


“In my opinion, the financial
statements present fairly, in all
material respects, the financial

position of Brand South Africa as at 31
March 2014, and its financial
performance and cash flows for the
year then ended in accordance with
the SA Standards of GRAP and the
requirements of the PFMA.”

Auditor General 31 July 2014

An overall
88.8%
achievement
of

- performance

activities
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Introduction and Background

Brand South Africa is an entity within the new Department of Communications
(DoC):

- Brand South Africa

- GCIS

- Media Development and Diversity Agency (MDDA)

- Independent Communication Authority of South Africa (ICASA)

- South African Broadcasting Corporation(SABC)

- Film and Publications Board

Consolidation of South Africa’s communication and information machinery.

Ensure greater impact and effectiveness in local & international
communications.

Mandate overarching communication policy and strategy, information
dissemination and publicity as well as the branding of the country abroad.

Part of the new Inter-Ministerial Committee (IMC) on Information and Publicity
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Our Mandate and Strategy...

To contribute to the NDP
OBJECTIVES on...

1. Economic Growth &

2. Position South Africa in the

3. Nation Building and Social

Employment Region and the World Cohesion
by undertakin :
cgordinated & Build South Africa’s Nation Brand reputation to Inspire and instil active citizenship amongst South
INITIATIVES to... contn.bute to South Africa’s global competitiveness

Africans

1. Brand and Message Alignment by key

2. Pride and Patriotism and Active Citizenship
stakeholders.

amongst South Africans.
and achieving the following

OUTCOMES...

3. Positive positioning of SA as a business

destination amongst target international and
domestic audiences.

4. A Sustainable Organisation

| 3. Strengthening & deepening
Stakeholder & partner
relationships

. 1. Brand strategy development  § 2. Reputation management

and management

... through the following
STRATEGIES

4. Brand Insights and research
management

5. Organisational Development 6. Prudent financial

management and control

and contribute to the
following broader

IMPACT...

Increased International Improved International &

. . Increased Social Cohesion
Domestic Reputation

Competitiveness
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Highlights 2013/2014

South Africa’s competitiveness

— The inaugural South African Competitiveness Forum (SACF) was
launched in November of 2013

— The passing of Tata Nelson Mandela was a tremendous loss for the
nation. This however afforded Brand South Africa “the opportunity to
promote positive gains of the country, by focusing on Madiba’s legacy”.

Brand South Africa’s presence

— The SACF impacted positively on presence and awareness levels locally
— The Global South Africans (GSA’s) network was expended to Germany,

United Arab Emirates, Australia and China Chichi
— Presence at BRICS, WEF Davos and Mining Indaba also heightened
visibility scores Maponya -
Chairman
Mobilisation of our nation Brand South
Africa

— Brand South Africa’s Play Your Part initiative continued to make great
strides in encouraging active citizenship, pride and patriotism in
partnership with various state departments in numerous instances

— An above-the-line campaign was implemented and the work continues
to tap into social media with the aim of speaking directly to the youth
of the country
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Highlights 2013/14

Internationally

— Membership to the BRICS group of nation opened opportunities in areas of
trade, investment and tourism

— Stakeholders were supported through various engagements including the
Investment Trade Initiatives, numerous inbound and outbound media tours

— Brand South Africa’s Africa strategy was finalised and approved by the
board - Africa outreach

— Partnership with Brand Ghana proved beneficial and resulted in the
implementation of a programme to promote stronger ties

Domestically S
ichi

— Brand South Africa’s ‘Protect Our Democracy’ camgaign was launched and Maponya -
focused on youth and active citizenship ahead of the milestone 20t year Chairman
of democracy

~ Stakeholder partnerships spanning government, business, civil society and Brand South
youth were further reinforced through various purposeful engagements Africa

— Partnerships remain a strong focus for Brand South Africa. The South
African Premier Business Awards in partnership with Proudly South Africa
and The Department of Trade and Industry and the 2014 Mining Indaba in
partnership with the Department of Mineral Resources strengthened the
alignment and integration of messaging on South Africa
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High Level Summary of Indices and Perceptions Findings

Nation Brand
- Reputation

- Competitiveness

Investor
. Perceptions

Media Reputation

(" *91% of the population are proud to be South African;

*Sport is one of South Africa’s highest celebrated achievements;

*Over 85% of the population believe that SA is a competitive and innovative nation;
*95% of South Africans have a sense of belonging in the country;

\* Despite the problems there is a strong desire to stay in the country

\

/~ *SA’s 2014 WEF ranking drops to 56™ (/144) from 537 in 2013.
* Strengths securities exchange regulation, auditing standards, corporate

boards, banks, financial market development, financial services, quality of air transport
infrastructure

* Alreg 0 g LLenNTion: abou

*61% overall familiarity with SA —leaving a 39% familiarity gap — with low overall familiarity with
SA as a business destination

* Increasingly seen as a growth market. The economy mostly associated with mining, agriculture
& tourism. Growth in associating SA with manufacturing (from 29 to 36% between 2012 & 13)

* Associations with crime and corruption issues

.

(" *Overall position 36/50 for 3 years
* Stable reputation with minor changes in some pillars
* Marginal score movement upwards in Governance & Culture
*Stight drop in score on Exports, People, and Tourism
J
~

J/

* Slight drop off from 56.41 to 47.4

* Our biggest supporters are BRIC countries (excluding Russia)

* Africa- Europe is hard on us and low coverage Middle East and South America
* Key drivers were tourism, business, international diplomacy (BRICS)
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BRAND SOUTH AFRICA

OVERVIEW OF STRATEGY &
BUSINESS PLAN IMPLEMENTATION
2013/2014

NATIONAL INITIATIVES




SOUTH AFRICAN COMPETITIVENESS FORUM 2014

In 2013, Brand South Africa embarked on a major project; that of hosting the inaugural SA —

i Competiveness Forum. On the 5t of November 2013, this event was successfully hosted at Gallagher

Estate.

Brand South Africa believes that through quality interactions with stakeholders we will be better
equipped to design communications, marketing and thought leadership programmes to create a truly
competitive positioning for the country in both international markets and at home.

Through the SACF , Brand South Africa gathered valuable insights on matters of regional importance.
The insights were absorbed into comprehensive background briefing documents shared with delegates
as well as panellists and moderators in preparation for the Forum.

Brand South Africa also worked extensively with several content partners who shared sector-specific
insights.

Brand South Africa designed the SACF as a series of events, marked by interactive engagements,
including regional consultations and strategic conversations on the day.

Breakaway Workshops were themed as follows:
FDI Competitiveness
Education, Skills & Labour
fnfrastructure
Manufacturing & Related Services
Governance & Leadership

Tionl shnang
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South African Competitiveriess Forum

an initiative by Brond South Africa.




SACF PROGRAMME & EVENT EXPERIENCE

Programme Event Experience

« In the main plenary session, eNCA news anchor *  The SACF was hosted at Gallagher Estate and
served as programme director, introducing speakers presented a visual experience of the country’s
including: achievements from the entrance and was carried

o  Chichi Maponya - Chairman of Brand South through the entire venue.
Africa The event on 5 November attracted more than 350

Khulekani Mathe - DDG in the Presidency delegates from business, government and civil-

Colin Coleman - MD Goldman Sachs SA society

Minister Collins Chabane - Minister in the
Presidency: Monitoring, Performance &
Evaluation

Deputy President Kgalema Motlanthe

Vote of Thanks - Deputy Minister Obed Bapela -
Minister in the Presidency

LR

Multiple touch-points of brand engagement, from the
registration area through to the foyer

South African Competitiveness Forum
an initiative by Brand Scuth Africo. _ .
Ingpiring new wa,




BRAND MANAGEMENT AND ALIGNMENT

e Communications and marketing efforts focused on
seeding the country positioning of “Inspiring News
Ways” to ensure brand alignment and further the brand
amongst the various target audiences through direct
means or in partnership with other stakeholders

¢ Notable initiatives included flighting the Brand South
Africa television commercial:

— That was specifically adapted for days of significance viz.
Freedom Friday and Youth Day

—  On SABC, CNN International and CNN

WY S AL T —
ARESE Tt i

~  Print, online media, radio were used as support mediums to S O f
international investors Thez8thiargest k- W{" B
ecaniomy i the wodd ‘;@ uu.w}‘ 8
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e Alignment to ‘look & feel’ - A Brand Alignment and
Compliance study was conducted with the following
recommendations:

— Review of the Corporate Identity (Cl) roadmap to include
tone, personality, consistency and font types and sizes

— (I toinclude campaigns - namely Play Your Part
—  Cl to be linked to the brand toolkit

Note: The Brand Alignment and Compliance study indicated
that 58% brand alignment was realised
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ACTIVE CITIZENSHIP - PLAY YOUR PART

Congratulations
to the class of 2013

ZTeTIom

e Efforts to popularise the Play Your Part (PYP)
programme included a series of roundtables, media
inserts and roadshows

e Play Your Part school and faith-based organisations
(FBO) dialogues were rolled out as well as a PYP
programmes in support of Freedom and Youth months

e Online platforms were also used to support live
campaigns - tactically in some instances resulting in a
growth in following on social medial platforms viz.

Facebook with 26355 followers “You have reached

your destination”

e South African citizens playing their part continued to
be profiled on various platforms so as to inspire a
culture

e The programme was extended to a few key platforms
(Schools Club programme) and implemented in
collaboration with various partners such as FBO’s,
Department of Transport’s “Arrive Alive”, One Young
World and Transnet Freight Rail







Soshanguve and Polokwane
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Days of significance (Freedom & Youth)

Print: Sunday Times
The Star Newspaper
Cost: R 600k
Radio: R480k

Youth, Freedom

Qur freedom wasn't free.
Butwhat it inspired is priceles
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ance against drugs

High School activation:
* Glendale Secondary

» Oval North High School Spineroad
+ Spineroad High
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Play Your Part TV support

175 AMAZING WHAT QUR FREEDOM DAY

FREEDOM HAS INSPIRED 27 APRIL 2013

VO: This Freedom Day lets remember what we've achieved and play our part in building on it.
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MEDIA RELATIONS

*  Arange of opportunities were provided over the year to develop
relationships with journalists in target markets in support of nation branding
and reputation management

*  Key messages to trade partners and tourists included the celebration of
got_ﬁjh_ Africa’s 20 years of democracy and 20 years of competitive nation
uilding

e  Content was published :
— Across all Brand South Africa communication platforms
— Editorial media platforms

¢  Numerous media partnerships were entered into with the Times Media
Group, CNN international and CNBC Africa

e The partnership with Goldman Sachs gave rise to the opportunity to host
international media dialogues in the United Kingdom (UK), China and at WEF
Davos on the ‘South Africa at 20’ report

e  Anumber of media tours were conducted in the period:

—  Bloggers’ tour of South Africa (journalists from UK, USA, China)

- USA Hollywood film executives location scouting tour

- Journalists from BRICS group of countries with focus on the Strategic
Infrastructure Projects

— Infrastructure media tour targeting journalists from Nigeria, Zimbabwe,
Namibia and South Africa supported by Trade and Investment KZN, Nissan,
the Automotive Industrial Development Centre and the City of Joburg’s Bus
Rapid Transport System

ponth flice > 3
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DIGITAL COMMUNICATIONS

Brand South Africa’s digital media platforms were enhanced (technically and design-
wise) across digital properties including:
—  www.southafrica.info; www.mediaclubsouthafrica.com:
www. playourpart.co.za; www.brandsouthafrica.com

The project (tive date; 1 November 2013) included:

— Technical updates on all sites to allow easier access, remove necessity of a
dedicated mobile site and to make publishing more efficient

— Redesign of all sites to carry a single consolidated design

— Integration of all sites to allow for more efficient content sharing and traffic
sharing

Global South Africans website was launch in support of Brand South Africa’s efforts
of reaching South Africans living abroad

4 Mobile applications were published viz. South Africa Story, Possibility, Madiba
Moments (published 6 December 2013) and 20 Years of Freedom

Social Media
— Social media platforms saw notable growth with engagement on Facebook
increasing and Twitter being increasingly useful in telling the South African
story
— Immediacy of digital mediums provided Brand South Africa the opportunity to
disseminate information speedily and contextualise live events e.g. SONA and
live tweeting

Impiring teve wo




Play Your Part Series 1 digital

« Play Your Part Series 1 support included:

« www.playyourpart.co.za
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STAKEHOLDER RELATIONS - GOVERNMENT PROGRAMME

e Successful government partnerships include:
- Department of Transport: Easter and December ‘Arrive Alive’ (online campaigns promoting road
safety)

— AMemorandum of Understanding (MoU) was signed with Economic Development Department for
the design and execution of an integrated communications and marketing campaign for the
Presidential Infrastructure Coordinating Committee programme

— The existing partnership with the dti lent Brand South Africa support for its domestic activities
including the joint hosting of engagement sessions with Foreign Trade Officers and the African
Diplomatic Corps

— the dti, Proudly South African and Brand South Africa jointly hosted the second annual Premier
Business Awards

— Brand South Africa also lent support to the dti on various International Trade Initiatives through
development of marketing collateral and communication messaging support

— Brand South Africa accomplished a successful collaboration with the Department of Mineral
Resources , the Department of Science and Technology, the dti and several State Owned Entities
in the running of the South Africa Pavilion at the Mining Indaba

— Other partnerships included Lead South Africa, GCIS, Proudly South African and the Department of
Arts and Culture for the launch of the “Freedom Friday” campaign

éut-a th Africa %
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STAKEHOLDER RELATIONS - CIVIL SOCIETY PROGRAMME

e The aim of the civil society programme was to popularise the National Development Plan (NDP)

through a range of critical stakeholders

- Programme with Faith Based Organisations (FBOs) in certain provinces focused on the role that FBOs can play in public policy
and advocacy, building social capital through empowering communities, youth development and empowerment

e A“men’s dialogue” in partnership with Brothers for Life focusing on active citizenship and the
role of men in curbing gender-based violence was successfully hosted with the support of
Deputy President, Kgalema Motlanthe who delivered the keynote address and was broadcast on

SABC TV

e Brand South Africa partnered with the National Planning Commission in the execution of the
NDP dialogues with Youth. Highlights of the youth programme include:

— Programme to popularise the NDP through highlighting the importance of active citizenship by coaching
learners in schools across four provinces

— A partnership with One Young World and the City of Joburg in hosting the 2013 One Young World Summit -
a gathering of the brightest young people from around the world that empowers them to make lasting
connections in aid of positive change in their lives and those of others

— Hosting two BRICS workshops in Cape Town and in Johannesburg that targeted youth - also in partnership
with One Young World '

— Apartnership with the Global Dignity Group, Shanduka Adopt a School Foundation and Africa Empowered
in the execution of a Schools Club programme aimed at instilling the value of active citizenry amongst the
youth - 21 schools reached and 13 School Clubs were formed
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STAKEHOLDER RELATIONS - BUSINESS OUTREACH
PROGRAMME |

e Brand South Africa’s highlights of the business programme include:

— Aseries of NDP dialogue sessions in partnership with business stakeholders to review the role
of business and the implementation of the NDP (Eastern Cape with the Nelson Mandela Bay
Chamber; Gauteng with the Black Business Council and KwaZulu-Natal with Trade and
Investment KZN)

— A Career Expo Day in Diepsloot with Transnet Freight Rail and the local Methodist Church -
over 500 school children and unemployed youth reached

— Stakeholder outreach session in Limpopo in partnership with Sanlam to create awareness
around Brand South Africa’s work and the Play Your Part programme

— A thought leadership roundtable in collaboration with Africa 360 on the African Union’s 50th
anniversary with representation from African Development Bank and the NEPAD Business
Foundation on the panel
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Stakeholder engagement: Soweto

Sowetan
DIALOGUES

x| st hog i ot
W Fhucetin.

F sA Education: Why mcisudents
start but don't finish?

:Wednesday, 22nd January 2014
r 18:00 for 18:30
= Uncle Toma Hall

Orlando West, Sowelo

P Entronce s FREE To book your ploce, SMS keyword DEALOGUES. vour nome,
strname tn 41934 S8%es me anarged at #1 50/S08 Fres minutes o nel apply
Bookiny dine oloses o 213t January 2014 ot 12600 neon. Confirma lon will

! be zant via SMS or RSVP ta obosetiisowelan.cozo
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Stakeholder engagement: Polokwane

'Debating Zuma's State Of The
Nation: Fact vs Fiction

Date : Thursday, 6th March 2014

Time : 18:00 for 18:30

Venue : Ngoako Ramathlodi Sports Complex;
Nelson Mandela, Seshego, Polokwane
(Noxt to Police Statlon)

Facilitator : Nisieni "Bigdaddy” Ramabulana = capricom rm

! Attendance is FREE, To secure a seat SMS keyword DIALOGUES, your
name, surname to 41936, sMses are charged af R1.50/5Ms.

! Free minutes do not apply. Booking line closas on Wednesday,
, 05 March 2014 at 12h00noon. Confirmation will be sont via

SMS or RSVP to obosel@sowelan.co.za
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INTERNATIONAL INITIATIVES




INTERNATIONAL FOCUS

e International campaigns focused on the needs of investors in South Africa, exporters and Global

South Africans
— Investors: aim is to increase familiarity and knowledge of South Africa as a viable, world-class and profitable
business destination in targeted international trade, investment and tourism markets

~ Strategies are aligned with the dti, the Department of International Relations and Cooperation (DIRCO} and
South African Tourism (SAT)
— Targeted countries include: China, India, the USA, the UK and European Union, UAE, Brazil and Russia

o Targeted advertising campaigns (broadcast, print and online) and other traditional marketing
means are also used to raise awareness of South Africa’s offerings to the international investor

e State Visits and Trade Missions
— Outbound state visits present opportunities to market South Africa in the visited countries and in turn reach
a wider pool of stakeholders with the narrative of South Africa’s brand promise - three State visits to
Senegal, Democratic Republic of Congo and Ghana were achieved in the period

~  Brand South Africa supported the Presidency with media programmes for its State programmes on key
platforms that included WEF Africa, Nigeria and the USA State visit

— Brand South Africa participated as a member of the Communications Task Team together with the dti, DIRCO
and GCIS to manage communications relating to the official visit of the USA President to South Africa

e As part of expanding the Global South African network, Brand South Africa accompanied by
Minister Chabane, hosted a successful stakeholder engagement session with South Africans in
Sydney and Melbourne as part of the launch of Australia GSA Chapter as well as in the UAE

svc!rrﬂ: Aﬁ*.r’c.;"
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WORLD ECONOMIC FORUM

e WEF Davos
— WEF Davos 2014 adopted the theme ‘The Reshaping of the World: Consequences for
Society, Politics and Business’
— Brand South Africa implemented a comprehensive media and stakeholder programme
which included:
* Media partnerships with eNCA, CNN, CNBC Africa and TIME

+ Development of key messages
* Hosting of a “Thought Leadership’ breakfast and a stakeholder reception to further promote South
Africa to the captive international audience

+ Astakeholder reception

e WEF Africa

— Brand South Africa hosted a successful media programme and the official Welcome
Reception for WEF Africa in partnership with the World Economic Forum - platform was
used to articulate South Africa’s value proposition as a globally competitive business
destination

— Media programme included a media centre, a press conference and “live cross-over
interviews with CNBC that profiled influential South Africans

~ The WEF Africa programme was succeeded by a post-WEF Africa discussion co-hosted by
Brand South Africa and Frontiers Advisory
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UNITED STATES OF AMERICA (USA)

e To improve an understanding of South Africa’s trade and
investment opportunities, the following activities were carried
out:

— Successful management of an investor roadshow for the Finance

Minister, Pravin Gordhan in New York, Chicago and Washington
ahead of the International Monetary Fund/World Bank Spring
Meetings

—  Hosted a business symposium and investor dinner in partnership
with the Embassy where Science and Technology Minister, Derek
Hanekom led a discussion on investment opportunities as well as
other areas in which South Africa is an innovation leader

e In celebration of Freedom Day, Brand South Africa in
conjunction with the Consulate of New York, arranged a full
day exhibit of South African products, investment opportunities
and tourism promotion at the Washington’s Annual Passport DC
event with a message of “solidifying South Africa as a business
destination for investors”; drawing +/- 3000 visitors

e A message of hope, capacity and opportunity was shared at the
Education Africa - Brand South Africa Awards Gala in New York

— Brand South Africa Trustee - Geoffrey Rothschild, together with the
University of Free State Rector - Jonathan Jansen, Pamodzi Holdings
CEO - Ndaba Ntsele and Africa.com founder - Teresa Clarke were all
honoured for their contributions to South Africa
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UNITED STATES OF AMERICA (USA)

Brand South Africa facilitated the facilitated an engagement between 35
Global South Africans working at the World Bank, The International
Monetary Fund and the International Finance Corporation and the
Ambassador to the USA which focused on issues relating to South Africa

Through Brand South Africa’s efforts, South African wine importers were
represented at the Washington International Wine and Food Festival and
serving of local wines at the inauguration of the National Press Club’s new
President

Leveraged on David Tlale’s (fashion designer) participation at New York
Fashion Week by partnering with the dti and the New York Consulate
General in hosting a media and fashion buyers to promote South Africa’s
fashion industry

Supported Goldman Sachs’ ‘South Africa at 20 ¢ report and the USA
release of the Nelson Mandela film ‘Long Walk to Freedom’

Handled all media relations, social media activity and all marketing
collateral needs of the Consulate

Arranged a memorial service at the Washington National Cathedral -
attended by dignitaries and private stakeholders

61‘.’#1{{1 A‘ﬁﬁr »
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UNITED KINGDOM (UK)

Hosted a full week’s engagement programme for Finance
Minister, Pravin Gordhan and KwaZulu-Natal Premier, Zweli
Mkhize (with six investor roundtables with key business and
government figures)

On Freedom Day, Brand South Africa contributed to the
celebrations at South Africa House by sponsoring and organizing
the performance of three of South Africa’s leading UK-based
musicians - Njabulo Madlala, Joyce Mohologae and Luyanda
Jezile

Attracted +/- 700 visitors and recruited 40 new recruits for the
Global South Africans network through activating at the
Homecoming Revolution event at London Expo 2014 in Olympia

lLeveraged on the launch of the Nelson Mandela film ‘Long Walk
to Freedom’ by telling the South African story, further
heightening media interest and the production of a feature
documentary ‘One Humanity, One Justice’ by renowned
filmmaker, Tony Hollingsworth

o Aﬁru
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CHINA

e A Country Manager for Asia was appointed by the
Brand South Africa Board in September 2013 to
strengthen South Africa’s competitiveness and appeal
to investors and businesses in the Chinese market

e Through the Country Manager, Brand South Africa;

— Facilitated a Department of Trade and Industry
programme and participation in the China International
Fair of Investment and Trade and in the South African
Expo

~  Assisted the Shanghai Consulate with business media
coverage, media content distribution and press
interviews for the media launch of ‘2014 Year of South
Africa in China’

—~ Initiated a Global South Africans programme in China
with a verifiable database of 100 GSAs

—  Was present at Goldman Sachs’ presentation of the
‘South Africa at 20" report to the Chinese policy makers,
SOEs, GSAs, banks and scholars

- Hightlighted the political stability, regulatory framework,
contribution to global governance and social stability and
efforts to fight crime

60341'{‘ ,Aﬁ*: e

L

lengring mewe ways



AFRICA & MIDDLE EAST

* The Africa and Middle East Regional Manager was appointed and a new
Africa strategy was developed and approved by the Brand South Africa
Board

e  Together Brand Ghana, Brand South Africa hosted a business roundtable
discussion - including the participation of the Ghanaian Minister of Trade
and Industry and the Chief Executive of MTN in Ghana to promote South
Africa and build relations

e  Brand South Africa achieved the following with Nigeria:

— Hosted a panel discuss ion and networking platform at the WEF
Global Outloock Agenda meeting in Lagos in partnership with CNBC
Africa

— Two dialogue sessions were hosted with the Africa Diplomatic Corps
stationed in South Africa with the aim of positioring South Africa
positively

e  Brand South Africa programme in the United Arab Emirates (UAE) was
supported through a partnership with the South African Embassy and
Consulate and Business Council. Through the partnership, Brand South
Africa managed to host a dialogue session on the South African
Infrastructure Build Programme with Global South Africans in the UAE

e  With the support of the South African mission in the UAE as well as the
local South African Business Chamber, Brand South Africa hosted a GSA
roundtable - attended by Minister Chabane and was supported by a
successful media programme (including interviews on radio and print
media)

boorth Pt
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OTHER

e Brazil

— Participated in an infrastructure media tour that enjoy publicity on radio and print

— Communicated BRICS shared values through the hosting of a media programme that focused on business,
governance, healthcare and technology

— Supported International Trade Initiatives in Sao Paolo and marketed South Africa as a popular tourist
destination

— Offered thought leadership at the handing over of the hosting of the FIFA World Cup™ to Brazil

— Instituted bi-monthly meetings with the Embassy to strengthen relations

— Achieved media coverage valued at $3 million

e Germany
— The announcement of Mercedes-Benz increasing their operations in the local marked helped solidify
South Africa’s standing as an investment destination in German
- Launched a Global South Africans initiative to South Africans living in Germany to mobilise support and
promote South Africa
— A media focus on ‘Women in Business’ - showcasing leading female figures (private sector and
government) and effectively managed perceptions of societal issues

B
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OTHER

e india

— Hosted a roundtable at the South African Embassy in Mumbai to promote South Africa as a business
destination and to promote bilateral trade relations between India and South Africa

— Publicity was generated from local media on the Freedom Day event hosted by the Consulate General in
India and the Mandela Day celebrations further influenced the growing interest in South Africa

— The South Africa India Film and Television Awards in South Africa and South African Business Entering
Media event, widespread positive news for the country in India was generated

—  The BRICS values were communicated and there were efforts to promote an understanding of business
opportunities in South Africa

¢ Russia

— Participated in various trade events in Moscow through a media programme and content development for
World Food Moscow 2013 resulting in extensive media coverage on South Africa/Russia relations as well as
the South African economic situation

—  Building on South Africa’s BRICS partnership, Brand South Africa gained media coverage in various
mediums in Russia - publication of thought leadership pieces, attracted corporate leaders, fund managers
and investors to engage in annual business roundtables

— Through activities and initiatives, Brand South Africa articulated South Africa’s policy and promoted the
country as a business destination communicated the BRICS shared values in Russia, demonstrated
leadership in hosting global and positively shaped perceptions
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STATEMENT OF
FINANCIAL POSITION

for the year endod 31 March 2014
FIGURES INRAND NOTES 31MARCH 2014 3TMARCH 2013
RESTATED®
ASSETS
CURRENTY ASSETS RS
Prapaymenis 10 L A53756 5730
Operating faase asset E R 33132
Receivables from exchange transacions 1 2 1032887 AT 7E
Cash and cash ecualents 12 16080346 30510446
- 26,573,972 36,040,384
NON-CURRENY ASSETS T
Properyy, plant and equipment 4 % 263?3?6' 2147834
Infangible sssats 5 7160, 179304
Herltage assets 6 ‘ 133,.156 133556
Degosts paid 7 638828 08139
Operating foase asset 8 _20,991 G675 2
| 3,502,911 3,636,375
TOTAL ASSETS 30,076,883 - 39676759
LIABILITIES L :
Current Liabilitios N
Finance lease obligation 13 144932 120547
Dperaung loase bbility g 187 RSt 70 323
Payabiles from exchange lransactions 15 ' 33 054, 029 31268405
Provisions 14 AR 1 157 400 1094,215
L 34544212 33,794,864
MOM-CURRENT LIABILITIES R
Firance lease ohilgation 13 REEe : 3255265 . 21968
Totaf Liahilities Lo 34900477 33,876,232
Mot Assats C(4T22,594) 5799927
Acaurmittated {deficlt)/ surpius {4723554) 5799927 .

bontly Poie
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STATEMENT OF
FINANCIAL PERFORMANCE

for the year ended 31 March 2014

31 MARCH 2014 31 MARCH 2013
RESTATED®

FIGURES IN RAND

Revenue 154,779,000
Gther income 17 134085630 5,948,555
Operating expenses L (205389871, (163272219}
OPERATING DEFICIT T (10,870,241) (2,544,664)
investment income 0 o g6y 319,657
Finance costs 21 LT mepany £204,177)
Deficit for the year ’ T {10,523,521) (2,429,184)
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STATEMENT OF
FINANCIAL PERFORMANCE

forthe year ended 31 March 2014

FIGURES IN RAND ACCUMULATED L NET ASSETS

Opening balance as previcushy reponad 2228738

Adiustmants o

Prior year adjustments B R I SR ORI S ¥ . | 373
Balance at 01 April 2012 as restated* e T 8,229 8,229,111
Changes in net assets . N T

Deficit for the year L 98 (2,429.184]
Total changes Lo T L 428,184). {2.429182)
Restated"* Balance at 01 April 2013 ST 5,799,927 5,799,927
Changes In et assets - R

Deficit for the year . - 05352 £10523,521)
Total changes ' S L T 10,523 521) (10523521}
Balance at 31 March 2014 T (8 303,6948) {4,723,594)
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CASH FLOW
STATEMENT

for the year ended 31 March 2014

FIGURES [N RAND 3TMARCH 2014 31 MARCH 2013
i 7 RESTATED"
€Cash flows from operating activities o
Recelpts ST '
Grants 160434000 154,775,000
Interest income i B 341067 319657
Other receipts SR L 29,166836 1634127
T RS BT 903 156,732 762
Payments en
Employes costs o (22725.229) (25,804,636}
Supplisrs e (169,790,552) {98,375,049}
- (202515791) {124,337 714}
Net cash floavs from operating activities 23 £ 7{12,573,888) 32,395,070
Cash flows from investing activities R T
Purchase of property, pfant and equipmant 4 N .{1,.;?;02;‘{5:14}‘1 {1,15372%}
Purchase of other intangible assats 5 L T {168.865
Furchases of hefiage asses 6 Cian B {133,556}
Deposits said Cin = {390,372}
Net cash flows fram Investing activities U 1,714,384) (1,846,334)
Cazh flows from financing activitias SRS
Finance lease payments FRSNS '{;[_06»_,894} (94,615}
Finance costs G {24024 (25074}
Net cash flows from financing activities Sl {13,828) (119,689)
Net increase/{decrease) in cash and cash equivalents T 14,420,100 30,429,047
Cash and cash equivalants a the baginring of theyear 30510446 81,359
Cash and cash equivalents at the end of the year 12 - 16,090,346 20,510,446

gv.t!-t # A‘ﬁ’fc
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STATEMENT OF COMPARISON OF
BUDGET AND ACTUAL AMOUNTS

for the year ended 33 March 2014

BUDGET ON ACCRUAL BASIS

ACTUAL AMOUNTS DN DIFFERENCE BETWEEN FINAL
COMPARABLE BASIS BUDGETAND ACTUAL

REFERENCE

FIGURLES IN RAND APPAGVED BUDGET ADJUSTMENTS FINAL BUDGET

Statement of Financial Performance
Revenue

Revenue from exchange transactions

Other income . 292518 792,518
Pastnership Ircome - - 33793112 CBmiezviz 3
Intarast recaived - investment - 5762 395762
Total revenvo from exchange transactions . = 34481,392 - 34 481,392
Revenue from non-exchange transactions AR
Taxation revenue TN . R
Govermment grants & subsidies 160,434,000 160,424,000 160434000 o o
Total revenue T 160,424,000 160,434,000 - 194,915,292 24,481,392
Expenditure L e C T _ R
Personmel - (21,728,806) (33.158.943) (1,430,137
Depeaciation and amortsation {1.283,420) nosse’ o aager
Finance costs S B30 @9042) . {40,652)
Repairs and maintenance SRR ¢ 7 15311 {164313) - 9,597
Genaral Expansas L 126972798)- (¥ {168,632.483) (41,659,685) 36
Total expenditure T T (160,167,333) - {160,167,333) (203,063,419) {42,896,086)
Operating deficit Ll 266,667 266,667 {8,148,027) {8,414,694)
Loss on disposal of assats and liabilities '. - ;";. o L - (134953) {134,953)
Loss on foreign exchange . {266,667} L {266,667) (2,240,541 ) {1,973,874)

. {266,667) . {266,667) (2,375,494) - {2,108,827)
Surplus / {Deficit) S SRR {10,523,521) . {10,523,521)

;u&'d\ A‘ﬁ’ .
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PERFORMANCE
RESULTS - IMPACT

forthe year ended 31 March 2014

cf bzt 1EA K DECATO D0 OR R FRF {) G AH 0
1. Increased Competitiveness | WEF-GCE Index 44 {54} 50 52 {45-55) 3 4
Inalitifices 4 45 43 {45 - 50 41 *>
Infrastrisctiee 83 62 PE {55-65) 86 +
Macro- Econcrre Stability 43 58 & {40509 95 +
Haalth and Primary Echecation 129 m 132 (126-136) 135 -
Higher Exdurstion & Trairng 75 73 24 777) ar +
" Goods Market ERldency A 37 32 (35-45) b +
Fabour Markat Eficiency 7 55 13 {52-302) g -+
Fimandial Market Sophistcnion 9 4. 3 {410y k¥ 45
Technologsal resciness 76 76 62 F2-82) 62 £
Masken swe s 25 25 22-32) s &
Business soTASHCIOT E ] i kL 3343) 35 ‘f‘
inmcvation a4 at 42 {36-45) 39 >
2. Improved International Reputation G Anhalt Naton Band Indax ki Overafl rnling MYA hverall mrking N/A Crveralt ranking MiA Overall rantang NA
Brazit* kY 34 3 2529 31 -~
Chinz 3% T} 7 3t-23 37 -~
Eovpt 34 40 37 32-34 38 -1
Gevmarty 35 2% 34 30-34 = -~
inla 0 19 19 1519 k3 +
f=pan 40 47 47 43.47 45 4+
E 46 43 40 3847 42 4
Sersth Africa 3 4 ¥ -4 g +
Uinited Klagoiom 2% 30 n 24-28 35 +
Usited States of Amentca E} 4D g 3238 3= £
France 34 7 % 2832 3 +
3. Increased Brand Equity Brand Firence Brand Valuation NsA (5135Bm) 5139bn 5144 S50
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*  Overall org performance - 86% excl tactical; Including tactical - 88.8%
¢  Three negative drivers to overall annual performance: SO5: Gov, Egypt and UAE.

1 Brand Alignment by o o
Stakeholders 10025 5
increased Pride

< and Patriotism 7 1 1 83% <4
Positive

3a perceptions about o o T100% 5
Fositive

3b perceptions about 7 13 ° < 6% o
Articulated

- contextualised SA 8 =9 (o] 2
policy 752 “1
Sustainable

5 Organisation: OD 16 14 - 889
Sustainable

5 Organisation: Corp 2 2 o] o]
Affairs 100% 5

5 Sustau:\abl_.e & a o >
Organisation: Fm &67% 32
Sustainable

S Organisation: 2 1 O 1
Governance 502 2
UK 5 5 (o] (o] 10025 =3
USA 8 [ o 2 7525 <
Bra=il 23 22 (0 1 9695 5
China 23 19 0 2 839 «1

Market not activatd Egypt O 1 [} () 0% 1
Germany 18 18 (] (o) 10025 5
minated India 2« 23 (o] 1 96% =1

Russia 17 16 (] 1 4% =
UAE 15 - O 11 27% t
Tacticat
opportunities 26 26 © o 100% 5
Totals 228 T1T96 32 82695 <

gﬂﬁ-l th Africa
.
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TACTICAL
OPPORTUNITIES

asaft 31 March 2014

PROJECT/ QFPORTUNITY ] FEFERRED BY/BOURCE PROJECT/ OPPORTURNITY DESCRIPTION FINAMCIAL IMIPE IOA TRONS COURSE OF ACTION TAREN/DEGSION N
i, Yoeshdiakague session in perttershipwith | Irvittion By OneYoung Warkd | A partnorship with e Yaung World i hesirg ayauth RZ55 000 - for poes) oosis The glabkal Chafrman of Goldmen Seche, 5m 0Nl lod o discomizo with
D foung Worid aned brsings calogues on BRICS i Cope Town Crie Yaung Werld, fosising ont the rake of Sauth Ao in 8RICS
2 OresYoumg 'Werld Confreenos #nvitaticn by Cne Yourgr'eeld | Paticipatizn at e Johsnesbug rorferencn o driee Pehcization al the corfarence to difes st cilkership Srough the Fly
icthen Stizership shrough the Pley Your fart Rogramme Yaur Bart Begraraire
3 Credd Frolecion™Wesk sympainin Brand Seeith A Stabsholder | Ta parnerwith the Departroemnt of Sociad Demvskoypraant N Trglemenindg 3 below-tha-lin miatkeing cempein smed = adocating
pertrershipwiti the Deportreen of docil | S=btinas on-lhe Thid Frotscting W propramme and children’s rights 1o raduzs incidenis of chvid abuees
Hovelpment irelomanting a ek - the-Ene rxrbeting cxmpaign
4. Fanmenhip with the Ganere Fronrsizt rand Snuth Al Stateholder | To parmee with the (uteng Proviscil baglshtoes a0 Mo A theeeyemr (itiers Rrepnreibliy’ compaign, simes at renesdg
L inar amhve ciikenship Fmlatitxns uive Htirership campaipn parterhis with eomenurites e instifbng pride ard petriztsm
campainn
5 Dovesnemen: siakasider wovkshop o Horth West Frerie s ofion Tasuppart the Morth Wt provines an their cebanding B5 00D - for trm costy Erandd South Alrics was izdited] ta provide inpat on the itningt aopresch o
wepipaet s rebrancing und posiioring peeoes Yo easure abgtehent the redemanglivg angd repesilioring ntrsisgy af e Rlevth West provines
of the North Wt provines
£ Meredm-Berg Mew York Fashior Weak | Srand SoathAfiics and Sie Hew | Ta profile the South Alicen deignirdusty = well s RE8E 000 The event preaded a banding and resutalion manepert pletinom for
Yock Consulsin Gaseeal fashicn deiprer Dmvid Tk 2l the Marcedes-Boez New Biznd South Africa, through sponsorshin and hosting of & medfis and Exfran
York Feastion Waek Erryers pvent
7. 500 Mrican jorenaties Corfamnca bed in | Highaey Africa Hosted 2 wadehig for Africin journabsts oaSauti R25 X% Brarrd South Aftica secured 2 partnersiio with Higheey Alrica to meeen the
CGraharmstoam Afnital molewithin BRICS warichoa
& Wish o B St A offons By the | E20 Hested arwordahon for 294 and 39 year shadenin studying #7030 Created expasurs of $in wiork of Brand South Africa and scicend the youth to
Gert Sibandn FET Cofiene Hiarketing and Corrnorictions to apose thern ts o brrdng
ratice branding
8 OrwHurerey, One juston fexhere Fory BelingrrarthfPess Hain | Cprarturety o artizaile the Sowtt African sioy, R8G90 Dertriecz b in the prodhaction of $ha foature dacumenmry in arsociho with
documentary il Srand SeathAlim CED sod UK | ersus pesitier moemmps of F0ypmm of fredoen and ICH, S, the dtf and Trdsuts - Frodusers of Nokon dendek rvers in 1995
Courtry hiaragsr democmny of Beuth Ao and $555
Beard Soweh Afticn 1o prordide meckn content and assiztin
mrrknling of the rriaported Al
0 Reauttion fskinte - Reeses of 2013 Mareger Rerech Bxarnd Gowfy Aftiz panticipatad in the launchaf i 2013 Noae Brand South Alrica {80 peaerriad the hoyninte speach an:d paticipated in a
Femutatinn Frak - Savrey Rnpuntice Sounh Aftice Rapertation shody reasis el dismesion on Soath Afris topetstion
Fomorl

s,
65&1#\ A‘ﬁ"r‘ca
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PROJECT/OPPORTUNITY

1k

Round tabdo and follow-up meetngs wih

REFERRED BY/SQURCE
Brand South Africa

PROJECT/OPPORTUNITY DESCRIPTION
Brand South Aff ic2 infuated round 1abie In fesponse to

FINANCIAL IMPLICATIONS

COQURSE OF ACTION TAKEN/DECISION
Brand South Africa UX Cauntry Manager provided inputs o SAMC, DAT and

key South African arts and cufture players | UK Country h4anager ans and culture practiioners Haad Cfitee. The second raund tabée to foliow In Cctober 2084
i the LK to provici puls for the 20 years
of decnnciacy telebrations
12, Devpeddard evearied atvo-day programme | Brand Sauth Afilca €0 Brand South Africa was invited to partner/coliaborale an None Branct South Africa UK Counyry Manager set up media interviaws and investor
Tor the Development Fanning Department 2 bwo-day prograrnme for the Development Flanning engagemeants in the UK
and the Fnance Minister 1o engage with Departnent and the Finance hnisier 1o sngage with
imvastors i the UK Irwestors In the UK
13, Visk by the ANCYL Task Force Chawparsens | Honorary Consut for Meflands, | Developed a programme for the visit on the ANCYL Task Re000 for round whle Organisad think-tark, media and round table with nvestors
10 the UK 10 reassure investors At Lasarow Force Chatrpersom 10 the UK 1 resssure Invesiors and sponsarship by O Matuad
Rosied 2 round tablaswith the High-Commissionear ard
key GRAS (UK)
14, Launch of the G54 German Chapler In Inigated by Brand South Afica | Launch of GSA Chapier in Barlin with evem, speakers angd R120 000 Brard South Africa identtfled pariner and key playars In Berdin for the buliding
Beriir: m confunction with focal G54 Sowth African music and arists of the GBA network in the fulure
pariner In Berbn
15 RsingStars event 10 celebrale South Afiican | intlated by Brand South Afiica | Support Rising Stars event to inspire South African None {Sponsor: Gid Mutual) Brand South Africz dertified the Risting Stars event for rvokermont in future
youth achlevers UK Country Mamager community and encourage aciive participation avents and I Inspire othars in the South Afilean commentty
16 Brigfing 1o ABSA Executives Programme Manage:: Business | Engage with ABSA Executives, pre and during thelr ravels None Briafing session hosted by Brand South Afniza I Jeharnesturg prior 5o trave!
tothe UsA and a round table discussion hosted In the USA dunng travel
7. Premiere of Long Walk 16 Freedom NMCF/Beand South Afica CEQ | o enbance South Africa’s mage, consolidate perceptions Provide access te the fim gremmiere for @rgeted GSAS.
with the Mandela story and buld the GSA network.
Fartnership 10 profile the fitm on vartows 8rand South
Africz communication péatforms,
18, Cprah pannership Assoiated Magazines Frofiing of Brand Sonth Africz fermnale executive thiough Mone Profiie Brand South Africa femile evecutives In Oprah magesine and prasemted

atveriotals

Fresentation of a Piay Your Part secognition certificate i
Cprah,

Oprah Winfray weh A Fiay Your Part recognition cerificate

gn;}d"{\ A‘ﬁv‘m
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PROJECT/OPPORTUMITY

5. WEF Global Qullook Agenda meeting in
Nigeria

REFERRED BY/SOURCE
Brand SputhAfrica

PROJECT/GPPORTUNITY DESCRIPTION

Networiang platform Largeting East African WEF members
to poslively change perceptions amongst targated
shareholders,

FINANCIAL IMPLICATIONS

CQURSE OF ACTION TAKEN/DECISION

tmplernented 2 networking event In Nigertz at WEF Global Qutleok Apenda
mesting

20, Goldrman Sachs 20-year Review report Calin Colernan. Head of The Goldman Sachs 20-year reviaw created the None Hosted a sertes of high-lkvel dialogues ahous the achigvements of 2nd
Goldrman Sachs In South Aficz | opportunity for a sertes of high-leva diziogues about the chalterges factng South Affica in the next two decades.
achievernents of and challengss facing South Afica In the :
next two decades and dso provided anapporiunlly 1o Husted & serles of high-emd meatings for Goldman Sachs’ Colin Coleman.
lead the 2(¢h annversary debate on achiavermnents ark
the way forward Enhanced South Africas Image and simulated construcive debate around
achleverments and shorlcomings of first 20 years.
21 Nelzon Mandala death Not applicable Hosted a memontal service at SLMarting and Wesiminster, None Hosted a menorial servica at St Mariing and Westminstar, In conjunction
with kay GSAY and UK players. and utifised the mmedia interest to cefebrate
Conuibuted two major tibutes (NN, Africa Report) and the vatues and achievamnanis of Nalson Mantela and cpturs the essence
ten TV interviews on CNN, BBC and Sky News. of Mandelas life achievernants and consolidate thiswith the South Atcan
niaton brand
22 Timas CEG Alrica Summit The Temeshtchael Holman Provided an oppartunty 1o asocte the South Affkan Ratsed South Alricas profile and advaniages 35 a bourism and Invesrnan
brand with a prestige event and grovide kay thoughit- destmaiion
feaders with 2 platiorm for messaging
23, Fmancial imes CEOAdnca Summit in Financal Times (FT} comiact Parinership between Brand South Africa and the Fimanaal Cngoing
Ciclober 2014 Times 10 hast the 2014 FT CEO Africa Surmmit in London
24, sputh Africa in China 20 years of Brardd SoutheAfrica Astz Mere Logo was approved by DIRCC
damocraty” loge developmens Programme Manager/DIRCC

25, Partnership with initernational Sties of

Constiutton HIE CEO,

African Union Human Rights Memo:la! networking

Partnership at e Altiean Unien Human Rights Memorial networking event

major player In African context and bulld GSA network

Conscience African Networl for Gala Patal Thring opponunity and speaking platform provided a spaaking platform
Dinmer at Constiution Hill
26 Homecoming Revolution Anpel Jones Cpportunity to build perceptions of South Africaas a Re-pasitioned South Africa as key player with five olher African tountias to

bring professionals and entreprereurs back o tha comtingnt, i order [ drve
growth and development

501’.«;’{\ 1 .r'r(;r:l“q
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o— BiACH OLRED PHA 5 O
Top Management 3 7% H 3% 0 0% Q 0% N
SenioT hlanzgement g 28% Q % )] 2% 2 BX 12
Frofessionally qualified znd orperienced Specialiste and Mid managemant o 0% 0 % 0 0% ¥ 3% 1
ttiddle Mzrzgement 3 1 0 4
Semi-Skiled ared discretionary dedizion-making & 9% 1 % 0 0% 1 3% 8
Unskillsd and defined dedision- making 2 =3 [ 0% & 0% 0 [17:3 2
People with disabilities a [4:4 a 0% 0 % ¥ 3% 1
3 1 5

Top Management

i &% 1 3% a 0% Q % 3
Senior Mategernent & 19% 0 32 ¥ Ix ] 2 7
Professionally qualified znd siperienced Spedialists and Mid marmgement 1] 13 0 0% 0 0% o (154 i}
Middle $anzgement 2 6% 1 % 0 0% 0 0% 2
Seri-Skilled and discretionany dedision-making 6 19% 1 k4 ] % ki 3% 5
Unskiliad and defined decision-mzking 1 3% a o% o o 0 0% 1
Peaple with disabilities 4} % D 0% 0 0% 1 3% 1
Sab-tonad: Female 7 53% 3 W% 1 3% 1 3% 22

0%

Top Management 1 3% 0 o 13 4] - ki
Senior Manzgement 3 9% a 0% 4} 0% Z 8% 5
Frofessionally qualified and experienced Sperialists and Mid managament a 0% a o% 0 % i 3% 1
Middle Mznzgememn: 1 0 0% 0 0% a 0% 1
Sarmi-Skillad and discretiorary decision-making a 0% 4] % o % o 0% o
tsnskifled and defined decision-making 1 -4 G 13 o % 0 o 1
Feoplewith disatilities Q 0 ¢] a a
Sui-tatzh Mele [ 19% o 473 G 0% 3 13% El
OTAL PO ' g 99 g &
Disahiad ly s i
GRAND TOTAL: M+F 23 3 1 5 31
Perentzge Ti% 9% 3% 6% 100%
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LOOKING AHEAD

Annual South African
Competitiveness Forum
(SACF)

WEF Global & Regional
Platforms

Play Your Part Programme
- NDP
* Domestic mobilisation

* Provincial Activations and
Stakeholder Leveraging

Ongoing Reputation
Management

botrth, Jie
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LOOKING AHEAD

1. Brand symbols and insignia (logo and payoff line):

e One nation brand identity should be mandatory for
international marketing purposes.

e Provinces that market internationally must align to the brand
identity for enhanced brand awareness and resource ROI.

e Let the image/content tell the story and the brand identity be
the endorser to drive awareness, recognition and traction.

2. Country message development process:

¢ Involvement and input into country messaging process to drive
message alignment.
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