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Executive Authority Statement

MS. MORAKANE MOSUPYOE

ver the past decade, the tourism sector has
Ogrown by 25 percent, and accounts for 10
percent of the world’s economic activities as one
of the main generators of employment. Adding
incredible value to South Africa’s economy,
tourism growth is truly one of our nation’s greatest
achievements. In South Africa, 1 in 23 employed
individuals work in the tourism industry. Not only
does the sector generate remarkable rand value, it is
also a platform for growing Small Medium and Micro
Enterprises (SMMEs). Tourism is surely one of the

main powerhouses of our economy.

It is with great pleasure, that I introduce the
2020-2025 Strategic Plan for the Gauteng Tourism
Authority (GTA). This has been developed with
specific attention to the country’s very difficult
economic period and a great deal of social uncertainty.
South Africa as a whole is under pressure to confront
and remedy increasing socio-economic challenges
of unemployment, poverty, and inequality. Some of
the major economic sectors, such as manufacturing,
mining, and agriculture are recording negative
growth, and South Africa’s GDP had declined by
3.2 percent in the first quarter of 2019. Recent
statistics also show that 49.2 percent of adults are
living below the poverty line. The high crime rate,
social and labour revolutions, political instabilities,
xenophobic attacks and the perceptions thereof,
are currently observable in the country’s business
environment.

Nonetheless, Travel and Tourism remains resilient
in its contribution to the South African economy.
In 2018, the sector contributed a remarkable R425
billion to the national Gross Domestic Product
(GDP). It should however be noted that the figures
for international tourist arrivals in South Africa are
not growing at the desired pace.
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During the 2018/19 period, the world average growth
in international tourist arrivals was 6 percent, while
South Africa lagged behind with an overall recorded
average of only

1.8 percent growth in the same period. South Africa’s
low growth rate of the Travel and Tourism sector is
attributed to a number of factors including; fuel
price, safety and security, perception of South Africa
as a destination, costs for Travel and Tourism, and
many related factors. The decline was demonstrable
as we observed a weakening tourist arrival from
South Africa’s key source markets. The Gauteng
province alone recorded an overall 6.6 percent
decline in international tourist arrivals. The majority
of Gauteng’s key source markets recorded negative
growth. Domestic tourism trips in Gauteng have also
decreased year-on-year, recording a decline of 0.2
percent in 2018. It is in this context that the 2020-
2025 GTA Strategy seeks to contribute to changing
the curtains of Gauteng’s tourism and of the economy
respectively. Despite these challenges, we are proud
of the Gauteng City Region (GCR). Gauteng has a lot
of offer - our beautiful cultures and notable tourism
infrastructure make it a destination of diverse and
unique historical and modernised attractions. The
five-year GTA strategy outlines our focus and the
activities which will contribute to ultimately growing
Gauteng’s economy through tourism by building
strong partnerships to support local businesses. We
trust the GTA to take a progressively pro-active role
in attracting and providing world-class Travel and
Tourism services to the growing number of visitors to
the GCR. In the process, we want our communities to
feel the positive impact of Gauteng tourism in their
lives, by taking part in its growth and experiencing
the tangible socio-economic fruits, making Gauteng a
province that ensures high and sustainable quality of
life for all Gautengers.

We look forward to serving our province through job
creation and mobilising the value that can be reaped
from tourism!

MEC of Economic, Environmental, Agriculture, and Rural

Development
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Accounting Officer Statement

MS. NOMUSA MOFAMADI

ollowing the great success achieved in the
Fpast five years, we are happy to present the
2020-2025 GTA Strategic Plan. Much work has
gone into developing this comprehensive plan
and ensuring that the mission, vision, and goals
thereof are clear and measurable in order to work
more effectively, efficiently, and to monitor and
evaluate success. Tourism planning will be the
core responsibility of the Gauteng Department of
Economic Development (GDED), leavs GTA to
focus on tourism development, management, and

marketing.

Our vision and mission have been revisited and the
goals and objectives clarified. GTA has the vision
to position Gauteng as a globally competitive
destination of choice. GTA’s mission is to promote,
develop, coordinate and facilitate sustainable
tourism in the GCR to add economic value to
the province. Key to the new Strategic Plan is the
focus on sustainable tourism growth as informed
by the Sustainable Development Goals (SDGs).
Furthermore, to leverage on the momentum
achieved through the implementation of the
South African Tourism 5-in-5 Strategy — aimed at
increasing number of visitors by 5 million in five
years — GTA will continue to prioritise the goals of
the Gauteng City Region Economic Development
Plan (GCREDP). The objective of the GCREDP is
to engage industry stakeholders on a regular basis
in order to ensure concerted efforts towards sector
development, providing more reliable industry-
specific information; developing further ‘fresh’
initiatives focused on the domestic market; and
promoting GTA to make its presence felt locally,
regionally, and internationally.

We look forward to strengthening our relationships
with all stakeholders and partners. We are optimistic
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that through this, Gauteng can increase and
sustain the number of visitors, while generating
an outstanding value to the Gauteng economy. The
implementation of the 2020-2025 Strategic Plan is
set to compel the industry to position Gauteng as
a global destination for both leisure and business
tourism, generating Rand and employment values,
and contributing to socio-economic development.
Further  strategic collaborations are vital to
achieve this plan, it is crucial to have a clear chain
of activities from the Board and its committees
to support different business units, and the links
between different members of the organisation.
As the Board and GTA, we understand the scale
of the industry’s challenges which we are to face
and address.

Tough as it may look, I urge the Board, its
committees and every member of the organisation
to treat organisational core values as their armour
towards achieving the organisation’s annual
targets. In this way, we will successfully turn
our commitments into rewarding actions for the

tourism industry.

GTA’s Board of Director’s, management, and all
members of staff are working towards ensuring
success and are committed to creating a continuous
environment for transforming and growth the GCR
tourism industry, making Gauteng a destination of
choice for both business and leisure.

May we all stand together and deliver the benefits
that we know our province can reap from travel

and tourism!

GTA Board Chairperson
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Part A: Our Mandate

1. Constitutional Mandate

TA is an implementing agency of the GDED.
GThe GDED approves the mandate and provides
clarity on the roles and responsibilities of GTA.
Organisations operate within the parameters of
certain regulations. The declaration of government
policies is derived from the Constitution of the
country. The Constitution of the Republic of South
Africa (Act No. 108 of 1996) outlines the roles and
responsibilities of national, provincial and local
government, providing the basis on which these are
regulated in all spheres of activities.

2. Legislative and policy mandates

he Authority was established in terms of the

Gauteng Tourism Act, No. 18 of 1998. The said
Act was repealed by Gauteng Tourism Act, No. 10 of
2001 as amended, which then became the enabling
legislation. The amendments are applicable to GTA
policies, procedures and the delegation of powers
to be revised, with the rationale of operational
efficiency and compliance with national legislative
frameworks. The Gauteng Tourism Amendment Act,
No. 3 of 2006, came into effect on 7 June 2006. The
amended Actallowed other GTA policies toberevised,
allowing that a Board of Directors be established as
the accounting Authority. There are several statutes
that play roles in the Authority’s work domain, e.g.
the Public Finance Management Act (No. 1 of 1999,
as amended by No. 29 of 1999), Broad-Based Black
Economic Empowerment Act (No. 53 of 2003), etc.,
and different policy mandates, e.g. the National
Development Plan (NDP), Gauteng City Region
Economic Development Plan (GCREDP), and other
related government strategies, policies and plans.

3. Institutional Policies and
Strategies over the five-year
planning period

GTA will, during the current electoral period,
implement projects in line with the NDP
priorities, and these include: reduction of

unemployment, inclusive growth, establishment
of effective partnerships across society, shapes
South Africa’s foreign policies through diplomatic

and economic implementation of effective tourism
programmes at national, regional and continental
platforms, and becoming central to global economic
competition for tourism market share. In addition,
to aligning GTA’s projects to the NDP priorities,
the projects will be in the context of the following
NDP objectives: More efficient and competitive
infrastructure; develop the tourism industry;
economy and employment. GTA’s 2020 - 2025
Strategic Plan and Annual Performance Plan Financial
Year (FY) 2020/21 are also planned in line with the
2019 - 2024 Medium Term Strategic Framework
(MTSF) priority 1: Economic Transformation and
Job creation, and other priorities declared through
the SDGs, Transformation, Modernisation and Re-
industrialisation (TMR), and Township Economic
Revitalisation (TER).

3.1. Bidding and Gosting Strategy

The Bidding and Hosting Strategy is Gauteng’s
events strategy, aimed at supporting the key
objectives of the Gauteng economic growth and
tourism strategies, which further aim to, amongst
other outcomes, create and sustain jobs, generate
revenue, support transformation by giving business
opportunities of small businesses. Events are a
platform for attracting people to travel and spend
money.

Event attendance expenses include transport,
accommodation, recreation, food and beverages,
shopping, etc. These direct expenses have a direct
impact on other economic sectors such as agricultural,
manufacturing, retail, catering, transport, and other
sectors in the tourism value chain, thus enlarging
the indirect contribution of the tourism sector.
In addition, many events have a strong Corporate
Social Investment (CSI) focus and hence non-
governmental organisations (NGOs) and other social
and environmental initiatives stand to benefit from a
comprehensive events strategy. The objective of the
strategy is to increase tourism volumes, spend, length
of stay, improve geographic spread and seasonality
patterns, and promote transformation.

GTA - Strategic Plan:

3.2. Gauteng Visitor
Information Servises Strategy

he Gauteng Visitor Information Services Strategy

focuses on the operation of visitor services,
taking into consideration the changing market
profile, the increasing impact of the Internet and the
advent of new Information Technology-based forms
of communication used by visitors. The objective of
the strategy is to;

¢  Enhance services for visitors,

* Manage an industry membership and affiliation
system based on a dynamic partnership between
the public and private sectors that will create
excitement, pride and buy-in for Gauteng as
a destination and a comprehensive Visitor
e-Information system including joint databases,
and

* Manage a variety of electronic web-based, mobile
and social media visitor information channels.

The aim of this strategy is to detail the GTA’s strategic
partnerships in the quest to strengthen Gauteng’s
position as the tourism gateway to Southern Africa,
through the provision of exceptional quality visitor
information services (VIS). This is in order to
stimulate longer stays in the province, extended
experience of the region’s tourism products, more
tourism revenues, a high degree of repeat visits
and recommendations to friends and relatives. The
following goals underpin GTA’s vision for VIS and are
in line with the visitor services framework presented
in the document;

e To provide visitor-focused information, i.e.
understand and fulfil customer requirements
through among others, active engagement with
visitors, formal market research, training in
customer handling and sales techniques,

* To be the most comprehensive source of high-
quality, reliable visitor information in Gauteng;

e To deliver visitor information through
easily accessible, relevant and contemporary
distribution mechanisms,

» To operate visitor information services efficiently
and sustainably through ensuring the highest
possible standards of service, enhanced facilities
and well-trained, accredited staff, and

* Toestablish the systems, services and techniques

to ensure that sales of the region’s tourism
products and services are maximised thereby
generating optimum levels of commercial
income.

2020/21- 2024/25

This will enable visitor services to be the integral
part of tourism and destination marketing. Through
this strategy, visitor services will be able to establish
Gauteng tourism database and e-toolkit for visitor
services operations, thus provide actual visitors
and tourism businesses with necessary tourism
information.

3.3. Gauteng Tourism Sector Strategy
(GTSS)

The tourism sector in Gauteng is highly
prioritised within its institutional structure,
elevating Gauteng as a heavy weight in the enabling
sphere for the sector. The Province highlights the
importance of tourism as a private sector-driven
industry, with the governing bodies driving the image
development and success of Gauteng as an economic
and investment-driven destination. Tourism has
the ability to achieve transformation, alongside
enhancing investor confidence, increases national
pride, and serves as an engine of growth, while
generating income for biodiversity conservation
and cultural heritage protection; motivating the
importance of government to prioritise tourism as a
key economic driver for social development.

The GCR aims to Transformation, Modernisation
and Re-Industrialisation of economy, by using
Tourism as one of its core vehicles to drive economic
development. The key to the successful growth of
the tourism sector is to stimulate more investment
into the continuous development of the tourism
sector within the mandate of the constitution and
coordinated destination management between
public and private sector. Currently, the GCR is
home to a quarter of South Africa (SA)’s population
and generates about 35 percent of the country’s
GDP The concentration of national population and
growth makes the GCR pivotal to the Provincial
agenda of TMR.

Gauteng includes the city of Johannesburg - once the
world’s most important centre of gold production
and today SA’s financial capital, and Pretoria - the
country’s administrative capital. The GCR has a
strong foothold and potential to thrust forward the
conducive environment of the tourism sector and
must embrace its key success factors and abilities
to develop this sector into the “New Gold.” This
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4. Relevent Court Rulings

As in 2019/20 and previous years, there were no relevant court rulings that GTA was expected to implement
during FY2020/21.
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Part B: Our Strategic Focus

The GDED has emphasized that the importance of GTA becoming self-sustainable, especially given the
financial constraints facing the province. A joined-up government approach is critical to creating impact

on the triple policy imperatives. Partnerships and collaboration with both public and private sector are

essential for the GTA to achieve success. In light of this, the role of GTA as a self-standing agency from the
GDED has been defined as follows:

I, [Ty TR Ty -
£ -:“n‘h;f*“_“_ T ETA

Furthermore, the goals of GTA are aligned with and will leverage provincial priorities:
e Economy, jobs and infrastructure

e Education, skills revolution and health

e Integrated human settlements and land release

e Safety, social cohesion and food security

* Building a capable, ethical and developmental state
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7.1.2. Gauteng Tourism Performance

Tourism is vulnerable to business context changes in PESTEL conditions, which cause major blows in

the level of tourism activities in the destinations.

In our quest for considering possible challenges that may have influence on programmes that the GTA
will be implementing during the 2020 — 2025 period, a PESTEL and Strengths, Weakness, Opportunities
and Threats (SWOT) analyses were conducted, as result, a number of factors were identified.

According to the SAT Tourism Performance Report (2019), international tourist arrivals and domestic

trips have been decreasing in the past years. The country’s international tourist arrivals grew by 1.8%.
South Africa’s performance on international tourist arrival is summarised below as follows:

TOURISM PERFORMANCE REPORT | JANUARY-DECEMBER 2018

ITERIATIOL .
TOURISTARRVALS 10 5-MILLION

SAT Perf. Report -2019

International tourist arrivals to South Africa reached 10.5 million. This is a growth of 1.8% compared
to the 2017 arrivals. This growth is below the global average of 6% and the slowest recorded in
the past three years. All regions declined apart from North America, Africa and South America.

"0 . 15
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SAT Perf. Report -2019
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General reasons for international tourism arrivals performance included the following:

= Fuel price

*As a general backdrop, the stability of fuel prices tends to translate into
affordable air travel while air connectivity continues to improve in many
destinations facilitating the diversification of source markets

mmm Product promotion

*Holiday tourists were attracted by safari and wildlife experience of the
country

s Safety and Security

eSafety and security pose major barriers to tourism growth

SR ]| and expropriation issue

eLand expropriation without compensation had a negative impact of the
perception of South Africa as a tourist destination. Australia and the
United States are the countries most exposed to this topic

mmmm Perception of South Africa as a destination

*The perception of South Africa as a destination has not worsened but
tourists seem to apply a wait and see approach as likelihood to visit
South Africa in the next 18 months has dropped from 14% to 13%

s Costs for tourism and travel

*As it is becoming more and more expensive for tourists to fly to SA, we
see countries that offer similar experiences to SA benefiting from this
market. For example, tourist arrivals to Kenya from the United Kingdom
(UK) grew by 37% in 2018

General reasons for international tourism arrivals performance for specific source markets included

the following:

mam UK, and Germany

*There was lack of growth from the two key source markets being the
United Kingdom -3.8%, and Germany (-1.7%)

s France

*France decreased by -5.1%.Tourist arrivals from France decreased by 5.1%
in 2018. The -5.1% decline in arrivals in 2018 can be explained by the
increase in airfares of 7% compared to 2017.

eTourist arrivals from France decreased by 5.1% in 2018. The -5.1%
decline in arrivals in 2018 can be explained by the increase in airfares of
7% compared to 2017.

s New Zealand

New Zealand decreased by -11.0% and has been declining for the past 2
years since the reciprocal introduction of visas in 2017. We are now 68%
of where we were in 2016.

s Netherland

*The Netherlands decreased by -8.0%.

eTourist arrivals from the Netherlands decreased by 8% in 2018. The
Dutch market have been deterred from travelling to SA due to negative
perceptions of safety and security following incidents of crime against
tourist in 2017. The airfare from this market increased by 2.6% to an
average of USD 573 in 2018.
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According to Forward keys, the airfares in 2018 increased by 10.5% to an average of USD 660. Lufthansa
and Condor largely kept their prices unchanged, however South African Airways (SAA) increased theirs
by 21.1%. The majority of tourist arrivals were repeat travellers while first-time travellers accounted for
less than 20% of total international arrivals. The share of first-time travellers decreased compared to 2017
while the repeat travellers increased. According to the SAT Tourism Performance report, (2019) provincial
(Gauteng) international tourist arrivals decrease by -6.6%. Gauteng’s performance on international tourist

arrival is summarised below as follows:

TOURISM PERFORMANCE REPORT | JANUARY-DECEMBER 2018

INTERMATIONAL 4
FEN5)) ssuuon X XC 9

GAUTENG
SAT Perf. Report -2019

Total numbeer of international tourist that visited Gauteng decreased by -6% in 2018 to a total of 3.8
million. Despite the decline, Gauteng is still the most visited province by international tourists. Gauteng
lost substantial number of tourist arrivalls from the neighbouring countries - Mozambique, Lesotho and

Zimbabwe, its key source markets.
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SAT Perf. Report -2019

Gauteng’s performance on international tourist arrival per key source markets was as follows:

> @2 © &
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SAT Perf. Report -2019
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SAT Perf. Report -2019

All major reasons for travelling / visiting to Gauteng increased, except Meetings, Incentives, Conferences

and Exhibitions (MICE). Performance per reasons for travel/ visits is as follows:

R HOLDAY WICE- TRADERS SHOPRIHG MEDHCAL RELIGIOH FPORATE
I DELEGATES -PERSDRLAL I L,
ITSK 211 58K a5 25k 9k 13k SER
X Grawth L, 55 +0.9% 26,51 59, 1% 0.2% 18. 1% L 18.3%

SAT Perf. Report -2019

although 2016-2018 saw a decrease in domestic trips, 2019 saw an exciting growth in numbers and
this is attributed to the pressured economy and the resultant impact on domestic travel. The province’s

performance on domestic trips in comparison with other provinces is as follows:

DOMESTIC .
TRIPS @ 19.1-MILLION ~0.2%

SAT Perf. Report -2019

DESTINATION PROVINCE

Limpopo was the most visited province in 2018, with a total of 3.3 million trips. Compared to previous year,

travel to this province has declined by 35.7% in 2018.

KwaZulu Natal (4.6%), Mpumalanga (27.8%), Eastern Cape (41.8), North West (39.0%) and the Northern
Cape (12.3%) were the only provinces thta recorded increases in the number of domestic tourism trips

received in 2018.

Limpopo  Gauteng  KwaZulu | Mpumalanga Eastern North- Free State | Western Northern
Natal Cape West Cape Cape
2016 | 8343000 |4 447000 |4193000 |1658000 2900000 |1296000 |1140000 |2139000 |521000

2017 5125000 |3 451000 |2796000 |2278 000 1638000 |1150000 |754 000 1587000 [393 000

2018 12295200 |3185200 |2923900 |2911 400 2322600 |1598600 |1168000 1288 000 |[441 400

SAT Perf. Report -2019
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General reasons for international tourism arrivals performance included the following: According to the World Travel and Tourism (WTTC), Travel and Tourism contributed R425 billion to the
GDP in 2018, with 1 in 23 employed individuals work in the tourism sector. The tourism contribution

to the South African GDP is summarised as follows:

RA25 billon* 11N 23 Somumm
HIETER

Visiting Family and Relatives travel has seen significant losses which has been the contributer to the dedline in

) e thidtdididi
ihittetifete

Unemployment reached ite highest levels in 2017 ar 27 6% Keeping in mind thar ane income in SA rypleally

SUPPOLTS four to ten people. job losses have & far-reaching effect especially on discretionary lrems Including travel. T-:_dnl_ Teriaal . S T ]
coniribution ponrribution RF Vbn o B,3%
1o GoPF | ta eeplcypmen ol Holial |
R4A25bn i #99 oo n=mifments
2.99%;
Despite decreasing Inflation (5.4% in 2017 compared to 6.3% In 2016). food prices remain high. especially for low- ! s i
e U%x\w.vm: l:u:xlli‘;ds wh'dln is ;hc}:a‘l?ur sl';:c of the Visitng ;um‘;v:'ld ;cllun'ukuurlff:un V2 ik LHract VAR S b
i " " . i ¥ Jung . - - wﬂq | H‘“.m ar
1a GOF 10 B oy 8,29 of 1atal
~ R138.1ba Tas 500 g iar s

ot Tha recosmnia vs Lmed CovobuTe 0 Dusel B8d o i e S8 sooncry
Smare: Weeid Travel & Bmrivn fourci

The other reasons can be attributed to the following:

The negarie i of persanal dispaeatle Income. @ e vl sapenditue Tourism'’s impact on the South African economy

Kay findings from Towdam Safelite Accounl for Soutth Africa, 2076

General reasons for international tourism arrivals performance included the following: — o g T
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7.1.3. Issues Informing the revision of the Strategic Plan - 2020/21 - 2024/25

n 11 March 2020, the World Health Organisation (WHO) reported the outbreak of coronavirus pandemic
Ocauscd by severe acute respiratory syndrome coronavirus 2 (SARS -Vov-2). As of 11 May 2020, more
than 4 million cases of COVID-19 have been reported world-wide, resulting in 284 799 deaths and over 1 507
763 recoveries. South Africa shared 0.25% of these total world cases at that time. The country’s total cases
were 10 652, with 6 091 active, 4 357 recoveries, 204 deaths (National Institute for Communicable disease,
2020). The rate of spread is alarming and is a serious concern to every person occupying private and public
sectors, leading to global socio-economic disruptions, including the cancellation and/or the postponement
of sporting, religious and cultural events. In responding to the pandemic, the South African Cabinet declared
a national state of disaster. The declaration was informed by the terms of the Disaster Management Act 57
of 2020. Through the Disaster Management Act, National Government intended limiting the transmission

of the virus, and thus pronounced protective measures against the coronavirus spread.

The tourism sector is highly influenced by economic factors, including strong exchange rate fluctuation,
oil prove and other commodities amongst other variables, but its operations are implemented through
interactions amongst people. Likewise, social factors including concerns about safety and security could
influence tourist behaviour. These do not omit regulatory factors like deregulation and liberalization
of airlines, VISA system, etc., hence strategic planning approaches advise businesses to investigate the
conditions in which they operate. As given, the tourism sector has been affected and will continue to be
affected by Covid-19 through the imposition of travel bans, limiting of cross-border access points, restrictions
of gatherings, social distancing and other mechanisms introduced to curb the spread of Covid-19. As on the
10th of May 2020, the infection rate was high in the world, taking into considerations major contributors,
e.g., United States, Britain etc. South Africa has demonstrated the increase in the first and the second week
of May 2010. In less than two week (may) the country doubles the digits. South Africa has demonstrated
the increase in the first and the second week of May 2010. In less than two week (may) the country doubles
the digits.

GTA'’s strategies and priorities are in line with those of the NDP. The NDP priorities are aligned to United
Nations’ Sustainable Development Goals (SDGs). The United Nations World Tourism Organization’s
(UNWTO) current priorities are informed by the SDGs. The UNWTO has called on the tourism sector to be
a part of recovery plans from coronavirus. The UNWTO has been working closely with the WHO to ensure
that public health measures are implemented to minimize any unnecessary disruption to travel and trade.
As presented in the graph below, Travel and Tourism outperformed the global economy growth of 2.5% for

the ninth consecutive year (2011-2019).

Global T&T GDP Growth vs. Economy GDP Growth

6,0%
5,0%
4,0%
3,0%
2,0%
1,0%
0,0%

2011 2012 2013 2014 2015 2016 2017 2018 2019

=(lobal Economy GDP growth (%)  e===Global T&T GDP growth (%)
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Over the past five years, one in four new jobs were created by the sector, making Travel and Tourism the
best partner for governments to generate employment. On the 6th of March 2020, UNWTO (April 2020)

has revised its 2020 prospects for international tourism arrivals to a negative growth of 1%to 3%.

The year 2020 presented alot of challenges for the sector, the World Travel and Tourism Council (WTTC)
and Oxford Economics has estimated due to the the Covid-19 global pandemic, 31% of Travel and Tourism
jobs will be lost. This translated into 330 million jobs. 1 in 4 of all new jobs were created by Travel and
Tourism over the last five years. The Sector will also lose $2.7 trillion USD, a 30% drop. Summary of the

performance and forecasting above is presented in the table below:

Travel & Tourism jobs 2019: UNPRECEDENTED PROJECTED
LOSSES FOR 2020

3 3 o MILLION Travel & Tourism jobs:

3 1in10 jobs @ 100.8

in 4 of 3l net new jobs were

created by Trawel & Tourism MI LL'ON

cver the last five years job |

v31%

Travel & Tourism GDP 2019:
Travel & Tourism GDP;

10.3%:: O 27

- $8.9 trillion TRILLION

3.5% Travel & Toursn GOP srowth

oy GDP growth *3 uso
0%

e s by e s o o A

UNTWO asserted that the estimated percentage impact of COVID-19 is based on the latest development
as the global community faces up to an unprecedented social and economic challenge and should be

interpreted with caution in view of the extreme uncertain nature of the current crisis.

The expected fall could translate into a decline in international tourism recipient (export) of between
US$300-450 billion, which is almost one US$1.5 trillion generated in 2019.

Tourism has in the past proven its toughness against situations that have impact of its performance.
The graph below presents the manner in which tourism picked up its numbers after the effects of 2003
SARS, 2009 Global economic crisis and other events with negative impacts. As the graph below presents,

international tourism arrivals, 2000-2019 and scenarios for 2020 could drop 78%.
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According to UNWTO, employment in accommodation d food services is at high risk, more than half workers
1,408 1 are women, the graph below demonstrates workers in sector most at risk.
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The international tourist recipient could drop by US$1 trillion as the graph on tarnation tourism recipient,
2000-2019 and scenarios for 202 (U$ billion) below presents.

African union (AU) study - the Impact of Coronavirus on the African Economy (April 2020) asserted that
COVID 19 could cost Africa $500 billion, damage tourism and aviation sector. Foreign direct investment

(FDI), tourism receipts and payment flows will also suffer substantial declines as the continent tackles the
pandemic. The study modelled two scenarios, each with equal chance of being realized. Under scenario one
(realistic) — the pandemic will be contained within five months, imposing minimal damage; under scenario
1,480 two — the pandemic will last for eight months and countries will be rigorously squeezed.
1,454
' The more optimistic scenario one projection of 2020 GDP growth is -08% while the pessimistic scenario two
1‘ is result in -1.1% growth. The continent’s 2020 GDP growth had been projected at 3.4%, even the optimistic
- scenario is a significant decline of 4.18% while the pessimistic scenario projects a decline of 4.51%. Africa
-3 will lose between 20% and 30% of its fiscal revenue, which was 500 billion in 2019. This forced governments
'll to resort to borrowing to meet the shortfall. Countries who depend on commodities such as Algeria, Angola,
. Cameroon, Gabon, Ghana, Nigeria, and the Republic of the Congo will be most affected.
T 1 2020 Scenarios - The tourism and oil sectors represent 25% of the Africa’s GDPs — of Africa’s top five economies, namely,
2009 T W South Africa, Nigeria, Egypt, Algeria and Morocco. It is predicted that the level of the impact of COVID-19
554 i skl m; ﬁ 1?1:3 g: ﬂ a—— 'lli on these five economies will represent the whole of the African economy. The COVID-19 pandemic threatens
1 Gﬁuﬁm Bl D ",_x 455 11T ul|: m :‘Eﬁ} the South Africa main sources of income that are mining and tourism. SA tourism accounts to 10.47 million
e \E - arrivals in 2018. SA was second following Egypt in tourism receipts (WTTC, 2018) . Africa’s tourism and
ARt T:HT‘;EWM ! 210 aviation sectors are reeling from the impact of COVID-19 with hotels laying off workers and travel agencies
+80 USS biflign bersars and iing f aval restrictons in Juy, shutting down.
«1.4% [real lerms) St and Dec. 2020 respacively
W02 W03 200 2005 2008 2007 2008 2000 M0 011 HM2 MIMHEMW?ME?;EE
Sourr World Toursm Orpandaton: [UWWTO)  jejEcimate juh Soenacio-bored daca

Counting from the realistic scenario, the tourism and travel sectors in Africa could lose at least $50 billion
and 2 million direct and indirect jobs. In South Africa, tourism growth is one of the nation’s greatest

industry will be devastating for many in terms of jobs and business development, especially SMMEs with
shallow pockets.

achievements. 1 in 23 employed individuals work in the tourism industry. The impact of COVID-19 to the
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7.2. Internal Environment

Tourism is always outward looking. Therefore, the following outcome of GTA’s Strength Weaknesses,
Opportunities, and Threats (SWOT) analysis is in the context of both GTA and GCR as a tourism

destination.
7.2.1. SWOT Analysis

qually important to the understanding the environment in which GTA operates, is the grasp of the
Eorganisation’s own strengths and weaknesses from a communication perspective, which in turn relate to
its opportunities and threats. An initial SWOT was developed for GTA, once again based on the information
gathered during the prior research, workshop sessions and stakeholder interviews. GTA management
discussed an initially extensive list of respectively GTA’s strengths, weaknesses, threats and opportunities to
identify and prioritise the top elements that should serve as the SWOT mapping toolset.

Strength

FACTOR DESCRIPTION
i. Gauteng’s socio- Accessibility from Gauteng to other South African destinations and
economic status and | experiences
its position in the Accessibility from Gauteng to other African destinations
country and the 15 million people in a cosmopolitan community
continent Diversity of the province - nature, nightlife, shopping, medical, wildlife,

conference venues, heritage sites

Climate with low seasonal weather fluctuation

Multi-layered cosmopolitan demographic

Destination is geared for facilitating business

ii. Economic Educational institutions pull in domestic and international students
infrastructure IT and data infrastructure
iii. Tourism products Variety of cultural and historical attractions

Busiest international airport and connection hub into South Africa with
more than 40 airlines servicing inbound routes

Beautiful attractions

Versatile offering

Cradle of Humankind
iv. Destination First world tourism facilities — hotels / conference centres / banqueting
marketing and / restaurants

promotion -quality | Home to two Nobel prize winners - heritage

status of tourism Successful track record for hosting major events - sporting, cultural,
products /Services | political and economical

Offering a wide variety of accommodation ranging from five-star hotels

to guesthouses

Strong conference and events offering

v. Partnership Strategic partners for corporation
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Weaknesses

FACTOR DESCRIPTION

Political issues

Lack of a visible champion (institution/person) for tourism in Gauteng

Variety of tourism structures and no clear mandate of each - overlaps and
gaps - province, municipalities, private sector, national

Perceived unstable political environment

Divergent political agendas

Tourism
infrastructure

Poor maintenance of state-owned tourism infrastructure in the Gauteng

regions , visitor sites not maintained, not appealing, poor facilities and
under-utilised

Lack of transformation and community inclusivity in tourism

Lack of child-friendly experiences

Safe public transport not available across the province - flagship offering
Gautrain is limited

High data costs

Prevailing visa issues

Uncertainty over stability of services - electricity supply, water purity

Destination
marketing and
promotion

Insufficient showcasing of experiences

Inadequate communication and brand awareness

Perceptionas an “in and out” short stop destination

Perceptionas a “business only” destination

Inadequate knowledge of attractions and activities on offer

Inadequate exposure of Gauteng as a destination globally

Long-haul destination from main European target audiences

Expensive destination access from long-haul destinations

Lack of awareness of the Gauteng offering in the domestic market

No stakeholder engagement plan for trade

Gauteng’ socio-
economic status

Socio-economic inequalities

Perceived unstable investment environment

Little organic growth in the industry

Over-population due to urbanisation

Xenophobia and influx of immigrants

Weak trade database and/or relationships

Perceptionas a dangerous destination/ fears for personal safety
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Opportunities

FACTOR DESCRIPTION
FACTOR DESCRIPTION

Innovative packaging

Innovative tourism approach

Address niche and sectoral tourism

Unlock Visiting Friends and Relatives (VFR) tourism

Showcase short stop visitors

Market as a one-stop destination including all desirable aspects of a

destination

Effective showcasing of the all-encompassing elements of the
destination

Leverage signature events and generate income for GTA from these
events

Capitalise on the uptake of technology as a marketing platform

Capitalise on the green focus

Understand and meet audience requirements Educate about the value
of tourism as a sector

Destination focused on facilitating economic and business growth

ii.

Tourism
infrastructure,
products and

services

Deployment of tourism infrastructure/systems

Tourism infrastructure development including two international
airports

Range and variety of hospitality options caters for all class of travellers
- backpackers to 6-star

Build variety in the tourism offering

Citizens are travelling less because of economic crunch and spending
more in Gauteng

ii.  Gauteng’ socio- | A region with a positive outlook for future economic growth
economic Vibrant and dynamic democracy at work
status and its | Capitalise on the Gauteng’s status as economic powerhouse of Africa
positionin the | Capitalise on Gauteng as an early adopter province - things startin
country and Gauteng before moving to other parts of the countryand continent
the continent

iv.  GTA’s Staff GTA with the correct competencies in the correct organisational
organizational | structure
capacity
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SWOT Analysis

Threats

THEME FACTOR DESCRIPTION

i. Tourism project | Budgets lacking for upkeep of attractions
planning and
implementation = Lack of coordination between provincial entities
approach and
resources

ii. Destination Negative media propaganda

marketing and . . ..
Increased competition with exciting new market entrants

promotion
Inability for visitors to undertake independent exploratory trips
around the Gauteng
Direct international airlift to Cape Town
iii. Tourism Airlift taxed out of the market - direct African airlift to other
Infrastructure African destinations — not via Gauteng — other gateways

SANRAL and e-Toll perceptions

Destinations with a slightly less developed infrastructure might
be perceived as more “desirable” due to leisure options (beach)

iv. Gauteng’ socio- | Province and country’s political and social stability questionable
economic and at times

olitical status . . :
P Real and perceived issues around crime and personal safety

Eroding perception of South Africa as an affordable long-haul
destination

Strong positioning of other long-haul city region or province
destinations competing with Gauteng’s traditional strengths

Destination being “pigeon-holed” as a stop-over destination only
Consumer confidence and economy in decline
Cost of domestic travel increasing and prohibitive

Influx of unskilled labour, vagrancy and uncontrolled
urbanisation

Child trafficking

COVID-19 experiences and challenges add to the outcome of the SWOT analysis above. As asserted in the
situational analysis, COVID-19 has a significantly negative impact on the tourism sector at large. It is one
of the first sectors impacted by this pandemic and it will most likely be the last to recover. SAT has drafted
tourism sector recovery plan, which provides three scenarios being considered. The best-case scenario is
that domestic tourism will commence in September 2020 and international tourism in December 2020, and
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the worst case with domestic tourism in May 2020 and international tourism after 2021. The draft tourism
recovery strategy focuses on re-igniting demand, rejuvenating supply and building enabling capability.
Equally, the pandemic presents the need to redefine our tourism model for the next few years.

7.2.2. Focus Areas and Articulated Themes

ach strength and weakness were scored (the highest score being 5) horizontally against every opportunity

E and threat — the strengths and weaknesses that respectively scored the highest determined the key focus

area. Note that a percentage was also allocated to each focus area, which indicates the areas in relation to

one another and allows the GTA to determine the order of its attention to the respective areas. Based on the

SWOT, mapped the outcomes information as follows to determine four key focus areas on which the GTA

focus and approach will be based:

* Proactive Focus Area - Use Gauteng’s easy accessibility to African and other South African destinations
to grow and capitalise on technology as a marketing tool.

* Reactive Focus Area - Use the diversity and strength of the Gauteng Tourism products to influence
travellers that Gauteng is a must visit destination.

*  Vulnerable Focus Area - Mitigate the significant vulnerability that exists due to the lack of knowledge
about the attractions and activities on offer that can compound the perceived opinions of the destination
and the choice of travellers to visit other destinations.

* Temptation Focus Area - Guard against the fact that the lack of sufficient trade networking and
partnerships can derail the opportunity to showcase and package Gauteng tourism products in innovative
ways. The GTA identified the following inward (and outward) short-term priorities that will capacitate
and channel the organisational towards achieving its long-term priorities

Identified | short-term priorities
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As demonstrated by the short-term priorities above, the GTA is set to capacitate itself toward realising
its visons. The Authority is compliant with the BBB-EE Act. The Authority’s compliance with the act
accompanied by its achievement on the BBB-EE targets which is above 80%.

It should be noted that the GTA relies on funds from the GDED to implement its mandate. As provided in
section 9 of this APP, Programme Resource Consideration, these funds are used for funding core programmes
and staff remuneration. In expanding it resource consideration, the GTA implements its core programmes
with strategic partners in the tourism industry. These enable the Authority to maximise its performance.

As provided in section 4 above, the GTA’s strategic directives were revised to accommodate tourism
management and development programmes, which were previously implemented by the GDED. The GTA will
have full control of implementing Destination Marketing, Management and taking into consideration some
Destination Management and Development activities were implemented by the GDED. This will capacitate
the GTA in implementing its projects, because the interdependencies between management, development
and marketing portfolios will be managed by a single entity, which is the GTA.

The GTA compose of 60 Staff members, of the 66% are women, 36% are youth and 1% are people with
disabilities. The GTA will implementing its mandate through the three programmes, namely, Destination
Marketing and Management, Conference, Events and Business Tourism; and Tourism Development and

Services.

GTA’s mission statement states that the Authority’s vision will be realised by promoting, developing,
coordinating and facilitating of tourism. The following key delivery channels of the total tourism offering is
used to articulate the mission state’s programmes:

tourism
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GTA is at an advanced stage of reworking its operations and strategies to ensure greater impact once the

tourism sector re-opens for business after COVID-19. GTA is currently revisiting and re-aligning its mission

to support the recovery of the tourism sector. The draft tourism sector recovery plan focuses on:

*  Re-igniting demand which includes responding to changes in consumer preference; understanding “time
to travel” constraints; reprioritizing marketing investment; and targeted and measurable communication.

* Rejuvenating tourism supply that focuses on aligning the visitor experience and product development;
driving diversification and inclusion; and expanding air access and mobility; and

* Building enabling capability that includes implementing a “future tourism” institutional model;
strengthening industry collaboration; and accelerating legal and regulatory enhancements.

In line with the above, GTA has initiated the following projects, which are at an advanced stage:

* The revised Integrated Destination Gauteng Marketing and Branding Strategy will go a long way in
ensuring that destination Gauteng recovers more quickly than other destinations in the country. The
timing of this strategy review process stands GTA and destination Gauteng in good stead to achieve
recovery at a faster pace. The revised strategy will be completed by mid-May 2020.

* The focus in the immediate term will be the domestic market. Critical for domestic tourism growth
is the re-establishment of confidence levels amongst South Africans, in the first instance. There is the
possibility that tourists will travel less but for longer periods. Thus, we must keep the destination
competitive and work together with a common purpose as industry in an effort to keep prices competitive
and design packages that will attract consumers post-lockdown. This places a greater emphasis on GTA’s
trade and leisure programmes, which play a key role in engaging with tourism trade to develop, offer
and promote competitive business and leisure packages for the domestic traveller in order to boost local
sales to the domestic market.

e There is a naturally symbiotic relationship between aviation and tourism. The domestic tourism sector
will lead the way in recovery. Markets will be different; thus, when business starts to recover, there will
be a lead in by domestic markets. Our province’s efforts regarding air access will literally start afresh and
must therefore suit our recovery strategy as destination Gauteng.

The Gauteng Marketing Investment Framework, due for completion in June 2020, will direct Gauteng’s
regional and international marketing efforts. It will play a significant role in redirecting the Province’s
marketing campaigns in a more aggressive manner. This framework will assist destination Gauteng to reset,
re-invent and re-adjust for our source markets. Through this process, we will be in a position to re-build

consumer confidence in positioning Gauteng as a safe and healthy destination.

The Gauteng Tourism Institutional Framework will assist the tourism sector in Gauteng to plan and operate
as one and will assist in identifying key activities required for re-inventing destination Gauteng and building

new partnerships for tourism recovery in the province.

Key to our recovery plans, will be a focus on working as Africa. This means working as the Africa collective
and not as independent African countries, to present the posture of the “African experience” which must be fit
for purpose. Regional tourism will thus be leveraged to rebuild the tourism economy in destination Gauteng.
In this regard, GTA will focus on re-establishing intra-Africa alliances and ensure that the institutional

infrastructure to support this focus area is more inclusive and sustainable.

The revision of the Gauteng Events Strategy seeks to elevate destination Gauteng in the international bidding
and hosting space. Through this process, Gauteng will deploy a more comprehensive approach to researching
and identifying bids that will assist with a greater yield in terms of the destination’s recovery but also

showcase destination Gauteng as a world-class top of mind events destination.
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8. Measuring Impact and Outcomes

IMPACT An inclusive and sustainable economic growth that
stimulates jobs within the Gauteng City Region

Outcome Outcome Indicator Baseline 5 YEAR TARGET
2020/21 2021/22 2022 - 2025

Growing Increased international |3 762 942 0 110 000 220,000 / year
the Visitor tourist arrivals into growth
Economy Gauteng

Increased domestic 3538 508 5000 30000 60 000/ year

tourist trips into growth

Gauteng
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Outcome: Growing the Visitor economy

Risks

Risk Mitigation

Inability to effectively deliver on
the mandate of the GTA

Engage with the Shareholder on the critical strategic changes of the mandate institutional
relations, overlaps and gaps - province, municipalities, private sector, national

Sustainability / Going Concern
Risk

Implementation of the tourism recovery plan to ensure continuity of the sector post Covid 19
Brand positioning;

Marketing and promotions content to be geared towards encouraging increased visitation;
Public and stakeholder pronouncement and statements highlights the importance and value of
tourism to both the economy and local development;

Develop a revenue generating model business case.

Implementation of Destination Gauteng Integrated Brand Communication & Marketing Strategy.
Ensure adoption and implementation of the Gauteng Tourism Business Case.

Ensure implementation of the Stakeholder Communication and Management Programme.

Inadequate knowledge
management for strategic
decision making and choices

Develop anintegrated information knowledge management system.
Develop tourism and incentive packages.
Implement high quality information dissemination mechanism.

Implement interactive digital tools

Reputational Risk

Implement the Stakeholder Management Strategy.
Implementjoint marketing initiatives in conjunction with the private sector.
Implementation of the Gauteng Tourism Act provisions

Implementation of the 5-year Strategic Plan and the Gauteng Tourism Business Case

Lack of integrated
organisational projects

implementation

Develop creative ways of implementing more projects with limited resources.
Develop Project based systems for implementation.
Align the budgeting process with the strategic objectives;

Develop anintegrated performance reporting system to enforce accountability

Lack of clear competitive
offering by Gauteng

Develop innovative and proactive ways of identifying potential business events/opportunities to
purstue.

Implementation of the Gauteng events strategy to position Gauteng as premier destination of
choice

Limited focus on the value of
tourism

Implementation of the Brand Communications Strategy and Action Plans

Sub-optimal exploitation of
value chain tourism
opportunities

Improved quality assurance and accreditation of new SMME entrants into the tourism value chain

Improved tourism development (supply) activities and programs

Lack of effective partnership
with role players in the tourism
sector

Develop reliable tourism products and services database

Audit of tourism products and amenities
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