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• 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. 

LEGISLATIVE MANDATE OF BRAND SOUTH AFRICA

Establishment

• To manage South Africa’s Nation Brand reputation 
in order to improve the country’s global 
attractiveness and competitiveness.

• To build individual alignment to the Nation Brand, 
encourage pride and patriotism amongst South 
Africans

• To develop and implement proactive and 
coordinated marketing, communications and 
reputation management strategies for South 
Africa. 

Vision
A Nation Brand that inspires its people 
and is admired globally.

Mission 
To be the authority on the Nation Brand 
and develop and implement proactive & 
coordinated marketing, communication, 
and reputation management strategies

Purpose

Mandate

Page of 2 of 43



THE ROLE OF BRAND SOUTH AFRICA

Brand South Africa exists to build South Africa’s Nation Brand in order to:

Build confidence in SA  & contribute towards attracting investors, tourists, as well encourage increased consumption of South 

African goods & services;

Enhance South Africa’s international stature; 

Influence narrative &perceptions of South Africa;

Analise & develop insights that inform &empower through enhanced understanding of the Nation Brand Performance

Develop &disseminate key messages that effectively & positively tell the unique story of South Africa; 

Inspire pride, patriotism, social cohesion, nation building & positive change in South Africa; 

Inspire loyalty & advocacy in expatriate South Africans;

Counter negative messages & impressions of South Africa; 

Showcase achievements of the NDP; 

Assist government & the private sector in aligning their country communication strategies to the country brand; &

Leverage on strategic global events & engagements to bring the Brand story to life & to create lasting brand moments.
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BRAND SA STRATEGIC ALIGNMENT THE NATIONAL PRIORITIES

Policy and strategy mandate informing the strategic posture and intent of Brand South Africa are guided by the below considerations.

The Five Year NDP Implementation Plan

MTSF

NDP 

Chapter 7:

Positioning 

South Africa 

in the World 

Economic Recovery Plan

Trends in the Nation brand space

Environmental analysis ( domestic and internationally)

Review of the previous 5 year strategy

Environmental sustainability (climate change)

Fight corruption and strengthen the 

state

SONA priorities

6th Administration’s Seven Priorities

NDP 

Chapter 15:

Transforming 

Society and 

Uniting the 

Country 

MTSF 

Priority 6:

Social 

cohesion and 

safe 

communities

MTSF 

Priority 7:

A better 

Africa and 

World

Economic reforms to create sustainable 

jobs and drive inclusive growth

Accelerate economic recovery

To win the fight against the coronavirus 

pandemic

Impact that 2022/23 the APP should 

contribute towards

Impact Statement 1:

A Prosperous Nation 

Brand 

Impact Statement 2:

A patriotic and socially 

cohesive nation 

Cross-cutting priorities
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Leverage the implementation of AfCFTA 

including access to markets 

African Continental Free Trade Area (AfCFTA)



SOUTH AFRICA’S ECONOMIC RECONSTRUCTION AND RECOVERY PLAN (ERRP)
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FIRST PRIORITY INTERVENTION: INFRASTRUCTURE

Infrastructure is a core construct of the ERRP due to its potential to stimulate investment and growth as well as to develop other economic sectors and create sustainable 

employment both directly and indirectly. 

SECOND PRIORITY INTERVENTION: ENERGY GENERATION

Rapid expansion of energy generation capacity

THIRD PRIORITY INTERVENTION: EMPLOYMENT

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.

FOURTH PRIORITY INTERVENTION: REINDUSTRALISING THE ECONOMY

This intervention seeks 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.



CONTEXT

STATE OF THE NATION BRAND



NATION BRAND HEXAGON GUIDES “THE IMPLEMENTATION "OF BRAND SOUTH AFRICA ACTIVITIES
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SOUTH AFRICA’S KEY MARKET COMPETITORS
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UNDERSTANDING SOUTH AFRICA’S KEY REPUTATION DRIVERS
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KEY COMPETITIVENESS ANALYSIS TOOLS
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SOUTH AFRICA’S PERFORMANCE IN KEY COMPETITIVENESS INDICES

* New reports expected in 2022

*

*

*

*

SOUTH AFRICA’S RANKINGS & INDICATORS IN THE GLOBAL 

INNOVATION INDEX
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A PATRIOTIC AND SOCIALLY COHESIVE NATION

National Pride 

(NP)

Active Citizenship 

(AC)

Social Cohesion (SC)

Key drivers: 1. the democratic 

principles of the country towards 

greater collaboration unity 2. the 

ability to innovate and care for one 

another. These two represent almost 

half the nation’s sentiment. 

Key drivers: COVID-19, New Variants, 

Successive Lockdowns

Key drivers: Community spirit 

brought about beating COVID-19 

and South African Resilience 

2022/04/28 Page of 12 of 43



63% OF CITIZENS STILL IDENTIFY AS SOUTH AFRICAN FIRST
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© Brand Leadership

SOUTH AFRICA AFTER THE UNREST: THE ROLE OF BUSINESSES IN REBUILDING

• Companies such as Spar, Shoprite, Game and 
Checkers have been collaborating to ensure that 
food, emergency products, medical supplies and 
consumer items are available

• Freight industry associations are partnering up 
with the provincial Roads and Transport 
Department and transport and retail sectors to 
ensure that goods continue to flow

• Cabinet ministers met with logistics companies to 
discuss the steps being taken to ensure the supply 
of food to retail stores

• Kandua, an online marketplace for maintenance 
and renovation in South Africa has been working 
on repairing a damaged wall to a local clinic that 
will secure the building from future risks as well as 
internal walls and electrical systems

• Government has also announced a R3.9 
billion financial aid package to assist 
businesses

• Government is also helping the South African 
Special Risks Insurance Association (SASRIA) 
in paying out the claims from the riots

• People can donate to the Shoprite Act For 
Change Fund in any Shoprite, Checkers or 
Usave nationally. Shoprite Group has 
donated its own R1 million



BRAND SA STAKEHOLDERS AND TARGET AUDIENCES
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#BelieveInSA

The integrated campaign that repositions brand South Africa and elegantly assures 

investors, visitors and citizens on the country’s potential and provide

evidence based reasons to believe in South Africa as a place that inspires possibilities. 

MESSAGING PILLARS

Investment & 
Immigration

Travel & 
Tourism

Exports Governance People
Culture & 
Heritage 

Re-build confidence in South Africa as a preferred destination for growth and investment

Inspiring New Ways 

Re-tell the South African story with a fresh voice to 

inspire investors to relook at us with fresh eyes
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BRAND SOUTH AFRICA 5 YEAR STRATEGIC PLAN 

OUTCOMES 



2022/04/28

OUTCOME 2.1

Increased attractiveness & 

thereby competitiveness of 

the Nation Brand.

KEY ACTIVITIES

• Marketing campaigns that illustrate the attractiveness 

of the Nation Brand to domestic and international 

audiences through media platforms and channels

• Integrated Marketing & Communication 

Strategies implemented for strategic platforms 

domestically and internationally

• Nation Brand performance monitoring, global 

reputation study, and Research reference groups 

conducted

• Reputation Management strategy & intervention to 

respond to issues in the environment to influence the 

narrative

• Positive communication pieces, thought leadership 

pieces, Webinars and Content published emanating 

from active and regular media engagements

• Nation Brand messaging through increased  content on 

Brand South Africa’s digital platforms

Impact Statement 1:

A Prosperous Nation 

Brand 

KEY ACTIVITIES UNDER PROGRAMME 2
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2022/04/28

OUTCOME 2.2

Increased Nation Brand 

advocacy and active 

citizenship.

KEY ACTIVITIES

• Play Your Part activities reaching the 

provinces

• PYP ambassador engagements supported

• Constitutional awareness campaigns

• Constitutional awareness activations

• Implementation of Global South Africans 

activities in key markets

• content posted and published on Brand South 

Africa’s own digital platforms as well as on 

identified media partners

Impact Statement 2:

A socially cohesive and 

patriotic nation

KEY ACTIVITIES UNDER PROGRAMME 2
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2022/04/28

OUTCOME 3

Aligned Nation Brand 

execution and experience 

domestically and 

internationally

KEY ACTIVITIES

• Collaborative activities with public sector, 

civil society and private stakeholders –

domestically and internationally 

• Nation Brand alignment masterclass

• Nation Brand Forums

Impact Statement 1:

A Prosperous Nation 

Brand 

KEY ACTIVITIES UNDER PROGRAMME 3
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OVERALL ANNUAL PERFORMANCE PLAN OUTPUTS



PROGRAMME 1: 

ADMINISTRATION

The purpose of the programme is to 

provide 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.
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PROGRAMME 1: ADMINISTRATION

OUTCOME 1: IMPROVED REPUTATION OF BRAND SOUTH AFRICA

OUTPUT OUTPUT INDICATOR
2022/23 ANNUAL 

TARGET

QUARTERLY TARGETS

QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4

1.1. Unqualified 

audit opinion 

outcome obtained

1.1.1. An unqualified 

audit outcome obtained 

annually

An unqualified audit 

outcome, with no other 

matters

Internal Audit satisfactory 

report on financial 

statements and 

performance information 

Internal Audit satisfactory 

report on financial statements 

and performance information

Internal Audit 

satisfactory report on 

financial statements 

and performance 

information

An unqualified audit 

outcome, with no 

other matters

1.2. Payments 

made to suppliers 

within 30 days

1.1.2. 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. B-BBEE 

scorecard rating 

1.1.3. B-BBEE scorecard 

rating level 

Level 6 B-BBEE scorecard 

rating level 

Approved B-BBEE Strategy B-BBEE scorecard rating level 

report 

B-BBEE scorecard rating 

level report

Level 6 B-BBEE 

scorecard rating 

level report 

1.4. Vacancy rate 1.1.4. Percentage of 

vacancy rate

10% vacancy rate 10% vacancy rate 10% vacancy rate 10% vacancy rate 10% vacancy rate

1.5. 

Organisational 

performance 

1.1.5. 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. IT systems 

availability 

1.1.6. 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
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PROGRAMME 2: 

BRAND, MARKETING & 

REPUTATION MANAGEMENT

The purpose of this programme is 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. 
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PROGRAMME 2: BRAND, MARKETING AND REPUTATION MANAGEMENT

OUTCOME 2.1: INCREASED ATTRACTIVENESS AND THEREBY COMPETITIVENESS OF THE NATION BRAND 

OUTPUT OUTPUT INDICATOR
2022/23 ANNUAL 

TARGET

QUARTERLY TARGETS

QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4

2.1.1. Marketing 

campaigns that illustrate 

the attractiveness of the 

Nation Brand to domestic 

audiences

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

1x marketing 

campaigns aimed at 

positioning SA as a 

preferred destination 

to domestic audiences

2.1.2. Marketing 

campaigns that illustrate 

the attractiveness of the 

Nation Brand to 

international audiences

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. Integrated Nation 

Brand reputation 

programmes implemented 

for strategic platforms 

domestically

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 

for strategic platforms 

domestically 

2022/04/28 Page of 27 of 43



PROGRAMME 2: BRAND, MARKETING AND REPUTATION MANAGEMENT

OUTCOME 2.1: INCREASED ATTRACTIVENESS AND THEREBY COMPETITIVENESS OF THE NATION BRAND 

OUTPUT OUTPUT INDICATOR
2022/23 ANNUAL 

TARGET

QUARTERLY TARGETS

QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4

2.1.4. Integrated Nation 

Brand reputation 

programmes 

implemented for 

strategic platforms 

internationally

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. Nation Brand 

performance monitoring

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. South African 

global reputation study 

conducted 

2.1.6.1. Number of reports 

that track South Africa’s 

global reputation and brand 

familiarity 

4x reports that track 

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

1x report that tracks 

South Africa’s global 

reputation and brand 

familiarity

2.1.7. Research 

reference groups 

conducted

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
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PROGRAMME 2: BRAND, MARKETING AND REPUTATION MANAGEMENT

OUTCOME 2.1: INCREASED ATTRACTIVENESS AND THEREBY COMPETITIVENESS OF THE NATION BRAND

OUTPUT OUTPUT INDICATOR 2022/23 ANNUAL TARGET
QUARTERLY TARGETS

QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4

2.1.8. 

Communication 

pieces 

2.1.8.1. Number of 

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. Thought 

leadership 

pieces 

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

2x 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 

published

2.1.10. Content 

pieces 

emanating from 

media 

engagements 

published 

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 

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  

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. Nation 

Brand messaging 

on Brand South 

Africa’s digital 

platforms

2.1.11.1. Number of 

content pieces published 

on Brand South Africa’s 

digital platforms

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.

• 60x content pieces published 

on PYP social media platforms 

• 30x content pieces 

published on Brand 

South Africa website.

• 60x content pieces 

published on PYP 

social media 

platforms 

• 20x content pieces 

published on Brand 

South Africa 

website.

• 50x content pieces 

published on PYP 

social media 

platforms 
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PROGRAMME 2: BRAND, MARKETING AND REPUTATION MANAGEMENT

2.2. INCREASE NATION BRAND ADVOCACY AND ACTIVE CITIZENSHIP

OUTPUT OUTPUT INDICATOR
2022/23 ANNUAL 

TARGET

QUARTERLY TARGETS

QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4

2.2.1. Activities 

that promote active 

citizenry through 

the Play Your Part 

programme

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. PYP 

ambassador 

engagements to 

amplify national 

priority pillars

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 

2.2.3. 

Constitutional 

awareness 

campaigns aimed at 

promoting 

constitutional 

values

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 

1x constitutional 

awareness campaign 

aimed at promoting 

constitutional values 
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PROGRAMME 2: BRAND, MARKETING AND REPUTATION MANAGEMENT

2.2. INCREASE NATION BRAND ADVOCACY AND ACTIVE CITIZENSHIP

OUTPUT OUTPUT INDICATOR
2022/23 ANNUAL 

TARGET

QUARTERLY TARGETS

QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4

2.2.4. 

Constitutional 

awareness 

activations 

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. 

Implementation of 

Global South 

Africans activities 

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. Domestic 

perceptions 

research study

2.2.6.1. Number of 

domestic perceptions 

research study 

4x domestic perceptions 

research reports 

1x domestic perceptions 

research report 

1x domestic perceptions research 

report

1x domestic perceptions 

research report 

1x domestic 

perceptions research 

report 
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PROGRAMME 3: 

STAKEHOLDER

RELATIONSHIPS

The purpose of the programme is 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, to interface meaningfully 

with stakeholders who drive or influence 

perceptions on the Nation Brand and its 

reputation
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PROGRAMME 3: STAKEHOLDER RELATIONS

3. ALIGNED NATION BRAND EXECUTION AND EXPERIENCE DOMESTICALLY AND INTERNATIONALLY 

OUTPUT OUTPUT INDICATOR
2022/23 ANNUAL 

TARGET

QUARTERLY TARGETS

QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4

3.1.1. Collaborative 

activities implemented 

with local and/or 

foreign public sector 

stakeholders 

domestically 

3.1.1.1. Number of 

collaborative activities 

implemented with local 

and/or foreign public sector 

stakeholders domestically 

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. Collaborative 

activities implemented

with local and/or 

foreign civil society 

stakeholders 

domestically 

3.1.2.1. Number of 

collaborative activities 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/or 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. Collaborative 

activities implemented

with local and/or 

foreign business 

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 

2022/04/28 Page of 33 of 43



PROGRAMME 3: STAKEHOLDER RELATIONS

3. ALIGNED NATION BRAND EXECUTION AND EXPERIENCE DEMESTICALLY AND INTERNATIONALLY 

OUTPUT OUTPUT INDICATOR
2022/23 ANNUAL 

TARGET

QUARTERLY TARGETS

QUARTER 1 QUARTER 2 QUARTER 3 QUARTER 4

3.1.4. Nation Brand 

Forum aimed at 

positioning the country 

positively targeting 

domestic and 

international audiences 

implemented

3.1.4.1. Number of Nation 

Brand Forums 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. Collaborative 

activities implemented

with stakeholders in 

targeted markets aimed 

at positioning the 

country positively 

internationally

3.1.5.1. Number of 

collaborative activities 

implemented with 

stakeholders in targeted 

markets aimed at positioning 

the country positively 

internationally

20x collaborative 

activities implemented 

with stakeholders in 

targeted strategic 

markets aimed at 

positioning the country 

positively internationally 

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

3.1.6. Nation Brand 

alignment training 

workshops delivered

3.1.6.1. Number of Nation 

Brand alignment training 

workshops delivered

4x Nation Brand 

alignment training 

workshops delivered

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
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OTHER IMPACT MEASURES

- Tone and sentiment (media coverage/AVE)

- Return on investment 

- Improved country performance on certain indices relating to investing in 

South Africa  

- Engagement on Brand South Africa content

- Thought leadership in Nation Brand importance 

- Top search engine

- Stakeholder audit  
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FINANCE



QUARTER 3 BUDGET VERSUS EXPENDITURE

BUDGET PER 

PROGRAMME 2018/19 2019/20 2020/21 2021/22 2022/23 2023/24 2024/25

R'000 R'000 R'000 R'000 R'000

Brand  

Marketing and 

Reputation 

Management R 85 209 R 87 780 R 95 232 R 91 463 R 93 508 R 94 110 R 98 337 

Stakeholder  

Relationships

R18 204 R 17 466 R 17 800 R 18 438 R 18 850 R 18 971 R 19 823 

Administration

R 97 017 R 102 668 R 66 469 R 103 451 R 105 764 R 106 445 R 111 225 

TOTAL R 200 430 R 207 914 R 179 501 R 213 352 R 218 122 R 219 526 R 229 385 
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