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STRATEGIC OVERVIEW

Vision

To position South Africa as

an exceptional tourist and

business events destination

that offers a value-for-

money, quality tourist

experience that is diverse

and unique.

Mission 

Marketing South Africa both internationally and

domestically to increase the volume of tourists and

the value they add to the economy by:

• Implementing an integrated tourism marketing

strategy for South Africa

• Promoting South Africa as a world-class business

events destination

• Facilitating the delivery of service-orientated,

quality-assured tourism experiences

• Positioning South African Tourism as an industry

thought leader

• Championing a digital outlook for the industry

• Enhancing stakeholder participation and

collaboration.

Values
In working towards its vision and mission, South African Tourism subscribes to 

the following organisational values:
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LEGISLATIVE MANDATES POLICY MANDATES

Constitutional Mandate

•The provisions of the Constitution of the
Republic of South Africa (No. 108 of 1996):

Chapter 3, section 41(1) sets out the
relationship and principles underlying
cooperation and assigns functions between
the various spheres of government.

Part A of Schedule 4 lists tourism as a functional
area of concurrent national and provincial
legislative competence.

Tourism Act, Act No 3 
of 2014

The SA Tourism Board is a Schedule 3A public
entity established in terms of Section 9 of the
Tourism Act, Act 3 of 2014.

•Sets out a framework and guidelines for tourism development and promotion
in South Africa

White Paper on the Development and Promotion of
Tourism In South Africa, 1996

•Recognises tourism as one of the main drivers of employment and economic
growth

National Development Plan, 2012

•Gives effect to the electoral mandate and is framed around seven national
priorities for the period up to 2024

Medium-term Strategic Framework, 2019–2024

•Sets out a vision for a “rapidly and inclusively growing tourism economy that
leverages South Africa’s competitive edge in nature, culture and heritage,
underpinned by ubuntu and supported by innovation and service excellence.”

National Tourism Sector Strategy, 2016–2026



According to the United Nations World Tourism Organisation, global tourism
experienced a mild 4% improvement in 2021, with 15 million more international tourist
arrivals (overnight visitors) than in 2020.

This performance remained 72%
below the levels of the pre-
pandemic year, 2019, according to
initial estimates.

This follows a 73% plummet in
international travel in 2020, the
worst year on record for tourism
due to the COVID-19 pandemic.

UNWTO January Barometer Report 2022
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International tourist arrivals to South Africa reached 2.9 million in 2021/22, a 283.7% 
increase compared to the previous FY.

The performance for 2021/22

was at 29.3% of 2019/20 levels.

The pandemic began to have a

significant impact on arrivals in

April 2020.
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International tourist arrivals 2021/22 compared to 2020/21
(Actual, Share and Growth)

In the 2020/21 financial year,
the biggest source of arrivals
for South Africa was the Africa
region with 2,3 million arrivals,
followed by Europe with 385
000 arrivals) and the Americas
with 136 000 arrivals.

All regions displayed growth
compared with the 2020/21
financial year.
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Africa had the largest share of arrivals to South Africa.
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Total foreign direct spend grew by 261.8%, reaching R26.7 billion in 2021/22, from 

R7.4 billion in 2020/21.  
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Domestic tourism drives the recovery and sustainability of the 
tourism sector.



ORGANISATIONAL PERFORMANCE
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The FY21/22 Annual Performance Plan had a total of 42 targets across 5 programmes, with performance 
recorded as follows: 



Programme 1: Corporate Support
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Outcome Output Output indicator Planned annual target
2021/22

Actual achievement
2021/22

Deviation from 
planned target to 

actual achievement 
2021/22

Reasons for  deviations

Achieve good 
corporate and co-
operative 
governance

Internal 
control

Percentage implementation
of valid internal and external
audit recommendations

100% implementation 
of valid audit 
recommendations

73% of valid audit 
recommendations 
were implemented

-27%

43 actions are overdue due to management
not prioritising the implementation of
recommendations. Consequence management
was directed for impacted business units

Financial 
management

Payment of compliant
invoices within 30 days from
date of receipt

100% 100% 0% None required

Business 
process 
automation

Identified business 
processes automated

ICT, TE, CMO, TGCSA, 
NCB business 
processes automated

TGCSA business 
processes 
automated

-80%
The work was under-scoped. Disciplinary
action was undertaken for the under-
performance on this project.

Human 
resources 
management 
and 
development

Staff engagement score
3.4 staff engagement 
score

Staff engagement 
score was not 
undertaken for 
2021/22

-100%

The procurement of a service provider for the
survey was delayed due to the unavailability of
BEC members and the resignation of employees
within SCM. The procurement was concluded and
the survey was initiated on 9 May 2022

Implementation of 
Employment Equity Plan: 
Percentage of women in 
South African Tourism

60% 67% 12% None required

Percentage of women in 
senior and top management 
positions

50% 64% 28% None required

Percentage of people with 
disabilities employed

2% 2% 0% None required

Maintain at least 60% black
people (African, Coloured
and Indian) across all
occupational levels

60% 73% 22% None required



Programme 2: Business Enablement
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Outcome Output Output indicator Planned annual 
target

2021/22

Actual achievement
2021/22

Deviation from 
planned target 

to actual 
achievement 

2021/22

Reasons for  deviations

Achieve good 
corporate and 
co-operative 
governance

Stakeholder 
relations

Percentage of approved 
MoUs with provinces 
implemented

100% approved
MoUs with 
provinces 
implemented

95% of the MoUs
with provinces 
implemented

-5%

The webinar was replaced with a trade
mailer. The Lilizela Awards did not
proceed as planned. The above was due to
the impact of the COVID-19 restrictions

Industry 
engagement

B2B and B2C portal 
supported

Go-live and 
support for B2B 
and B2C portals

Go-live and support 
for B2B and B2C 
portals was not 
achieved

-100%

The project was discontinued because a
flawed process was followed to appoint
the service provider, which led to irregular
expenditure. As a result, South African
Tourism instituted a legal review of the
appointment of the service provider(s).
The project concept remains approved,
and an entirely new platform build is
planned

South African Tourism 
Reputation Index

Conduct survey to
establish new 
baseline

The survey to 
establish the 
baseline has been
conducted.

0% None required

Thought 
leadership/ 
Analytics and 
Insights

Number of reports
assessing performance of
the tourism sector
produced

4 tourism sector 
performance 
reports

4 tourism sector 
performance 
reports were 
produced.

0% None required

Number of sector 
engagements

4 sector 
engagements

4 sector 
engagements were 
held.

0% None required



Programme 3: Leisure Tourism Marketing
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Outcome Output Output indicator Planned annual target
2021/22

Actual 
achievement

2021/22

Deviation from 
planned target to 

actual 
achievement 

2021/22

Reasons for  deviations

Increase the 
tourism sector’s 
contribution to 
inclusive economic 
growth

International tourist
arrivals

Number of international
tourist arrivals

2.6 million 2.9 million 12%

The execution of an accelerated in-market
campaign after the removal of South Africa
from the “red list” across the globe, as well as
the opening of the borders of various countries
led to the target being exceeded

Regional tourist
arrivals

Number of regional
tourist arrivals

2.0 million 2.3 million 15%

The target was exceeded as a result of the
launch of the regional brand campaign and the
deal-driven campaigns that were executed.
Marketing efforts in the last quarter of 2020/21
formed the bedrock of the performance in
2021/22

Domestic holiday trips
Number of domestic
holiday trips

3.1 million 4.6 million 49%

An increase in domestic holiday trips was seen
due to pent-up demand that was realised at
different times in the year, leading to stronger
recovery for domestic tourism

Domestic holiday
spend

Number of reports
assessing performance
of the tourism sector
produced

R10.1 billion R25.8 billion 155%

In line with the stronger recovery in the
domestic sector, tourists individually spent
more, resulting in higher total revenue
generated by domestic tourism

Domestic day trips Number of day trips 116.1 million 82.5 million -29%

This target was not met due to the lockdown
restrictions and related limitations imposed by
the COVID-19 risk-adjusted strategy. There was
less disposable income and fewer tourist
products were open. This contributed to the
underperformance against this target



Programme 3: Leisure Tourism Marketing
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Outcome Output Output indicator Planned annual target
2021/22

Actual achievement
2021/22

Deviation from 
planned target to 

actual achievement 
2021/22

Reasons for  deviations

Increase the 
tourism sector’s 
contribution to 
inclusive economic 
growth

Destination brand
strength

Brand Strength Index 
(leisure tourism)

39.9

The Brand Strength
Index (leisure tourism) 
survey was not 
undertaken

-100%
The tender was re-advertised and is
currently being evaluated. The survey will
thus be undertaken in the new fiscal year

Domestic
marketing
campaigns

Number of domestic deal-
driven campaigns 
implemented

Four domestic deal-
driven campaigns 
implemented

Five domestic deal-
driven campaigns were 
implemented.

20%
Collaboration with sector partners led to
the over-achievement of this target

Number of digital 
engagements– Domestic

481 720 2 783 472 478%
There was an intensified focus on deal-
driven campaigns instead of brand
campaigns, which led to more engagement

Regional
marketing
campaign

New regional brand 
campaign implemented

One regional brand 
campaign 
implemented

One regional brand
campaign was 
implemented

0% None required

Number of digital 
engagements – regional

85.7 million 641.1 million 648%

Targets were based on historic 
performance. COVID-19 restrictions 
brought about a change in consumer 
behaviour, which resulted in greater 
interaction with  digital media.

Global tourism
brand campaign

Global tourism brand 
campaign implemented

One annual campaign 
launched and global 
roll-out

One annual campaign 
was launched with the 
global roll-out 
implemented

0% None required

Tourism activation at the 
World Expo 2020 in Dubai

Tourism activation at 
the World Expo 2020 
in Dubai Implemented

Tourism activation at 
the World Expo 2020 in 
Dubai was 
implemented

0% None required



Programme 4: Business Events
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Outcome Output Output indicator Planned annual 
target

2021/22

Actual achievement
2021/22

Deviation from 
planned target to 

actual achievement 
2021/22

Reasons for  deviations

Increase the 
tourism sector’s 
contribution to 
inclusive economic 
growth

Business events
destination brand
strength

Business Events Brand 
Strength Index

Baseline 
determined in 
2021/22

The study was conducted with 
the baseline determined

0% None required

Positioning South
Africa as a business
events destination

Global business events 
campaign implemented

One global business 
events campaign

The global business events 
campaign was implemented

0% None required

Domestic business events 
campaign implemented

One domestic 
business events 
campaign

The domestic business events 
campaign was implemented

0% None required

Bid support for
international
business events

Number of bid
submissions

77 bid submissions 81 bid submissions achieved 5% None required

National business
events hosted in
VTSDs

Number of national
business
events hosted in VTSDs

Three national 
business events to 
be piloted in VTSD

Three national
business events
were piloted in
VTSD

0%
None required

Business events
hosted

Indaba and Meetings
Africa hosted

Hosting of Indaba 
and Meetings Africa 
in a hybrid format

Meetings Africa was hosted -50%

Given the fluid environment
created by the pandemic and three
different waves that South Africa
experienced, hosting trade shows
was a challenge. Indaba was thus
not held

Strategic platforms
hosted

Lilizela Awards hosted
Hosting of Lilizela
Awards in a hybrid 
format

Lilizela Awards was not hosted -100%
It was not feasible to host the
Lilizela Awards given the impact of
the pandemic on the sector



Programme 5: Visitor Experience

15

Outcome Output Output indicator Planned annual 
target

2021/22

Actual achievement
2021/22

Deviation from 
planned target to 

actual achievement 
2021/22

Reasons for  deviations

Increase the 
tourism sector’s 
contribution to 
inclusive 
economic 
growth

Quality-assured 
visitor services

Net Promoter Score 
improvement plan 
implemented

NPS improvement 
plan implemented

The NPS improvement 
plan was implemented

0% None required

Accommodation
establishments
graded

Number of graded 
establishments

4 707
3 605 establishments
were graded

-23%
Many of the grading
memberships lapsed
andwere not renewed

Enterprise and
supplier (E&SD)
development

E&SD programme
implemented

One domestic 
business events 
campaign

The domestic business 
events campaign was 
implemented

0% None required

Percentage of total seats
at South African Tourism
trade show platforms
dedicated for SMME
participants

25% of total seats at 
South African 
Tourism trade show 
platforms dedicated 
for SMME 
participants

40% of total seats at 
South African Tourism 
trade show
platforms were 
dedicated for SMME 
participants

60%

Target was exceeded 
due to physical and 
virtual participation at 
the trade show
platforms

Basic Quality Verification
Programme to support
new accommodation
entrants implemented

Baseline established 
targets for 2022/23 
to 2024/25 defined

The baseline was 
established. Targets for 
2022/23 to 2024/25 
were defined

0%
None required
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Programme 5: Visitor Experience
Outcome Output Output indicator Planned annual target

2021/22
Actual achievement

2021/22
Deviation from 

planned target to 
actual achievement 

2021/22

Reasons for  deviations

Increase the 
tourism sector’s 
contribution to 
inclusive 
economic growth

Enterprise and
supplier (E&SD)
development

Percentage of 
qualifying expenditure 
achieved on 
procurement from 
Broad-Based Black 
Economic 
Empowerment (B-
BBEE) contributor 
status levels 1-5

100% procurement from 
B-BBEE contributor 
status levels 1-5

100% procurement 
from B-BBEE 
contributor status 
levels 1-5 was 
achieved

0% None required

Minimum percentage 
expenditure achieved 
on procurement of 
goods and services 
from targeted groups

30% SMME 30% achieved 0% None required

40% women-owned 41% achieved 2%

Target exceeded due to 
increased efforts in
procuring goods from 
targeted groups

30% youth-owned 36% achieved 30%

7% people with 
disabilities-owned

9% achieved 29%
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Strategy to overcome areas of under-performance
Target Mitigating Action/s

100% implementation of valid audit 
recommendations

South African Tourism will have an increased focus on overdue actions by sharing quarterly coverage 
notifications and elevating stakeholder engagement levels

ICT, TE, CMO, TGCSA, NCB business 
processes automated

A new service provider will be appointed in the new financial year to automate the remainder of the 
business processes

3.4 Staff Engagement Score The procurement was concluded, and the survey was initiated on 9 May 2022

100% approved MoUs with provinces 
implemented

South African Tourism will improve planning with provincial tourism authorities to ensure the effective 
management and implementation of MoUs

Go-live and support for B2B and B2C 
portals

The project concept remains approved, and an entirely new platform build is planned for the new 
financial year

Brand Strength Index (leisure tourism): 
39.9

The tender was re-advertised and is currently being evaluated. The survey will thus be undertaken in 
the new fiscal year

Hosting of Indaba
The Africa Travel and Tourism Summit was held in the absence of the Africa Travel Indaba to act as a 
platform to solve tourism-related challenges created by the pandemic

Hosting of Lilizela Awards in a hybrid 
format

The Lilizela Tourism Awards Programme will be reviewed and revamped in the new financial
Year

4 707 graded establishments
In the new financial year, an educational drive will be undertaken to assist members with Total Quality 
in Tourism and create awareness on the importance of quality assurance, including its benefits
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FINANCIAL PERFORMANCE 
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FINANCIAL PERFORMANCE PER ECONOMIC CLASSIFICATION 

ANNUAL BUDGET 

R'000

 EXPENDITURE 

R'000

% OF 

EXPENDITURE ON 

ANNUAL BUDGET

Current Spending 1 385 266             1 252 928        90%

Compensation of Employees 244 834                     230 874               94%

Goods and Services:ex capex 1 140 432             1 022 054         90%

Capital Assets 32 356                 20 966             65%

1 417 622             1 273 894         90%

ECONOMIC CLASSIFICATION   

Total

ANALYSIS OF GOODS AND SERVICES EXPENDITURE

LINE ITEM TOTAL BUDGET EXPENDITURE

Media 514 034,23               469 981,44         

Production 171 501,03               156 824,95         

Activation 174 004,61               139 964,87         

Hosting 27 615,14                  23 124,02         

Capabilities 120 565,74               87 345,01            

Research 72 421,29                  45 600,59            

Other Goods & Services 60 290,00                  99 213,00            

Total - Goods & Services 1 140 432             1 022 054         
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AGSA FINAL MANAGEMENT REPORT
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REGRESSION IN IT AUDIT OUTCOMES
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IRREGULAR EXPENDITURE



23

BOARD ENGAGEMENTS
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HUMAN CAPITAL MANAGEMENT: VACANCIES
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HUMAN CAPITAL MANAGEMENT: EMPLOYMENT EQUITY
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OUTLOOK FOR THE FY22/23
South African Tourism will continue to anchor its programmes and activities around the Tourism Sector

Recovery Plan, with a particular focus on reigniting demand in our domestic, regional and international source

markets.

Key initiatives for the year include:

• Development and rollout of the Integrated Brand and Marketing Strategy

• Continued implementation of the global brand campaign in identified source markets

• Implementation of the Global Advocacy Programme in partnership with private and public sector

stakeholders

• Hosting of Africa's Travel Indaba 2022 and Meetings Africa 2023

• 5 National business events to be piloted in Villages, Townships, and Small Dorpies

• Revision of the grading business model and TGCSA value proposition

• Development of an integrated analytics and digital operating framework

• Optimising the South African Tourism corporate brand
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CONCLUSION

• The organisation obtained an unqualified audit outcome.

• Whilst there has been significant progress in the organisation’s approach to

managing compliance and audit matters, there remains room for improvement,

particularly in the areas of ICT and ICT governance, Human Capital Management

and Supply Chain Management.



LIST OF ABBREVIATION AND ACRONYMS
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LIST OF ABBREVIATION AND ACRONYMS
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