important and strategic function as it assists with providing insights and substantiative evidence for buy-in into the attractiveness story of
69
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the Nation Brand leading o enhanced _u_..,uza positioning. These outputs all directly and cotlectively contribute to the ouicome “*mcreasing atiractiveness

and thereby competitiveness of the Natfon Brand.” This, in turn contributes directty to achieving impact: “A presperaus Natfon Brand.”

The second outcome of Programme 2 is “Increased Nation Brand Advocacy and Active Citizenship.” The outputs within this outcome focus on domestic and

internationat activities aimed at promoting pride, patriotism, active citizenship and constitutional awareness. Intrinsic in this outcome is active citizenship.
The outpufs leverage the PYP and GSA Programmes, awareness of which are outcome indicators, as well as using constitutional awareness to improve the
active citizenship index, which is aiso an outcome indicator. All of these together directly contribute to achieving the fmpact A patrictic and socially
cohesive nation.” This Is a key mandate of Brand South Africa, which has significant links to the NDP, MTSF and SONA priorities.

7.2.1.4  Unpacking the rationale for particutar indicator(s}:

om&:amnannKnﬂiﬂ;ﬁm_ﬁnﬁmaﬂmm«mnoamvm&amw_ﬁnnmnmaumﬂaEmﬁn_zmﬁnmﬁmmﬁﬁn%:mﬂﬂnsmzumgugamoaan:‘noammmnm:a
international audiences. . :

« The understanding for the adjustment with the South African global reputation study activitles is that it shotild be conducted through a hybrid solutien

and with various stakeholder mnﬁmmmmm_..ﬁ it is noteworthy that the tender process seems unviablée due o the current environmental situation. Hence,
an approach for the globatl reputation gmwﬁ_m report s to be framed and Em:nma and set ﬁﬁo the AQP. Reference groups are cbserved as important in
attaining input for research and analysis. Hence, the target has been updated. ,

o With respect to the activities that promote active citizenry and advocacy through the Play Your Part programme, the achivities are planned to be
continued each Province (virtually or in person). Currently, the campaign(s) and the activities are implemented disitatly due to COVID-192 restrictions
{ordinarity, the activations can take various formats}. This is amplified throigh radio / NGO / other local ﬁmﬁn@wwﬁ? Brand South Africa’s partnerships
and media platforms implementation can be rolied out digitally and mmn good coverage and impact in each mﬂﬁoz Planning of the activations may be
* conducted with multi-provinces {if passible) or with a single province.

+ Number of national priority pillars ampliffed through PYP ambassador engagements implemented are allocated in Programme 2. There is operational

- alignment with ambassadors among Programmes 2 and 3 where the objective Is to monitor, support and nurture relations with the PYP ambassadors.
Brand South Africa’s support / invoivement varies on the type of ambassador and the activities that they are involved in. These could be to avail a
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communication platform, inviting them to be a feature/speaker at an activity that Brand SA is organising, or to be a spokesperson for a Brand 54 activity,
collateral, ocreanising venues etc. :

« The number of constitutional awareness campaigns is :om driven by the days of significance. Rather the themes relating to days of significance, which
are sometimes incorporated to the constitution awareness campaign, where necessary. However, the primary foctis is on the Constitution and how it
fmpacts on the lives of ordinary South Africans - white atso responding fo issues on the reputation of the Nation Brand {e.g., GBVE, racism, stc.).

s To ensure targeted promotion of the Nation Brand pride and patriotism in the intemational markets, Brand South Aftica witt implement the activities
related to the GSAs programme in key markets.

Additionally, Brand South Africa is to support the implementation GBVF Pillar 2, which is the Prevention and Restoration of Social Fabric, as outlined in
the NSP. One of the key activities to lead this inftiative is Communication and Advocacy Campaighs to address GEVF Piilar 2. This initiative had begun in
April 2020 and is to be continued uniil March 2024. The APP FY22/23, with {ts current Cutputs and oﬁt:n Indicators is agile and flexible &o incorporate
activities rélated to GBYF into the AOP. Brand South Africa will allocate activities in their AOP to ensure the foliowing:

Development of a communication toolkit with a list of key messages and targeted sources of the media
Determine the number of multimedia campaigns to be impiemented per quarter and the different sources that are used.

2

7.2.1.5  Programme Recourse Considerations M ~

Programme . Budget Allocation for Programmes g
Programme 2: Brand, Marketing and Reputation Management “RB9,430,020

In order to ensure that the outcomes are achieved, this .R.omm.mﬁ_.:m would reguire E:.&am of R89, 430,020 for marketing projects as well as rhedia
partnerships. . ’ .

Expenditure in Programme 2: Brand Masketing in 2022/23 is expected to maintain the expenditure and to have only baseline increase in activation costs and
marketing activities such as media campaigns and national identity campaigns. The entity alins to have a wider reach on PYP movement by-expanding the
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rollout of this programme to the international and strategic platforms through the entity’s offices based outside the country i.e., USA and UK. The entity
also aims to strengthen the use of strategic platforms to engage with the media and business influencers on matters that have a negative impact on the
South African Nation Brand and investment drive.

7.2.2 Key Risks

The table of key risks includes probability ranking, impact ranking and the resultant risk ranking for the recently added risks.

Table 11: Programme 2: Key Register

OUTCOME ._ KEY RISK _ RISK MITIGATION | Probability | Impact

Ranking ' | Ranking
m (1-5) (1-5)

Risk
Ranking

Increased attractiveness and | 2.1.1 Strengthened relationships with

thereby competitiveness of _ stakeholders, including GSAs
the Nation Brand Reliance on external stakeholders for content and 2. Consistent and relevant access to

information influential platforms

3. Improve mechanism of
communication — )

[ 2..2 1. Position Brand South Africa and
amplify positive Nation Brand

2. messaging that will shift
perceptions about the country

3. 2.Regularly engage and meet with
identified media stakeholders

4. 4. Brand South Africa to improve
their sacial media platform to
amplify messaging

_ 5. 8. - Media partnerships targeting

| key influential multi-media

_ B platforms internationally.

2.1.3  Resistance to Covid-19 vaccination programme and | 1. Designing marketing and

residual impact of Covid-19 | communication strategies to

| position the country in a positive

| front

_ _ 2. Domestically - education

_. 7 m 3. Reputation management strategy

External incidents and events that are beyond our
control (political unrest, climate change and fake
news)




OUTCOME

Increased Nation Brand
Advocacy and Active
Citizenship

KEY RISK

Reliance on external stakeholders

RISK MITIGATION

Promoting Big Brand SA platforms,
campaigns (like Nation Brand) etc.
Different methods for feedback,
MEE, insight

Race relations, xenophobia and persistent inequality
dynamics within South Africa

Target, at a granular level,
influential groups (through data
analytics) to improve overall
advocacy and sentiments - e.g.:
young, optimistic and caring South
Africans using a Segmentation
Model Mechanism

2:2:3

Tainted PYP ambassadors who may impede advocacy
initiatives

2.2.4

Resistance to Covid-19 vaccination programme and
residual impact of Covid-19

improved screening and vetting
process of appointed PYP
ambassadors

Designing marketing and
communication strategies to
position the country in a positive
front

Domestically - education
Reputation management strategy

Probability

Ranking

(1-5)

Impact
Ranking
(1=5)

Risk
Ranking
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7.3

Programme 3: Stakeholder Relations

Purpose: This programme seeks to build and leverage collaborative partnerships, to integrate and coordinate efforts and approaches to market the Nation
Brand identity and promote the Nation's value proposition, and to interface meaningfully with stakeholders who drive or influence the Nation Brand and its

reputation. The table below outlines the Outcomes, Outputs, Performance Indicators and Targets

The table below outlines the Indicators, Annual and Quarterly Targets for the FY22/23

Table 12: Programme 3: Outcomes and Outputs

QUTCOME

. %
Aligned
MNation
Brand
Execution
and
Experience
domesticall
y and
internation
ally

OUTPUT

OUTPUT
INDJCATORS

UAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/19)

TARGET
(2019/20)

TARGET
(2020/21)

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

MTEF PERIOD

TARGET
(2022/23)

TARGET
(2023/24)

TARGET
(2024/25)

3.1.1. 3114 12x 17x 12% 12x 14x 14x | 14x
Collaborative Number of coordinated coordinated coordinated coordinated collaborative collaborative collaborative
activities collaborative activities activities activities activities activities activities activities
implemented activities Implemented implemented | Implemented Implemented implemented implemented implemented
with local implemented | in partnership | in | in partnership | in partnership _ with local with local with local
| and/or foreign | with local | with state partnership with state with state | and/or foreign | and/or foreign | and/or foreign
public sector and/or foreign | institution with state | institution institution public sector public sector public sector
stakeholders public sector stakeholders institution stakeholders stakeholders stakeholders stakeholders stakeholders
domestically stakeholders stakeholders domestically domestically domestically _
domestically [ in
| collaboration |
with Global |
Markets for | _
international _
partner
3.1.2. T2 12x 15x 14x 14x 14x Tdx 14x
Collaborative | Number of coordinated coordinated collaborative collaborative collaborative collaborative collaborative
activities collaborative activities activities activities activities with | activities activities activities
implemented activities with | Implemented implemented | implemented local and/or implemented implemented implemented
with local local and/or in partnership | in in partnerships | foreign civil with local with local with local
and/or foreign | foreign civil with civil partnership with civil society and/or foreign | and/or foreign | and/or foreign
civil society society _ with civil civil society civil society civil society
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stakeholders

OuUTPUT
INDICATORS
stakeholders

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/1
sector

TARGET

(2019/20)
society

TARGET
(2020/21)
society

ESTIMATED
PERFORMANCE
TARGET
(2021/22)
stakeholders

MTEF PERIOD

TARGET
(2022/23)
stakeholders

TARGET
(2023/24)
stakeholders

TA mﬁm _'u.._u
(2024/25)
stakeholders

domestically domestically stakeholders stakeholders stakeholders domestically domestically domestically domestically
domestically
: =
Fo s [ X = T | 12x 17X 14x% 12x 14x 14x 14x |
Collaborative | Number of | coordinated coordinated | collaborative collaborative collaborative collaborative collaborative |
activities collaborative _ activities activities activities activities activities activities activities
implemented | activities Implemented | implemented implemented implemented implemented implemented implemented
with local implemented in partnership | in in in with local with local with local _
and/or foreign | with local | with private partnership partnerships partnerships | and/or foreign | and/or foreign | and/or foreign |
business and/or foreign | sector with with business with business business business business
stakeholders business stakeholders private sector | stakeholders stakeholders stakeholders stakeholders stakeholders
domestically stakeholders stakeholders domestically domestically domestically domestically domestically
I domestically !
3.1.4. Nation 3.1.4.1. New indicator | New indicator | N/A 1x Nation 1x Nation Brand | 1x Nation Brand | 1x Nation Brand
Brand Forum Number of Brand Forum Forum aimed at | Forum aimed at | Forum aimed at
aimed at Nation Brand aimed at positioning the | positioning the | positioning the _
positioning the | Forums aimed positioning the | country country country w
country at positioning country positively positively positively |
positively the country positively targeting | targeting targeting
targeting positively targeting domestic and _ domestic and domestic and
| domestic and targeting _ domestic and international | international international
international domestic and _ international audiences audiences audiences
audiences international audiences implemented implemented implemented
implemented audiences _
implemented -
-
D
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OUTCOME

OUTPUT

OuUTPUT

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/19)

TARGET
(2015/20)

TARGET
(2020/21)

ESTIMATED
PERFORMANCE

TARGET

(2021/22

MTEF PERIOD

TARGET
(2022./23)

TARGET
(2023/24)

TARGET
(2024/25)

115 48x in - 20x Brand SA 17x 20x 20x 20x 20x
Collaborative | Number of market led in - market | collaborative collaborative collaborative collaborative | collaborative |
activities collaborative activities activities activities activities activities activities | activities
implemented activities implemented implemented implemented implemented implemented implemented | implemented
with implemented in partnerships | in partnerships | with with with _
stakeholders with with public with public stakeholders in | stakeholders in | stakeholders in
in targeted stakeholders sector, sector, targeted targeted targeted
markets aimed | in targeted business business markets aimed | markets aimed | markets aimed
at positioning | markets aimed | | and/or civil and/or civil at positioning at positioning at positioning |
| the country at positioning | society society the country the country the country
positively the country [ | stakeholders stakeholders positively positively positively
internationally | positively | internationally | internationally | internationally  internationally internationally |
internationally _ _ |
3.1.6. Nation 3.1.6.1. | 175x 9x Mation 4y Nation 4x Nation 4x Nation Brand | 4x Nation Brand | 4x Nation Brand
Brand Number of institutions _ Brand Brand Brand alignment alignment alignment
alignment Nation Brand reached for __ alignment alignment alignment training training training |
training alignment Nation Brand training training training workshops | workshops workshops _
workshops training alignment workshops workshops warkshops delivered | delivered delivered |
delivered workshops training implemented | delivered delivered
delivered in provinces
(1% per
province)

p -

!
S
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3.1.1.1. Number of
collaborative activities
implemented with local
and/or foreign public
sector stakeholders
domestically

Table 13: Programme 3: indicators and Targets

14x collaborative
activities implemented
with local and/or foreign
public sector
stakeholders domestically

4x collaborative activities
implemented with local
and/or foreign public
sector stakeholders
domestically

4x collaborative activities
implemented with local
and/or foreign public
sector stakeholders
domestically

3x collaborative activities
implemented with local
and/or foreign public
sector stakeholders
domestically

3x collaborative activities |
implemented with local
and/or foreign public
sector stakeholders
domestically

3.1.2.1. Number of
collaborative activities
implemented with local
and/or foreign civil society
stakeholders domestically

14x collaborative
activities implemented
with local and/or foreign
civil society stakeholders
domestically

4x collaborative activities
implemented with local
and/aor foreign civil
society stakeholders
domestically

4x collaborative activities
implemented with local
and/or foreign civil
society stakeholders
domestically

3x collaborative activities
implemented with local
and/or foreign civil
society stakeholders
domestically

3x collaborative activities
implemented with local
and/or foreign civil
society stakeholders
domestically

3.1.3.1. Number of
collaborative activities
implemented with local
and/or foreign business
stakeholders domestically

14x collaborative
activities implemented
with local and/or foreign
business stakeholders
domestically

4x collaborative activities
implemented with local
and/or foreign business
stakeholders domestically

4x collaborative activities
implemented with local
and/or foreign business
stakeholders domestically

3x collaborative activities
implemented with local
and/or foreign business
stakeholders domestically

3x collaborative activities
implemented with local
and/or foreign business
stakeholders domestically

3.1.4.1. Number of Nation
Brand Forum aimed at
positioning the country
positively targeting
domestic and international
audiences implemented

1x Nation Brand Forum
aimed at positioning the
country positively
targeting domestic and
international audiences
implemented

N/A

1x Nation Brand Forum
aimed at positioning the
country positively
targeting domestic and
international audiences
implemented

N/A

N/A




3.1.5.1. Number of
collaborative activities
implemented with
stakeholders in targeted
strategic markets aimed at
positioning the country

20x% collaborative
activities implemented
with stakeholders in
targeted strategic
markets aimed at
positioning the country

3x collaborative activities
implemented with
stakeholders in targeted
strategic markets aimed
at positioning the country
positively internationally

6x collaborative activities
implemented with
stakeholders in targeted
strategic markets aimed
at positioning the country
positively internationally

6x collaborative activities
implemented with
stakeholders in targeted
strategic markets aimed
at positioning the country
positively internationally

5x collaborative activities
implemented with
stakeholders in targeted
strategic markets aimed

at positioning the country
positively internationally |

positively internationally positively internationally

1x Nation Brand
alignment training
workshop delivered

1x Nation Brand
alignment training
workshop delivered

1x Nation Brand
alignment training
workshop delivered

1x Nation Brand
alignment training
workshop delivered

4x Natien Brand
alignment training
workshops delivered

3.1.6.1. Number of Nation
Brand alignment training
workshops delivered

7.3.1 Explanation of Planned Performance Over the Medium-Term Period

Programme 3 is focussed on stakeholder relations, with the only outcome being “Aligned Nation Brand execution and experience domestically and
internationally”. In essence, the programme is focussed on managing various stakeholders to ensure that, 1) the delivery of the Nation Brand message is
consistent, and 2) reception of Nation Brand experience is aligned to the delivery. Best practice to measure this, is through “improved consistency in Nation
Brand messaging by different stakeholders”, which is the outcome indicator. The outputs within this outcome focus around strategic collaborations, brand
alignment training, and development of a brand alignment policy, all of which directly contribute to the outcome as they all will in different ways contribute
towards aligning the Nation Brand execution and experience. An aligned Nation Brand execution and experience will directly contribute to promoting a
prosperous Nation Brand, which is the ultimate desired impact.
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7.3.1.4  Unpacking the rationale for particular fndicator(s): .
The Nation Brand Master Class format and tool has been re-worked. An online version of the Master Class has been developed to Qﬁcﬂ.m wider availability
(and to address current social distancing requirements). In-person presentations can still take place in future, depending on the circumstances / stakeholder.
The benefit of the virtual implementation is that the Class can be conducted at the user’s own pace, m_mmmnnnm specific modules. Research Insights are shared
on various platforms, for example; Business Round-Table Discussions. To ensure the a@mﬁuam_# of strategic partnerships with the public sectar; business

| industry & civil society stakeholders in order to promote the South African Nation Brand domestically, a number of cottaborative activities has been defined

as output indicators, including the number of Nation Brand Forums.

7.3.1.5  Programme mﬁﬁoﬁwm ﬁ&ﬁiﬂ.nﬁaﬁ .

, v_.om_.m_d_._..m .| Budget Allocatien for Programmes
Programme 3: Stakeholder Relations RZ1,812,200

This prograsmme would require mc_d_:m of at least R21, mﬂw 200 for stakeholder projects. Due to funding constraints, ”:m Stakeholder Relations’ programme
would have to ferm partnerships with other entities to augment the funds required to achieve the set outcome.

Expenditure in Programme 3: Stakeholder Relations in 2022/23 is expected to maintaln the expenditure to have only baseline increase in strategic
partnerships with the public sector, business and civil society stakehotders. The entity atms to have a wider on its collaborative activities that promote the
Nation Brand domestically, including through the Nation Brand Forum.
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7.3.2 Key Risks

The table of key risks (strategic risks) includes probability ranking, impact ranking and the resultant risk ranking for the recently added risks.

Table 14: Programme 3: Key Risk

Ranking Ranking mmﬂ_”“ﬂ:
(3-8) {5 (1-5) o

OUTCOME

Diversity of opinions within | -Unique value mechanism to influence perceptions

3.1. Aligned Nation Brand execution and
| public discourse of stakeholders locally and globally by leveraging

experience domestically and
internationally

behavioural science proposition

-Continued training engagements with Brand
Ambassadors on the rules of engagement in being a
good brand ambassador

3.1.2 | Lack of a Nation Brand - Monitoring the compliance to the guidelines to
Alignment Policy | Mation Brand alignment

- Discussion paper on Nation Brand alignment policy
submitted to Executive Authority and approved at
an organisation level

See Annexure A for risk framework describing the probability ranking and impact ranking, where risk-ranking probability is the product of both.
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8 Part D - Technical Indicator Descriptions

8.1

Outcome 1: Improved Reputation of Brand South

Africa as an entity

Indicator Title

1.1.1.1. An unqualified audit outcome obtained
annually

Definition

The indicator refers to the status on the opinion
whether the financial statements fairly present the
financial position of auditees at financial year-end and
the results of their operations for that financial year

Source of Data

Internal audit report

Method of
Calculation/Assessment

Simple count (Internal audit report); and

Qualitative measure by audit opinion outcome

Means of verification

Signed audit opinion report

Assumptions

All stakeholders have access to the audit report
The Audit report is factual and accurate

Disaggregation of Beneficiaries

(where applicable)

Target for Women: N/A
Target for Youth: N/A
Target for People with Disabilities: N/A

Spatial Transformation (where
applicable)

Reflect on contribution to spatial transformation
priorities: N/A

Reflect on the spatial impact area: N/A

Calculation type

Non-Cumulative

Reporting Cycle

Quarterly

Desired Performance

A satisfactory internal audit report in finance and

procurement environment

Indicator Responsibility

Programme 1 - Chief Financial Officer
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Tndicator Title

T1.2.73. Percentage of valid payments made to
| suppliers within 30 days from the date of receipt of an

_ . | invoice
Befinition TThe indicator refers to a measure of the total number
R "l of valid payments made as a percentage of total
" | payments, The payments are to be made within the
i _ " | specified petiod. |
Seurce of Data internal Tinancial reports (e.g. Payment Report)
- Method T of | Total wikmber of invoices from suppliers honoured
iCaléul‘ationlAssé‘siéineﬁt R ~ | within 30 days/ total number of invoices * 100
' Meﬁsure of veriﬂcation “[ Signed consolidated involces
Assumptftms ' 'j"_ The accounting books are accurate and up to date.

Dlsaggregation of Beneﬂdaries
(where applica.ble)

| Target for Youth: N/A
| Target for People with Disabilities: N/A

Target for Women: N/A

--Spatial Transfnrmation (where
..applicable) '

) Reftect on the spatial impact area: N/A

Reflect on contribution to spatial transformation |
priorities: N/A

"Calculatlon type

Non-curnutative

Repcrt Cycle

- | Quarterly

Desred Pertarance

| Higher percentage of Tnvoices paid within 30 days

; Ind‘icatﬂl"‘- R'espons‘ib_ill;‘t‘.y " -

Programme 1- Chief Financial Officer
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Indicator Title

1.3.1,1, B-BBEE scorecard rating level

‘Definitidn- BEE scorecard rating is measured by means of a
S scorecard (a broad-based scorecard). The scorecard is
based on varfous elements and measured out of
a maximum of 100 points. Government entities are
_ required to be B-BBEE compliant.
‘Source of Data .| B-BBEE scorecard _
Methed -0 __'af_'; Total amount Spent on B-BBEE level 6 suppliers/ total
Céié}ulatighmss.es?sment .' _': _ amount spent on overall suppliers * 100
.:Means of vetification - B B-BBEE scorecard of suppliet
Assumptions - ' | Al suppliers seeking to provide services Brand South

Africa have an up to date B-BBEE scorecard

"ﬁis_agg?egatiqn “of Beneficiaries’
(where applicable)

- | Target for Youth: N/A

Target for Woman: N/A

Target for People with Disabilities: N/A

Spatial Transformation (where
applicable)

| Reflect on the spatial impact area; N/A

Reflect on contrihution to spatial transformation
priorities: N/A

"Calcula,ttqﬁ Typé

| Hon-cumulative

'Z Repoftir_yg Cycle

| Quarterly

"Besired Performance

| Higher percentage spend on B-BBEE level 6 suppliers

indicator Responsipiiity e

" lsmgramme 1- Chief Financlal Officer
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Indicakor Title

. .| 1.4.1.1. Percentage of vacancy

Deﬁniticn The tiumber of permanent posts In the establishment

. R | which are vacant at the time of reporting

Suurce of Data ; Human Capital Related Reports

‘Methnd B . of | The number of vacant permanent posés / The tofal

Calculatianfﬁssessment - number of permanent posts * 100

-Means of. venfrcatwn . 3 ;T*rmof of noting by the Human Capital, Remuneration,
o | Social and Ethic Committee

zﬁssump‘tioh‘s ~ -t Consensus by all stakeholders on the vacancy rate as

| per the Human Capital Related Reports

Disaggtegation of Bereficiarios
Mere_appligab[g)

Target for Women: N/A

.| Target for Youth: N/A

| Target for People with Disabitities: N/A

Spatial Transforiation (Where
3 apptfcable)

Reflect on contribution to spatial tramfonnation
priorities: N/A
Reflect on the spatial impact area; N/A

:Calculation Type -

| Comulative (Year - End) _

Report Cycle

Quarterly

'Desfred Performance

.| Lower than the stated target within the performance |

framework

Indicator Res’ponsihil'i_ty- o

| Programme 1 - Director of Carporate Services




Indicator Titke

JEEXEN
.| performance rating

Percentage  overall  organisational

Definition

The indicator refers to the Annual Performance Plan's
-l link to the Operational plans, budgets and the
_ perfonﬁance of the organisation and how the
| organisation s meeting those targets, which are
N | outlined in the Annual Performance Plan -
Soutce of Data T Quarterly Management report, and Annual Report
Method of | Number of performance indicators achieved/Total
_ CalculatfonMssessment -..,| number of performance indicators * 100
Means of verification | Performance Analysis in the Quarterly Management
, - report
: Assumplﬂons | Annual Performance Plans is approved, and no.

| amendments need to be made -

l‘;‘l‘saggregation of Benefic1ar|es
(whem applicable)

Target for Women: N/A

-} Target for Youth: N/A

.| Target for People with Disahilities: N/A

Spahai Transforrnatmn {where
applicable)

.
wos e

Reflect on contribution to spatial tramfonnat1un
priorities: N/A

.| Reflect on the spatial impact area; N/A

-Ealculation ‘Wpe { Non-Cumulative

: Repm‘ting Cycle Quarterty and Annually

Bestred Performance Higher performance against the Anmual Performance
_ : { Plan : .

“Indicator Responstbifity Programme 1 - Director of Corporate Services

85




Indicator Title

1.6.1.1. Percentage availability of all IT sysﬁems

Definition The indicator refers to the percentage time that ICT |
systems are available and operationat

So&rc’e:of,Da,ta., - o T Progresﬁeports

Method of [ Percentage availability of ail 1T systemsmumber of

C&lculationMssessment servers *100

Means of veriﬁcatmn T Sigried IT Progiess Reports

Assumptions , AlLIT systems avaitabte to support business operations

g Disaggregation cf Benef‘cxaries

 {where applicable) oo -
' S .| Target for People with Disabilities: N/A

Target for Wornen: N/A
Target for Youth: NZA

FSpatial |ransformation (where
applicable) - - - .

) priotities: N/A

Reflect on contribution to spatial transformation

Reflect on the spatial impact area: N/A

Calculation Type "

- | Non-Cumulative

- Reporting tycle

I Glarterly

 Destred Pe‘rfdrmance' -

1 Same or higher le;fel of availability

Indicator Responsibility

— Erogramme 1 - Director of Corporate Services -
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8.2  OQutcome 2.1: Increased attractiveness and thereby
competltiveness of the Nation Brand

Indicator Title 2.1.1.1. Number of marketing campaigns airmed at
L - positioning SA as a preferred destfnation to domestie
... . ] audiences
Definftion [ The Tndicator refers to conducting marketing campaigns
0 that drive attractiveness of the Natlon Brand to audiences
| within South Africa. A marketing campaign Is an organised
S | course of action to promote a brand, which in this case is
| the country’s Nation Brand. Domestic marketing campaigns |
. | are almed at promoting local Investment, pride, active
s uin oo citizenship, and social cohesion.,
?iéume;bf Data .. . .| Post-campaign reports,
Method af | Quantitative (simple count): Numbet of campaigns
Calculaﬁonmssessment' | _
Tcans of verification .- |+ Signed Quarterly Agency brief
e o © .le Signed Post-campaign reports
fﬁ.ﬁﬁjmpgions '. None
Disaggregationar .| Target for Women: N/A
| Benefictarias (where . - | Target for Youth: N/A
appllcable) o | Target for People with Disabilities: N/A
Epatial Transformatfon | Reflect on contribution to spatial transformation priorities:
{(where applicable) N/& :
IR - "1 Reflect on the spatial impact area: N/A
Calculation Type ' Cumislative (Year - End)
‘Report Cycle Quarterly
Desired Peifonnanée [ Higher attractiveness perception of ‘the Nation Brand to

domestic audlences or Improved brand associations of
attractiveness with the Nation Brand

“indicator Responsibility

Brogramme 7 - Chisf Marketing Officer

\q.\)




Indicator Title -~ [Z.1.2:7, Numbeér of marketing campaigns aimed  at
- positioning SA as a preferred investment destination to
L " | international audiences.
tﬁ_ef;jnit_idrj-__ | The indicator refers to conducting marketing campaigns
o ‘ | that drive and promote, the attractiveness of the Nation
Brand to audiences outside South Africa. A marketing
- { campalgn s an organised course of action to promote a
.| brand, which in this case is the country’s Nation Brand.
- | internationat marketing campaigns are primarily aimed at
- attracting investments and tourism.
Source of Data ", Post-campaign reports
Method “oF | Quantitative (stmple count): NUmber of Campaigns
Calculation/Assessment -, |
Means of verification * Signed Quarterly Agency brief
R 1o Signed Post-campaign reports
Assumptions None
Disagaregation of [ Target for Women: N/A
Beneficlarles  (wheré | Target for Youth: N/A
applicaie) -~~~ - - -} Target for People with Disabilities: N/A
Spétial Tranéfor_mation Reflect on contribution to spatfal transformation priorities:
(whére applicable) * . - = [ N/A
o | Reflect on the spatial impact area: N/A
“Calculation Type | Cumulative (Year - End)
Report Cycle | Cuarterly
ﬁééii;ed ;P'e'r'fdrmar-:c:e‘_ ‘ _ " Higher attractivenéss perceptton of the Nation Brand to
..... ' - | international audience or improved brand associations of
_ attractiveness with the Nation Brand |
ndicator Résponsibility | Programme 2 - Chief Marketing Officer

IR
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idicater TiEe -

7.1.3.7. Number of integrated reptitation & communication
7] activities implemented for strategic platforms domestically

Definition ~ [The indicator refers to the number of Nation Brand

o e "1 reputation and communication activities implemented by
Brand South Africa at strategic platforms. Strategic

" | platforms are key events that Brand South Africa laverages
- -l to amplify fts Nation Brand and messaging. Strategic
oI T platforms will be outtined in the operational plans.

“Sovirce of Baga Approved concept document and signed Exit fepart per

Ll T pregect |

Féthod. " of | Quanticative (simple- count); Number of acuviies at

Cﬁléq_[&t@h%;sé@shéni -« | strategic platforms

Means of veﬁffcétioh-' Te Sighed Concept report per project

r_ et e SignedsExit repart per project

IAsmmﬁtions .| What constitutes strategic ptatforms i5 pre-defined in the

| operational plans

Disaggregation " of | Target for Women: WA

‘Benefictaries - (whieré | Targst for Youth: N/A

app_ucable). . ) Target for People with Disabilities: N/A

:-.Spa_tjal _. ._Trahsforfnation'

(where gpplicable) 17

Reftect on contribution to spatial transformation priorties:
N7A
Reflect on the spatial impact area: N/A

_"ﬁmjréd'Perforr_nﬁhcg R

e

l‘;alcu‘latimTTVpe' e "I Cumulative (Year - End)
Report Cycle | Quarterly
To infliience perceptions and elevate the Nation Brand |

| reputation and image domestically

indicator Responsibility

| Programme 2 - Chief Marketing Officer

\
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Indieator Title

‘| internationally

2.1,4.1. Number of integrated reputation & communication
activities  Implevented for  strategic  platforms

Dafinition

1 The Indicator refers to the number of Nation Brand

| key events that Brand South Africa leverage to amplify its

| in the operational prans.

reputation and communication activities held by Brand
South Africa at strategic platforms. Strategic platforms are

reputation and message Strateglc platforms wilt be autlined

Source of Data R

" [ Approved concept document and signed ExTt report per
" project

 Calculation/Assessment =

Mhod ‘_-:‘II.-‘- S .of

Quantitative (simple count): Number of activities at
strategic ptatforms '

&earﬂ;qf've.ﬂﬁééﬁitwh-'- " |« Signed Concept report per project

o « Signed Exit report per project

Assumptions What constitiites strategic platiorms 75 defined in the
o .. | operational plans

Dishggrenation ~ ~ of | Target for Women: N/A

Beneficlaries  : (where | Target for Youth: N/A

gpplicable) | Target for People with Disabilities: N/A

Spﬁtiél.: T TTransformation.

Reflect on contribution to spatfal transformation priotities:

(where applicable) N/A

D " | Reflect. on the spatial impact area: N/A
;-_ga[;u!ation Type * | Cumulative (Year - End)
ReportCycle | Quarterly

,Desi'red Pérr‘oi'mance

1| image

To influence and elevate the Nation Brand reputation and

'_ i_hd:i::atg'ﬁ Responsibity

Programme Z - Chief Marketing Officer

'
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indicator Title

"1Z.9.5.1. Number of global reputation and competitiveness

indices analysed for Matfon Brand performance menitoring

Deflnition :

: . people, culture, and her{tége,' governance, and tourism.
- | These key elements inform the reputation of the wation

~|'The indicator refers to the humber of Nation Brand

| Brand performance.is monitored via several elements,

performaie monitoring activities conducted. The Nation

which Include investment and immigration, exports,

Scurce of bt -

» Third-party ‘indices and reports, containing
qualitative and / quantitative datz on South
Africa’s global reputation and competitiveness
parforrngnce.

» Signed internal analysis on setected third-party
indices and reports.

Wethod —of
Célmlatian!Ass_essment

Quarititative (Simple count) Number of internal analysis
reports

" | Means of verification .

- ] Sighed Internal énalysis.mpqrts

;Aééhr'nption_s SR 'Thlrd party indices and reports remaln available and are
.« 7 | published | : |

,'D'Isaggreg'auoh R o Target for Women: N/A

'B‘e'riefiéia\_riés'  (where | Target for Youth; N/A ,

applicable) © | Target for People with Disabilities: N/A |

}Spatialv " Transformation | Reflect on contribution to spatial transformation priotties:

(where applicable) -~ . [N/A

. A Reflect on the spatial impact area: N/A
'Calculaﬂéh 'T'Srp'e' .| Gumulative (Year - End)
"Report Cycle Quarterly

Desired Performance

Higher number of research actvities (WhICh 1s measured
quarterly)

Indicator Res_ﬁonsibility_

Programme 2 - Chief Marketing Officer

NV,
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Indicator Title

| 2,1.6,1, Number of reports that track South Africa’s global

reputation and brand familiarity

Definition ~ ~

| nternational perceptions i1 order to make informed
| strategic decisions to pasition the Nation Brand

ltrack South Africa’s global reputation and brand

| South African brand 1 perceived by audiences globally, it
" | assists

The indicator refers to external reports that reports that
famillarity. The indicator will assess the way in which the

Brand South Africa to hetter understand

Source of Data ~

Signed report that provides Information on South Africa’s
global reputation and brand familiarity '

Method

_ CalcUlatibn!Assésjs:ﬁeht

of

Quantitative measure (simple count) of number of reports

Means of verification

- - | global reputation and brand familiarity

Signed report. that provides information on South Africa’s

f Asg}lmptions _ | None

.. Disag@regation” of | Target for Women: N/7A

 Beneficiaries - (where | Target for Vouth: N/A

 applicable) ' Target, for People with Disabilities: N/A

Sp:)_atlal _ Transformation | Reflect on contrbution (o spatial transformation prioritfes:
(where applicable) il wA -

; © 7 |Reflect on the spatial fmpact ares: N/A .
Calculdtidn TYpe | Cumiative (Year - End) ‘

s_Repof"t Cycle‘ | | Quarterly

"Desired Performance .

implement SAGP and brand Tamiliarity study though
completion of key quarterty activities

“Theicator Responsibility -~

Programme 2 - Chief Marketing Officer

|
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Thdicator Tite -

© 12.1.7.1. Number of research reference groups conducted

Tg_ﬁnition_. - A reference group includes Individuals or groups that
I o infuence opiniohs, betiefs, attitudes and behaviours,
~ | Conducting research within reference groups enables Brand
| South Africa to recelve nformation that will inform how to
e e .1 better position the Nation Brand.
Source of Data . + Signed conicept document per activity
B . » Signed Research reference groups report per
activity
» Briefing notes
ST e oF | ONentitative (STple-coin)
Calculation/Assessment .
‘Wieans of yerification - -| = Signed Goncept document
' e Signed Research reference groups report
+ Briefing notes
'Aésumbtions . None _
 Disaggregation of | Target for Warmen: N/A-.
Benefictarles  ~ -(where:| Targst for Youth: N/A
applicable). *. > . ... 77| Target for People with Disabilitless N/A
-Spatial i‘ransfprmation Reflect on contribution to spatial transformation priorities; |-
(where appticable) - - | N/A -
... 7| Reflect on the spatial impact area: N/A
"Talcllation Type T Cumutative (Year - End)
Report Gycle ™ Quarterly

Désired Performance -

Annual Target: 4 research reference groups. Higher number
desirable

Tﬁﬁicél;or Responsibility

Brogramme 2 - Chief Marketing Officer
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2.1.8.1, Number of communication pleces that position the

indicator Titie
' country positively globally
Definition The indicator refers to communication pleces aimed at

making South Africa’s coverage more positive in tone and
sentiment globally. This is implemented through producing,
developing and “publication of positive communication
places, “

Source of Data

+ Signed confirmation of published communication pieces

Methad' - of | Quantitative: Simple count {Number of communication

Ca{cu_tatidnfﬁssgsgment pietes impleméntedf published)

Means of verification Te Signed confirmation of published communication pleces

Assumnptions No major fluctuation in exchange rates that may constrain
| . | Brand SAs ability to publish on international paid media

msaggregatioh of | Target Tor Women: N/A

Beneficlaries = (where | Target for Youth; N/A

applicable) - | Target for People with Disabilities: N/A

Spatial ~Transformation | Reflect on contribution to spatial transformation priorities:

{where applicable) | N/A

. S -| Reflect on the spatial impact area: N/A

Calculation ijpe | Cumulative (Year - End)

Repdrt‘ Cycle Quarterly

Deviied Performance

[ More positive tonality and sentiment of media covarage.

indicatar Respansibility

Programme 2 - Chief Marketing Officer

\-v
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L 2.1.9.1. Number of thought leadership pleces that position |

SRR ' the country positively pubtished.

.| Positive content pleces that are almed at influencing
conversatlons and narrative on fagtors impacting the
country’s image and reputation. This {s implemented
through the development and publication of positive
thought leadership pieces.

Sianed confirmation of published thought leadership pieces

Quantitative: Simple count {Number of thought leadership
1 pieces published)

.| Signed confirmation of published thought leadership pleces

Availebility of stakeholders to by-line thought teadership
pieces

Target for Women; N/A
re | Target for Youth: N/A
| Target for People with Disabfiities: N/A

\aHIG | Reflect on Contribution £ spatial transformation priorities:

..| Reflect on the spatfal impact area: N/A

N/A

I Cumutative (Year - End)

[ Guarteriy

| More positivé tonality and sentiment of Brarid 5K generated
*1 coverage, '

¥l Programme 2 - Chief Marketing Officer
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indicator Title

2,1,10.1, Number of content pleces atmed at influencing

domestic and intérnational media to promote a positive
narrative of the Nation Brand published

Defition A measure of total content pieces produced as a result of
e | engaging the media to generate incressed positive
| coverage. The alm of this indicator 15 to maximise this
| toverage by emsuring that content pleces are published
: "+ 7| post-the media tours and engagements
—,Swnce_of Data .~ - = - Signed confirmation of number of content pieces published
“Method ,of Quantitative {simple count): Number of content pieces
__Ca[culationmsﬁeﬂment ' pubtished
Means of verification | Signed confirmation of number of content pieces published
._Assumptiqns " None
Disaggregation ~of | Target for Women: N/A
‘Benéficiaries '(wherg. Target for Youth; N/A
| .appucable) - <| Target for People with Disabilitles: N/A
'Spaual Transformatmn Reflect on contribution to spatial'transformatign priorities:
" (where apphcable);\ L | N/A '
' : . | Reflect on the spatfal impact area: N/A ©
| -Calculatim Type | Cumulative (Year - End)
Mort Cycle Quarterly
Desired Performance Same or Higher number of publi#hecl content pleces

Indlcator Responsib‘i hty

Pragramme 7 - Chief Marketing Officer

\‘,\)“
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Trdfetor Tile

-1 2.1.11.1, Number of content pleces published on Brand

South Afrlea's digital platforms

Déﬁhition The indicator measures the nurﬁber of content pleces
developed and posted on Brand South Africa’s website and
the PYP social media platforms, namely: PYP Facebook and

| PYP Twitter page'g,, which are intended to Increase and
drive positive messaging that positions the country

. | positively and grow its attractiveness and awarenass.

Solirce of Data s Signed confirmation of published content pieces

' » Signed Reports Brand South Africa’s on social media

- traffic ' |

Method " of | Quantitative: (simple count); Number of content pleces

Ca].culationMsSess‘ment published |

‘Means of ver'iﬁclaﬁpn + Signed confirmation of published content pleces

| ‘ o Sigried Reports Brand South Africa’s on social media
e traffic
-Assurmptions | Brand South Africa website and social media accounts are
AR | functionat o ‘
Disaggregation ~ of | Target for Women: N/A
fBehéficiaries '_‘_(v_;v_hé'“r',e'- Target for Youth: N/A
 applicable) o Target for People with Disabilitles: N/A

‘Spatjal‘ Transformation | Reflect an the contribution to Spatial transformation

{where applicable) .| priorities: N/A _

t o " | Reflect on the spatfal impact area: N/A

Caleuiation Type T Cumurative (year-end)

-Report Cycle - Quarterly

_Destred Performance

‘| SA website and PYP social media platforms (Facebook & |

Same or higher nwniber of content. pleces posted on Brand

Twitter) to increase Nation Brand awareness &
attractivenass '

Ihdicator Responsibi ifty

Programme 2 - Chief Marketing Officer

U
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8.3 ©  Outcome 2.2: Increased Nation Brand advocacy and
active citizenship

Indicator, Title - ' ] 2.2.5.7. Number of activitles that promote active citizenry
T | through the PYP programme

‘D;efi_nflrzi_on': The indicator refers to a measure of the total number of
R | PYP activitles conducted. ' |

e L T

" Stgned Quarterly exit reports

Simple Count

Caleulation/Assessment _

“Means of verification . .- | Sighed Quarterly exit reports
Assumptlons ‘ | | None '

| staggregatlun R Of Target for Women: N/A

Beneficlarles  (Where | Target for Youth: N/A

appltcable} : .| Target for People with Disabilities: N/A
Spatial Transfamwtlon Reflect on contribuﬂon to spatial transformatlon priorities:
(where applicable) [ N/A
R | | Reflect on the spatial impact area: N/A
Caiculation Type "I Comulative (Year ~ End)
. -Rfepﬁ-‘ting- Cydle F Quarterly

Desired Performance -

Same or higher number of Play Your Part activiﬁes targeted

"Tidicator Responsibiliyy

|"Prograrnme 2 - Chief Marketing Officer

.
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CIndicator Title - -

‘[ 2.2.2.1. Number of national priority pillars amplified

through PYP ambassador engagements implemented

BefTiition

Assumptions

The indicator refers to a measure of the number of
national priority pillars amplified through PYP
, . ..~ | ambassador engagements within & vear, '
Sourgeof Data 7+ i - [ Signed Quarterly exit reports
Method S— Simple Count
Calﬁﬂlétionfﬁsse’ssmént- e '
- Means of verification " 7| Signed Quarterly exit report
- .| PYP ambassadors that are on-boarded and active in

| thelr duties

Disaggregation of Beneficiarias
- (where applicable) - -

| Target for People with Disabilities; N/A

Target for Women: N/A
Target for Youth: N/A

"Spé\tia_l' Trsénsformatinn (where
applicable) ‘ B

| prioritles: N/A
| Reflect on the spatial impact area: N/A

Reflect on contribution to spatial transformation

“ Catculation Type

Cumulative (Year -~ End)

| Reporting Cycle. -

o Quarterly

_ _'Desifed Performance

same or higher number of PYP ambassador activities
implemented

ndicator Responsibility:

Programme 2 ~ Chief Marketing Officer

R
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Tdicator Titie 2231, Number of constitutional awareness
o i . | campaigns atmed at promoting constitutional values
Definition - .| The indicator refers to & measure of the knowledge
o | bulding  campaigns  about  the  constitution
ST ' implemented
Source of Data . . . Signed Quarterly post campatgn report
Nethod of " Simple Count
 Calculation/Assessment - - .
. Meqns of verification -. Signed Quarterly post campaign report
Assumptions | “["Tive initiatives rémains & MTSF priority over the medium

" | to long-term

Dlsaggregation of Beneficfarles
{where applicable)

.| Target for Youth; N/A
1 Target far Peaple with Disabilities: N/A

Target for YWomen: N/A

"Spatial Trénsfofmat_lon_ N (V\fhére
dpplicable). .

Reflect on contribution to spatial transfermetion
prioritles: N/A
Reflect on the spatial impact area: N/A

:' Desired Pérforlma:-icé- |

“Calculation Type . - ) -1 Cumulative (Year - End)
"Reporting Cycle 1 Quarterly
Same or higher number of constitution awareness

- | campaigns

ndicator Responsibility

Programme 2 - Chief Marketing Officer

=

\u
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indicator Titte .~ .

Z.2.4,1, Number of constitutional awareness
activations to promote constitutionat values

.ﬁéﬁnitioﬁ

.Assumpticns :

.| The Tndicator refers to a measure of the knowledge
| building z;\ctivat_ions about  the  constitution
S | implemented
Source of Data. . .| Sgned quarterly concept document
L i ... | signed quarterly exit report
Method — . ... . of | Simple Count
Calculationfﬁssessfngnt R L
Weans of verification | Signed quarterly concept document
o | $tgned quarterly exit report
The Initiative remains a MTSF priority over the medium

to long-term and there is an enabling logistic

Cil, 'r_’;. BT

ervironment.

Q{saggregatipg “of . Bgnefi;iqrjés |
(where applicable).

" | Target for People with Disabilitias: N/A

Target for Women: N/A
Target for Youth: N/A

Spaltial Tran_sfi_mn_ation ‘(where
applicable) . .

.. | priorities: N/A :
| Reflect on the spatial impact area: N/A

Reflect on contribution to spatial transformation

“ C_éﬂﬁulatiui Type- :

Cumulative (Year - End)
-_ﬁepqr_ting.!:yc:le ;_"" B " | Quarterly
' Desired _P;e_rforma_'nce' ' [Same or higher number 01 CORSEIEUFIOn awarendss
) S activations _ |
Indicatar Responsibility - o * | Programme 2 - Chief Marketing Officer

PrneAr—

e,
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Indicator Title

| implemented in key markets

2,2.5,7. Number of GSA activities that promote Nation
Brand advocacy to South Africans living abvoad

“Definrtion The Indicator refers to a measure of the number of GSA
| activities implemented in key markets, Key markets
"""l are markets that are essential for extending Brand
-1 South Africa’s maeket position, 1ts economic growth,
and its globalisation in a sustainable way.
‘IS_u‘urce of Dafa | Signed Concept document per activity
: " signed Exit report per activity
Method 7~ of | Simple Count
Calculatioanssessment | ' o
“N_‘-eans of verification- 1 Signed Concept document per activity
" " ) Signed Exit report per activity
‘ Assumptions : There are willing and pmsent G5AS within our targeted

markets

_Disaggregatlori of Benefima.rlbs
' (Where applfcabie)

" 7| Target for Youth: N/A

Target for Wormen: N/A

-

Target for People with Disabilities: N/A

_Spatlal. Transformation (where
applicahle-)

“| priorities: N/A

Reflect on contribution to spatial transformation

Reflect on the spatiaf impact area: N/A .

-_Calcu!ation Tipe - [ Cumulative Year - End)
Report Cycle T Qnarterty
Desired Pe’r_formanc'é.' R | Same " or ‘higher number of global activities

1 implemented in targeted markets

fndicatar 'Responsi-‘blllity '

Programme 2 - Chief Marketing Officer

T
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Indicator Title

2,2.6.1. Number of domestié perceptions research study

Petinition

| how South Afticans perceive themselves, It assists Brand
.| South Africa to better understand local perceptions in order

.to make informed strategic decisions to position the Nation
" { Brand

The Tndicator refers to research conducted to attain
information oh key perception indicators domestically, i.e.

Souyrce of Data .. .

¢ Monthly surveys, focus group discussions summaries
» Signed Consolidated quartarly progress report
« Signed Natfonal omnibus survey

Nethod - . of

T Quantitative: Simple Count {Number of research)
| Catculation/Assessment . - '

.Means of veﬁf%caﬁon ¢ Monthly surveys, focus group discussions summarias
: o ' » Signed Consolidated quarterly progress report
Y * Signed National amnibus survey ‘

Assumptions - .| None

:--.pis;aggregaﬁidh' © T T of | Target for Women: N/A

Befiéficlarles ' - ~(where | Target for Youth: N/A

pplicable) - T Target for People with Disabilitles: N/A

Spﬁjgial Transformation | Reflect on contribution to spatial transformation prorLes:

{where applicable) | N/A . |

S | - o { Reflect on the spatial impact arga: N/A

Calculation Type [ Climative (Year - End)

' Repbrt Cyclé Quarterly

Desired Pérforance™™

Highar number of research activities (which is measured
quarterly) is desirable

Trdicatar Responsbitty

Programme 2 - Chlef Narketing Officer

LU
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8.4  Outcome 3: Aligned Nation Brand execution and
experience domestically and internationally

Indicator Title - -

3

- 71 3.1.4.1. Number of collaborative activities
" | implemented-with (ocal and/or foreign public sector
| stakeholders domestically

ﬁg_finition o

ST i

The indicator refers to number of activities conducted
with public sector stakeholders In order to promote the

Source of Dai:a_

1 South African nation brand domesticatly

« Signad concept document per activity
» Signed Quarterly exit report on collaborative
activities conducted  with public sector
- stakeholders -

Catculation/ Assessrhent -

| coltaborative activities conducted per quarter overa 1-
| year period '

Quantitative (simple count); The total number of

Means of variﬁt:a_tion

* Signed concept document per activity |

» Signed Quarterly exit report on collaborative
activities conducted with public sector
stakeholders .

§ 'Assurnptidns

There are willing and able participants and an enabling
logistical environment .

- bisaggregatfon n’f_ - Benéﬁciaﬂes’
“(where applicable)

Target for Women: /A
Target for Youth: N/A
Target for People with Disabilities: N/A

Spatial_Transtonmation (Where.
- applicable) -

Reflect on contribution to spatial transformation
priorities: N/A
Reflect on the spatial impact area: N/A

Calculation Type

.| Cumulative (Year - End)

Report Cycle

. | Quarterly

Das?red Performance

Higher number of collaberative activities

Indicator Responsibility -

Programme 3 - Chief Marketing Ofticer
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Tndicatar Title

- 13124, Number of collaborative activities

., | stakeholders domestically

implemented with local and/or foreign civil soclety

Befirition

| The indicator reférs to the Humber of activities
.| conducted with civil society stakeholders in order to
* | promate the South African Nation Brand domestically

Sopirce of Data

+ Signed concept document per activity

* Signed Quarterly exit report on collaborative
activities conducted with ‘civil society
stakeholders

Method — " of
‘Calcutation/Assessment ~* *

| collaborative activities conducted per quarter over a 1-
.| year period

Quantitative (simple count): The total number of

Means of wrﬁrifiC?ﬁﬂn. T

+ Signed concept document per activity

» Signed Quarterly exit report on collahorative
activities  conducted with civil  soclety
stakeho{dérs

Assump‘tions '

T There are willing and able participants and an enabling

logistical environment

Biseggregation. of Benericiaries.
{where applicable)

Target for Women: N/A
Tarpet for Youth: N/A
Target for Pecple with Disabilities: N/A

“Spatial .Transfonnaﬂbn (wherg:
ap;ili:_:ablﬁ) B '

Reflect on contribution to spatial transformation
priorities: N/A '
Reflect on the spatial impact area: N/A

Calculation Type =~ -

-| Cumulative (Year - End)

Report Cycle

g - Quarterly

Desired Parformance

Higher number of collaborative activities

_'Inﬂiéat'or Responstbflity -

| Brogramme 3 - Ghiet Marketing Otficer

Gro
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Indicator Title

- | and/or foreign business stakeholders domestically

3.1.3.1. Number of coLlaburatWe activities with local

Assiimptions

4

Definition The Indicator refers to the number of activities
‘ ' conducted with business stakeholders in order to
_ *.| promote the South African Nation Brand domestically
Source of ﬁafza_ + Signed concept document per activity
o « Signed Quarterly exit report on collaborative
_- _ activities conducted with business stakeholders
Methad "~ of | Quantitative (simple count): The fotal number of
Calcutation/Assessiment collaborative activities conducted per quarter overa1-
S . year period - _ '
Mearis of veﬁﬁeatibh B + Signed concept document per activity _
- ' « Signed Quarterly exit report on cotlaborative
activities conducted with business stakeholders
B ‘-_' There are willing and able participants and an enabling

| logistical environment

Disaggregation of Beneficiaries
(where applicable} = ¢

*| Target for Youth: NFA

Target for Women: N/A

Target for People with Disabilities: N/A

. 'SpétiaL .Transfbrmatio.n (w.ﬁ.ere'.
- @pplicable)

Reflect” on contribution to spatial ~teansformation

" '| Reflect on the spatial impact area: N/A

priorities: N/A

indicator Responsibitity

E&i&ula,tibn*Typel'-‘ B Cumiiative (Year - End)
-Re,poft Cycle -..- Quarterly
—_ﬁésiréd Péﬁonﬁance 8 Higher number of collaborative activitics
| Pragramme 3 - Chief Marketing Officer

G
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‘Indicator Title 3.7.4.1. Number "of Nation Brand Forum aimed at
' ' positioning the couni:ry positively targeting domestic
- j and international audiences implemented

Definition The indicator refers to the number of Nation Brand

| ideas and views on a particular fssue can be exchanged.
| In this case, the ideas exchanged witl be around the

- | domestically

forums held. A forum Is a meeting or medium where

promotion of the South African Nation Brand

Source of 5ata

o Signed concept Document
« Signed Report on the Natioh Brand Forum

Rethod .o

{where applicable)

M Quantitative: Simple count (Total number of Nation
Caleulation/Assessment Brand forums held)
Means of g,aﬁflcg‘tiqn, I o Signed concept Document
. o - s Signed Report on the Nation Brarid Forum
- Assumptions - ) | There are willing and able participants and an enabling
I o logistical environment
bisaggréga_tion .-6f ' Béheﬁdaﬁes_- Target for Women: N/A
n Target for Youth: N/A

| Target for Peaple with Disabilities: N/A

Spatfal Transformation (where
| applicable) '

Reflect on the contribution to spatlal transformation
phiorities: N/A
Reflect, on the spatial impact area; N/A

Calculation Type '

B Curmulative (Year - End)

__'Repor.i‘: Cycle

Anhnual

- Desived Per‘fomance. T

| Same or higher number of Nation Brand forums held

Indicator Responsbitity -

Programme 3 - Chief Marketing Officer

&
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Indicater Title - -

- | implemented with stakeholders in targeted strategic

3.1.5.1.  Number of 'c:ollaborgtive activities

markets aimed at positioning the country positively

. _ | internationally
E'_D‘eﬂl"ii'tidn "[The indicator refers to the number of activities
B - | conducted with public sector, business and/or civil
" 7| soclety stakeholders in order to promote the Seuth
o " | African Nation Brand internationally
"Solrca of Data. < Signed concept document per activity
| . . : _ ¢ Signed exit repart per activity ‘
Method " ’__'-'_of | Quantitative (simple count): The total number of
Cateulation/Assessmant  ~ + | collaborative activities conducted per quarter overa -
S . ' |yearpetlod |
Means of verification " * - « Signed concept document per activity
S +  Signed exit report per activity
" Assumptions’ " | There are willing and able participants and an enabling

| logistical environment

D'Isagglrégatwn‘ of Bénefict.artes}.
(where applicable)

Target for Women: N/7A
Targeat for Youth: N/A
Target for People with Disabilities: N/A -

Spatial Transformation (Whers,
applicable) ‘.

| priorities: N/A
Reflect on the spatfal impact atea: N/A

Reflect on contribution to spatial transformadion |

Calﬁutatibn Type.

- | Cumulative {Year - End)

Report Cycle

Quarterly

[Desired Parformance

T THigher number of collabofative activities

“indicator Responsibitity

T"Programme 3 - Chiet Marketing Officer

J o
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Indicator Title

3.1.6.1. Number of Nation Brand alignment training
workshops dellvered

Assumptions

De?initicn The Indicator refers to the number of Natlon Brand
Tt © | alignment trainings conducted by Brand South Africa.
-| Nation brand alignment trainings are required to
| ensure consistent messaging about the Nation Brand fs
| disseminated by key stakeholders to domestic and
| International audiences, and in doing so amplifying the
: : . -| impact of the message.
Saurce of Data » Signed concept document per quarter-
. B _ | o Signed exit report per quarter
Mathod T of | Quantitativa (simple count): The fotal fufeber of
CalculationFAssessment | Nation Brand alignment trainings conducted per
L - ‘ * | quarter over a 1-ysar petfod
Means qf_.yg[iﬁ_gatiqn L - » Signed concept document per quarter
B : o Signed exit report per quarter g
There are willing and able participants and an enebling

logistical envirohment,

[ Dlsgaregation of Bereficlaries
(where applicable) = ..

.| Target for People with Disabitities: N/A

Target for Women: N/A
Target for Youth: N/A

Spatial Transf:rrmétidn- ,_(where.-_
applicable) .- '

Reflect on contribution to spatial transformation |
| priorities: N/A
.| Reflect on the spatial impact area: N/A

Calctilation. Type

Cumulative {Year - End)

Teport Gyde

- Quarterly

"Desired Performance -

.| Higher, number Nation Brand alignmenf trainings
| delivered ' '

Tndicater Resporisibility -~

| Programime 3 - Chief Mameﬁng Officer

6
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9 Annexure A: Risk Framework

1 out of 10 000 times

Will seldom occur, 1 out

of 1000 times
 Could occur sometimes,
~ 1 out of 100 times

More than an even

4 chance of occurring., 1
out of 10 times

The risk is almost

High certain to occur in the

current circumstances

Low Negligible
2 Significant
. Major
Critical
High . Catastrophic

U Lo

Will almost never occur,

Not expected to happen - event
would be a surprise

Low likelihood, but could
happen

Could occur often
More than an even chance of
oceurring

The risk is almost certain to
occur in the current

circumstances

Requires ongoing monitoring and

minor changes
Requires redesign or intervention

in the service/programme

Requires major redesign or
intervention in the
service/programme

Requires complete redesign or
high-level intervention in the
service/programme

Total

project/programme in question

shutdown of the
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The product of the probability ranking and impact ranking results in the risk ranking
probability, which can be positioned and interpreted as the following:

! https://www3,weforum.ora/docs/WEF_TheGlobalCompetitivenessReport2019.pdf

i https: / /www.imd.org/centers/world-competitiveness-center/rankings/world-competitiveness/

i https: / /www.ipsos.com/en/ nation-brands-index-2021

Uvo

¥ https://index.goodcountry.org/
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