International Marketing Council

STRATEGIC PLAN

2009/10 - 2011/12

Presented to Portfolio Committee on Communications
10 June 2009

www.southafrica.info



Think Different Sheer Driving Pleasure

AVIS

We XY

P

STAND - JUST DO IT.

<ROVER

&

&7 The Best 4 x4 x Far



http://images.google.co.za/imgres?imgurl=http://turkmacforum.com/turkmac/images/a_Apple-Logo.gif&imgrefurl=http://turkmacforum.com/turkmac/2007/12/page/2/&usg=__29_bp1NSZfzEaM-HbDdcrNc5qeM=&h=985&w=803&sz=9&hl=en&start=9&um=1&tbnid=YwrxJ9_Nx-GLAM:&tbnh=149&tbnw=121&prev=/images%3Fq%3Dapple%2Blogo%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DX%26um%3D1
http://www.google.co.za/imgres?imgurl=http://www.cse.psu.edu/~hurson/percom2007/avis%2520logo.jpg&imgrefurl=http://www.cse.psu.edu/~hurson/percom2007/airlinereservation.html&h=550&w=600&sz=106&tbnid=RUaHLxyxNhPpyM:&tbnh=124&tbnw=135&prev=/images%3Fq%3Davis%2Blogo&usg=__CXaJfRbQ1iUDyhRVFkPS_icrQuk=&ei=t70nSqHlAYbSjAe86InVAw&sa=X&oi=image_result&resnum=1&ct=image
http://images.google.co.za/imgres?imgurl=http://www.extremelimitsoffroad.com.au/images/land_rover_logo.jpg&imgrefurl=http://www.extremelimitsoffroad.com.au/category95_1.htm&usg=__bv5wfSGuUEhYkA4YEJG6C7p0Rk0=&h=495&w=871&sz=176&hl=en&start=1&um=1&tbnid=dpywJ-IgJeAAeM:&tbnh=83&tbnw=146&prev=/images%3Fq%3Dland%2Brover%2Blogo%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DX%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.drivehomesafe.com/news/images/BMW_Logo.jpg&imgrefurl=http://www.drivehomesafe.com/news/&usg=__lgrlB2tz906nXNTNYE6CMp66zlI=&h=564&w=564&sz=109&hl=en&start=1&um=1&tbnid=DV7coe8lDUQynM:&tbnh=134&tbnw=134&prev=/images%3Fq%3DBMW%2Blogo%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26um%3D1
http://images.google.co.za/imgres?imgurl=http://i305.photobucket.com/albums/nn227/hulabirdie2012/nike-just-do-it.jpg&imgrefurl=http://www.myspace.com/minijordan916&usg=__J1GpnJKVLm2UCBSK0a9900Om1nA=&h=477&w=507&sz=22&hl=en&start=55&um=1&tbnid=WV5WJ8J-gEpMTM:&tbnh=123&tbnw=131&prev=/images%3Fq%3Djust%2Bdo%2Bit%2Bnike%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D40%26um%3D1



http://images.google.co.za/imgres?imgurl=http://weblogs.newsday.com/sports/basketball/nba/blog/GermanyFlag.gif&imgrefurl=http://weblogs.newsday.com/sports/basketball/nba/blog/2008/07/&usg=__Yh13FpxNpp5kRPhnIsqkE_B64ME=&h=375&w=348&sz=292&hl=en&start=13&um=1&tbnid=eOcsOQIG-lWtjM:&tbnh=122&tbnw=113&prev=/images%3Fq%3DGerman%2Bflag%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.pachd.com/free-images/misc-images/us-flag-01.jpg&imgrefurl=http://www.pachd.com/free-images/misc-images.html&usg=__AdYi3dCtY2fvraCMOFFKk_IQSuw=&h=768&w=1024&sz=202&hl=en&start=17&um=1&tbnid=FQGXHyLhKqWLWM:&tbnh=113&tbnw=150&prev=/images%3Fq%3DUS%2Bflag%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.anglo-french-solutions.com/images/UK%2520Flag.gif&imgrefurl=http://www.anglo-french-solutions.com/Services%25202008.htm&usg=__VtDR8sIXa2TOst_XN84NmdPuudA=&h=244&w=297&sz=4&hl=en&start=28&um=1&tbnid=_o1HRqrH_sPszM:&tbnh=95&tbnw=116&prev=/images%3Fq%3DUK%2Bflag%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D20%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.funbumperstickers.com/images/brazil_flag_wave2.jpg&imgrefurl=http://www.funbumperstickers.com/detail.aspx%3FID%3D3582&usg=__HWZ0X9C1aVHGNXcUMAZ83oWAZlU=&h=350&w=358&sz=34&hl=en&start=78&tbnid=CumAwOJ5_qGX8M:&tbnh=118&tbnw=121&prev=/images%3Fq%3Dbrazil%2Bflag%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D60

Other Countries

4

|
|
HHR T HHHHHEHH FlEfals
s FEEEERIL PR L
= [T |
o |
l

Non-Negotiable Messaging | =

[

Regular
Briefings

OnIy hire the |:|-'|'|_._ balerTed peaple .[ﬁ_g'l_
Best People Yha .,tl.ﬁ-_g'.J,:_,.


http://images.google.co.za/imgres?imgurl=http://www.petergreenberg.com/wp-content/uploads/2007/08/christ_the_redeemer-lge2.jpg&imgrefurl=http://www.petergreenberg.com/2008/10/10/traveling-when-currencies-crash-silver-lining-of-a-global-economic-meltdown/&usg=__s0B91nt8IOPwYju0ydp7lK3FuDo=&h=1195&w=816&sz=189&hl=en&start=45&tbnid=voBrCPaxJ00FdM:&tbnh=150&tbnw=102&prev=/images%3Fq%3Dbrazil%2Bicons%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D40
http://images.google.co.za/imgres?imgurl=http://shop.icons.com/images/team_gallery/brazil/brazil-ronaldo-world-cup.jpg&imgrefurl=http://shop.icons.com/brazil&usg=__kWxJ2gCED_Df2RGPuO02aSbBbQ0=&h=340&w=490&sz=23&hl=en&start=47&tbnid=NcnL-zNEk6pf3M:&tbnh=90&tbnw=130&prev=/images%3Fq%3Dbrazil%2Bicons%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D40
http://images.google.co.za/imgres?imgurl=http://www.wavemagazine.net/arhiva/16/ent/carnival4.jpg&imgrefurl=http://www.wavemagazine.net/arhiva/16/ent/riocarnival.htm&usg=__97O3txl5C4csqjBQuJQ1lTcP6Hc=&h=450&w=300&sz=41&hl=en&start=18&tbnid=a9ECeeANDGKExM:&tbnh=127&tbnw=85&prev=/images%3Fq%3Drio%2Bcarnival%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.cosmeticvacations.com/ukcv/images/Copacabana%2520Beach.dat&imgrefurl=http://www.cosmeticvacations.com/ukcv/rio_tourism/copacabana.php&usg=__vubiZlkESh6okyuJvmld9v8an3Q=&h=430&w=640&sz=83&hl=en&start=3&tbnid=qtxTcivaL5D85M:&tbnh=92&tbnw=137&prev=/images%3Fq%3Dcopacabana%2Bbeach%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=https://rdl.train.army.mil/soldierPortal/atia/adlsc/view/public/9633-1/fm/3-09.22/tabi-5.gif&imgrefurl=https://rdl.train.army.mil/soldierPortal/atia/adlsc/view/public/9633-1/fm/3-09.22/appi.htm%3Bjsessionid%3DyJXPJ1hTnPS0qpL7VWy6h1dQJL0k2yrvpnyKGWPy1WFyGD7Vf4gj!356750119&usg=__2_GSzTqzOWE892gl0-YKGsYlGx4=&h=590&w=584&sz=48&hl=en&start=4&tbnid=Q_ij0AC0IXnA5M:&tbnh=135&tbnw=134&prev=/images%3Fq%3Dcommunication%2Bmatrix%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.gapingvoid.com/talented554.jpg&imgrefurl=http://www.gapingvoid.com/Moveable_Type/archives/003942.html&usg=__D8AvVUGx7J3dqkGlCnjjo5wJedk=&h=2163&w=3500&sz=534&hl=en&start=1&tbnid=5K8soluPZQD3gM:&tbnh=93&tbnw=150&prev=/images%3Fq%3Dtalented%2Bpeople%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www-karc.nict.go.jp/BA/research/Fig_Approach_E.jpg&imgrefurl=http://www-karc.nict.go.jp/BA/research/research_E.html&usg=__NmVJHJHrzCf9qTBD0zII8BCGlBQ=&h=720&w=960&sz=139&hl=en&start=5&tbnid=X7_xQafjMgo6FM:&tbnh=111&tbnw=148&prev=/images%3Fq%3Dcommunication%2Bprocesses%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.tno.org.uk/images/pics/TNO_frontpage.gif&imgrefurl=http://www.tno.org.uk/&usg=__7y32Eztpx4e8_Q9qyck11vFk7IU=&h=304&w=467&sz=45&hl=en&start=6&tbnid=B8osaKZN95d7eM:&tbnh=83&tbnw=128&prev=/images%3Fq%3Dtalented%2Bpeople%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.salvostu.com/salvostu/files/1201173161413australia-flag.gif&imgrefurl=http://www.salvostu.com/salvostu/&usg=__fh9xklkMKGVSzgXK2x56zJ3-KL8=&h=268&w=297&sz=12&hl=en&start=7&tbnid=hva2VApbEmcpnM:&tbnh=105&tbnw=116&prev=/images%3Fq%3Daustralia%2Bflag%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.seatwave.com/filestore/SEASON/IMAGE/australia-rugby_003054_1_MainPicture.jpg&imgrefurl=http://www.seatwave.com/australia-rugby-tickets/season&usg=__r4FDxIcHcPvY1c2BNug0mkNzqHA=&h=250&w=302&sz=43&hl=en&start=1&tbnid=x1GsbVYwKh0WEM:&tbnh=96&tbnw=116&prev=/images%3Fq%3Daustralia%2Brugby%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.bigcardiff.co.uk/images/events/fullsize_1804_1179244886.gif&imgrefurl=http://www.bigcardiff.co.uk/cardiff-events.php%3Fevent_id%3D1804&usg=__cvHt-rHZ5krkwFEC-Uewj6TCqvw=&h=209&w=209&sz=12&hl=en&start=4&tbnid=b4STspKYJlRJ-M:&tbnh=106&tbnw=106&prev=/images%3Fq%3Daustralia%2Brugby%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.geelongadvertiser.com.au/images/uploadedfiles/editorial/pictures/2007/04/26/Australian-cricket2.jpg&imgrefurl=http://www.geelongadvertiser.com.au/article/2007/04/26/3256_specials.html&usg=__ou6vhap09J3--aR5qaOC7xLKbiQ=&h=413&w=350&sz=158&hl=en&start=6&tbnid=I8t9tj8J5LiEzM:&tbnh=125&tbnw=106&prev=/images%3Fq%3Daustralia%2Bcricket%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://justmytruth.files.wordpress.com/2008/04/american-flag.jpg&imgrefurl=http://www.wunderground.com/blog/JeffMasters/comment.html%3Fentrynum%3D962%26tstamp%3D200806%26page%3D5&usg=__KbLJLdHIpsfIJcePj6nEvToEb9c=&h=360&w=540&sz=24&hl=en&start=19&tbnid=3AmHxJDv5u4szM:&tbnh=88&tbnw=132&prev=/images%3Fq%3DUS%2Bflag%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.dur.ac.uk/joao.pires/portpart/flag-uk.jpg&imgrefurl=http://www.dur.ac.uk/joao.pires/portpart/photo.html&usg=__V80sw8xPzdtf2yIPJwNRnzK-Iqk=&h=482&w=800&sz=26&hl=en&start=18&tbnid=TEGh4_dDW8NAIM:&tbnh=86&tbnw=143&prev=/images%3Fq%3DUK%2Bflag%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://blogs.zdnet.com/open-source/images/brazil%2520flag.gif&imgrefurl=http://itssdeconomicfreedom.blogspot.com/2008/03/if-brazils-government-shows-no-respect.html&usg=__u-xFWwTuNtCzEf-saz-4iXSyixo=&h=413&w=596&sz=5&hl=en&start=8&tbnid=TQ5C2Ky6Nm-UAM:&tbnh=94&tbnw=135&prev=/images%3Fq%3Dbrazil%2Bflag%2Bicon%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/archive/f/fc/20071101164854!Flag_of_Tunisia2.png&imgrefurl=http://commons.wikimedia.org/wiki/File:Flag_of_Tunisia2.png&usg=__L72b4ZrCMfJKaTEzOH0AWmpvKA8=&h=1181&w=1181&sz=719&hl=en&start=19&tbnid=vgB-w3rsAsW56M:&tbnh=150&tbnw=150&prev=/images%3Fq%3Dtunisia%2Bflag%2Bicon%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://images.publicradio.org/content/2009/05/01/20090501_obama_33.jpg&imgrefurl=http://minnesota.publicradio.org/display/web/2009/05/01/supreme_court_justice/&usg=__Y8ZR3cUJtASZLkE0irUBO9Cills=&h=450&w=583&sz=60&hl=en&start=2&um=1&tbnid=B7k0ldibiUZj8M:&tbnh=103&tbnw=134&prev=/images%3Fq%3Dobama%2Bmedia%2Bbriefing%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://blogs.abcnews.com/photos/uncategorized/2007/07/11/ap_press_room_070711_ssh.jpg&imgrefurl=http://blogs.abcnews.com/theworldnewser/2007/07/11/index.html&usg=__KBCmuXq2l_V2m8lUjpB7y7-pLWc=&h=411&w=531&sz=76&hl=en&start=2&tbnid=i_fhAstzCuaqYM:&tbnh=102&tbnw=132&prev=/images%3Fq%3Dwhite%2Bhouse%2Bbriefing%2Broom%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318

“1_‘..

n an: mcreasmg{y

competltlye World™s




What does South Africa “own” ?

Wh_at does South Africa stan

GAUTRAIN

POk HEOFL O Thi &,

N

Madiba
Kruger Parl

-

d for? : =


http://images.google.co.za/imgres?imgurl=http://www.therugbyworldcup.co.uk/images/1995/safrica.gif&imgrefurl=http://www.therugbyworldcup.co.uk/1995.html&usg=__9QdGnkPTE8c2F63dMaO0qsfGdi0=&h=330&w=448&sz=66&hl=en&start=4&um=1&tbnid=hCSrAh_k6B_Z3M:&tbnh=94&tbnw=127&prev=/images%3Fq%3D1995%2Brugby%2Bworld%2Bcup%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.zoopy.com/data/media/37902/original.jpg&imgrefurl=http://www.zoopy.com/photo/t8u/flag-of-south-africa&usg=__aU4JH8EUXybJDxsNNvLkt9e6yP0=&h=533&w=800&sz=196&hl=en&start=13&um=1&tbnid=_6Z1Goy1lw6QFM:&tbnh=95&tbnw=143&prev=/images%3Fq%3D1994%2Bdemocracy%2Bin%2Bsouth%2Bafrica%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.my-southafrica.com/A%2520ballot%2520paper%2520for%2520the%25201994%2520democratic%2520elections,%2520for%2520the%2520PWV%2520province.jpg&imgrefurl=http://www.my-southafrica.com/Democracy_in_South_Africa.html&usg=__d9NY4TXvf3ZPNUwYaY-SYyMgNCk=&h=602&w=437&sz=164&hl=en&start=1&um=1&tbnid=y5v29LlkFtuT0M:&tbnh=135&tbnw=98&prev=/images%3Fq%3D1994%2Bdemocracy%2Bin%2Bsouth%2Bafrica%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26um%3D1
http://images.google.co.za/imgres?imgurl=http://benpeterson.files.wordpress.com/2009/04/nelson-mandela.jpg&imgrefurl=http://benpeterson.wordpress.com/2009/04/27/a-mandela-day/&usg=__dcJID2vLdD6gPN0tcxnIWn3X_ys=&h=450&w=341&sz=64&hl=en&start=1&um=1&tbnid=IjCdeH0EacOqjM:&tbnh=127&tbnw=96&prev=/images%3Fq%3Dnelson%2BMandela%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.idrc.ca/uploads/user-S/10806628133Photo_2004-03-30.jpg&imgrefurl=http://www.idrc.ca/en/ev-57759-201-1-DO_TOPIC.html&usg=__TzITBdbdbfUQdX4gf6j_DAehh9Q=&h=300&w=207&sz=12&hl=en&start=8&um=1&tbnid=kbF7sH9edTvhZM:&tbnh=116&tbnw=80&prev=/images%3Fq%3Dtruth%2Band%2Breconciliation%2Bcommission%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://ase.tufts.edu/anthropology/gbac_roundtable/gallery/shaw_trc_moyamba.jpg&imgrefurl=http://ase.tufts.edu/anthropology/gbac_roundtable/gallery.html&usg=__llTepRoR8R0EoK0v-d9zfwsRBwQ=&h=518&w=768&sz=570&hl=en&start=2&um=1&tbnid=XpZcBmVFP69ZeM:&tbnh=96&tbnw=142&prev=/images%3Fq%3Dtruth%2Band%2Breconciliation%2Bcommission%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.kruger-park-south-africa.info/Kruger-National-Park-map.gif&imgrefurl=http://www.kruger-park-south-africa.info/klaserie-game-reserve.htm&usg=__HTKayPKh9x_0qXC1oCk7jScZZaA=&h=864&w=350&sz=42&hl=en&start=7&um=1&tbnid=KKPqPmMsujQahM:&tbnh=145&tbnw=59&prev=/images%3Fq%3Dkruger%2Bnational%2Bpark%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.mitgsw.org/pics/cape-town.jpg&imgrefurl=http://www.mitgsw.org/conference.php&usg=__f3VTZy2pfzFlYXdtHG-5vUfKq0s=&h=338&w=550&sz=125&hl=en&start=2&um=1&tbnid=sw8-znHTZvGb4M:&tbnh=82&tbnw=133&prev=/images%3Fq%3Dcape%2Btown%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.caldeson.com/images/trclogo.gif&imgrefurl=http://www.caldeson.com/RIMOS/harris01.html&usg=__kgWgFt1iFBofEepYkPUT0-eLPyA=&h=153&w=292&sz=7&hl=en&start=33&um=1&tbnid=pgXo5ZrptEthQM:&tbnh=60&tbnw=115&prev=/images%3Fq%3Dtruth%2Band%2Breconciliation%2Bcommission%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D20%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.huffingtonpost.com/huff-wires/20090422/af-south-africa-election/images/c359edad-c014-41cc-9bbc-c56abcece6c8.jpg&imgrefurl=http://www.huffingtonpost.com/huff-wires/20090422/af-south-africa-election/&usg=__B8m_Qgzb79jtmqvAhqkl0lRlV5I=&h=319&w=512&sz=57&hl=en&start=63&um=1&tbnid=jEtfU5rRHjdW_M:&tbnh=82&tbnw=131&prev=/images%3Fq%3D1994%2Bdemocracy%2Bin%2Bsouth%2Bafrica%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D60%26um%3D1
http://images.google.co.za/imgres?imgurl=http://media.economist.com/images/20090418/1609BK1.jpg&imgrefurl=http://www.economist.com/displayStory.cfm%3Fstory_id%3D13484693&usg=__N99iOl6Llm1TFjTnkLtwI_X_BDk=&h=295&w=400&sz=19&hl=en&start=107&um=1&tbnid=kZQcI7yQ_TjNHM:&tbnh=91&tbnw=124&prev=/images%3Fq%3D1994%2Bdemocracy%2Bin%2Bsouth%2Bafrica%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D100%26um%3D1
http://images.google.co.za/imgres?imgurl=http://bp0.blogger.com/_KYXmcfChca4/R5QPVOSKP5I/AAAAAAAACAQ/WsmkUUdEBi4/s400/CapeTimes94%2BLOWEBULL%2BSouthAfrica.jpg&imgrefurl=http://addshots.blogspot.com/2008_01_01_archive.html&usg=__So4xaeasP9Q21b5LLQZ7ldtqE4A=&h=284&w=400&sz=27&hl=en&start=11&tbnid=5VU5Wd3DFoQWSM:&tbnh=88&tbnw=124&prev=/images%3Fq%3Dmultiracial%2Bsouth%2Bafrica%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318
http://images.google.co.za/imgres?imgurl=http://www.africanews.com/documents/e4/97/e4973079ccff116e8188d0bf27e336e4.article.jpg&imgrefurl=http://www.africanews.com/site/South_Africa_WC_2010_stadium_workers_strike/list_messages/12765&usg=__xHVBligF6UAqkoLseW3HMxpKqmQ=&h=180&w=240&sz=19&hl=en&start=7&um=1&tbnid=wEmGOgN5VTsRMM:&tbnh=83&tbnw=110&prev=/images%3Fq%3D2010%2Bstadium%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1
http://www.google.co.za/imgres?imgurl=http://www.irreverence.co.za/wp-content/2008/10/anc-logo.jpg&imgrefurl=http://www.irreverence.co.za/2008/10/&h=400&w=500&sz=55&tbnid=Tudyg6uO-PNuGM:&tbnh=104&tbnw=130&prev=/images%3Fq%3DANC%2Blogo&usg=__UkGWxNqScNKLl8BGFUMdaRhhdtE=&ei=VQEpStnaIY3U-QaKm-SLCQ&sa=X&oi=image_result&resnum=4&ct=image
http://images.google.co.za/imgres?imgurl=http://www.architectafrica.com/NETWORK/AFRICA/sites/default/files/africa-map.gif&imgrefurl=http://architectafrica.com/NETWORK/AFRICA/taxonomy/term/51&usg=__z2gj9vIMN3G8Aflhb_p9PSGU55g=&h=750&w=678&sz=128&hl=en&start=1&um=1&tbnid=-2ZNinb0DoHPmM:&tbnh=141&tbnw=127&prev=/images%3Fq%3Dafrica%2Bmap%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26um%3D1
http://images.google.co.za/imgres?imgurl=http://upload.wikimedia.org/wikipedia/en/archive/2/2b/20070115114423!Gautrain_Logo.jpg&imgrefurl=http://marktaylor.blogspot.com/2008/07/gautrain-progress.html&usg=__0YgMdGciCRkQCc3vaVtrU07YQBU=&h=325&w=547&sz=19&hl=en&start=32&um=1&tbnid=A3IWQQ4Om9GB7M:&tbnh=79&tbnw=133&prev=/images%3Fq%3Dgautrain%26ndsp%3D20%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26sa%3DN%26start%3D20%26um%3D1
http://images.google.co.za/imgres?imgurl=http://www.biosphere-expeditions.org/images/stories/caprivi/lion1.jpg&imgrefurl=http://www.biosphere-expeditions.org/2-week-expeditions/wildlife-volunteering-vacations-with-lions-cheetahs-leopards-and-other-megafauna-in-the-ca.html&usg=__IzvtBjrI8-YYEE6LI3Ij5Cnk1Ho=&h=518&w=350&sz=35&hl=en&start=16&um=1&tbnid=ywgQZzPlW5uyEM:&tbnh=131&tbnw=89&prev=/images%3Fq%3Dlion%26hl%3Den%26rlz%3D1T4GGLL_enZA317ZA318%26um%3D1

South Africa’s

Nation Brand Journey e
Rainbow Fading Millennium TODAY 2010 20-Years Vision
Nation Rainbow Goals It World Cup Democracy 2025

Peaceful : : . Rising First
Democracy Growth Millennium World Attention Star Division




INTERNATIONAL
MARKETING
COUNCIL

SOUT} )
:sg‘;fsm;j

www.southafrica.info



http://www.google.co.za/imgres?imgurl=http://upload.wikimedia.org/wikipedia/commons/thumb/a/af/Flag_of_South_Africa.svg/800px-Flag_of_South_Africa.svg.png&imgrefurl=http://en.wikipedia.org/wiki/File:Flag_of_South_Africa.svg&h=533&w=800&sz=13&tbnid=j2zfp3zeucKU1M:&tbnh=95&tbnw=143&prev=/images%3Fq%3Dsouth%2Bafrica%2Bflag&usg=__JGod6o3Toj9mpGbEu739T5q9JPQ=&ei=4hApSqmGOcLQ-AaCuv3yCA&sa=X&oi=image_result&resnum=3&ct=image

VIDEO

Rhythm of the Nation We've done it before Investment ad




Investigate it.
Invest in it.

T"IETELI."I'!D'D’\!'I'IEHI: here
¥OuU Can't ignare..

MOVEMENT
FOR GOOD
It stawts with You

viith |r'.|j‘..:

90 years of Madiba Maglc

Melson Mandla's 90th birinday remi ance again, of the qualifies with which he has gracad
our land. s custodians of Brand the International Marketing Council strives fo evoke
in all South Alricans,

Madiba remains in our hearts and minds as a defining example of someone willing fo strive for freedom
and equality, at great personal cost. With patience, wisdom 210 interdty e elpd ead St fricans
Irom oppression

Tarkyou Ml o s e o thing you have brought
e, You wi n the touchstone of
vho strives to live

www.southalrica.info


http://www.itstartswithyou.co.za/




Why Review the Strategic Plan

IMC Review
INTERNATIONAL

MARKETING
COUNCIL

Best Practice

Nation Branding
Studies | |

REVIEW OF PLANS

Change of
Government

Global Economic
Turmoill

Global
Competitiveness
Study

2010 World Cup




IMC REVEIW - Key Points 1

Refocus the Mandate

Introduce tighter performance measurement (global rankings,
attributes)

More strategic focus — brand stewardship and alignment.

Less activation focus (except SA public) particularly leading up
to 2010 World Cup.

Key stakeholder focus — encourage & inspire stakeholder
activation

Evaluate organisation’s legal form (trust; section 21, SOE, etc)
Review Board role and composition

Review Country Management function.

Migrate CRC to GCIS

Resolve relationship with GCIS (unique contributions,
collaboration)

Review the IMC structure, resources (including vacant
positions) and name (IMC v Brand South Africa)

Source: Monitor Review Report — Nov 2008.




IMC REVIEW - Key Points 2

Must clarify roles and responsibilities for each activity across the brand value-chain

Key Activities

Conceptualise>> Articulate >> Deliver >> Manage >

Define, articulate,

Monitor and Learn

Understand
customers and
market

align, refine Brand
South Africa

Target Market
Selection

Understand the
Il 'MC led activity

nation’s identity
D Stakeholder led activity with
IMC influence and support

Collaboration between IMC

Source: IMC Review Report, D
and Stakeholders

Monitor Company

Select attributes




Process for review of IMC’s plans

GCIS Planning Meeting

IMC Review : GCIS Review
IMC Planning Workshop

* IMC

* GCIS

* DTI/TISA

* DFA

* SA Tourism

IMC Management Team
and Acting-CEO

Discussed at Exco:
GCIS participated

Revised & Refined
2009/10 Business Plan
and
FY2010-2012 Strat Plan

AppfOV&' by IMC Board On 6 May 09 www.southafrica.info
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The (recommer?ded)
Mandate of the IMC Is:

To build South Africa’s Nation Brand reputation in order to

Improve SA’s global competitiveness

" To develop and articulate the value proposition and positioning
that will drive the long-term reputation of Brand South Africa

"  To build pride and patriotism amongst South Africans with the
aim of uniting the nation by encouraging all South Africans to
“live” the Nation Brand, and in so doing define “South
Africanness”.

" The ultimate aim is to increase South Africa’s global
competitiveness by developing symbiotic partnerships with all
stakeholders who deliver on (and leverage) the nation brand
and aligning them to enhance SA’s reputation.




MANDATE TRANSITION

To develop and implement a
pro-active and co-ordinated
international marketing and
communication strategy for
South Africa.

The ultimate aim is to make a
contribution towards job-
creation by encouraging local

—

and foreign investment, tourism

and trade through the
promotion of “Brand South
Africa”.

Domestically, the objective is to

build local support for the

Brand, and pride and patriotism

amongst South Africans.

—

What: To develop and articulate the value proposition and
positioning that will drive the long-term reputation of Brand
South Africa

How: Through Brand and Reputational Management informed
by both a National and Brand Vision whilst remaining true to
the South African brand DNA

What: The ultimate aim is to increase South Africa’s global
competitiveness by developing symbiotic partnerships with all
stakeholders (Government, business, labour and civil society)
who deliver on ( and are able to leverage) the nation brand and
aligning them to enhance SA’s reputation.

How: Through the development and provision of tools,
frameworks, reputational guidance and strategic input in terms
of execution and messaging — delivered in an inspirational and
empowering manner

What: To build pride and patriotism amongst South Africans
with the aim of uniting the nation by encouraging all South
Africans to “live” the Nation Brand, and in so doing define
South Africanness.

How: Through the promotion of a wide range of symbolic

Nation Building and patriotic activities championed by the

President.



STRATEGIC SHIFT : Understand

The IMC Mandate
(Purpose — \Why the IMC exists and Vision
— what it wants to achieve.)

==

The IMC’s Objectives
(Mission — What the IMC does)

@

The IMC Strategies
(How the objectives will be achieved)




Strategic Shift : Previous Strategic Plan 2009-11
(approved 2008)

The
IMC’s MANDATE
(as per Trust Sustainable Sustainable
Deed)... GDP Growth Job Creation
(the Why)

Vision: To be Globally Competitive

. through four key Measure: To be in the Top 20 Nation Brands by 2020

OBJECTIVES. ..

(the What)

- - by focusing on 1. Share our Vision and 2. Usethe media,
doing only the ' Objectives with business GSAs, sports 3. Improve Brand SA
“quIOW|_ng 5" SR eI G, B groups, academics & traction in target
(S'IB'::\?A-'I-I'hEIg?éS) SATI SAA 20'16 e ’ civic orgs to grow the markets
’ ’ : brand
very well!

4. Brand SA positioning
(the How) and comms alignment
between IMC, DTI, DFA,
SAT, GCIS, Provinces
and Cities

5. Org. Development —
staff, systems &
processes, intelligence
and internal comms



Revised IMC Strategic Plan 2009/10 — 2011/12

Operating Context: GDP Growth, Job Creation and Social Cohesion
(and in due course the National Vision)

IMC’s PROPOSED
AR To build South Africa’s Nation Brand reputation in

(to be approved)... i b
order to improve SA’s global competitiveness

(the Why)

Vision: SA to be acknowledged as a Top 20 Nation Brand (Anholt) and a

o T B Top 30 nation in the Global Competitive Index (WEF)* by 2020

OBJECTIVES. ..

(the What)

"aﬁyng’(fﬁf'y"lﬁf" 1. Brand Strategy 5. Remuiaifo 3. Brand Intelligence
following 5 “Big Development and Management and Performance
Things” (STRATEGIES) Management Management
very well
(the How) 4. Stakeholder and o
Partner Alignment 5. Organisational
* The IMC does not control the intrinsics that and Integration Development

determine SA’'s WEF ranking, but it contributes
to SA’s ranking through reputation management



STRATEGIC SHIFTS




STRATEGIC SHIFT — Principles 1.

From brand activation (particularly internationally) to
strategic brand consultancy

" From atight (DTI, SA Tourism) to a broader
stakeholder focus (govt depts. private sector and civil
society).

" From informed but largely intuitive to intelligence-based
strategy development and targeting.

" From a functionally based structure to a strongly
resourced structure which reflects a specific
stakeholder focus.




STRATEGIC SHIFT — Principles 2.

" From a values based civil society advertising driven
campaign to a focused 2010 hosting, mobilisation
and leveraging national initiative.

" From advertising driven international marketing to
media management and stakeholder driven
International marketing.

" From a representative and symbolic Board to a
streamlined, functional and agile Board supporte
a broader body of patrons and brand ambassadors.




STRATEGIC SHIFT: International Marketing

Ongoing consumer and opinion leader
targeted advertising

Media management through ad-hoc and
often reactive media engagement
(primarily via Country Managers)

Media management through international
missions and ad-hoc media visits to SA

Ad-hoc marketing via Global South

== Africans acting as brand ambassadors.

Occasional and tactical opinion and
thought leader targeted advertising.

Media management through carefully
orchestrated and considered pro-active
country management through ongoing
media engagement, with messaging co-
ordinated from the centre

Media management through carefully
orchestrated and ongoing media visits
to SA, (including new digital media)

Global South Africans become an
integral part of the global marketing

effort via word of mouth, networking and
I opinion pieces in media.




STRATEGIC SHIFT: Domestic Mobilisation

Inspirational ,but largely generic ,Brand
SA domestic advertising

Values-based, advertising-driven,
citizenship campaign

Ad-hoc media engagement with local
media primarily on a reactive basis

Ad-hoc engagement with key business
and societal decision and opinion
== |eaders.

.

Tactical and opportunistic advertising
where appropriate.

Focused 2010 hosting and
mobilisation campaign facilitating an
enabling environment for the 2010 World
Cup

Orchestrated, pro-active media
management action plan.

Orchestrated and integrated pro-active
civil society and business
engagement programme.




What inhibits the brand?

Govt

2010 as
catalyst

Synergy and
- Gouvt Alignment
: Civil
Business :
Society

Civil

Business Society

www.southafrica.info




Brand South Africa — the virtuous,
Inspirational franchise




Target Markets for Brand South Africa

Whose perceptions need to be influenced?

Foreign Trade Global
Missions missions South
. - _ Africans Youth
Business Civil Society
Representing Working . :
Diaspora Government abroad abroad NGOS Civil Society
Living in SA Living abroad Big Business Trade unions

Media General public

INTERNATIONAL COMMUNITY - —)
(INFLUENCERS)

MEDIA
(Local and International) =1 CIOMERINAISIE _

SA Provincial

SA National
and local

Business International

. DFA DTI
African News

*_ T_rade' - General

DEAT Parliamentary

www.southafrica.info




IMC 2000 - 2011

2009

Domestic Mobilisation Live the Brand

—

International Preparation i Relaunch

_ Intelligence !
Underlying Value Proposition . Intelligence
Principles Positioning . Stakeholder Mgmt
Stakeholder Mgmt . Media Mgmt
Media Mgmt !

e e e = T—— 8 o



New 2010 TV adverts

2010 2010
Africa calling South Africa
Movement

for Good Diski Dance




Brand SA - the journey continued...

Mobilisation

Intelligence

Preparation

2009

Proof
of
Potential

Brand South Africa
“THE NEXT BIG THING"




5 Strategies for 2009 — 2012

1. Brand Strategy Management and Development

2. Reputation Management

3. Brand Intelligence and Performance Management
4. Stakeholder and Partner Alignment and Integration

5. Organisational Development
SOUTH
— AFRICA

— s
-i'\l'-\-:l__ —x

ALIVE W,
POSSigi( 175
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2009 — 2012 Plan Strategy 1

Brand Strategy Development and Management

Projects:

1.Alignment of Brand SA brand key to the Constitution and national objectives
2.Align positioning and visual language of key sub-brands to national brand key
3.Host Annual Brand Summit

4.Co-ordinate an integrated 360 degree 2010 communications plan taking into
account domestic, Africa and global

5.Development of an integrated creative strategy

6.Develop an integrated market prioritisation strategy that addresses which
countries we choose to go to market with

7.Develop a co-ordinated and integrated channel strategy that addresses which
channels we use to go to market

8.Develop a clear post 2010 strategy that addresses the first 3 months, 6 months
. to 3 years after FIFA World Cup 2010

9.New media strategy

www.southafrica.info



2009 — 2012 Plan

Strateqy 2

Reputation Management

Projects:

1.Develop a Reputation Management strategy and roll out plan
2.Develop an integrated, overarching Communications strategy
3.Messaging strategy

4.Integrated Country Management strategy

S.Issues Management strategy

6.Media Management strategy

7.Crisis Management strategy




2009 — 2012 Plan Strateqgy 3

Brand Intelligence and Performance Management

Projects

. Development of the definitive Brand knowledge and intelligence
management system

. Global Segmentation Model
. Development of Brand Equity measures
. Track competitive nations (benchmarking)



2009 — 2012 Plan Strateqy 4

Stakeholder and Partner Alignment and Integration

Projects:

1.Develop a robust Stakeholder Management strategy

2.Stakeholder Management Plan Roll-Out ( utilising Touch Points)
3.Stakeholder marketing collateral development

www.southafrica.info
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2009 — 2012 Plan Strateqy 5

Organisational Development

Activities

1.Realign organisation to facilitate achievement of new mandate and strategy

2.Integration and enhancement of processes and systems — HR, IT, Ops,
Financial

3.Comprehensive HR Strategy
4.Develop a CSI Programme

5.ldentify and acquire additional sources of revenue from the private sector

www.southafrica.info




2009 — 2012 Plan : TARGETS

HISTORY TARGET
OBJECTIVE 2007/8 2008/9 2009/10 | 2010/11 | 2011/12 |2012/13
ANNUAL REPUTATION INDEX RATING
MSA Reputation Index 49,61 44,76 50% 51% | 53% | 55%

ANNUAL NATION-BRAND RANKINGS
Measure 1: Anholt Nation Brand Index 32 37

out of 40 out of 50 35 30 28 26
Obj. 2: ANNUAL COMPETITIVENESS RANKINGS
Measure 2: WEF Global Competitiveness Index 36 44
out of 122 out of 43 42 41 40
131
Obj. 3: CUTTING EDGE ORGANISATION
Measure: To Be Confirmed

(possibly Anholt Corporate Reputation Survey) n/a n/a TBC TBC TBC TBC




2009 — 2012 Plan

Baseline Approved Budget

BUDGET in R'000

2007/8 2008/9
Baseline Allocation

R111096| R139722| R166120| R177340| R147331
as per ENE
Less CRC transferred
s 0 0 R4 589 R4 773 R4 964
Total excluding R111,096| R139722| R161531| R172567| R142,367

CRC




2008 — 2011 Plan
Budget Allocation before Strategic Review

NO.

Strategy

BUDGET in R’000

2008/9 2009/10 2010/11

Investors:

1 |Classical Media, Investment Missions, Research, Global R 57 820 R 25 138 R 63 455
Support, Cluster Positioning and Public Relations
Global Media:

2 |MediaClubSouthAfrica, E-Marketing and Global South R 9981 R 10 779 R 11641
Africans

3 Govgrnmen_t and Corporate SA: Brand Champions and R 3 600 0 0
Public Relations
Domestic Citizens:

4 |Active Citizen, 2010 NCP Conference, Research and R 37712 R 85674 R 60 398
Public Relations
Staff costs R 17 615 R 20729 R 21 973
Admin. Costs R 4 146 R 4 0023 R 4 243
Operational Costs R 8 849 R 15 208 R 10 857
TOTAL R 139 722 R 161 531 R 172 567




2009 — 2012 Plan

Proposed Budget Allocation after Strategic Review

BUDGET in R’000

NO. Strategy 2009/10 2010/11 2011/12
% Rand % Rand % Rand

1 [Brand Strategy Devt and 57% R 91449 62% R 106 687 52% R 73 398
Management

2 |Reputation Management 12% R 19350 12% R 20 124 15% R 20 929

g [Brand Intelligence and 5% R7792 3% R5564 4% R 5 804
Performance Management

4 [Stakeholder and Partner 20 R3000 2% R3120 2% R 3 245
Alignment and Integration

5 |Organisational Dev’t 4% R6700 1% R2000 1% R 1 000
Staff costs 13% R20729 13% R 21973 16% R 23 291
Admin. Costs 2% R4003 2% R4243 3% R 4 497
Operational Costs 5% R 8508 5% R8857 7% R 10 203
TOTAL 100% R 161 531| 100% R 172 567, 100% R 142 367




Allocation Comparison From 2005/6 to 2011

2005/6 2006/7 2007/8 2008/9 2009/10 2010/11
9% R'000 9% R’'000 9% R’000 % R’000 % R’000 % R’000
®o0nl 43| R30000| 48| R40362| 52| RS8275| 48| R67800| 22| R35917| 44|  R75096
Marketing
Domes_tlc 22 R15 429 27 R22150| 25| R27600| 30 R41 312 | 53 R85 674 | 35 R60 398
Marketing
Support 34 R23 833 25 R20913 | 23| R25221 | 22 R30608 | 25 R39940| 21 R37 073
R111
TOTAL R69 262 R83 425 096 R139 722 R161 531 R172 567
MATERIALITY/SIGNIFICANCE LEVELS
2008/9 2009/10 2010/11
As per approved Materiality/Significance Framework - 0.5% of annual budget
R698 610 R807 655 R862 835

www.southafrica.info



Implications

= QOrganisational Structure :
Re-orientate to be stakeholder facing with specialised support services.

= QOrganisational Resources
Redefinition of positions and KPAs.
Recruitment to fill key positions
Country Management

= QOrganisational name
“Brand South Africa” versus “International Marketing Council” ?

= Legal Form
Trust, Section 21, SOE

= Relationship with Executive Authority
Inter-dependence, collaborative.

= Board Composition
Size, membership, EXCO, patrons.

= Source of Funds
GCIS
Private Sector

www.southafrica.info



HAT IS REQUESTED FROM SA'S
LEADERSHIP

residential buy-in to nation branding concept, with the President as
key Brand Champion

A clearly articulated national Vision for South Africa behind which to
rally all SA stakeholders

Brand alignment for global brand power
Participation in the formulation of SA’s value-proposition

Discussions on South Africa’s Brand and Reputation as standing item
on Cabinet’s portfolio committee agendas (e.g. IRPS, Econ, Social etc)

Alignment behind the Brand from all Ministers and Departments

Co-ordination of resources behind the national branding and
reputation management effort

Alignment between SA Nation Brand planning and the work of th
National Planning Commission

Support for the post 2010 SA Nation Brand re-positioning

Acceptance and adoption of the new “look and feel” and brand ..
essence for South Africa

new




What the IMC can do for South Africa

= Mobilise South Africans to live the nation brand and
become brand ambassadors

= Define the positioning high ground for Brand South Africa
= Define the value proposition for Brand South Africa

= Create the platform for SA to be a top 20 nation brand

= Communication Strategy

" Reputation Management

= Collateral Development

= Brand SA Corporate Identity

= Brand designed for global brand positioning
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