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Presentation Notes
Opening Remarks



Thank committee for opportunity to present the 2010-13 strategy



Introduce the presentation team (if different people presenting)

  -  

  -  

  -  

  -  



Outline of the presentation:



Introduction to new IMC Board

Response to P.Comm questions from 2009

Brief reference to 2008/9 Annual Report (not presented in 2009)

Highlights of current year (2009/10)

Strategic Plan 2010-13

Q&A
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ORDER OF PRESENTATION

= Board and Strategic Direction
" Programme of Action

= Budget

" Q&A
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®
The new IMC Board — 1 November 2009 *.

= Chairman: Ms Anitha Soni
= Deputy Chair: Dr Judy Dlamini

" Plus 23 additional members:

Ajay Gupta; Alan Winde; Ayanda Ntsaluba; Brenda Madumise;
Chichi Maponya; Danny Jordaan; Esa Yacoob; Happy Ntshingila;
Victoria Moloi; Lefty Mogorosi; Lucas Radebe; Mathipe Moganed;;
Neela Hoosain; Sandile Zungu; Sydney Kunene; Thabo Mhlongo;
Themba Maseko; Tshediso Matona; Kenosi Meruti; Vusi Mvelase;
Wayne Morris; Welcome Msomi; Zizi Kodwa

Includes Provincial representation

= Board Committees:

Exco, Audit, HR/Remco, Marketing, Provinces, (Governance)

" Secretariat: Provided by IMC (Naadia Davis) W
-


Presenter
Presentation Notes
Following a Ministerial review of the IMC in early 2009, the IMC’s executive authority embarked upon a process to revitalise the Board.  The previous Board resigned on 31 October 2009, and the new Board assumed office from 1 November.



Exco consists of the Chair, Deputy Chair, Chair of each sub-committee, the CEO of GCIS and the CEO of IMC



Audit Committee – 3 board members, and 3 members who are not Board members - one from GCIS (our shareholder) and 2 independent (Libby Lloyd – ex MDDA and interim SABC board, and Matsotso Vuso – Chartered Accountant).  AC meetings also attended by internal audit and the Auditor General, as well as CEO, COO and CFO



Board may set up special ad hoc task-teams to work on projects from time to time, drawing in specific expertise as necessary.



It needs to be noted that the new Board has assumed its duties in an evolving governance environment as defined by the new Companies Act and King III, both of which mean an exceptionally high amount of personal responsibility.  


S
IMC Mandate derived from National Mandate

National Priorities:
GDP Growth, Job Creation, Poverty Alleviation,
Social Cohesion, National Vision for SA

IMC Mandate:

To build South Africa’s Nation Brand reputation in order
to improve SA’s global competitiveness

Vision: SA to be acknowledged as
a Top 20 Nation Brand and a
Top 30 nation in the Global Competitive Index by 2020



Presenter
Presentation Notes
The IMC exists to support the country’s priorities.



The IMC’s unique contribution is to facilitate the creation of an environment in which investment, trade and tourism can flourish – thereby contributing to growth, job creation, poverty alleviation, social cohesion etc



The IMC achieves this by managing the country’s reputation through influencing the narrative about SA – through the media, thought leaders activations (through stakeholders),  and leveraging events



Remind about shift from mainly direct activation previously, to McKinsey meets MacDonalds idea



The IMC has ambitious global targets for a relatively small, emerging economy, even if we are now recognised as a G20 player.




IMC Strategic Plan 2010/11 —2012/13

Operating Context:
GDP Growth, Job Creation, Social Cohesion, MTSF, National Vision for SA

U To build South Africa’s Nation Brand reputation in order to improve
5“,-.4‘,% , iy
SA’s global competitiveness

Vision: SA to be acknowledged as a Top 20 Nation Brand (Anholt) and a
Top 30 nation in the Global Competitive Index (WEF)* by 2020

I 4 OBJECTIVES I



Presenter
Presentation Notes
This is fundamentally the same as in the last plan (2009-11)



However, note new objective (#4) and refer to this being reflected in a new strategy (#6) to be revealed later



This objective is intended to, amongst other things, facilitate a development in the IMC’s business model to incorporate other funding sources (eg royalties, corporate contributions, etc)


~ 6 Strategies for 2010 — 2013
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Content Delivery

Operations / Support


Presenter
Presentation Notes
Detail contained in the document – not going to present it here.

Note introduction of new strategy No. 6 – Financial Management and Control to talk to Obj. No. 4



The 2 strategies on the left (1&3) are to do with developing CONTENT (themes, messaging) 



The 2 on the right (2&4) is about DELIVERY of the content/messaging to market



The bottom 2 are the organisation’s enablers.
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Presentation Notes
Describe the dynamics and interaction
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Presentation Notes
You will remember this slide from last year … its here to show you the diverse range of groups with which Brand SA interacts, and which impact on the brand.



The next slide gives a feeling for how this gets put in practice…


IMC TARGET MARKETS

| Presence (In circles)

And Physica


Presenter
Presentation Notes
Refer to page 9 of 20 in the stratplan



TARGET MARKETS



Stakeholder Driven

South-South Axis of Potential

Africa

Future Direction  Segmentation Model



These are the countries are which we activate in directly, but we reach many more countries indirectly – for example through global media that is not country specific.





IMC PHYSICAL PRESENCE



Head office in SA – 20 staff but growing (25 by end of 2010)



2 Country Offices 

– Washington (1 person)

 London (2 people)



Used to have an office in India, but CM resigned in Dec 2008
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. Grow / Maintain/
Watch Pioneer Invest Defend
Asia: South Korea China, India Japan
UK,
Europe: Russia Germany,
France
Middle East: UAE
Americas: Argentina Brazil USA
Nigeria;
Africa: DRC Angola Egypt;
SADC







1. Brand Strategy Development & Management
e Alignment
 Moblilisation

2. Reputation Management
« Media & Issues Management

3. Brand Intelligence
 Knowledge Management System

4. Stakeholder & Partner Alignment and Integration
 Leveraging Events

KEY PROGRAMMES
For 2010 and beyond
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Presentation Notes
These are priorities identified for the medium-term planning period



They informed the Projects that are in the strategic plan, which in turn form the basis of the details activities in the business and operational plans.  



Let’s bring these back to the objectives of the strategic plan … (next slide)


- -

DOMESTIC Mobilisation >
NTERNATO> Preparation >

Intelligence Value Proposition Intelligence
Positioning Stakeholder Mngt
Stakeholder Management Media Management
Media Mngt

UNDERLYING
PRINCIPLES
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Presentation Notes
Plan has two distinct but related phases (as per introduction):



Pre-World Cup marketing and mobilisation (preparation)

Post-World Cup (springboard to the future)

Brand SA Repositioning

The Idea

Stakeholder Amplification

Substance of the Idea



Pre-section is from April – July, just 4 months of the total period.



The balance of the period, over 2 ½ years, focuses on making the most out of the exposure which the world cup provided us



This entails relaunch SA’s brand positioning and value proposition, and building this into marketing efforts across all platforms and through all stakeholders


Mobilisation

Brand South Africa

“THE NEXT BIG THING”

Intelligence (within Vision 2025)

(Fresh ideas for a
better world)

Preparation

2009 2010 2011 10k


http://images.google.co.za/imgres?imgurl=http://blogs.smh.com.au/sport/WC2010_logo.jpg&imgrefurl=http://blogs.smh.com.au/sport/archives/2009/11/&usg=__6vWSIndCIMjqlCgzhu_Q8ITH0Zk=&h=400&w=349&sz=52&hl=en&start=3&itbs=1&tbnid=c_ae9bo0mP_OyM:&tbnh=124&tbnw=108&prev=/images%3Fq%3D2010%2BWorld%2BCup%26hl%3Den%26safe%3Doff%26rlz%3D1T4ADRA_enZA332ZA334%26tbs%3Disch:1
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Presentation Notes


Global Dynamics – shift in global power…towards emerging economies – tectonic plate shift



Questioning of Sustainability – redefining capitalism 2.0



Davos link – “rethink ,redesign, rebuild “




B

What Is wrong with this picture?


Presenter
Presentation Notes
There are over 70 logos currently representing South Africa on the global stage.



Creates dilution of the message and hinders SA marketing efforts and brand awareness.


()
1. Brand Strategy Develo
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Tagline Appears Here
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Presenter
Presentation Notes
Perhaps the most important achievement of the year is the brand alignment and architecture project which is best summed up as “one nation – one logo”.



A key milestone is Cabinet approval in November 2009 for a single logo for South Africa.  



Explain significance, recap reasons, talk literal and symbolic importance)



Will be rolled out to all stakeholders at a national, provincial, municipal and city level during 2010.  Note engagement and training dimensions to ensure commitment and compliance




@ agement
1. Brand Strategy Development and Managd

* Mobilisation — Global, Africa, Domestic (SAT, DTI, DIRCO)

rootbhall
FRIDAYS.
~ Use of Build Excitement.
National Symbols Rally the nation behind
to build unity and promote Football

social cohesion

INITICN
e 2000 FIEA Word SHE


Presenter
Presentation Notes
Perhaps the most significant event has been a 12 month focus on mobilising the nation to deliver the world’s first “full colour” World Cup.  

These activities will continue through to 12 July, where the energy and enthusiasm will be put behind the new positioning campaign.



FOCUS SHIFTS TO SOCIAL COHESION AND SOUTH AFRICANNESS.  USING THE GAINS MADE AT THE WORLD CUP TO ROLL OUT THE NEW SA BRAND POSITIONING AND IN SO DOING UNIFY THE NATION BEHIND IT



The two driving activations are Football Friday and Fly the Flag, both of which are intended to focus behaviour on “moments of truth” (explain).



Fly the Flag

 Campaign focusing on national symbols (flag and national anthem) to build national unity and contribute to social cohesion.

 Note companies that have done cool FtF stuff – e.g. Hyundai, Mini, Telkom (about to wrap all their towers and buildings with the flag) etc



Football Fridays

 Using football Fridays (casual day) as a catalyst to build excitement and behaviours that we want South Africans to show- building readiness and a South Africanness

 Note some of the biggies who have adopted this – ABSA, Presidency, NHLS, etc…….



Moments of Truth

 Targeted at the points of interaction with visitors for 2010   i.e transport, hotels, airports, banks, retailers etc.



http://www.mediaclubsouthafrica.co.za/images/stories/football_fridays/low/ff22_lowres.jpg



Presenter
Presentation Notes
… and one of the key ways to get the country mobilised is to take the World Cup fever to them.



Introduce People’s Bus… objectives, logistics, timing, sponsor (M.A.N.)




egy Development and Managem

1. Brand Strat
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Presentation Notes
Traditional media has played a continually important role with three distinct drivers:



Africa’s Call – flighted across Africa to unite the continent behind the WC



SA United – a call to all SAfn’s to do their bit towards making the WC a success – also to instill pride



Diski dance – collaborated with SA Tourism and included their diski dance idea into our ads, to increase traction



If equipment allows:

PLAY AFRICA and SA adverts

http://www.brandsouthafrica.com/index.php/press-room/3-news/242-video-vuvuzela-africas-call.html
http://www.brandsouthafrica.com/index.php/press-room/3-news/243-video-team-south-africas-champions.html
http://www.brandsouthafrica.com/index.php/marketing-materials/255-diski-dance.html

MEDIA AGENDA

Plus ISSUES and CrisIS Management i


http://images.google.co.za/imgres?imgurl=http://talkinstuff.files.wordpress.com/2009/05/television.jpg&imgrefurl=http://talkinstuff.wordpress.com/2009/05/16/will-traditional-television-go-by-the-wayside/&usg=__-s5i3fbMfJiARZ_LpWU2sexYQWg=&h=443&w=500&sz=19&hl=en&start=1&itbs=1&tbnid=1_bGyQUZy2PeRM:&tbnh=115&tbnw=130&prev=/images%3Fq%3Dtelevision%26hl%3Den%26gbv%3D2%26tbs%3Disch:1

4. Brand Intelligence and
Performance Management

BRAND KNOWLEDGE MANAGEMENT

IMC PERFORMANCE MEASURES Centralised
knowledge bank
Reputation Index Nation-Brand Ranking WEF-GCI Ranking

Rating (Anholt) Target Actual

Target  Actual Target Actual 2007: - 36
2007: - 49 2007: - 32/40 2008: - 44
2008: - 44 2008: - 37 /50 2009: 44 45
2009: 50 50 2009: 35 35/50 2010: 42
2010: 55 >50 2010: 30 2011: 41
2011: 57 2011: 28

PULSE OF THE NATION WORLD’S VIEW OF SA
Internal / Domestic Research External perceptions of South Africa

PRIDE & PATRIOTISM COMMITMENT TO SA BRAND TRACKER XXX
Target Actual Target Actual Target Actual
2007: X Xx% Target Actual 2007: X xx% 2007: X Xx%
2008: X XX% 2007: X XX% 2008: X XX% 2008: X XX%
20009: X XX% 2008: X XX% 20009: X XX% 2009: X XX%
2010: X XX% 2009: X XX% 2010: X XX% 2010: X Xx%
2011: X XX% 2010: X XX% 2011: X XX% 2011: X XX%
L2011 X Xx%

OTHER IMPORTANT INDICES :

IME Doing IMD World WEFE Tl Corruption UN Human Dev'’t
Business Compet. Travel/Touris Percep Target
Target Actual Target Actual m Target Actual
2007: - XX 2007: - XX Target Actual Actual 2007: - XX
2008: 2008: 2007: - xx 2007: - xx 2008:
gg‘l’gf 2009: 2008: 2008: 2009:
2011; 2010: 20009: 2009: 2010:
2011: 2010: 2010: 2011:
- 2011 2011:




4./Slakeholder & Partner

Alignment & Integration |_ EVE RAG | NG EVENTS

50 Days to FIFA COMESA

World Cup (20 Apr) (EE_%%’/ER)

4 weeks to FIFA WEF Africa Tourism Shanghai
World Cup (Tanzania) Indaba Expo
(14 May) (5-7 May) (8-11May) (May — Oct)
FIFA World Global Forum /
Cup Africa Dialogue
(11 Jun — 11 Jul) (26-28 Jun)
Contrib. to World Journalism FIFA World

Vision 2025 Conference in SA Cup
(Ongoing) (5-7 Jul) (11 Jun — 11 Jul)

BRAND SA
Relaunch - Local
(August)
BRAND SA

Relaunch - Global
(Shanghai - Sept)

Phase 1

Jun

WEE Davos Local Govt Economist Dev.

(Jan) Elections Mkt Conference
(Mar) (Mar 2011)
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Presentation Notes
Major Milestones for Brand SA in the next 12 months …



The events post the World Cup will be leveraged for the repositioning campaign


1. Advisory role

2. Leverages from Provincial participation

3. Inform programme development

4. Inform and support activation

5. Provincial partnerships to support the delivery of the IMC’s mandate

6. Leverage key Provincial events

COMMITTEE (ProvCo)

ROLE OF IMC PROVINCE
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Presentation Notes
Refer to domestic vs international split

Lead to next slide to demonstrate shifting emphasis







 


S
Allocations

Org Devt

Rand % Rand Rand %
2010/11 2011/12 2012/13
Brand Strategy Devt & Management R 59,455,149 35%| R 44,316,272 329 R 51,200,037 34%
Reputation Management R 24,178,149 14% R 23,673,950 17% R 24,035,210 16%
Intelligence R 9,984,110 6% R 6,374,371 5% R 6,713,346] 5%
Stakeholder Alignment & Integration R 37,323,071 22% R 26,623,071 19% R 25,048,071 17%
Organisational Development R 3,400,000 2% R 1,550,000 1% R 1,250,000 1%
Financial Mgmt (including staff costs) R 35,772,521 21% R 37,551,336 27% R 40,532,336 27%
R 170,113,000 100% R 140,089,000 100%| R 148,779,000 100%
2010/11
2012/13
2011/12
Fin. Mgmt
21%
Brand Dewt Brand Devt
35% 34%

2%

5H
Integration
23%
Rep Mgmt
14%

Intell
2%

Org Devt

Integratio

n
23%

Org Devt

1%

SH
Integration

23% Rep Mgmt

8%

14%


Presenter
Presentation Notes
The budget for 2010 reflects the importance of the year with a once-off increase to R17m.  2009/10 was R161m in the lead up, and thereafter the budget reduces again.



Explain that Fin Mgmt is a new strategy, which now incorporates all overhheads, including personnel costs.  This used to fall under Org Dev in prior years.






=
Target 2012

WERLD
ECONOMIC

H,ANV\/\ apor FORUM
Nation e -
MEDIATEN® o EBrand ‘ ]

Bt Lo Logon Hew Yok Ortro Pt 2 Petindery Widhosk 2w

2009 Actual (Target) 50 (50) 45 (44)
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Presentation Notes
These are the IMC’s key performance metrics and relate to the specific objectives in the strategic plan

Performance = government imperative – refer SONA emphasis on Accountability and Year of Action






1. Support Mobilisation efforts

. Encourage alignment of all stakeholders
nehind Brand SA

ntegrate Brand compliance within
Performance Monitoring and Evaluation
criteria for Government and Public entities

. Champion the Nation Brand
1. Football Fridays
2. Fly the Flag



Presenter
Presentation Notes
What do we need from today (other than acceptance of the stratplan)?



Run through the list



Introduce the Brand Ambassador Kit (shirt in box, letter, ideas, CD, etc



Hand out to members






RINGBOARD

DELIVER

= —

LOOKING FORWARD
THE FUTURE

2010: SPR\NGBOARD TO


Presenter
Presentation Notes
Outline of action steps for the next three years capitalising on the 2010 FIFA World Cup using it as a springboard for the future positioning.



Elaborate on each of the 3 phases… NB: Use Ke Nako ( it’s time) as part of the Build/prepare and Deliver



Importance of the 2010 Springboard…use the DEFINING MOMENT to deliver the ultimate legacy – greater Global competitiveness for SA and greater confidence in AFRICA


Q&A
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