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LIST OF ACRONYMS AND TERMS

 Article 370 of
~ special status to Jammu and Kashmir atllowing it -
| to have a separate constitution, 2 state flag and °
 autonomy aver the Internal administration of '

: , : the state

l ACCFTA i African Continental Free Trade™ ! ‘

% Area

- AOP™ " {'Annual Operating Plan __ ,

| ASEAN i Association of Southeast Astan

| Nations

AR i Augmented Reality

PBRICS Bramt Russia, India, China, South |

I Afnca _

| CEO ' Chief Exécutive Officer . Refers to the CEO of Brand South Africa

; Collaboratlve activities ' ; Initiatives with key stakeholders that promote

E the South African Nation Brand i

P constitutional awareness o lnitiatwes to enhance the public's knowledge of

: A campaigns ! the Constitutwn :

_DRC . Democratic Republic of Congo '

SR J Domestic perce-ptlons ' " * How South Africans perceive Souith Africa

f'EU I - Eurapean Urion ™ o ] - C

PO .| Forelgn Direct Investment

4R S Fouith Industrial Revolution

aels Government Communication and

: . Information System f

I Gin o -  In economics, the Gini coefficient, sometimes

: - L ' cal(ed Gini index, or Ginl ratio, Is a measure of

J , 7 statrstical dispersion intended to represent the :

: -; inr;ome or wealth distribution of a natmns
. res1dents and is the most commonly used
_ . i measurement of inequality a
- Global perceptions How the global community perceives South
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" GSA

. GDP
vlaT

- MTSF

| MEE

" NDP

* Global South Africans

. Gross Domestic Profit
. Internet of Things
+ Marketing campaigns

" Medium Term $trategic

‘ Framework
i Monitaring and Evaluation
i A

| Nation Brand alignment policy
|

: Nation Brand Forum

“Nation Brand performance

: National Development Plan 2030

‘gs.‘
Global

Africa or in the diaspora,

' or off the ground, meaning with an objective of

‘South Africans refers to South African :
. citizens who reside in countries outside of South

Marketing inttiatives taking place on the ground '

" showcasing the brand’s strengths, attributes |
and a value ;Sroposition amoeng other things, &
refers to above and below the line activities :
" almed at promoting the attractiveness of the
_Nation Brand to audiences domestically and
' internationally i.e., Outdoor, Broadeasting (TV, ;_
Radio etc) Print (Magazines, newspapers etc),
?Direct Mait (catalogues etc), Telemarketing

{Phone, text message) elc,

Nation Brand al.ignnie“rit”is a policy document is

. that will mandate South African institutions to :

- allgn to consistent Matlen Brand messaging
. towards building a reputable South African
| Nation Brand,

‘ “A Nation Brand Forum s a multi-stakeholder

. meeting or platform where ideas and views
about South Africa and fssues impacting the
 country can be exchanged '

 Nation Brand performance includes monitoring |
i and commissioning of research indices whereby
South Africa is paired among developing and :
' developed  economies. |t measures
competitiveness, reputation and brand health,
Some of the pillars that are measured includes :
investment and immigration, exports, people, :
' cutture, and heritage, governance, and tourism :
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; National Spatial Development

i Framework
| Operating model

i

|
|
| !

. Organtsational corporate identity

* Qrganisational performance
 rating

. Policy and Procedure awareness
: workshops

" Policy governance chicklist

. Reactive communication
i
| activities

| Reference groups

' Retention Strategy

SMME's - Small, Medium and Micro

- Enterprises

* Visual representation of how an organisation is :

structured to fulfil its mandate and delivers
 value to its internal and extemal customers, -
g‘m‘e operating model typically consists of
structure; functions, staff count, processes, and

systems

. Corporate identity refers to the manner which
"a corporation, firm or business presents -
: themselves to the public (identity and visually)

operational plans, budgets, and

" Annual  Performance Plan's” link to the |
the :

: performance of an grganisation and how the |
" organisation is meeting those targets

Internal  engagements  used

to  develap

knowledge and understanding on organisationat

. policies and procedures.

- A (ist of ttems required, things to be done, or
. points to be considered, used as a reminder

' Communication activitfes implementéd in .
preparation for an effective ahd efficient
response to a critical issue or threat to the |
. country’s reputation

" Reference group includes individuais or groups :

- that influence opinions, beliefs, attitudes, and :

behaviours, which can be utilised for marketing
- and positioning insights. |
. Poticies and plans that can be used to reduce :
_employee turnover and ensure that employees |
", are engaged and productive in the long-term
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 SAHPRA " South African Health Products

SARE
CSONA

: SOEs

: TBE
UK

USA

VR
{ WHO

Regulatory Autharity

South African Reserve Bank
' State of the Nation Address
' State Owned Entftles
Strategic platforms

"' To Be Estimated

" Unitéd States-of America

Virtual Reality
. World Health Organisation

' $outh African brand is perceived by audiences
. globally :

' Strategic platforms are key events swhich Brand
. South Africa can leverage to amplify fts !
" messaging :
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FOREWORD FROM THE MINISTER AND THE
DEPUTY MINISTER

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

At this time, the world is grappling with uncertaihty as it forges a way through the global
pandemic that is COYID19, Globally we are uncertain about what the world will look like on
the other side of the pandemic. However, what is certain is that the country’s brand will
be even much stronger, and will remain the anchor for humanity as it has always done given
the challenges of the past.

As we imptement the Strategic Plan, it will be important for us to make é\ meaningful impact
in the lives of our people. It is a chance for us to play our part by drawing from our diverse
sources of knowledge to inspire the kind of change we want to ‘see for the country. The
President has called on all of us to join hands and build an inclusive economy and has
reaffirmed the NDP.Vision 2030 as the guiding torch towards a prosperous South Africa that
is free from poverty, The NDP {s a product of & process of consultation and participation by
all sectors of our soclety and was adopted by a multiparty parliament before it was signed
by the President.

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

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

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

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

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

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

RaRET

MR MONDLI GUNGUBELE, MP

MINISTER IN THE PRESIDENCY

DATE:

MS THEMBI SIWEYA
DEPUTY MINISTER IN THE PRESIDENCY
DATE:




FOREWORD FROM THE CHAIRPERSON OF
THE BOARD OF TRUSTEES

It gives me great pleasure to table the Brand South Africa 2022723 Annual Perfarmance Plan
to the Executive Authority. As the current Board of Trustees approaches the third year in
the role of Accounting Authority for Brand South Africa, we are excited to provide strategic
direction in the development of an Annual Performance Plan that responds to issues in the
environment in line with the mandate of the organisation.‘

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

The challenges posed by the COVID-19 pandemic such, as increased unemployment and a
stagnated economic growth cannot be ignored when assessing the performance of the Nation
Brand. Incidents of unrests along with the measures taken to contain the spread of the virus
continue to be a strain on the reputation of the country both internally and externally.
Brand South Africa’s agenda therefore remains imperative given the country’s current socio-
economic challenges and plans to counter these challenges through an aggressive
Investment and country promotion programme as outlined in the orgamsatmn s Annual
Petformance Plan 2022/23.

During the 2021/2022 financial year, the Board 6f Trustees hosted a Strategic Review session
which was attended by the then Acting Minister in the Presidency, Ms Khumbudzo
Nishavheni, who provided input to the organisation’s strategy.

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

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

¢ The fm_pbrtance of discussing the narrative around ¢ur country (our response in the
country and on the continent to the Covid-19 pandemic; and the Economic
Reconstruction and Recovery Plan).

s The original motivation for the creation of Brand South Africa.
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s ASouth Africa that is fit-for-purpose requires a Brand South-Africa that is fit-for-purpose.
« The focus should be on becoming a highly effective and capable entity.

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

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

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

In response to the outbreak of COVIID-19 in South Africa, and the surge in reported cases of
gender-based violence during the 2020721 financial year, Brand South Africa developed and
implemented proactive and reactive communications’ intetventions to support the
Governments’ efforts to curb the spread of the virus and to call for an end to gender-hased
violence, True to our values, the organisation will contine to approach challenges with a
‘can-do’ attitude for the 2022/23 financial year and beyond. We are proud of the entity’s
achievernents to date.

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

N\ uﬂowa;’ o'

MS THANDI TOBIAS-POKOLO

CHAIRPERSOW OF THE BOARD OF TRUSTEES

oare:_ 21 10/ bﬁllv




FOREWORD FROM THE CHIEF EXECUTIVE
OFFICER

The mandate informing Brand South Africa’s work is derived from the organisation’s Trust
Deed, which essentially anchors the organisation as an entity tasked with delivering
integrated and coordinated marketing, communications, reputation management solutions
and interventions as it markets the South African Natioh'Brand locally and abroad.

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

As outlined in fhé Brand South Africa Strategic Plan 2020/ 217-2024/25, the organisation's
Strategy is directly aligned to the NDP, the MTSF 2019-24, the priorities of the 6%
Administration {within the ambit of its mancate as outlined above), domestic and
international environment and more recently the Economic Reconstruction and Recovery
Plan. In its planning, the entity considered the sutcesses and challenges experfenced in the
delivery of its strategic intent, in the 2020/21 financial year., Whilst the entity was able to
deliver on fts plans for the 2020/21 financial year despite a sizable reduction in the entity's
budget, this should not continue given the enormous task and mandate enhtrusted on the
organisation.

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

In the coming year, Brand South Africa will focus its activities oh the continent to leverage
and amplify on the AFCTA oppaertunity; will focus oh positively improving South Africa’s
brand image and reputation internationally, The entity will continue to be the authority on
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the Nation Brand through implementing integrated marketing, communications and

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

i,
il
iid,
iv,

tmproved Reputation' of Brand South Africa as an entity;

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

Aligned Nation Brand execution and experience domestically and internationally.

The above outcomes should thus translate into activities aimed at:

#*

enhancing the understanding of the Nation Brand performance among stakeholders;

contributing towards improved Nation Brand reputation and perceptions
domestically and internationatly (through the Play Your Part programme and media
activities); _
utilising the domestic and international platforms, to enhance the awareness of the
Nation Brand identity, image and competitiveness including the value proposition of
the Nation Brand;

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

strengthening Nation Brand advocacy domestically and among GSAs.

Equally important are measurés of success to the strategies dnd plans put in place,
Monitoring and evaluation will play a crucial role in ensuring that impact is achieved,

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

&

AV

MS SITHEMBILE NTOMBELA

ACTING CHIEF EXECUTIVE OFFICER

DATE: _d [ 0f /&lﬁ& |

¥
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EXECUTIVE SUMMARY

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

The organisation reports to The Presidency, with Ehe Minister in The Presidency as the
Executive Authority, and recelves its budget through the GCIS. There is a crucial need to
leverage our position in The Presidency by positioning Brand South Africa as a leader, nhot
just a messenger/advisor in terms of its mandate to promote and enhance the Nation Brand
and reputation. Brand South Africa has to own and control the way the Nation Brand story
is told as well as the narrative. This is to ensure a cohesive and a coherent brand image is
achieved. To achieve this, Brand South Africa must strengthen the partnership and
collaboration with the GCIS to leverage the platforms and interaction with stakeholders who
drive the global agenda.

Brand South Africa’s Annual Performance Plan 2022 /2023 is outcome based and outlines
our objectives, goals, outcome indicators, initiatives and risks, including a plan in place to
mitigate the risks. '

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

To reinforce South Africa's Nation Brand positioning and value proposition, it remains
imperative to win investor confidence by constantly disseminating messaging that will assure
investors that South Africa is a country filled with possibilities, has governance and
regulations in place ta protect investors, At the centre of this Annual Performance Plan is
the President’s Economic Recovery and Reconstruciion Plan and a need to refocus
intetventions towards impraving the Nation Brand image and reputation among the
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international audience. The continent remains a key area of focus, a market that boasts 1,
3 billion people who are capable of turning around Africa’s economic and soclal outlook.
This will be realised through leveraging on the African Continental Free Trade Area
(ACFTA).

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

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

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

In delivering the Strategy, thersby creating the impact set out, the following key responses
must be pursued:

* Brand building activities and campaigns: Campaigns based on sound insights, which
are executed with partners for clear objectives, and outcomes that enhance our
Nation Brand as well as measures of success.

» Reputation Management (domestic and international): To retain a consistent and
an attractive image of the country,

« Natfon Brand advocacy 1ntemationally: Promoting Play Your Part, Global South
Africans, Pride and Patriotism programmes.

¢ Strengthen and shift the brand association away from previousty dominant focus
areas (.g., Mining), towards more relevant focus areas {e.g., Technology and
Manufacturing). ' -

» Ensure consistent messaging, positioning and cohéensus on:

— Key elements of the Natlon Brand; and |
— PBrand South Africa’s mandate, functions and responsibilities.

15
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Finally, from an operationat perspective, the strategic activities required include:

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

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

In discharging its mandate, Brand South Africa will engage ina humber of strategic initiatives
that will etevate and enhance the Nation Brand and disseminate content around government
initiatives (e.'g. state visits, Astr&tegic international platforms, ministerial outreach
programmes), key organisational programmes and reputation management initiatives.

16




PART A - OUR MANDATE

The mandate of Brand South Africa is:

tior in orderfo zmprave

Brand South Africa is an entity of the State, which derives its mandate from the Constitution

of the Republic of South Africa, 1996 and relevant legislative and policy framewarks.

1. Updates to Legislative and Policy Mandates

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

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

Nation Brand.

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

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

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

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

4. Seek the involvement and cooperation of various government departments, public
entities, the private sector, the non-governmental sector and civil society in achieving
this object.

\\J) 17
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1.1. Delivering the Organisation’s Mandate
1.1.1. Reputation Management and the Role of Brand South Africa

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

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

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

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

Figure 1: The Brand Health Funnel

jvocates endorse your reputation & help pu othersp
the reputation pyramid

Trust is built by consistently delivering on promises

Favourability
In general, familiarity breeds favourability and favourability, trust

Familiarity

Familiarity is the bedrock of reputation and leads to favourability

Awareness
Without awareness there can be no reputation

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

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

challenges to its reputation.
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The research cohducted by ‘the entity produces invaluable insighits on the country’s
reputation, and is disseminated to relevant stakeholders in order to influence and inform
policy decisions and ensure message alignment. This is what informs marketing,
communications and stakeholder interventions which are developed by stakehotders.

Notwithstanding the importance of positive stories to manage the country’s reputation, a
country also needs to analyse and understand the challenges to its reputation. From issues
of gender-based violence, to 'per'cept'ions of crime, corruption and misrhanagement, Brand
South Africa must provide leadership in commutiicating how we are managing these
challenges across the board (from government to business and to ¢ivil soclety), as these all
affect the reputation of the country,

1.1.2. Key considerations for the 2022/23 Financial Year

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

South Africa’s natlonal strategy is driven and mon1tored through the Presidency, and the
Nation Brand Strategy neecls to be. an integral part of this to ensure alignment. Nation
Branding to increase global competitiveness can make a vital contribution to the key
priorities of the country, South Africa’s value-proposition and -positiomr{g must reflect the
country’s Vision 2030: and thus, the benefits of a close connection are evident.

Key considerattons for the 2022/23 financlal year mclude

s Trends in the Natlon Brand space
» President Cyril Ramaphosa’s priorities:
~  towin the fight against the coronavirus paridemic;
~  accelerate economic recovery: S
- implement ecohomic reforms to create sustainable jobs and drive inclusive
- growth; fight corruption and strengthen the State; '

v The COVID-19 pandemic impact;
s Increased polarity and divisiveness within the South Aftican society, which leads to
decreased pride and soctal cohesion levels;
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A similar increase in polarity and divisiveness globally, where vaccine protectionism

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

Brand;

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

reputation of the country if they resurface; and

Guidance from the Executive Authority which highlighted the following:

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

2. Updates to Institutional Policies and Strategies

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

Africa is guided by the below considerations.

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

MTSF

Policy / Strategy  Key Considerations

NDP

NDP

MTSF

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

in positioning South Africa favourably among targeted audiences.

Chapter 15: Transforming Society and Uniting the Country

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

Priority 6: Social cohesion and safe communities

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

programmes. The entity also provides insights on the following indices:

20
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Policy / Strategy Key Considerations

social cohesion, active citizenship and national pride through its

domestic perceptions research study.

MTSF Priority 7: A better Africa and World

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

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

o Work with and through key stakeholders in the public, pﬁvate
and non-governmental sectors, Brand South Africa strives to
create an environment conducive to increased investment,

trade, tourism, attracting skills and major global events.

3. Updates to Relevant Court Rulings

There were no court rulings impacting Brand South Africa’s strategic context



PART B - OUR STRATEGIC FOCUS

4, Positioning of Brand South Africa Inc.

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

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

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

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

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

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

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

e Influence policy direction.
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5. Nation Brand Positioning strategy

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

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

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

brand proposition of “Inspiring New Ways”.

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

the world perceives South Africa.

o

23



6. Situational Analysis

The situational analysis considers both the external and internal environments providing

context for developing the strategy of the organisation.

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

unemployment rates continuing to drop and government lessening stringent measures.

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

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

Figure 2: Nation Brand enablers and disablers

I D (@ : B2

~ Brand Enablers _ Brand Disablers
+  Strong Financlal Systems
Ease of Daing Business:
+  Youthful Population
+ DiverseMarket Structure
« . Economic Gm-yumna ‘
Smngmw ? : i
Stable Currency e + . Declining levels of Social Cohesion/National Pride (racial
+  World Class Higher Education tensions)
¢ Vibrant Tourism sector * . Xenophobia
iy Py Poor Economic Growth
- $A's contribution to international peace & sacurity * - Gender Based violence
Global champion for Climate and Health diplomacy + ‘Social instability & of civil unrest

\J ‘



6.1. Global Landscape

ln 2021, the global economy was estimated to rebound by 5.5%, with 2022 being projected
to 4.1% - reflecting on the continued COVID-19 flare-ups, lingering supply bottlenecks and
diminished fiscal support, Outputs and investments in advanced nations were projected to
return to pre-pandemic trends in 2022 - remaining below in emerging markets and
developing econornies, owing lower vaccination rates, more fear towards the pandemic and
tighter fiscal and monetary policies,

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

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

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

The continuation of supply chain disruptions and hlgh inflationary pressures in 2022 witl
have a large negative impact on global production and consu‘mption, whith will
ultimately undermine the overall global economic recovery.

H'owévar, The Euromonitor International’s pessimistic scenario projects the global real
GDP growth to be stagnant in' 2022 and only see growth in 2022;‘,

o
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Figure 3: Global growth assessment
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Global growth is set to slow sharply, as the initial rebound in consumption and investment
fades and macroeconomic support is withdrawn. Much of the global slowdown over the
forecast horizon is accounted for by major economies, which will also weigh on demand in
emerging market and developing economies.

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

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

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

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

6.2. Competitive Environment
In the 2019 edition of the Global Competitiveness Reporti (WEF GCl), South Africa was

ranked as the 60th most competitive nation in the world out of 140 countries. The country
slipped in the IMD 2021 World Competitiveness Yearbookii (WCY) where it was ranked. 62
out of 64 countries.

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

appeal.

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

Deteriorating headline and youth unemployment.

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

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

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

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

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

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

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

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

Africa’s competitive identity below.

Figure 5: NBI Nation Brand Hexagon

Investment &
immigration

S

Exports

Governance

S ‘Péupie

§ Culture and Heritage : /

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

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

trade aspects.
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South Africa country’s Competitive edge as a middle-income country is defined by its
attractive investment environment, world-class financial infrastructure, vibrant culture and
tourism sector. As the COVID-19 Pandemic continues to unfold, South Africa and its income

peers are fighting for greater visibility, voice and reputation anchors.

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

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

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

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

Figure 6: South Africa Good country index performance

Voot Ordir Manet & Climat Prasperity & Equality Health % Wellbeng

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

multilateral engagements.

As a middle-income Country, South Africa’s affiliation to the likes of BRICS, and its
successful lobbying of TRIPS has firmly placed our country as one which has a Foreign Policy
that is stepped on Health and Climate Diplomacy.
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6.2.1.  South Africa’s Key Market Competitors

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

Table 2: SA performance against competitors

| Index/Report | WEFGCl 2019 | 1MD2021 | NBI 2021 | Good Country
s R& d Rank/64 Ra 00

Algeria 89/141 N/A 58/100 122/153
Argentina 83/141 63/64 49/100 73/153
Botswana 91/141 61/64 100/100 81/153
Brazil 71/141 57164 21/100 55/153
China 12/141 16/64 2/100 69/153
Egypt 93/141 N/A 45/100 96/153
Ghana 111/141 N/A 69/100 95/153
India 68/141 43/64 7/100 74/153
Kenya 95/141 N/A 60/100 71/153
Mauritius 52/141 N/A N/A 48/153
Mexico 48/141 55/64 20/100 75/153
Morocco 75/141 N/A 61/100 58/153
Namibia 94/141 N/A N/A 104/153
New Zealand 19/141 20/64 42/100 22/153
Nigeria 116/141 N/A 38/100 126/153
Russia 43/141 45/64 16/100 477153
Rwanda 100/141 N/A N/A 76/153
South Africa 60/141 62/64 50/100 41/153
South Korea N/A 23/64 10/100 N/A
Tanzania 117/141 N/A 80/100 79/153
Turkey 61/141 51/64 32/100 56/153
Zimbabwe 127/141 N/A N/A 111/153

From a Nation Brand Management perspective, Brand South Africa will have to ensure that
the country’s competitive identity such as attractive investment environment, world-class
financial system, vibrant culture and tourism sector, and ‘good country’ standing are
strategically profiled with the objective to contribute towards achieving Impact Statement

1: A Prosperous Nation Brand in the Annual Performance Plan.

o .
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Figure 7: map of South Africa’s competitive identity
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Economic diplomacy’

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

6.2.2. Key selling features of the Nation Brand

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

It also remains a gateway into the various regions of African markets.

The key messages, marketing and communications tools that will used in the execution of

the 2022/23 performance plan will aim to:

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

e Showcase South Africa’s capabilities and strategic importance in the region.
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* Profile the country’s economic recovery strategy & implementation.

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

destination.

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

employment opportunities.

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

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

s Strengthening and promoting regional trading (continent)

6.3. Stakeholders and Target Audiences

In order to identify and realise opp-ortunities to inform, understand, problem-solve, plan,

and deliver better against the mandate of the organisation, Brand South Africa has mapped

its target audience and key stakeholders.

Figure 8: Audience and stakeholder map
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A key outcome of the current organisational strategy is the Aligned Nation Brand execution

and experience domestically and internationally. Research studies devoted to identifying

the reputational standings of nations, or Nation Brands, typically measure the reputation

of
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a nation on various elements some of which will be beyond the direct influence of the Nation
Brand Management agency. Building a Nation Brand is therefore a collective national effort
and requires that a broad specttum of stakeholders.

The below table provides a high-level overview of the work that must be done to strengthen

relationships with stakeholders and reach wider audiences in the process of Implementing

the annual plan,

Table 3: Audience and stukeholder engagement guide

Centre of Government
(Presidency / GCIS)

=

Leveragé Brand South-Africa’s location with Presidency/GCi$ as
centerpiece - strategically placed to tap into stakeholder platforms in
terms of the Hexagon.

Shape narrative, shape perceptions nationally,

Establish policy guideline for cohesive messaging and coordination
including provinces, local sphere, and departments. :

Stakehalders who drive
global agenda in terms
of Brand enablers (eg
SAT; InvestSA; DIRCO,
DSAC)

Position Brand South Africa as the leader of activities, coordinator
and message shaper,

Intentional and proactive in engagernent with brand awners in terms

of the 6 piltars of the Hexagon,

Worl with the GCIS to leverage the platforms and interaction with
the stakeholders who drive the global agenda.

Utilise new platforms for engagement - digital platforms,

chambers, corporates

Business associations, -

Increased awareness of Brand South Afnca svalue. propomti@h
amongst husiness. .

Strengthen partnarships with bur.iness formations leverage
information craft story/reasons to believe jn South African
competitiveness (they have a wealth of information),

Business voice s trusted ~ win with business to support our agenda.

Empower business with tools that promote South Africa’ s Natton
Brand e,g. messaging, Masterclass and toolkit

Increase collaboration.
Promote South Africa as an investment destination of choice.

Civil Soclety sector,
such as NGOs, trade
unions, higher
education

Leverage links with their international and domestic counterparts.
Leverage presence at key international fora,
Promote messages of active citizenship and social cohesion.

Key globally influential
South Africans

Identify friends of South Africa - influential South Africans.
Conduct surveys to pick up on key sentiments.

o :
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Butld rondsweu of supporters to tell positive stories.

« QOur peoplte must betieve in South Africa and tive the brand, Whilst
Implementing activities that will position the country a5 a prefarred
investment destination.

Domestic and Global » Strengthen relationship with key tnfluential communicators (husiness
Media - with large & GSA's) of our stories - . |
global audiences = Strengthen relations with media/ news agencies,

» Develop an integrated global media platform appreach,

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

= Strategic targeting of relevant and important regional media
partners.

6.4, External Environment Analysis

Brand South Africa’s oparating environment is broad and influenced by many factors
including, but not limited to, areas of economics and trade, politics, tourism, demographics
and socio-cultural matters. Several challenges and opportunities exist in the present
" operating environment; however, the 2022/23 financial year may require the organisation
to be innovative and adaptable whilst it creates awareness and responds to various macro-
trends,

6.4.1,Global Risks

According to the 2022, World Economic Forum (WEF) Global Risks Report the year under
review will be increasingly defined by the evolving in’ipact of COVID-19, which is cited to
have both economic and social consequences that pose a critical threat to the world. Some
of these consequences of this has been the worsening levels of inequality thal have been
further accelerated by Yaccine inequality and resuited in uneven economic recovery, which
has risked'compoundirig sociat fractures and geopolitical tensions, The report paints a bleak
picture of a post-pandemic would in which by 2024, developing economies such as South
Africa (excluding China) will have fallen 5.5% below their pre-pandemic expected GDP
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growth, while advanced economies will have surpassed it by 0.9%—widening the global

income gap’.

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

been slightly ignored.

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

o Rising levels of Income Inequality

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

o Digital Inequality
COVID-19 created an unprecedented shift towards digitalization, however given the uneven

levels of digital access and technological advancements, the shift occurred at varying
extents across the world. This leap towards hyper connectivity as stated by WEF has further

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

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

o Uneven Economic Recovery

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

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

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

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

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

s Uncertain Geo-Political Landscape

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

e Climate Change

According to the 2022, WEF Global Risks Report Climate change is already manifesting
rapidly in the form of droughts, fires, floods, resource scarcity and species loss, among other
impacts. Governments, businesses and societies are facing increasing pressure to mitigate
the worst consequences. However, these efforts are being hampered by a disorderly climate

transition characterized by divergent trajectories worldwide and across sectors that risk

3 https://www.imf.org/en/Publications/WEO/ Issues/2021/03/23/ world-economic-outlook-april-
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further driving apart countries, while also dividing societies creating barriers to

cooperation.

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

6.4.2.Global Economic Trends

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

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

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

6 hitps://santandertrade.com/en/portal/establish-overseas/south-africa/foreign-investment
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in South Africa. It is impori:ant to adapt to the expectations of these countries in order to .
maintain their business interests. '

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

Finally, an important and international factor that i5 impacting socio-political, econbmic
and technological shifts fs the continued global impact of climate change. [t Is predicted
that in 2025, average global temperatires will have increased by 2 degrees exacerbating
extreme weather conditions and raising costs from natural disasters. This will create
changed behaviours of consumers and create further economic costs Impacting tourism
levels.

The rapidiy shifting globét dynamics will impact South Africa. Positioning of South Africa’s
Nation Brand requires a clear movement away from industries and sectors where strong
current perceptions may negativély ihfli.lence the Nation Brahd. This includes industries
such as tining & quarrying, fossil fuels and so on - industries where socio-political discourse
has been turmed against due to enyironmental and other concerns.

6.4.3.Regional Outlook

Moving forward, saving: lives from COVID 19 must continue to take precedence. Keeping a
close watch on the emergence of rnore transmissible and lethal variants, at home and
abroad, and responding with swift action must be a priority Faster and more fair
distribution of global vaccine supplies, expansion of local vaccine manufacturing,
improvements in the distribution infrastructure and measuras to combat vaccine hes1tancy
are necessary to control the pandemtc in Africa and avoid stop-and-go ecohomic processes.
For the medium terrh, the single most viable route to incldéive and sustainable de\)elopme'rit
in Africa is through advancing the structural transformatian of economtes and buiiding
. productive capacities. A key focus for many countries will be servfces and manufacturing-

driven industrialization with formal and decent employment. The industrialization of
agriculture and minerals processing could be avenues for progress, as recognized in several
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national development plans. Another key area {s to speed the digital revolution. This entails
deploying new technologies in aréas such as revenue collection and anti-corruption efforts,
improving 3G and 4G network coverage, and advancing 5G networks, including beyond major
cities. Firms stand o profit from new market opportunities, enhanced supply«chaih
efficiency and resilience as well as productivity increases. Consumers should see more
product choices and learning opportunities through digital transformation.

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

6.4,4. Domestic Environment

Economic transformation in terms of B-BBEE and paverty alleviation is enabled by strong
and consistent economic growth, Thus, economic growth is a high priority otitcome that has
achleved consistent facus In terms of the NDP, although performance has been lacking due
various local and internationat factors. The debt to GDP ratfo of the country has grown
significantly over the past decade as underperforming SOEs have placed an increasing
burden on the fiscus. SOEs play a tritical role in advancing the agenda of a developmental
state - like South Africa. To this end, an improved reputation {and governance) of South
African SOEs stand to have a major positive impact on the.over-all reputation of the Nation
Brand, '

As ind.icéted, South Africa Is currently navigating critical socio-economic challenges, Nation
Brand disablers such crime, inequaltly, gender-based viotence, racial tension and hostility
towards 'foreign nationals are fuelled by existing socio-economic challenges and
simultaneously can exacerbate these challenges.

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

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

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

The public discourse around these challenges has become increasingly potarised. South
Africans are losing their trust in government: perceptions of comprorhised' governance
particularty highlighted by the Commission of Inquiry into State Capture,'ffequent reports
of government corruption, declining levels of trust in the fudiciary as well as rising level of
unemployment and inequality, The next five to ten years for South Africa are likely to be
challenging as discontent mounts due to increased pressure placed by a decade of single
digit economic growth, which has been further exacerbated by the COVID-19 pandemic. The
" challenge for Brand South Africa will be to remind South Africans about the continued
promise the country holds, while also reminding the world of South Africa’s recovery
progress and potential. '

The South African Economic Reconstruction and Recox}ery Plan {ERRP) builds oh the common
ground established by the social partners - government, labour, business and community
organisations, First tabled at the height of the Pandemic in QOctober 2020, the ERRP formed
part of measures taken by the government to restore the economy for inclusive growth
following the devastation caused by the COVID-19. The work that government has embarked
upon to rebuitd the economy after the devastation of COVID-19 is guided by the vision to
2030 of the NDP and the programme that was outlined at the beginning of the sixth
democratic administratfon, where government: set out the key priorities to drive change and
transformation in South Africa, - ' e

The ERRP aims to build a new economy and unleash South Africa’s true potential, The
overarching goal of the plan is to create a sustainable, resilient and inclusive economy and
aims to focus on the following priority areas: Energy Security, Increase Industrial base for
ok creation, Mass public employment programime, Infrastructure development, Magcro-
economic development, Investing In the Green Economy, -Increasing Food Security and
Reviving the Tourism Sector, '
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The ERRP aims to achieve its plans in the priority areas through the following four priority
interventions:

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

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

strategic infrastructure projects.

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

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

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

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

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

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

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

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

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

T TETRENGTHS e T WEARNESSES L e

« High rankings in Africa in-multiple ¢ Economic recession and threat of slow

Nation Brand and Natlon reputation | recovery
: indexes (usually first or second) » High rate of Crime and Violence,

s Numerous international achievements particutarly agalnst women
and ambassadors on the world stage o Lack of clear overarching message

e Strong infrastructure and tone of volce across past brand
Compelling and unique Nation Brand communications
Story o Pessimism, low ranking on happiness ,
Strong foreigh direct investment index
Relatively low political risk » High unemployment rate

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

]

i - OPPORTUNITIES S
» Build a strategic and messaging platform |« Increasing competitiveness in Africa in
that speaks to culture, economics and the Nation Brand space.
politics all at once « Uncertain economic outlook
o South Africans have a clear ¢ Cultural strength of competitors

misperception about the reality of our |«  Increasing debt in retation to GDP
situation, while we have reason to be
cancerned we have Just as much reason
to be optimistic. Focus on optimism and
reasons to believe,
Positive post-pandemic tourism outlook
More partnerships with industry and
influencer marketing,

» Celebrate South African moments.

6.6. Internal Environment Analysis

Brand South Africa focuses oh managing South Africa’s Nation Brand reputation in order to
improve the country's global attractiveness and competitiveness, and to build patnotism
amongst South Afrtcans. “The vacancy rate for Brand South Africa is at 23%, which is above
the organisational farget of below 10% vacancy rate on the a[:iproved structure. The current
Employment Equity stats of Brand South Africa depicts that there 1s no representation of
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people living with disabitity, White, Indian, Coloured male/females and an under
representation on African male within the organisation. This is due to a moeratorium that
was imposed on the organization on the filling of permanent positions in October 2020 due
to the envisaged re-configuration process with South African Tourism. The organization
subsequently received a partial upliftment to fitl critical positions for a period of 24 months,

As a result of the above, the impact has beeﬁ:
« High turnover “
o In ability to review organisational structure
o Negative impact on employee wellbeing

The next 5 vears of research will explore the following:

¢ Focusin the continént:‘
« Enhance interventions aimed at shaping South Africa’s Nation Brand reputation and
image

6.6.1, Leadership

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

6.6.2.Operating Model (People, Process, Technology)

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

functioning organisation.

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

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

increase the possibility of recruiting disabled persons.

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

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

s Process

Brand South Africa aims to improve upon their governance with robust and effective
processes. In doing so, and in response to the impact of COVID-19, the organisation has
embarked on the route of digitisation. In line with -containing costs, a majority of the
processes are being automated (i.e., meetings and canferences); as well as using-electronic
media for internal process. This sequentially leads to the organisation becoming more
auditable.

. Tgchno!ogz and Systems

Technology requirements are primarily to resolve issues with systems changes. Furthermore,
to facilitate the delivery of the organisation’s mandate particularly in the overseas
operations, issues with opening bank accounts and business registration issues must be
resolved. The organisation has successfully upgraded the Enterprise Resource Planning (ERP}
to a cloud solution. The cloud services pmvidés high availability of the ERP over sectred
channels. ‘

The impact of Covid-19 resulted in a new work dynamic, which is implemented as per the
Reviewed IT strategy. Brand South Africa employees experience an expeditious adaptation
of IT mechanisms to conduct business as usual, which resulted from a higher dependency on
IT, The review of the IT strategy entailed analysing methods to revamping IT support and to
ensure business recovery to restore systems if fails, as well as to manage planhed and
unplanned maintenance on IT systems.




6.6.3, Organisational Structure

The current structure was last reviewed 1n 2014, 1t will be due for a review as soon as the
moratorium is lifted,

As described in Figure B below, the organisational structure is formed by the Board of
Trustees who make up the audit leg/non~executive tier of Brand South Africa, steering the
Monitor‘ing & Evaluation (M&E) activities of the organisation. Thereafter, the executivé is
made up of the CEO and Managers who carry out strategic activities. The Brand South Africa
CEQ reports to the Board of Trustees. The Heads of Marketing, Finance, Corporate Services
and Governance, Legal and the Secretariat report to the CEO. Line management and
Operations make up the majority of the organisation.

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

There Is an urgent need for Brand South Africa to review its structure to ensiire Integration
of the direction, information, people, and technology of the organisation in order to ensure
alignment with business strategy. This is to ensure that Brand South Africa mﬁtch_es the
organisation as ;losely as possible to the outcomes that the organisation seeks to achieve.
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Figure 9: Brand South Africa organogram

BRAND SOUTH AFRICA
Organisational Structure - updated as at 17 January 2022
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6.6.4. Funding and Resource Allocation

This figure below displays the budget analysis per programme over a three-year period
from FY 2022/23 to FY 2024/25. The accumulated budget for FY 2022/23 amounts to
R218 122 000, R219 526 000 for FY 2023/24 and R229 385 000 for FY 2024/25.
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Figure 11: Budget Analysis per Programme

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

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

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

Table 5: Swot Anafysis: Brand South Africa: the Organisation

S < STRENGTHS < | Sl ik - -WEAKNESSES. . _

. Nation brand knowledge and expertfse . lnadequately developed and consumed

¢ The entity {s a go to agency for continental relations with stakeholders - not
peers on nation branding {ssues. institutionalised

¢ Access toinfluencers and apinion .{®» Confusion re roles with other entities such as
makers/leaders in government, business and Proudly SA, SAT.
civil society »  Low knowledge and awareness of Brand SA

= Strong equity on Brand SA programmes (Play within other provinces.

" Your Part and Nation Brand Forum) » Low famitfarity and awareness of the

» Global reputation management agency organisation Brard SA amongst South Afvicans
netwaork, and Palarised reputational view of Brand $A

+ Global South Africans network which has shown | »  Internal deciston-making and project

[ growth over the years. management procedures.

« Strong digital content and portals that are in »  Matters of emphasis in recent audit, -
the top 5 search engine. «  High staff attrition rates leading to lack of

fnstit'utfonal memory. :

e - OPPORTUNITIES. - P T THREATS:. . X .
. Positioning uf Brand SA by the Presidency ancl * Fragmentation of efforts/ tack of coordination
- the rest of the Cabinet, of nation-building and nation-branding.
¢  |nstitutionalisation of relations with activities by government and private sactor

stakeholders. role players.

e To play overarching coordination role interms |+  Envisaged merger of two entities that have
of messaging, branding and reputation different mandates may dgstroy disrupt what
management for South Africa (Nation Brand has been built over 20years.
policy framewark), » |neffective operation of country offices due to

e To partner with stakeholders/ministries that operational challenges.
are responsible for areas/pertfotio driving » Maintain and sustain staieholder relationships -
brand disablers, no continuity.

» Toinfluence national messaging frameworks re | »  Continued budget cuts and yet the mandate
factors impacting on brand and reputation and expectations continues to grow,

{brand disablers)

= Domestic focus - to leverage all regions in SA -
Internat branding and atignment to brand
values

¢ Institutionatisation and systematisatron of ¢risis
mahagement on Nation Brand matters,

s Encourage and increase engagement levels on
Brand SA content on social media and digital
platforms,

e Develop a clear and impactful strategy focused

. onstrengthening relations In the continent.

¢ Grow Globat South Africans community

» Leveraging SA Ambassadors and other
international representatives. -

« Potential to strengthen the Africa and Middie
Fast growth opportunities for SA,

Leverage the role and function of embassies.
Retain institutional memory through internal
recognition and growth opportunities.
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PART C - MEASURING OUR PERFORMANCE

7. Institutional Programme Performance Information

7.1. Programme 1: Administration

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

responsible for ensuring sound governance, high performance and optimal utilisation of available capital and resources.

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

Table 6: Programme 1: Outcomes and Outputs

OUTCOME

1:1.
Improved
Reputation
of Brand
South
Africa as
an entity

OuUTPUT
1.1.1. Unqualified

audit opinion
outcome obtained

J

1:1:4:0-:A0
unqualified
audit outcome
obtained
annually

ANNUAL TARGETS

TARGET
(2018/19)

Qualified
audit
opinion on
financial
information

AUDITED/ACTUAL PERFORMANCE

TARGET
(2019/20)

Unqualified
audit opinion
on

financial
information

TARGET
(2020721)

An
ungualified
audit
opinion in
financial
statements
and other
matters

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

An unqualified
audit outcome

MTEF PERIOD

TARGET
(2022/23)

An unqualified
audit
outcome,
with no other
matters

TARGET
(2023/24)

An unqualified
audit
outcome,
with no other
matters

TARGET
(2024/25)

An unqualified
audit
outcome,
with no other
matters
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QuTPUT
INDICATORS

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018719)

TARGET
(2020/21)

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

MTEF PERIOD

TARGET
(2022/23)

TARGET
(2023/24)

TARGET
(2024/25)

1.2.1. Payments 1.2:0:1, New indicator | New indicator | 100% of 100% of valid 100% of valid | 100% of valid | 100% of valid
made to suppliers Percentage of | valid payments made | payments payments payments
within 30 days valid | payments to suppliers made to made to made to
payments made to within 30 days suppliers suppliers suppliers
made to suppliers from the date of | within 30 days | within 30 days | within 30 days
suppliers within 30 receipt of an from the date | from the date | from the date
within 30 days days from invoice of receipt of of receipt of of receipt of
from the date the date of an invoice an invoice an invoice
of receipt of receipt of
an invoice an invoice _
1.3.1. B-BBEE 1.3.1.1. B- New indicator | New indicator | 68% spend 30% spend on B- | Level 6 B- Level 5 B- Level 4 B-
scorecard rating BBEE on B-BBEE BBEE designated | BBEE score BBEE score BBEE score
scorecard level 1 group suppliers card rating card rating card rating
rating level Suppliers level level level
F—. e e i L Tl
1.4.1. Vacancy rate | 1.4.1.1. New indicator | New indicator | 14.04% 10% vacancy 10% vacancy 10% vacancy 10% vacancy
Percentage of vacancy rate rate rate
vacancy rate rate
1.5.1. 1.5.1.1 97% overall 90% overall 86% overall | 92% overall 90% overall 90% overall 90% overall
Organisational Overall organisational | organisational | organisation | organisational organisational | organisational | organisational
performance percentage performance | performance | al performance performance performance performance
rating on rating rating performanc | rating rating rating rating
organisational e rating
performance
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OUTCOME  OUTPUT

OUTPUT
INDICATORS

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET TARGET

(2018/19)

{2019/20)

ESTIMATED
PERFORMANCE

TARGET

(2021/22)

MTEF PERIOD

TARGET
(2022/23)

TARGET
(2023/24)

TARGET
(2024/25)

1.6.1 IT systems 1.6.1.1. 98% 98, 73%. % Approved IT | 98% system 98% 98% 98%
availability Percentage availability of | availability of | Strategy availability at availability of | availability of | availability of
availability of | all allIT the all all all
all IT IT systems systems DR Site, with IT systems IT systems IT systems
systems , planned
| , downtime |
The table below outlines the Indicators, Annual and Quarterly Targets for the FY22/23 -
Table 7: Programme 1: Indicators and Targets —

OUTPUT INDICATORS

1.1.1.1. An unqualified
audit outcome
obtained annually

ANNUAL TARGET

(2022/23)

An unqualified audit
outcome, with no
other matters

Internal Audit satisfactory
report on financial
statements and
performance 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

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

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

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

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

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

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

1.3.1.1. B-BBEE
scorecard rating level

Level 6 B-BBEE
scorecard rating level

Approved B-BBEE Strategy

B-BBEE scorecard rating
level report

B-BBEE scorecard rating
level report

Level 6 B-BBEE scorecard
rating level report
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OUTPUT INDICATORS

1.4.1.1. Percentage of
vacancy rate

ANNUAL TARGET

(2022/23)

10% vacancy rate

10% vacancy rate

10% vacancy rate

10% vacancy rate

10% vacancy rate

1.5.1.1. Overall
percentage rating on
organisational
performance

90% overall
organisational
performance rating

90% overall organisational
performance rating

90% overall organisational
performance rating

90% overall organisational
perfarmance rating

90% overall organisational
performance rating

1.6.1.1. Percentage
availability of all IT
systems

98% availability of all
IT systems

98% availability of all
IT systems

98% availability of all
IT systems

98% availability of all
IT systems

98% availability of all
IT systems

7.1.1 Explanation of Planned Performance Over the Medium-Term Period

Programme 1 is focused on the internal/administrative function. Outputs developed within programme 1 are aimed at ensuring that the organisation

internally is provided with support to effectively deliver on its mandate, which is to market the Nation Brand of South Africa domestically and internationally.

The only outcome of Programme 1 is to Improve the reputation of Brand South Africa as an entity and focuses on critical operational issues such as finance,

governance and human capital. In essence,

the programme aims to improve its enablement functions to the point that it increases the way in which internal

and external stakeholders perceive the organisation, which is the outcome indicator. As each individual output (and its targets) are met, this will improve

the perception of Brand South Africa as an entity,
“improved reputation of Brand South Africa as an entity” be achieved,

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

since outputs focus on individual components of the administrative function. Should the outcome of
it will effectively be supporting the business to achieve the other outcomes, and thus
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7.1.1.4 Unpacking the rationale for particular indicator(s}:
» Brand South Africa is tracking the overall organisational performance rating to set the industry best practice for performance in the current realities
of Covid-19. Each department is to develop creative solutions to meet performance. With a gradual increase each year, Brand South Africa is targeting
a 100% overalt organisational performance rating, in the long-term. - o
s Assessment for the Output Indicator, “Percentage of IT systems ﬁmgmwnﬁ% is decumented in a Portfolio of mﬁmmﬁm éﬁw various nmuonm ammn%u%w.
the challenges faced by the IT department and how these have been 3mmmmmn to reduce any strategic related risks. .

N 1.1.5  Prograrmme Recoirse Considerations

Programme Budget Altocation for Programmes
Programme 1: Administration ‘ R106,879,780 - :
The main objective of the programme 1 is to provide human, financial and legal support to be an enabler to Programme 2 and 3. The wﬂ:&ﬁm mow mﬂm ’
programme is R106, 879,780 geared towards the support for emplovee costs, capital and general expenditure. S : _

Expenditure for Programme 1: Administration in 2022/23 is expecied to Qmmanmﬁ @m expenditure to provide Human Capital, _zﬂo:ﬁmﬂm: ﬁmnw:cmomw, 3
Programme 2 and Programime 3. .




7.1.2 Key Risks

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

Table 8: Programme 1: Key Risks

1. Employee Assistance Programme in place to assist
1.1.1 COVID-19 pandemic colleagues to deal with health and wellness
o impacting on the business matiers.
operations of the entity Z. COVID-19 protocols implemented in the building.
| 3. Employees educated in terms of maintaining
i COVID-19 safety protocols. . 4 4
_ Discussed merger with SAT 4. W_nmwm_unm._mzo:m_ Health and Safety (OHS) Committee
1.1.2 Mm_mavwzﬁ_umnn on organisational 5. Regular communication to staff on COVID - 19
¥ related matters
6. Staff working remotely where possible
| 7. Virtual execution of activities where practicable
|
, Improved Reputation 1. Engagement with the Executive Authority through
_, 1.1 of Brand South 1.1.3 Compliance to B-BBEE GCIS and the Board of Trustees 7
| Africa as an entity T requirements 2. Development of a counter proposal for the
envisaged merger with SAT
. N 1. The regularisation of the legal presence of the i
| country offices in three jurisdictions through the
1.1.5 Legal status of the Brand ! engagement with the Executive Authority and
o South Africa country offices | consultations with legal advisors ;
2. Execute market activities through a shuttle mission
o programme where required
1. Implementation of the Retention Strategy
Moratorium placed on filling 2. Conducting employee wellness sessions
1.1.6 | of permanent positions due 3. Staff engagement surveys conducted
to the envisaged merger. 4. Partial upliftment to fill critical positions for a
period of 24 months

See Annexure A for risk framework describing the probability ranking and impact ranking, where risk-ranking probability is the product of both.



7.2 Programme 2: Brand, Marketing and Reputation Management

Purpose: This programme seeks to develop and articulate a Nation Brand identity that will advance South Africa’s long-term positive reputation and global
competitiveness. This includes using research, to monitor sentiment and the performance of the Nation Brand; analysing trends and providing insights that

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

progress being made.

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

Table 9: Programme 2: Outcomes and Outputs

OUTCOME

24.
Increased
attractiven
ess and
thereby
competitiv
eness of
the Nation
Brand

OUTPUT

241,
Marketing
campaigns
that illustrate
the
attractiveness
of the Nation
Brand to
domestic
audiences

QUTPUT
INDICATORS

Z.1. 1.1,
Number of
marketing
campaigns
aimed at
positioning
SAasa
preferred
destination to
domestic
audiences

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET

(2018/19)

New indicator

TARGET

(2019/20)

New indicator

TARGET
(2020/21)

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

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

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

MTEF PERIOD

TARGET
(2022/23)

4x marketing
campaigns
aimed

at
positioning
SAasa
preferred
destination to
domestic
audiences

TARGET
(2023/24)

4x marketing
campaigns
aimed

at positioning
SA as a
preferred
destination to
domestic
audiences

TARGET
(2024/25)

4x marketing
campaigns
aimed

at positioning
SAasa
preferred
destination to
domestic
audiences

D

e
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OUTCOME

OUTPUT
2:1.2.

QUTPUT
DICATORS

s 7 I

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/19)
New indicator

TARGET
(2019/20)

New indicator

TARGET
(2020/21)

6x marketing

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

4x marketing

MTEF PERIOD

TARGET
(2022/23)
4x marketing

TARGET
(2023/24)
4x marketing

TARGET
(2024/25)
4x marketing

Marketing Number of campaigns campaigns campaigns campaigns campaigns
campaigns marketing that illustrate that illustrate | aimed at aimed at aimed at
that illustrate | campaigns the the positioning SA positioning SA positioning SA
the aimed at attractiveness attractiveness | as a preferred as a preferred as a preferred
attractiveness | positioning SA of the Nation of the Nation investment investment investment
of the Nation | as a preferred Brand to Brand to destination to destination to destination to
Brand to investment international international international international international
international destination to audiences audiences audiences audiences audiences
audiences international

audiences o
2.1.3. 2131 New indicator | New indicator | 3x integrated 2x integrated 2x integrated 2x integrated 2x integrated
integrated Number of reputation & reputation & reputation & reputation & reputation &
Nation Brand integrated communication | communicatio | communication | communication | communication
reputation reputation & activities n activities activities activities activities
programmes communicatio implemented implemented implemented implemented implemented
implemented n activities for strategic for strategic for strategic for strategic for strategic
for strategic implemented platforms platforms platforms platforms platforms
platforms for strategic domestically domestically domestically domestically domestically
domestically platforms

domestically
2.1.4. 2.1.4.1. 7X activities 8x activities 4x integrated 8x integrated 8x integrated 8x integrated 8x integrated
Integrated Number of implemented | implemented | reputation & reputation & reputation & reputation & reputation &
Nation Brand integrated at strategic at strategic Communication | communicatio | communication | communication communication
reputation reputation & platforms platforms that | activities n activities activities activities activities
programmes communicatio will secure implemented implemented implemented implemented implemented
implemented n activities speaking for strategic for strategic for strategic for strategic for strategic
for strategic implemented platforms at platforms platforms platforms ptatforms platforms
platforms for strategic other relevant | internationally | internationally internationally | internationally internationally
internationally | platforms international

_ internationall strategic
y events
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QUTCOME

OUTPUT

QUTPUT
INDICATORS

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/19)

TARGET
(2019/20)

TARGET
(2020/21)

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

MTEF PERIOD

TARGET
(2022/23)

TARGET
(2023/24)

TARGET
(2024/25)

2.1.5. Nation 2.1.5.1. 12x Number of | x12 Number of | 13x internal 15x Nation 15x global 15x global 15x global
Brand Number global | Nation Brand Nation Brand analysis pieces | Brand reputation and | reputation and | reputation and
performance reputation Performance Performance produced performance competitivenes | competitivenes ' competitivenes
monitoring and activities activities analysis s indices s indices ' s indices
competitivene produced analysed for analysed for analysed for
ss indices Nation Brand Nation Brand Nation Brand [
analysed for performance perfarmance | performance
Nation Brand monitoring monitoring | monitoring
performance
monitoring
2.1.6. South 2.1.5.%. New indicator | New indicator | Initiate 4x South 4x reports that | 4x reports that m 4x reports that
African global | Number of development, African Global | track South track South { track South
reputation reports that and Reputation Africa’s global Africa’s global Africa’s global
study track South procurement of | reports reputation and | reputation and | reputation and |
conducted Africa’s global SAGP study produced brand brand brand ,
reputation familiarity familiarity familiarity f
and brand
familiarity
2.1.7. 2574, New indicator | New indicator | 4x research 3x research 4x research 4x research 4x research
Research Number of reference reference reference reference ! reference
reference research groups groups groups groups | groups
groups reference conducted conducted conducted conducted conducted
conducted groups
conducted
2.1.8. 2:.1.8.1. 16x positive 34x positive 68x positive 60x 60x 60x | 60x
Communicatio | Number of communicatio | communicatio | communication | communicatio | communication communication | communication
n pieces communicatio | n pieces n pieces pieces n pieces pieces that pieces that pieces that
n pieces that published published published published position the position the position the
position the country country country
country positively positively positively
positively globally globally globally
globally , |
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OUTCOME

OuUTPUT
2.1.9. Thought

OUTPUT
INDICATORS

2.1.9.1.

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/19)
New indicator

TARGET
(2019/20)
New indicator

TARGET
{2020/21)

10x thought

ESTIMATED
PERFORMANCE

TARGET
(2021/22)
8x thought

MTEF PERIOD

TARGET
(2022/23)
8x thought

TARGET
(2023724)

8x thought

TARGET
(2024/125)

8x thought

leadership Number of leadership leadership leadership leadership leadership
pieces thought pieces published pieces that pieces that pieces that
leadership published pieces position the position the position the
pieces that country country country
position the positively positively positively
country published published published
positively
published
2:1.10. 21401 New indicator | New indicator | 10x content 11x content 11x content 11x content 11x content
Content pieces | Number of pieces pieces pieces aimed at | pieces aimed at | pieces aimed at
emanating content published published influencing influencing influencing
from media pieces aimed emanating emanating domestic and domestic and domestic and
engagements at influencing from media from media international international international
published domestic and engagement engagement media to media to media to
international promote a promote a promote a
media to positive positive positive
promote a narrative of the | narrative of the | narrative of the
positive Nation Brand Nation Brand Nation Brand
narrative of published published published
the Nation ,
Brand
published
2.1.11. Nation | 2.1.11.1. New indicator | 6.8% increase | 15% growth in 96x content 120x content 120x content 120x content
Brand Number of in users user pieces posted | pieces pieces pieces
messaging on content who engage engagement on | on website published on published on published on
Brand South pieces with social 150 content Brand South Brand South Brand South
Africa’s digital | published on Brand SA media pieces posted | Africa website. | Africa website. | Africa website. g
platforms Brand South content on platforms on PYP social 250x content 250x content 250x content {
Africa’s digital its digital media pieces pieces pieces w
platforms platforms platforms (FB | published on published on published on |
& Twitter) | PYP social PYP social PYP social ;
D
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ANNUAL TARGETS

ESTIMATED
AUDITED/ACTUAL PERFORMANCE PERFORMANCE MTEF PERIOD

3 ; OUTPUT TARGET TARGET TARGET TARGET TARGET TARGET

QUTCOME - OUTPUT INDICATORS (2019/20) (2020/21) (2021/22) (2022/23) (2023/24) (2024/25)

_ media media media
platforms platforms platforms |
Z2.2.1. 2,217, 9x PYP 10x PYP 16x provincial 9x Play Your 9x activities 9x activities 9x activities
Activities that | Number of activities activities PYP Part activities | that promote that promote that promote
promote activities that | implemented | implemented | activities implemented active citizenry | active citizenry | active citizenry |
active promote implemented and advocacy and advocacy and advocacy _
citizenry active through the through the through the ,
through the citizenry Play Your Part Play Your Part Play Your Part |
Play Your Part | through the programme programme programme
programme Play Your Part
programme

2.2.2. PYP 2.2.2.1. 200x new PYP | 63x PYP 80x PYP 80x PYP 16x national 16x national 16x national
ambassador Number of ambassadors ambassador ambassador ambassador priority pillars priority pillars priority pillars

2.2. engagements national registered engagements | engagement engagements amplified amplified amplified

Increased to amplify priority pillars {online activities supported through PYP through PYP through PYP

Nation national amplified or offline) implemented ambassador ambassador ambassador

Brand priority pillars | through PYP achieved in with civil engagements engagements engagements

advocacy ambassador promoting the | society, implemented implemented implemented

and active engagements Nation government,

citizenship implemented Brand business & PYP |

Ambassadors | .
2.2.3. 2.2.3.1. 16x marketing | 16x marketing | 3x 4x 4x 4% 4% ! u
Constitutional | Number of platforms platforms constitutional constitutional | constitutional constitutional constitutional | 7
awareness constitutional | utilised for utilised awareness awareness awareness awareness awareness o
campaigns awareness the for the campaigns campaigns campaigns campaigns campaigns
aimed at campaigns constitutional | constitutional aimed at aimed at aimed at )
promoting aimed at awareness awareness promoting promoting promoting -
constitutional | promoting campaign campaign constitutional constitutional constitutional
values constitutional values values values
values
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OUTCOME

OUTPUT

QUTPUT

ANNUAL TARGETS

TARGET

AUDITED/ACTUAL PERFORMANCE

TARGET

TARGET

ESTIMATED
PERFORMANCE

TARGET

MTEF PERIOD

TARGET

TARGET

TARGET

INDICATORS (2018/19) (2019/20) (2020/21) (2021/22) (2022/23) (2023/24) (2024/25)
2.2.4. 2.2.4.1. 10x 13x 10x 10x 10x 10x 10x
Constitutional | Number of activations activations constitutional constitutional | constitutional constitutional constitutional
awareness constitutional | utilised to utilised to awareness awareness awareness awareness awareness
activations awareness promote promote activations activations activations to activations to activations to
activations to | constitutional | constitutional promote promote promote
promote awareness awareness constitutional constitutionat constitutional
constitutional values values values
values
|
2.2.5. 2.2.5.1. 17 x GSA 15x Brand SA 19 x Global 17x Global 17x GSA 17x GSA 17x GSA
implementatio | Number of activations led GSA South South Africans | activities that activities that activities that
n of Global GSA activities activations Africans activities promote Nation | promote Nation | promote Nation
South Africans | that promote activations implemented Brand advocacy | Brand advocacy | Brand advocacy
activities Nation Brand implemented in key markets | to South to South to South
advocacy to Africans living Africans living Africans living
South Africans abroad abroad abroad
living abroad implemented in | implemented in | implemented in
implemented key markets key markets key markets
in key markets
2.2.6. 2.2.6.1. 4x quarterly 4x quarterly 1x domestic 4x domestic 4x domestic 4x domestic 4x domestic
Domestic Number of domestic domestic perceptions perceptions perceptions perceptions perceptions
perceptions domestic perceptions perceptions research study | research research research research
research study | perceptions research research conducted reports reports reports reports
research study | conducted, conducted
including
Online |

Survey, Focus
Group.

'
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Table 10: Programme 2: indicators and Targets

2.1.1.1. Number of

marketing campaigns aimed

at positioning SA as a
preferred destination to
domestic audiences

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

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

1x marketing campaigns

aimed at positioning SA
as a preferred
destination to domestic
audiences

“1x marketing campaigns

aimed at positioning SA
as a preferred
destination to domestic
audiences

1x marketing campaigns
aimed at positioning SA

| as a preferred
! destination to domestic

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

2.1.3.1. 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

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
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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 ﬂmnc”m:.o.:. and

competitiveness indices
analysed for Nation
Brand performance
monitoring

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

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

4x reports that track
South Africa’s 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

2.1.7.1. Number of research
reference groups conducted

4y research reference
groups conducted

1x research reference
group conducted

1x research reference
group conducted

1x research reference
group conducted

1x research reference
group conducted

2.1.8.1. Number
communication pieces that
position the country
positively globally

60x communication
pieces that position the
country positively
globally

15x communication
pieces that position the
country positively
globally

15x communication
pieces that position the
country positively
globally

15x communication
pieces that position the
country positively
globally

15x communication
pieces that position the
country positively
globally

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

8x thought leadership
pieces that position the
country positively
published

2x thought leadership
pieces that position the
country positively
published

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

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

11x content pieces
aimed at influencing
domestic and
international media to
promaote 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

2.1.11.1. 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

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

e 60x content pieces
published on PYP

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

« 60x content pieces
published on PYP

» 20x content pieces
published on Brand

South Africa website.

¢ 50x content pieces
published on PYP

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

» B80x content pieces
published on PYP

media platforms social media social media social media social media
platforms platforms platforms platforms
2.2.1.1. Number of activities | 9x activities that 2x activities that 3x activities that 2x activities that 2X activities that

that promote active
citizenry through the Play
Your Part programme

promote active citizenry
through the Play Your
Part programme

promote active citizenry
through the Play Your
Part programme

promote active citizenry
through the Play Your
Part programme

promote active citizenry
through the Play Your
Part programme

promote active citizenry
through the Play Your
Part programme

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

16x national priority
pillars amplified through
PYP ambassador
engagements
implemented

4x national priority
pillars amplified through
PYP ambassador
engagements
implemented

4x national priority
pitlars amplified through
PYP ambassador
engagements
implemented

4x national priority
pillars amplified through
PYP ambassador
engagements
implemented

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

4x constitutional
awareness campaigns
aimed at promoting
constitutional values

1x constitutional
awareness campaign
aimed at promoting
constitutional values

1x constitutional
awareness campaign
aimed at promoting
constitutional values

1x constitutional
awareness campaign
aimed at promoting

constitutional values

1x constitutional
awareness campaign
aimed at promoting

constitutional values

2.2.4.1. Number of
constitutional awareness
activations to promote
constitutional values

10x constitutional
awareness activations to
promote constitutional
values

2x constitutional
awareness activations to
promote constitutional
values

3x constitutional
awareness activations to
promote constitutional
values

2x constitutional
awareness activations to
promote constitutional
values

3x constitutional
awareness activations to
promote constitutional
values

2.2.5.1. Number of GSA
activities that promote
Nation Brand advocacy to
South Africans living abroad
implemented in key markets

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

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

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

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

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

2.2.6.1. Number of domestic
perceptions research study

4x domestic perceptions
research reports

1x domestic perceptions
research reports

1x domestic perceptions
research reports

1x domestic perceptions
research reports

1x domestic perceptions
research reports

7.2.1 Explanation of Planned Performance Over the Medium-Term Period

Programme 2 is Brand, Marketing and Reputation Management, and is one of the core functions of Brand South Africa. There are two outcomes for Programme

2, namely: “increased attractiveness and thereby competitiveness of the Nation Brand” and “Increased Nation Brand Advocacy and Active Citizenship.”

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

areas for outputs consist of showcasing the Nation Brand’s strengths, attractiveness domestically and internationally thereby improving brand reputation.

Research is an important and strategic function as it assists with providing insights and substantiative evidence for buy-in into the attractiveness story of
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the Nation Brand leading to enhanced w_..mza positioning. These outputs all directly and cotlectively contribute to the outcome “Incressing attractiveness
and thereby competitiveness of the Natfon Brand.” This, in turm contributes directly to achieving impact: “A prosperous Natfon Brand.”

The second outcome of Programme 2 is “Increased Nation Brand Advocacy and Active Citizenship.” The outputs within this outcome focus on domestic and
international mnﬂ&ﬁmw aimed at prometing pride, patriotism, active citizenship and constitutional awareness. Intrinsic in this outcome is active citizenship.
The outputs leverage the PYP and GSA Pregrammes, awareness of which are outcome indicators, as well as using constitutional awareness to improve the
active citizenship index, which is also an outcome indicator. All of these together directly contribute to achieving the impact “A patriotic and socially
cohesive smno: » This is a key mandate of Brand South Africa, which has significant links to the NDP, MTSF and SONA priorities.

7.2.1.4 Unpacking the Bmomﬁm for particular indicator{s}:
« Brand South Africa will take the initiative to depioy marketing campaigns that illustrate the attractiveness of the Nation Brand to both, domestic and

international audiences.

« The understanding for the adjustment with the South African global reputation study activities is that it should be conducted through a hybrid solution
and with various stakehoider mammmmam:.ﬂw. It is noteworthy that the tender precess seems unviable due to the current environmental situation. Hence,
an approach for the global reputation analysis report is to be framed and planned and set into the AOP. Reference groups are observed as important in
attaining input for research and analysis. 'Hence, the wm_.mmw has been updated. . .

e With respect to the activities that promote active citizenry and advocacy through the Play Your Part programme, the activities are planned to be
continued each Province {virtually or in person). Currently, the campaizn(s) and the activities are implemented digitaily due to COVID-19 restrictions
{ordinarily, the activations can take various formats}. This is amplified Nwmocmw radic / NGO f other local meanrﬁm Brand South Africg’s partnerships
and media platforms implementation can be rolled out digitally and mmn good coverage and impact in each session. Planning of the activations may be

- conducted with mutti-provinces {if possible) or with a single province. - A
« MNumber of national priority pillars amplified through PYP ambassador engagements implemented are allocated in Programme 2. There is operational
" alignment with ambassadors among Programmes 2 and 3 where the objective Is to monitor, support and nurture relations with the PYP ambassadors.
Brand South Africa’s support / invotvement varies on the type of ambassador and the activities that they are involved in. These could be to awil a
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communication platform, inviting them to be a feature/speaker at an activity that Brand SA is organising, or to be a spokesperson for a Brand 5A activity,

collaterzal, organising venues etc.

e The number of constitutional awareness carnpaigns is woﬂ driven by the days of significance. Rather the themes relating to days of significance, which
are sometimes incorporated to the constitution awareness campaign, where necessary. However, the primary focus is on the Constitution and how it

impacts on the lives of ordinary South Africans - while also responding to issues on the reputation of the Nation Brand {e.g., GBVF, racism, etc.).

+ To ensure targeted promotion of the Nation Brand pride and patrictism in the international markets, Brand South Africa will implement the activities

related to the GSAs programme in key markets.

Additionally, Brand South Africa is to suppert the implementation GBVF Piltar 2, which is the Prevention and Restoration of Social Fabric, as outiined in
the NSP. One of the key activities to tead this initiative is Communication and Advocacy. Campaigns to address GBVF Pillar 2. This initiative had begun in
Aprit 2020 and is to be continued until March 2024. The APP FY22/23, with its current Cutputs and Output Indicators is agile and flexible to incorporate
activities refated to GBYF into the AOP. Brand South Africa will allocate activities in their AOP to ensure the following:

Development of a communication toolkit with a list of key messages and targeted sources of the media

Determine the number of multimedia campaigns to be implemented per quarter and the different sources that are used.

7.2.1.3  Programme Recourse Considerations

Programme

Budget Allocation for Programmes

Programme 2: Brand, Marketing and Reputation Management

'RB9,430,020

5
|
\ >

In order to ensure that the outcomes are achieved, this ‘wwam«mﬁ_.:m would require E:&nm of RS89, 436,020 for marketing projects as well as rhedia

partnerships.

Expenditure in Programme 2: Brand Marketing In 2622/23 is expected to maintain the expenditure and to have only basetine increase in activation costs and
marketing activities such as media campaigns ahd national identity campalans. The entity alins to have a wider reach on PYP movement by expanding the
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rollout of this programme to the international and strategic platforms through the entity’s offices based outside the country i.e., USA and UK. The entity
also aims to strengthen the use of strategic platforms to engage with the media and business influencers on matters that have a negative impact on the

South African Nation Brand and investment drive.

7.2.2 Key Risks

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

Table 11: Programme 2: Key Register

OUTCOME

Increased attractiveness and
thereby competitiveness of
the Nation Brand

KEY RISK

Reliance on external stakeholders for content and
information

RISK MITIGATION

Probability
Ranking
(1-5)

Impact
Ranking
(1-5)

Risk
Ranking

Strengthened relationships with
stakeholders, including GSAs
Consistent and relevant access to
influential platforms

improve mechanism of
communication

2.1.2

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

Position Brand South Africa and
amplify positive Nation Brand
messaging that will shift
perceptions about the country
2.Regularly engage and meet with
identified media stakeholders

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

8. - Media partnerships targeting
key influential multi-media
platforms internationally.

2.1.3

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

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

Domestically - education
Reputation management strategy




OUTCOME

Increased Nation Brand
Advocacy and Active
Citizenship

KEY RISK

Reliance on external stakeholders

RISK MITIGATION

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

2.2.2

Race relations, xenophobia and persistent inequality
dynamics within South Africa

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

2.2.3

Tainted PYP ambassadors who may impede advocacy
initiatives

Improved screening and vetting
process of appointed PYP
ambassadors

2.2.4

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

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

Domestically - education
Reputation management strategy

Probability
Ranking
(1-5)

Impact
Ranking

Risk
Ranking
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7.3 Programme 3: Stakeholder Relations

Purpose: This programme seeks to build and leverage collaborative partnerships, to integrate and coordinate efforts and approaches to market the Nation

Brand identity and promote the Nation's value proposition, and to interface meaningfully with stakeholders who drive or influence the Nation Brand and its

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

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

Table 12: Programme 3: Outcomes and Outputs

QUTCOME

i
Aligned
Nation
Brand
Execution
and
Experience
domesticall
y and
internation
ally

QUTPUT

OUTPUT
INDICATORS

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/19)

TARGET
(2019/20)

TARGET

(2020/21)

ESTIMATED

PERFORMANCE

TARGET
(2021/22)

MTEF PERIOD

- TARGET

(2022/23)

TARGET
(2023/24)

TARGET
(2024/25)

3.4.4. 3.1.1.1. 12x 17x 12x 12x 14x 14x 14x
Collaborative Number of coordinated coordinated coordinated coordinated collaborative collaborative collaborative _
activities collaborative activities activities activities activities activities activities activities _
implemented activities Implemented implemented Implemented Implemented implemented implemented implemented |
with local implemented in partnership | in in partnership | in partnership | with local with local with local |
and/or foreign | with local with state partnership with state with state and/or foreign | and/or foreign | and/or foreign 7
public sector and/or foreign | institution with state institution institution public sector public sector public sector |
stakeholders public sector stakeholders institution stakeholders stakeholders stakeholders stakeholders stakeholders |
domestically stakeholders stakeholders domestically domestically domestically !
domestically in “

collaboration w

with Global

Markets for

international

partner
S [ 342 12x 15x% 14x 14x 14x 14x 14x
Collaborative | Number of coordinated coordinated collaborative collaborative collaborative collaborative collaborative
activities collaborative activities activities activities activities with | activities activities activities
implemented activities with | Implemented implemented implemented local and/or implemented implemented implemented
with local local and/or in partnership | in in partnerships | foreign civil with local with local with local
and/or foreign | foreign civil with civil partnership with civil society and/or foreign | and/or foreign | and/or foreign
civil society society with civil civil society civil society civil society
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OUTCOME

(6]

OuUTPUT
INDICATORS

ANNUAL TARGETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018/19)

TARGET
(2019/20)

TARGET
(2020/21)

ESTIMATED
PERFORMANCE

TARGET
(2021./22)

MTEF PERIOD

TARGET
(2022/23)

TARGET
(2023/24)

TARGET
(2024/25)

stakeholders stakeholders sector society society stakeholders stakeholders stakeholders stakeholders
domestically domestically stakeholders stakeholders stakeholders domestically domestically domestically domestically
domestically
3.1.3. 3:1.3.1. 12x 17X 14x 12x 14x 14x 14x
Collaborative | Number of coordinated coordinated collaborative collaborative collaborative collaborative collaborative
activities collaborative activities activities activities activities activities activities activities
implemented activities Implemented implemented implemented implemented implemented implemented implemented
with local implemented in partnership | in in in with local with local with local
and/or foreign | with local with private partnership partnerships partnerships and/or foreign | and/or foreign | and/or foreign
business and/or foreign | sector with with business with business business business business
stakeholders business stakeholders private sector | stakeholders stakeholders stakeholders stakeholders stakeholders
domestically stakeholders stakeholders domestically domestically domestically domestically domestically
domestically

3.1.4. Nation 3.1.4.1. New indicator | New indicator | N/A 1x Nation 1x Nation Brand | 1x Nation Brand | 1x Nation Brand
Brand Forum Number of Brand Forum Forum aimed at | Forum aimed at | Forum aimed at
aimed at Nation Brand aimed at positioning the | positioning the | positioning the
positioning the | Forums aimed positioning the | country country country
country at positioning country positively positively positively
positively the country positively targeting targeting targeting
targeting positively targeting domestic and domestic and domestic and
domestic and targeting domestic and international international international
international domestic and international audiences audiences audiences
audiences international audiences implemented implemented implemented
implemented audiences
o implemented

r
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OUTCOME

QUTPUT

OUTPUT
CATORS

GETS

AUDITED/ACTUAL PERFORMANCE

TARGET
(2018719)

TARGET
(2019/20)

TARGET
(2020/21)

ESTIMATED
PERFORMANCE

TARGET
(2021/22)

MTEF PERIOD

TARGET
(2022/23)

TARGET
(2023/24)

TARGET
(2024/25)

3.1.5. 3.1.5.1. 48x in - 20x Brand SA 17x 20x 20x 20x 20x
Collaborative | Number of market led in - market | collaborative collaborative collaborative collaborative | collaborative
activities collaborative activities activities activities activities activities activities activities
implemented activities implemented implemented implemented implemented implemented implemented implemented
with implemented in partnerships | in partnerships | with with with
stakeholders with with public with public stakeholders in | stakeholders in | stakeholders in |
in targeted stakeholders sector, sector, targeted targeted targeted _
markets aimed | in targeted business business markets aimed | markets aimed | markets aimed
at positioning | markets aimed and/or civil and/or civil at positioning at positioning at positioning |
the country at positioning society society the country the country the country
positively the country stakeholders stakeholders positively positively positively
internationally | positively internationally | internationally | internationally | internationally internationally

internationally |
3.1.6. Nation 3.1.6.1. 175x% 9x Nation 4x Nation 4x Nation 4x Nation Brand | 4x Nation Brand | 4x Nation Brand
Brand Number of institutions Brand Brand Brand alignment alignment alignment
alignment Nation Brand reached for alignment alignment alignment training | training training
training alignment Nation Brand training training training waorkshops | workshops workshops
workshops training alignment workshops workshops workshops delivered i delivered delivered
delivered workshops training implemented delivered delivered

delivered in provinces

{1x per
province)
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Table 13: Programme 3: Indicators and Targets

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

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

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

4x collaborative activities
implemented with local
and/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

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

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

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

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

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

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

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

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

N/A

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

N/A

N/A
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3.1.5.1. Number of
collaborative activities
implemented with
stakeholders in targeted
strategic 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

3.1.6.1. 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

7.3.1 Explanation of Planned Performance Over the Medium-Term Period

Programme 3 is focussed on stakeholder relations, with the only outcome being “Aligned Nation Brand execution and experience domestically and
internationally”. In essence, the programme is focussed on managing various stakeholders to ensure that, 1) the delivery of the Nation Brand message is
consistent, and 2) reception of Nation Brand experience is aligned to the delivery. Best practice to measure this, is through “improved consistency in Nation
Brand messaging by different stakeholders”, which is the outcome indicator. The outputs within this outcome focus around strategic collaborations, brand
alignment training, and development of a brand alignment policy, all of which directly contribute to the outcome as they all will in different ways contribute
towards aligning the Nation Brand execution and experience. An aligned Nation Brand execution and experience will directly contribute to promoting a

prosperous Nation Brand, which is the ultimate desired impact.
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7.3.1.4  Unpacking the rationale for particular indicator(s): .
The Nation Brand Master Class format and tool has been re-worked. An online version of the Master Class has been devetoped to msmcim wider availabitity
(and to address current social distancing requirements). In-person presentations can still take place in future, depending on the circumstances / stakeholder.
The benefit of the virtual imptementation is that the Class can be conducted at the user’s own pace, mmpmnmam specific modules. Research insights are shared
on various platforms, for example; Business Round-Tahle Discussions. To ensure the development of strategic partnerships with the public secter; business
industry & civil society stakeholders in order to promote the South African Nation Brand mmﬂmmmnmw? a number of collaborative activities has been defined
as output indicators, including the number of Nation Brand Forums. :

7.3.1.5  Programme Recourse Considerations

Programme _ - | Budget Allocation for Programmes
Programme 3: Stakeholder Relations R21,812,200

This programme would reguire mcmgnm of at least R21, 812,200 for stakehoider projects. Due to funding constraints, n:m Stakeholder Relations’ programme
wotld have to form partnerships with other entities to augment the funds required to achieve the set outcome.

Expenditure in Programme 3: Stakeholder Relations in 2022/Z3 is expecied to maintain the expenditure to have only baseline increase in strategic
partnerships with the public sector, business and civil society stakehotders. The entity aims to have a wider on its collaborative activities that promote the
Nation Brand domestically, including through the Nation Brand Forum.

3
s

79



7.3.2 Key Risks

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

Table 14: Programme 3: Key Risk

OUTCOME KEY RISK { RISK MITGATION Probability Impact
Ranking | Ranking
(1-5) 7 (1-5)

Diversity of opinions within | -Unique value mechanism to influence perceptions
| public discourse of stakeholders locally and globally by leveraging
i behavioural science proposition

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

3.1. Aligned Nation Brand execution and
experience domestically and
internationally

7 3.1.2 | Lack of a Nation Brand - Monitoring the compliance to the guidelines to
ﬂ Alignment Policy Nation Brand alignment

! - Discussion paper on Nation Brand alignment policy
* submitted to Executive Authority and approved at
1

an organisation level
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8 Part D - Technical Indicator Descriptions

8.1

Outcome 1: Improved Reputation of Brand South

Africa as an entity

Indicator Title

1.1.1.1. An unqualified audit outcome obtained

annually

Definition

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

Source of Data

Internal audit report

Method of
Calculation/Assessment

Simple count (Internal audit report); and

Qualitative measure by audit opinion outcome

Means of verification

Signed audit opinion report

Assumptions

All stakeholders have access to the audit report

The Audit report is factual and accurate

Disaggregation of Beneficiaries

(where applicable)

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

Spatial Transformation (where
applicable)

Reflect on contribution to spatial transformation
priorities: N/A

Reflect on the spatial impact area: N/A

Calculation type

Non-Cumulative

Reporting Cycle

Quarterly

Desired Performance

A satisfactory internal audit report in finance and

procurement environment

Indicator Responsibility

Programme 1 - Chief Financial Officer
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Indicator Title-

TT1.2.1.1. Percentage of valid payments made to
| suppliers within 30 days from the date of receipt of an

invoice

Befinition”

T'The indicator refers to a measure of the total number
| of valid payments made as a percentage of total
" | payments. The payments are to be made within the

specified petiod.

Source of Data

Internal financlal reports (e.g. Payment Report)

it &

ZCaléulation/Asséﬁé'meﬁt L

| within 30 days/ total number of invoices * 100

Total number of invoices from suppliers henoured |

' Measure of. verificat1on

I 'signed constlidated fnvolces

‘LAssumptmns T

‘ "_ "‘ The ac;:ounting books are accurate and up to date.

lD1saggregation of Beneﬁciaries
(where applicable)”

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

Target for Women: N/A

“Spatial Transformation (where
.applicable) |

” Reflect on the spatial impact area; N/A

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

"Calculation type

Non-cumulative

Report Cycle

. { Quarterly

edired PararAe

-| Higher percentage of Thvoices paid within 30 days

: Indicatcf Résponsjbiﬁt_y s

Programme - Chief Financial Officer
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Indicator Title

1.3.1.1, B-BBEE scorecard rating level

‘Deﬁnitibn'

BEE scorecard rating is measured by means of a
scorecard (a broad-based scorecard). The scorecard fs
based on various elements and measured out of
a maximum of 100 points. Government entities are
required to be B-BBEE compliant.

Source of Data -~

| B-BBEE scorecard

Wethed . of
Calculation/Assessment .

'_ amount spent on overall suppliers * 100

Total amount Spent on BBBEE level 6 suppliers/ Total

“Means of verification -

" .| B-BBEE scorecard of supplier

Assumptions -

| All suppliers seeking to provide services Brand South

Africa have an up to date B-BBEE scorecard

Disaggregation of Benefictaries’
{where applicable)

.| Target for Youth: N/A

Target for Women: N/A

Target for People with Disabilities: N/A

:-Spaii'al“_ Transformation {where’

Reflect on contrihution to spatial transformation

- applicable) priorities: N/A

S | Reflect on the spatial impact area: N/A
“Calculation Type | Non-cumulative

i!_{epofting Cycle | Quarterly

“Desiréd Performance

[ Higher percentage spend on B-BBEE level 6 suppliers

indicator Responsibiiity

i Programme 1- Chief Financial Officer
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indicator Title

..| 1.4.1.1. Percentage of vacancy

Definition

1 which are vacant at the time of reporting

The number of permanent posts In the establishment

Sn‘urce of Data

Human Capital Related Reports

’Method :

‘ of
Calculatmn!Assessment ‘

The number of vacant permanent posés / The total
number of permanent posts * 100

-Means of ver:flcatlon S , Proof of noting by the Hurman Capital, Remuneration,
C ' ' | Social and Ethic Committee
- ixssumption‘s' ‘ - Consensus by all stakeholders on the vacancy rate as

| per the Human Capital Related Reports

B :{agg ‘r.éééti.on-".ﬁfl'. Benef ic'iai.‘i.'e's '
{where applicab[e)

e,

-{ Target for Youth: N/A

Target for Women: N/A

Target for People with Disabilities: N/A

“Spatial Transformati_pn (Whéré
- appticab{e)

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

Calculation Type

| Cumulative (Vear - End)

, Report Cycle

Quarterly

. ‘Desired Performance

.| Lower than the stated target within the performance |

framework

Indicator Responsibility -

’ Programme 1 - Director of Corporate Services ‘
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Indicator Title

115811, Percentage  overall organisational
.| performance rating

Definition

- | link to the Operational plans, budgets and the
| performance of the organisation and how the
| organisation fs meeting those targets, which are
" | outlined in the Annual Performance Plan

The indicator refers to the Annual Performance Plan’s

"Salifce of Data

' Quarterly Management report and Annual Report

ethod of

_ , Number of performance indicators achieved/Total
: Calculation!Assessment ..} number of performance indicators * 100
Means of vlerification o Performance Analysis in the Quarterly Management
‘ B report
{ Assumptions - T Annual Performance Plans 15 approved, and no.

“ { amendments need to be made -

-Dlsaggregatlon of Beneflclarles
(where applicable)

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

Target for Women:; N/A

Spatlal Transformatlon (where
applicable)

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

Reflect . on contribution to spatial transformation
priorities: N/A '

ﬁaleulatlun Typé

| Non-Cumulative

Bépartihg" C‘}'fc'le“

Quarterly and Annually

Desired Performance

| Plan

Higher pérformance against the Annual Performance

_ Incicator Responsibility

Programme 1 - Director of Corporate Services
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Indicator Title

1.6.1.1. Percentage availability of all IT systems

Definition

Theindicator refers to the percentage time that ICT
systemns are available and operationat

Source.of Data. -

- | IT Progress Reports

Method of Percentage availability of all IT systemsi Number of
Calculation/Assessment servers *100

Means of veriﬁcatmn T | Signed IT Progress Reports
' Assumptions B .- AlLIT systems available to support business operations

;.Disaggregation of Beneﬂcraries
 (where applicable) oo o

‘| Target for Youth: N/A
+. | Target for People with Disabilities: N/A

Target for Women: N/A

"Spatial Transformation (where

Reflect on “contribution to spatial transformation

applicable) - - . | priorities: N/A

' Reflect on the spatial impact area: N/A
Calculation Type - — | Non-Cumulative
- Reporting Cycle . 1 Quarterty

| Destred Performance -

| Same or higher le?el of availability

"Indig:ator Responsibility -

" | Programme 1 - Director of Corporate Services .
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8.2 Outcome 2.1: Increased attractiveness and thereby
compeutiveness of the Nation Brand

l:npﬂt‘:ator Title

- | audiences

2.1,1.1. Number of marketing campaigns aimed at
positioning SA as a preferred destination to domestic

Definttion

“|"fhe Indicator refers to conducting marketing campaigns
| that drive attractiveness of the Nation Brand to audiences
| within South Africa. A marketing campaign is an organised
72 | course of action to promote a brand, which in this case is
| the country’s Nation Brand. Domestic marketing campaigns

L 'e-,—'.'-, citizenship, and social cahesion.

are aimed at promoting local investment, pride, active

Source of Data RN

Post-campaign reports,

Method of

Calculati on/ Assessment e

Quantitative (simple count): Numbet of campaigns

.,Means of. verif_icatfon ,

T« Signed Quarterly Agency brief
e Signed Post-campaign reports

;‘ Aﬁédﬁ\pt_‘,'ions | None

Disaggregationof - | Target for Women: N/A

Beneficiaries (where .- | Target for Youth: N/A

appllcable) 1 Target for People with Disabilities: N/A

Spatial Transformation' _

Reflect on contribution to spatial transformation priorities:

_(where apphcablg) N/A

L ' Reftect on the spatial impact area: N/A
Calculation Type Cumulative {Year - End)
“Report Cycle Quarterty

Desired Performance

' Higher attractiveness perception of the Nation Brand to

domestic audiences or improved brand associations of
attractiveness with the Nation Brand

' Indicator Responsibility

Programme 2 - Chief Markeéing Officer
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Indicator Title 2.1.2.1, Number of marketing campaigns aimed  at
| positioning SA as a preferred investment destination to

oL | international audiences.

E:efinitioh',_ ' The indicator refers to conducting marketing campaighs

| that drive and promote the attractiveness of the Nation

Brand to audiences outside South Africa. A marketing
- { campaign is an organised course of action to promote a
| brand, which in this case is the country’s Natien Brand,
| Internationat marketing campaigns are primarily aimed at

attracting investments and tourism,

Source.of Data -

Post-campaign reports

Method “of
Calculation/Assessment

Quantitative (stimple count): Number of campaigns

Means of verification

» Signed Quarterly Agency brief
s Signed Post-campaign reports

Assumptions

None

”ﬁ1s,aggrggation of | Target for Women: N/A
 Beneficiatles ~ (wheré | Target for Youth; N/A
applicable) - -~ - | Target for People with Disabilities: N/A
Spatial Transformation | Reflect on contrbution to spatial transformation priorities;
(where applicable) = .~ - | N/A

B | Reftect on the spatial impact area; N/A
‘Calculation Type 1 Cumulative (Year - End)
Report ‘Cycle ' T Quarterty

Desired Parformance

: Higher attractiveness perception of the Nation Brand to
| international audience or improved brand associations of

attractiveness with the Nation Brand

Indicator Résponsibility

Programme 2 - Chief Marketing Officer

O™
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Ihdicator Title

"%.4.3.7. Number of integrated reputation & communication
- U1 activities implemented for strategic platforms domesticatly

Definition | The indicator refers to the number of Nation Brand
R "1 reputation and communication activities implemented by
"1 Brand South Africa at strategic platforms. Strategic
platforms are key events that Brand South Africa leverages
-l to amplify its Nation Brand and messaging. Strategic
LT 1 platforms will be outtined in the operational plans.
"Soutce of Data .~ | Approved concept document and signed EXIt report per
S proget |
.-Miet‘hod, ..+ of | Quantitative {simple- count): Number of activities at
C;?;ildql&t@h%a@shént «: «| strategie platforms
“Means of ve_riﬁca'ltioh ‘ IC Signed Concept report per project
F_ e i e SignedsExit report per project
_Assumliitions '.: What constitutes strategic platforms is pre-defined in the
s e | operational plans
Tisaggregation " of | Target for Women: N/A
Beneficlaries - {wheré | Target for Youth: N/A
applicable). = | .' Target for People with Disabilities: N/A
“Spatial | Transformation | Reflect on contribution to spatial transformation priorties;
(whete dpplicable) - < <3| N/A |
e - | Reflect on the spatial impact areas N/A
Calcutation Type' e Cumulative (Year - End)
[ Report Cycle | Quarterly

__Des__iréq 'Perform'a'f!_cg B

s

To influgnce perceptions and elevate the Nation Brand
reputatio'n' and image domestically |

lndiéﬁt&ﬁéﬁbbﬁsibiﬁtﬁ ; 5

Programme 2 - Chiet Marketing Officer
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Ihdicator Title

‘| internationally

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

Definition

| The indicator refers to the number of Nation Brand

| key events that Brand South Africa leverage to amplify its

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

reputation and message Strategic platforms witl be outlined
in the operational plans.

Source of Data

~ [ Approved cancept document and signed Exit report per
1 project

Method ~ T of

 Galculation/Assessment - *

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

Neans of verification .~

« Signed Concept report per project
e Signed Exit report per project

Assur’nbﬂdnf;

operational plans

What constitutes strategic platforms is defined in the

“Bisaggregation  of
Beneficlaries . (where

applicable)

|| Target for People with Disabilities: N/A

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

Spa'ﬁiél.-; T Transformation:

Reflect on contribution to spatial transformation priorities:

(where applicable) N/A

R Reflect on the spatial impact area: N/A
Calculation Type Cumulative (Year - £nd)
"_Rggo_rt_‘c_)_f_dg-j_ R ' Quarterly

Desired Performance

il image

To influence and elevate the Nation Brand reputation and

Trecator RasporsTBTiy

Programme 2 - Chief Marketing Officer
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Indicator Title 1 2.7.5.1. Number of global reputation and competitiveness
indices analysed for Nation Brand performance menitoring
-'Dérfinftignf N | The indicator refers to the number of Nation Brand

: .| people, culture, and herit&ge,‘ governance, and tourism.
' | These key elements inform the reputation of the nation

. | Brand performance.is monitored via several elements,

performanice monitoring activities conducted, The Nation

which include investment and immigration, exports,

 Source of Data .-

¢ Third-party indices and reports, containing
gualitative and / quantitative data on South
Africa’s global reputation and competitiveness
performance.

» Signed internal analysis on selected third-party
indices and reports, |

“Thethod TTTof
Calculatianms;essment

reports

Quantitative (Simple count) Number of internal analysis

| Means of verification .

- | Signed Internal analysis.repqrts

Assmptions ~"Third party indices and reports remaln avalable and are
- .- | published '

'_'Disaggregatioh R of Target for Women: N/A

'Bérieﬁdariés' - (where | Target for Youth: N/A ,

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

 Spatial - - Transformation-

Reflect on contribution to spatial transformation priorities:

(where applicable) - . .| N/A

. A Reflect on the spatial impact area: N/A
Calculation Type = . - 0| Cumulative (Year - End)

Report Cycle ' Quarterly

Desired Performance'

Higher number of research activities (which is measured
quarterly)

Indicator Resbonsibility

Programme 2 - Chief Marketing Officer
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lndi_cat_pr_ Title .

|- 2,1.6.1, Number of reports that track South Africa’s global

reputation and brand familiarity

Definition o

| The Tndicator refers fo external reports that reports that

| South African brand i perceived by audiences globally. It
“|assists  Brand South Afriéa to better understand
| nternational perceptions in order to make informed
| strategic decisions to position the Nation Brand

track South Africa’s global reputation and brand
familiarity, The indicator will assess the way In which the

Source of Data =

Signed report that provides information on South Africa’s [
global reputation and brand familiarity

Method T of
Calculation/Assessment:

Quantitative measure (simple count) of number of reports

Means. of verification

-| global reputation and brand familiarity

Signed report that provides information on South Africa’s

f -Asé_umption_s _ None _

" Disaggregation of | Target for Women: N/A

 Beneficiarles  ©  (where | Target for Youth: N/A

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

Sp:)atial _ Traﬁsformétidnf Reflect on contribution to spatial transformation priorities;

| (where applicable) © - | N/A ' '

_‘ . | Reflect on the spatial impact area: N/A .
Calculation Type ~TCumulative {Year - End) ‘

Report Cycle | Quarterty o

“Desfred Performance .

[mplemént SAGP and brand familiarity study through
completion of key quarterty activities

“Indicator Responsibility = - -

Programme 2 - Chief Marketing Officer
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Indicator Title™

" TZ.7.7.. Number of research reference graups conducted

Definition .

A reference group includes individuals or groups that
- |- Conducting research within reference groups enables Brand

_| better position the Nation Brand,

Influence opinions, beliefs, attitudes and behaviours.

South Africa to receive informatforn that will inform how to

Source of Data

¢ Signed concept document per activity

» Signed Research reference groups report per
activity

» Briefing notes

Method TR
Calculation/Assessment

Quantitative (Simple count)

Wieans of verification

» Signed concept document
« Signed Research reference groups report
» Briefing notes

_‘ Afssumjations |

None

- Disaggregation ' of | Target for Women: N/A.-

Benefictaries ;-._(Wh_ére} Target for Youth: N/A

applicable) . -© . ... ‘™| Target for People with Disabilities: N/A

‘Spatial Transfprmation Reflect on contribution to spatial transformation priorities; |-

(where applicéble} o N7A ‘
o © ] Reflect on the spatial impact area: N/A

Calculation Type = ‘| Cumirlative (Year - End)

.Repoft 'Ci‘('clé' Quarterly

- Desired Performance - -

Annual Target: 4 research reference groups. Higher number
desirable

Indicator Responsibility

Programme 2 - Chief Marketing Officer
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Indicator Title

2.1.8.1, Number of communic¢ation pieces that position the
country positively globally

i)efinit’ion

 developing and “publication of positive communication

The indicator refers to communication pleces aimed at
making South Africa’s coverage more positive in tone and
sentiment globally. This is implemented through producing,

pleces,

Source of Data

» Sighed confirmation of published communication pieces

Meth‘nd' - of | Quantitative: Simple count (Number of communication

Calculation /Assessment pieces implemented/published)

Weans of veritication T+ Signed confirmation of published communication pieces

- Assurnptions No major fluctuation in exchange rates that may constrain
' Brand SAs ability to publish on international paid media

Bisaggregation of | Target for Women: N/A

Beneficiaries = (where | Target for Youth: N/A

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

Spatial - Transformation | Reflect on contribution to spatial transformation priarities:

{where applicable) - | N/A

. : , | Reflect on the spatial, im'pact area: N/A

{:é'i'c:ulation T',}pe ‘| Cumulative (Year - End)

Repdrt‘ Cycle Quarterly

Deslred Performance.

[ More positive tonality and sentiment of media coverage.

Indicator Responsibility

Programme 2 - Chief Marketing Officer

ewtras]
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L 2,1.9.1. Number of thought leadership pieces that position |

Tndicator Title . -
.| the country positively pubtished.

Defibon

.| country’s image and reputation. This fs implemented
+| through the development and publication of positive
-1 thought leadership pieces.

Positive content pieces that are aimed at influencing
conversations and narrative on factors impacting the

| Signed confirmation of published thought leadership pieces

Quantitative: Simple count, (Number of thought leadership

pieces published)

7| Signed confirmation of published thought leadership pieces

Availability of stakeholders to by-line thought leadership
pieces

Target for Women; N/A
' Target for Youth: N/A
1l Target for People with Disabilities: N/A

| Reflect on the spatfal impact area: N/A

Reflect on contribution to spatial transfarmation priorities;
N/A

Cumulative (Year - End)

Quarterly

More positivé tonality and sentiment of Bratid SA génerated
coverage, |

Programme 2 - Chief Marketing Officer
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Indicator Title 2.1,10.1, Number of content pleces aimed at influencing
domestic and international media to promote a positive
narrative of the Nation Brand published

{ A measure of total content pieces produced as a result of

Definition

"l engaging the media to generate increased positive
| coverage. The aim of this indicator is to maximise this
| coverage by emsuring that content pleces are published
| post-the media tours and engagements

;Source.of'ﬁata =

: Signed confirmation of number of content pieces published

.of

“Method Quantitative (simple count): Number of content pieces
_Calculat1on/Assessment ‘| pubtished ‘

| Means of. venfication | Signed confirmation of number of content pieces published
-_Assumptiqns ' _ None

Disaggregation ot Target for Women: N/A

‘Beneficlaries '(whe_re | Target for Youth; N/A

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

'Spatlal Transformatlon Reflect on contribution to spatial transformation priorities:

" (where applicable)

A

Reflect on the spatial impact area: N/A -

| -Calcu_lation'“'r'ype

N Cumulative (Year - Encl)

"Report Cycle _

Quarterly

- Desired Performanc;e

Same or Higher number of publiéhecl content pieces

Ind1cator Responsiblhty

Programme 2 - Chief Marketing Officer
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Indicator Title

| 2.1.11.1. Number of content pieces published on Brand

South Africa’s digital platforms

Definition

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

| PYP Twitter pagés, which are iIntended to increase and

drive positive messaging that positions the country

| positively and grow its attractiveness and awareness.

‘ Sou._lrce of Data

¢ Signed confirmation of published content pieces
+ Signed Reports Brand South Africa’s on social media
traffic ' '

Method of

Calculation/Aésess_ment

Quantitative: (simple count): Number of content pieces
published

' {where applicable) .

Means of ver'iﬁca"cipn ¢ Signed confirmation of published content. pleces
| ' » Signed Reports Brand South Africa’s on social media
o traffic
-Assumptions | Brand South Africa website and social media accounts are
SR ) | functionat o '
“Tiisaggregation " of | Target for Women: N/A
Beneficiaries (w}v_hé’f'e'- Target for Youth: N/A
applicable) ' Target for People with Disabilities: N/A
'Spat.ial _ Transformation | Reflect on™ the contribution to spatial transformation

.| priorities: N/A

Reflect on the sbatiél ii’npact area: N/A

rCalc_uléti.on Type -

T Cumuiative {year-end)

‘Raport Cycle -

Quarterly

Desired Performance

Same or higher number of content pleces posted on Brand

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

Twitter) to increase Nation Brand awareness &
attractiveness '

Indicator Responsibility

Programme 2 - Chief Marketing Officer
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8.3 Outcome 2.2: Increased Natlon Brand advocacy and
active citizenship

Indicator, Title o ' 1 2.2.1.1. Number of activitles that promote active citizenry
L | through the PYP programme
Definition

| The indicator refers to a measure of the total number of _
' | PYP activities conducted. ‘

Sourceof Data - |

Signed Quarterly exit reports

‘Method - . o ef

Simple Count
Calculation/Assessment ‘
“Faans of verification . . | | Sianed Quarterly exit reports
‘Assumptmns ' None |
. staggregatlon - ) of Target for Women: N/A
Beneficiaties (where | Target for Youth: N/A
apphcable) Target for Peopte wnth Disabilities: N/A

Spatlal Transformatlon :

Reflect on contribution to spatial transformatwn priorities;

-_‘(whe;re applicable) N/A

g | Reflect on the spatial impact area: N/A
"Calculation Type | | Cumulative (Year - End)

.Repbfti‘ng- Cyélé ER " | Quarterly

Desired Performance

same or higher number of Play Your Part activities targeted

“Indicator Responsibility

" Programme 2 - Chief Marketing Officer
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Indicator Title . - -

“| 2.2.2.1, Number of national priority pillars amplified

through PYP ambassador engagements implemented

"Befliition”

© | ambassador engagements within a vear.

The indicator refers to a measure of the number of
national priority pillars amplified through PYP

Sourqeof Data =7

| Signed Quarterly exit reports

Calculation/Assessment .

Simple Count

 Means of verification . - -

Signed Quarterly exit report

Assdmptio_ns

| PYP ambassadors that are gn-boarded and active in
*| their duties

“Disaggreégation of Beneficiaries.
- {where applicable) -~ - .

7| Target for People with Disabilities: N/A

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

‘;‘S'pétial' Transformat_ion (where
applicable) | '

v | priofities: N/A
| Reflect on the spatial impact area: N/A

Reflect on contribution to spatial transformation

Calculation Type

Cumulative (Year - End)

| Reporting Cycle. -

- | Quarterly

| Pesired Performance

L implemented

Same or higher number of PYP ambassador activities

“Tndicator Responsibility- -

Programme 2 - Chief Marleting Officer
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Tndicator Title

2.2.3.1. Number of .constitutional awareness

. | campaigns afmed at promoting constitutional values

Definition -

| building

The indicator refers to a measure of the knowledge
campaigns  about the  constitution
implemented

Source of Data . .

Signed Quarterty post campaign report

Method of

; Simple Count
 Calculation/Assessment - - |
. Méa_ns of verification -1 Signed Quarterly post campaign report
| Assﬁmptions | T nttiative remains a MTSE priority over the medium

" | to long-term

TDisaggregation of Beneficfartes
{where appticable)

Target for Women: N/A

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

Spatial Tfaﬂsfo‘r.mat‘ion‘;(Whére
applicable) IR

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

‘Calculation Type . -

) | Cumulative (Year - Erid)

"Reporting Cycle

1 Quarterly

5' Desired Perfarmance

Same or higher number of constitution awareness

| campaigns

“Indicator Responsibility

Programme 2 - Chief Marketing Officer

| e by,
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indicator Titte . .

2.2.4.1, Number of constitutional awarehess
activations to promote constitutional values

Betinicon

Calculation!Assessmgnt B

.| The indicator refers to a measure of the knowledge
| building éctivatjuns about  the  constitution
S | implemented
Source of Data. . | Signed quartetly concept document
..+ .. | Signed quarterly exit report
Method c  . of | Simple Count

| Signed quarterly concept document

Means of verification
' '| Signed quarterly exit report
Assumptions - The initiative remains a MTSF priority over the madium

A to long-term and there s an enabling logistic

environment

_[}_isaggregatjpn of Benefi;iar_ié_s _
(where a'pp‘lic_able) -

" | Target for People with Disabilities: N/A

Target for Womeni; N/A
Target for Youth: N/A

-Spétial Tran_sft;rmaﬁion (where
applicable) . .

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

Reflect on contribution to spatial transformation

“Calculation Type -

Cumulative (Year - End)

ﬁéquting .Cycle - EE

"| Quarterly

' Desired Pgrformthe -

| Same or highsr number of constitution awareness

activations

’ﬁdicatﬁr‘ﬂeannﬁibility T

Programme 2 - Chief Marketing Officer
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Indicator Title

*| implemented in key markets

2,2.5.1. Number of GSA activities that promote Nation
Brand advocacy to South Africans iiv-ing abroad

“Defirttion

| are markets that are essential for extending Brand
- { South Africa’s market position, its economic growth,

The indicator refers to a measure of the number of GSA
activities implemented in key markets, Key markets

and its globalisation in a sustainable way.

"So._unce of Dafa

| Signed Exit report per activity

Signed Concept document per activity

Method o _1 “of

Calculation/ Assessment

Simple Count

“WMears of verification -

| Signéd Concept document per activity

Signed Exit report per activity

' Assumptions :

[ There are willing and present GSAs within our targeted

markets

_Dlsaggregatlon of Benefic:lariés
' (where appltcable)

i Target for Youth: N/A

Target for Women: N/A

-

Target for People with Disabilities: N/A

‘Spatial Transtrmation (where
applicable)

-| priorities: N/A

Reflect on contribution to spatial transformation

Reflect on the spatial impact area: N/A

: C‘alculatiornType - Cumulative (Year - Endl)
Report, Cycle | Quarterly
Desired Peffdrmancé""' T [Same  or “higher number of global activities

1 implemented in targeted markets

fndicator 'Responsibility '

Programime 2 - Chief Marketing Officer

G
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Indicator Titte

2.2,6,1. Number of domestic perceptions research study

Definition

{ how South Africans perceive themselves. It assists Brand
{ South Africa to better undérstand local perceptions in order
-to make informed strategic decisions to position the Nation
" | Brand

The indicator refers to research conducted to atiain
information on key perception indicators domestically, 1.e.

Source of Data .. .

¢ Monthly surveys, focus group discussions summaries
» Signed Consolidated quarterly progress report
» Signed National omnibus survey

Method- .. . of

| Galculation/Assessment

Quantitative: Simple Count {Number of research)

.Means of verification

B

» Monthly suryeys, focus group discussions summaries
» Signed Consolidated quarterly progress report
» Signed National omnibus survey

Assumptions

- .{ None

ﬁ-.pisaggregat:iﬁh' T Tof | Target for Women: N/A

Befieficlarles = - (where | Target for Youth: N/A

applicable) 7+ " | Target for People with Disabilities: N/A

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

' (where applicable) = * | N/A |
‘ - { Reflect on the spatial impact arga: N/A

Calculation Type | Cumulative (Year - End}
' Repﬁ;rt .Cyclé

Quarterly

'[iesined Péi'formanée" —

Higher number of research activities {which is measured
quarterly) is desirable

; Indicator Responsibilitjy_'. ]

Programme 2 - Chief Marketing Officer
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8.4  Outcome 3: Aligned Nation Brand execution and
experience domestically and internationally
Indicator Title - -7} 3.1.1,1. Number of collaborative activities
s | implemented-with local and/or foreign public sector
N : | stakeholders domestically
ﬁgﬂl_’_aition o The indicator refers to number of activities conducted

T South African nation brand domestically

with public sector stakeholders in order to promote the

Source of Dai:a

« Signed concept document. per activity
» Signed Quarterly exit report on collaborative
activities cnhducted with public sector
- stakeholders |

' {lalcul_gtion/Assgssm@nt .

an of;
| collaborative activities conducted per quarter over a 1-
| year period '

Quantitative (simple count): The total number of

Means of veriﬂ'c'ation

* Sighed concept document per activity |

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

Assumptions

o logistical environment .

There are willing and able participants and an enabling

' Disaggregatfon :zof‘ Beneficiaries
“(where applicable)

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

t}partial__ﬂ- Transformation - (where

- applicable)

Reflect on contribution to spatiat transformatfon
priorities: N/A
Reflect on the spatial ifnpact area: N/A

Calculation 'Typ'e

.{ Cumylative (Year - End)

Report Cycle

| Quarterly

Das'ifréd Performance

Higher number of collaborative activities

Indicator Responsibility -

Programme 3 - Chief Marketing Officer
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Indicator Title

.. | stakeholders domestically

13121,

Number of  collaborative  activities
implemented with local and/or foreign civil soclety

Defirition

| The “indicator refers to the Aimber of activities
| conducted with civil society stakehotders in order to
. | promote the South African Nation Brand domestically

"Source of Data

¢ Signed concept document per activity
+ Signed Quarterly exit report on collaborative
activities  conducted with “civil

society
stakeholders :

Method o
“Calculation/Assessment -

| collahorative activities conducted per quarter overa 1-
.. 1 year petiod

Quantitative (simple count): The total number of

Means of verification

» Signed concept document per activity

o Signed Quarterly exit report on collahorative
activities  conducted with civil  soclety
stakeholdérs

Assdmp’tions ‘

TThere are willing and able participanté and an enabling

logistical environment

‘[Ilgaggregétiﬁn. of. ;:Behefijzjarigs; :
{where applicable)

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

Spaial Transformation (where

Reflect on contribution to spatial transformation

 applicable) - priorities: N/A

o , Reflect on the spatial impact area: N/A
Calculation Type - .. .- .[ Cumulative (Year - End}
“Keport Cycle [ Quarterly

Desired Performance

Higher number of collaborative activities

“rdicator Responsibility -

| Programme 3 - Chief Marketing Officer
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Indicator Title

- | and/or foreign business stakeholders domesticaily

3.1.3.1. Number of collaboratiye activities with local

Definition

.| promote the South African Nation Brand domestically

The indicator refers to the number of activities
conducted with business stakeholders in order fo

Source of Df’afa‘

« Signed concept document per activity
« Sighed Quarterly exit report on collaborative
activities conducted with business stakeholders

Methad
(;alculation/Assassmer_\t

Tof

Quantitative (simple count): The total number of
collaborative activities conducted per quarter overa1-
year period - '

“Meanis of verification -

¢ Signed concept document per activity
o Signed Quarterly exit report on collaborative
activities conducted with business stakeholders

AssUmptions

- '-_' There are willing and able participants and an enabling
 logistical environment

[isaggregation of Beneficiaries
(where applicable) = = "¢

Target for Youth: N/A

Target for Women: N/A

Target for People with Disabilities: N/A

. ‘Spa\-tia.l; .Transfbrmatioln (wh“ere;
- applicable)

Reflect” on contribution to spatial _transformation

| Reflect on the spatial impact area: N/A

priorities: N/A

Calculation Type ™

Cumtiative (Year - End)

“Report Cyce

-1 Quarterly

Desired Performance

| Higher number of collaborative activities

Indicator Responsibility

Pragramme 3 - Chief Marketing Officer
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Indicator Title

{and international audiences implemented

3.1,4.1. Number of Nation Brand Forum aimed at
positioning the country positively targeting domestic

Definition

. The indicator refers to the number of Nation Brand

| ideas and views on & particular issue can be exchanged.
.| in this case, the ideas exchanged will be around the

- | domestically

forums held, A forum fs a meeting or medium where

promotion of the South African Nation Brand

Source of Data ] -

& Signed concept Document
+ Signed Report on the Natioh Brand Forum

Calculation/Assessment

Quantitative: Simple count_(T‘btal number of Nation
Brand forums held)

Means of gerificétiqn. R + Signed concept Document
o e « Signed Reportt on the Nation Brand Forum
Assumptions - .| There are willing and able participants and an enabling

togistical environment

| bisaggrégation “of B:erieficiaries‘
: (where applicable)

| Target for People with Disabilities: N/A

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

"Spatial Transformation (where,

- applicable)

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

Calculation Type |

‘| Curmulative (Year - End)

‘ R—epoﬁ_: Cycle. -

Annual

“Desired Performance -

| Same: or higher number of Nation Brand forums held

Tndicator Responstbitity

Programme 3 - Chief Marketing Officer
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Indicator Title =

-t implemented with stakeholders in targeted strategic

| internationally

3.1.5.1.  Number of collaborative activities

markets aimed at positioning the country positively

Befinition

[ The indicator refers to the nhumber of activitles
" | conducted with public sector, business and/or civil
" 7] soctety stakeholders in order to promote the South
- | African Nation Brand internationatly

: SpL__rrcé of Data.

< Signed concept document per activity
s Signed exit report per activity

Nelhed o

T Quantitative (simple count): The total number of
. Cateulation/Agsessmgnt =7 | collaborative activities conducted per quarter over a 1-
S ) year petiod - B
“Means of verification » Signed concept document per activity
- «  Signed exit report per activity
" Assumptiohs’ “{ There are willing and able participants and an enabling

1 logistical environment

Disaggregation of Beneficiaries
 (where applicable)

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

Spatial Transformation (Where.

Reflect ‘on contribution to "spatial transformation

applicable) | priorities; N/A
. ‘ Reflect on the spatial impact area: N/A
: Calculation Type "| Cumulative (Year - End)
' Report Cycle Quarterly

Desired Perfofni'anc‘e

" IHigher number of collaborative activities

-'Indica‘tor‘ Resporsibllity

‘Programme 3 - Chief Marketing Officer
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Indicator Title 3.1.6,1. Number of Nation Brand alignment training
3 workshops delivered
Definition The indicator refers to the number of Nation Brand

| alignment trainings conducted by Brand South Africa.
- - Mation brand alignment trainings are required to
| ensure consistent messaging about the Nation Brand fs
| disseminated by key stakeholders to domestic and

. | impact of the message.

international audiences, and in doing so amplifying the

Source of Data.

s Signed concept document per quarter
¢ Signed exit report per quarter

Matﬁod ' ' of
Calculation7Assessment ™

| Nation Brand alignment trafnings conducted per
' | quarter over a 1-year perfod

Quantitative {simple count): The total number of

Means of verification .. + Signed concept document per quarter
o ' o Signed exit report per quarter _
“Assumptions There are willing and able pgrticibahts and an enabling

logistical environmeant.

[ Dlsagaregation of Beneficiaries
(where applicablg) * "~ -\ -

.| Target for People with Disabilities: N/A

Target for Woimen: N/A
Target, for Youth: N/A

Spatial Transfurmatidnr _‘(w!__}ere‘-__

Reflect on contribution o spatial transformation |

applicable) . | priorities: N/A

e ...{ Reflect oh the spatial impact area: N/A
Calculation. Type Cumulative (Year - End)
'Re‘b.o.r_t Cycle ' Quarterly

"Degired Performance -

| Higher, number Nation Brand alignment trainings
| delivered '

ndicator Responsibility T

| Programme 3 - Ghief Marketing Officer

6

o

110



9 Annexure A: Risk Framework

1 out of 10 000 times

Will seldom occur, 1 out

of 1000 times
' Could occur sometimes,
| 1 out of 100 times

More than an even
4 chance of occurring., 1
out of 10 times

- The risk is almost

High

~ certain to occur in the

- current circumstances

Low Negligible
2 Significant
i Major
Critical
High Catastrophic

e

Will almost never occur,

Not expected to happen - event
would be a surprise

Low likelihood, but could
happen

Could occur often
More than an even chance of
occurring

The risk is almost certain to
occur in the current

circumstances

Requires ongoing monitoring and

minor changes
Requires redesign or intervention

in the service/programme

Requires major redesign or
intervention in the
service/programme

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

Total

project/programme in question

shutdown of the

1M



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

 Probability

" https: //www3.weforum.org/docs/WEF TheGlobalCompetitivenessReport2019.pdf

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

it htps: / /www.ipsos.com/en/nation-brands-index-2021

(J e A

¥ https://index.goodcountry.org/
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