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Gauteng

South Africa

T: +27 11 895 3000
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Company Secretary: 

Amritha Mahendranath

SOUTH AFRICAN TOURISM’S  
GENERAL INFORMATION 
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Activity – process or action that uses a range of inputs 
to produce the desired outputs, and, ultimately, outcomes. 
In essence, activities describe “what we do”.

Annual Performance Plan – an approved plan that sets 
out what South African Tourism intends on doing in the 
forthcoming financial year and during the Medium-Term 
Expenditure Framework – to implement its Strategic Plan.

Annual Report – a report that provides information on the 
performance of South African Tourism in the period under 
review, for the purposes of oversight.

Audit – an examination of records or financial accounts 
to check their accuracy and conformity with norms and 
criteria set out in advance. An internal audit is an assessment 
of internal controls undertaken by a unit reporting 
to management, while an external audit is conducted 
by an independent organisation.

Deputy Minister – the Deputy Minister of Tourism.

Impact – positive and negative, primary and secondary, 
long-term and short-term effects produced by a development 
intervention, or the results of achieving specific outcomes 
such as reducing poverty and creating jobs.

Key Performance Indicator – a variable that allows the 
verification of changes or shows results relative to what 
was planned.

Minister – the Minister of Tourism (Executive Authority).

Outcome – the medium-term results for specific beneficiaries 
that are the consequence of achieving specific outputs. 
Outcomes should relate clearly to an institution’s strategic 
goals and objectives, which are set out in its plans. Outcomes 
are “what we wish to achieve”.

Performance – the degree to which a development 
intervention operates according to specified criteria, standards 
or guidelines – or achieves results in accordance with stated 
goals or plans.

Performance Information – a generic term for non-financial 
information about government services and activities.  
In addition, “performance indicator” and “performance 
measure” are sometimes used interchangeably. The policy 
will use the term “performance indicator”.

Performance Standards – the minimum acceptable level 
of performance that is generally expected.

South African Tourism Board – the South African Tourism 
Board as defined in the Tourism Act (Act No. 3 of 2014), which 
is the destination-marketing organisation of the South African 
Tourism Board. 

South African Tourism – the destination-marketing 
organisation of the South African Tourism Board. 

South African Tourism Board (used interchangeably with 
Accounting Authority and Board) – statutory body appointed 
by the Minister in terms of the Tourism Act (Act No. 3 
of 2014) that has the fiduciary responsibility over South 
African Tourism.

STAFF CATEGORIES:

 »  Senior Management – managers on Paterson grading 
levels E5 and F

 »  Middle Management – managers on Paterson grading 
levels D3 - E

 »  Junior Management – managers on Paterson grading 
levels D1 and D2

 »  General Staff – staff members on Paterson grading levels 
A1 - C5

Strategic Objective – states clearly what South African 
Tourism intends to do (or produce) in order to achieve its 
strategic goals.

Strategic Outcome – Orientated Goals – areas 
of organisational performance that are critical to the 
achievement of South African Tourism’s strategic objectives.

Strategic Plan – a plan that sets out South African Tourism’s 
priorities, programmes and project plans for a five-year 
period, as approved by the Board and the Minister of Tourism, 
and within the scope of available resources.

Target – an expected level of performance or improvement 
required in the future.

Tourism Revenue – the amount spent directly in South 
Africa by all foreign visitors and domestic travellers excluding 
amounts spent on capital goods.

Tourism Act – the Tourism Act (Act No. 3 of 2014).

LIST OF DEFINITIONS 
AND ACRONYMS

DEFINITIONS
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ACRONYMS

AGSA  – Auditor General of South Africa 

APP  – Annual Performance Plan

BRICS  – Brazil, Russia, India, China and South Africa

CCBO  – Chief Convention Bureau Officer

CEO  – Chief Executive Officer

CFO  – Chief Financial Officer

CMO  – Chief Marketing Officer

COO  – Chief Operating Officer

CPI  – Consumer Price Index

CQAO  – Chief Quality Assurance Officer

DG  –  Director General of the National 

Department of Tourism

DIRCO  –  Department of International Relations 

and Co-operation

DMC  – Destination Management Companies

DPME  –  Department of Performance,  

Monitoring and Evaluation

DTGS  – Domestic Tourism Growth Strategy

EXCO  –  Executive Management Committee 

of South African Tourism

GDP  – Gross Domestic Product

JMA  – Joint Marketing Agreement

MICE  – Meetings, Incentives, Conventions and Events

MRRSAT  –  Ministerial Review Report  

on South African Tourism

MTEF  – Medium-Term Expenditure Framework

MTSF  – Medium-Term Strategic Framework

NDP  – National Development Plan

NDT  – National Department of Tourism

NT  – National Treasury

NTSS  – National Tourism Sector Strategy

PFMA  –  Public Finance Management Act 

(Act No. 1 of 1999) 

PTA  – Provincial Tourism Agencies

ROI  – Return on Investment

SADC  – Southern African Development Community

SANCB  – South African National Convention Bureau

StatsSA  – Statistics South Africa 

SMME  – Small, Medium and Micro-sized Enterprises

TBCSA – Tourism Business Council of South Africa

TDDS  – Total Tourism Direct Spend

TGCSA  – Tourism Grading Council of South Africa

TTFDS  – Total Tourist Foreign Direct Spend

TOMSA  – Tourism Marketing South Africa

UK  – United Kingdom

UNWTO  – United Nations World Travel Organisation

USA  – United States of America

VFM  – Value for Money

VFR  – Visiting Friends and Relatives
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Around the world, effective 
marketing is essential 
to growing tourism. The 
proliferation of digital 
platforms has put  
every destination in the world 
at the fingertips of today’s 
travellers. Competition for a 
share of the global market is  
intensifying every year. In 
South Africa, our efforts 
to grow international and 
domestic tourism are linked 
directly to the need to 
expand our economy, create 
more jobs and support 
more enterprises. Tourism 

contributed over R91 billion 
to our economy in the year 
under review. Growing this 
contribution even further  
will advance the progress 
of our people. Marketing our 
natural, cultural and historic 
treasures is therefore central 
to our aspiration for economic 
and social transformation on a 
national scale.

While global international 
tourist arrivals increased by 
4.4% in 2015, the overall 
number of tourist arrivals 
in South Africa declined 

by 6.8%, as unfounded 
perceptions around the 
Ebola outbreak in West 
Africa and the unintended 
consequences of the 
changes to our immigrations 
regulations took effect.  

The strong rebound in 
foreign tourist arrivals 
from January to May 2016 
demonstrates how our 
enduring tourism assets, 
combined with the resilience 
of the people in our sector, 
can carry us through the 
challenges we face.

Improvements in immigration 
measures and an exchange 
rate, which makes our 
destination an amazing 
value-for-money proposition 
have improved prospects for 
a resurgence in international 
tourists in 2016. We will 
continue to pursue our drive 
to increase international tourist 
arrivals, and extend their stay 
and spend in our country. 
There will also be a strong focus 
on encouraging more South 
Africans to experience the 
many wonders of our country.

MESSAGE FROM
MINISTER OF TOURISM 

“Tourism 
contributed 
over R91 billion 
to our economy 
in the year 
under review.”
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Initiatives are underway to improve the capacity and efficiency 
of South African Tourism to achieve these goals. South African 
Tourism has begun to implement recommendations made 
by a panel of experts in 2015 to improve the organisation’s 
capabilities, strengthen stakeholder engagement and address 
barriers to growth. 

Engagement with trade is critical for South African Tourism 
to complement programmes that enhance our marketing, 
improve awareness of our products, and convert consumer 
interest into actual arrivals. 

We will continue with our endeavours to unlock the full 
potential of domestic tourism to create additional opportunities 
for jobs, enterprises and communities. Developing a culture 
of travel among our people requires fresh thinking, and novel 
partnerships with product owners and travel companies. 

Indaba is our premier trade show. Enhancing the value of the 
opportunity it presents to showcase our country and continent 
remains a key task for South African Tourism.

Expanding business tourism events in South Africa is another 
focus area of South African Tourism. The work of the South 
African National Convention Bureau has helped to maintain 
South Africa’s position as Africa’s prime destination for business 
events and meetings. We welcomed 86 000 delegates in 
the period under review, and the Bureau has secured 66 
international events for the next five years, which will be worth 
approximately R1.4 billion in additional revenue. Once exposed 
to the destination, many of the delegates return to South Africa 
as leisure tourists or investors, bringing additional benefits.

The period under review has been marked by some changes. 
I thank the former Chairperson of the Board, Mr Zwelibanzi 
Mntambo; the current Chairperson, Dr Tanya Abrahamse, and 
Members of the Board; former CEO Thulani Nzima and Acting 
CEO Sthembiso Dlamini; the executive management team and 
all employees, including those far afield in the country offices, 
for their diligence and perseverance during this period. 

Today’s globalised environment, characterised by rapid change, 
requires organisations like South African Tourism to remain 
agile and responsive. It also presents considerable opportunities 
for growth and expansion. 

South Africa has not yet reached its full tourism potential, 
and the work of South African Tourism remains fundamental 
to achieving this goal. The efforts of the organisation will 
continue to be supported and strengthened to realise the great 
potential that tourism presents for our country’s development. 

Derek Hanekom 
Minister of Tourism  

“Today’s 
globalised 
environment, 
characterised 
by rapid 
change, requires 
organisations like 
South African 
Tourism to 
remain agile 
and responsive.”
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I believe that the most and 
gratifying feature of the year 
for South African Tourism 
and its Board is the clear 
direction provided by the 
Ministerial Review Report 
on South African Tourism.  
It provided us with 
a blueprint that set out 
how we can contribute 
meaningfully to the growth 
of the South African 
tourism sector.

The Board accepted 
the report, which  has 
been endorsed by the 
industry, and South African 
Tourism developed a 
plan to implement its 
recommendations.

This has been a year of 
challenges, but I am proud 
to tell you that we are ready 
to move forward. We can 
also reflect with pride on our 
efforts over the past 22 years 
to market South Africa as a 
tourist destination. It is now 
a world- renowned tourist 
destination, ranked on par 
with other major tourist 
destinations.

We however need to remain 
ahead of global trends to 
continue to be a destination 
of choice and exceed 
travellers’ expectations to 
maintain this position.

Despite global economic 
challenges, international 

tourism continues to grow. 
In 2015, it grew by 4.4%, 
which equates to more than 
a billion arrivals, according 
to the United Nations 
World Travel Organisation 
(UNWTO). This means 
that over 50 million more 
overnight visitors travelled 
around the world in 2015 
compared to 2014. The 
UNWTO’s long-term forecast 
for international tourism 
growth between 2010 and 
2020 is expected to increase 
at 3.8% annually.

One of the roles of the 
Board is to ensure that 
South African Tourism takes 
advantage of this global 

growth and implements 
innovative marketing 
programmes to encourage 
more international tourists 
to choose South Africa as 
their preferred leisure and 
business events destination.

Through the requirements 
of our expanded quality 
assurance’s mandate set out 
in the Tourism Act No. 3 of 
2014, we are able to monitor 
standards in the South 
African tourism industry and 
ensure it provides the sort of 
experience that will lead to 
visitors making South Africa 
their leisure and business 
event destination of choice, 
time and time again.

“Stakeholder 
engagement 
is vital in the 
work that 
we do”

FOREWORD BY 
CHAIRPERSON ()
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“I hope the 
story of tourism 
as a driver 
of economic 
development 
and social 
transformation 
is apparent 
to you...”

Stakeholder engagement is vital in the work that we do. 
Many of the challenges that held our industry back in the 
recent past have been addressed through the combined 
efforts of members of the industry. We have shown that 
we can come together, align ourselves and find solutions.

There is no doubt that the current fragile global economic 
climate has put pressure on the budgets of many households 
around the world,putting travel at the bottom of their to-do 
list. However, market research also shows that travelling 
remains one of the major sources of enjoyment for the 
people. Therefore, to overcome this we need to stretch 
ourselves and think out of the box when it comes to marketing  
South Africa, both locally and internationally.

As you read this report, I hope the story of tourism as a 
driver of economic development and social transformation 
is apparent to you, and makes you want to continue on this 
journey with us.

I would like to thank the management and employees 
of South African Tourism for their commitment and hard 
work over the past year.

I would also like to thank former chairperson, Mr Zwelibanzi 
Mntambo for his contribution in ensuring that the agenda 
of the Board assisted in strengthening and supporting the 
work of the organisation.

My thanks also goes to former Chief Executive Officer of South 
African Tourism, Mr Thulani Nzima, for his dedication to the 
organisation and to tourism.

To our honourable Minister of Tourism, Mr Derek Hanekom, 
and our honourable Deputy Minister, Ms Thokozile Xasa – 
your vision, direction and support is much appreciated.

Thank you also to the dedicated colleagues in the Tourism 
Ministry and the National Department of Tourism, and 
of course to my fellow passionate and dedicated SA Tourism 
Board members.

We look forward to another exciting year in tourism.

Dr Tanya Abrahamse

Chairperson: South African Tourism Board
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Tourism continues to be 
a major catalyst for socio-
economic change in our 
country. In the year under 
review, we have seen 
8 903 733 international 
tourist arrivals, and 
2.7 million domestic holiday 
trips undertaken, translating 
into R91 billion tourism 
revenue contribution 
to the economy.

It is a sector on an upward 
growth, with a large 
untapped capacity to create 
jobs. As South African 
Tourism, we endeavour to 
work tirelessly with industry 
players to ensure that we 
market and make people 
aware of our destination.

In the year under review 
we were faced with many 
challenges, many beyond 

our area of control. We have 
however learnt that what we 
have is a sector that is solid 
and will stand the test of 
time with great direction  
and investment.

Tourism in South Africa 
thrives on the warmth of 
its people, the beauty of 
its diverse offerings, the 
efficiency of tourism bodies 
and the industry in totality.

We have evolved from being 
just a safari destination to 
one that possesses a range 
of products from heritage, 
culture, food and wine, 
adventure and wonderful 
scenic beauty. Instead of 
enticing the world to come 
see these offerings, we as 
an industry have made an 
effort to capture our visitors’ 
hearts through our warm and 

welcoming people.  
We are in the business of not 
just showing, but of creating 
everlasting experiences.

To see people’s transformation 
as they experience the 
uniqueness of this vast 
destination and have their 
initial perceptions transformed 
so positively is gratifying. 
It is also a very demanding 
space to operate in behind 
the scene. It relies heavily on 
organisations in the tourism 
value chain to pull together in 
giving seamless experiences to 
each and every visitor gracing 
our shores.

The demands for efficiency 
put on other organisations 
are no different from the 
ones we operate in and 
embrace at South 
African Tourism. 

We operate in a very 
competitive and dynamic 
industry, within a tumultuous 
global economic climate. 
It is owing to these factors 
that we ensure that ours 
is an organisation that 
stays ahead of the global 
trends in everything we do. 
In ensuring that we have 
efficient systems to stay 
ahead of the game, we have 
had to ensure that we have 
a healthy balance sheet 
to execute our strategy and 
an operating model that 
is sustainable.

ACTING CHIEF EXECUTIVE 
OFFICER’S OVERVIEW 

“Tourism in 
South Africa 
thrives on  
the warmth  
of its people.”
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“In spite of challenges,  
we have continued with  
our mandate of making  
South Africa one of the  
most preferred tourist  
destinations in the world.”

In the year under review, we operated within a budget 
of R1.2 billion. This budget, above serving as resource for 
the administration of the organisation (in South Africa 
and the overseas offices), went towards: the marketing 
of the destination to increase the growth of international 
tourist arrivals in South Africa; increasing domestic tourism; 
increasing South Africa’s brand awareness; providing quality 
assurance for tourism products; and increasing the bidding 
and hosting of business events in the country.

As an organisation with international offices in 13 countries, 
we have experienced approximately R350 million in currency 
losses in the past five years (R25.7 million* in the year under 
review). This is due to the depreciation of the South African 
Rand against major currencies, substantially reducing our 
marketing budget (in real terms) – notwithstanding the 
CPI-linked increases in our annual budget allocation – 
thus reducing its real buying power. 

In the year under review, R992 million was dedicated to that 
marketing function. We also received a ring-fenced amount 
of R100 million towards the growth of domestic tourism, 
R246 million towards enhancing and making our brand 
known internationally, R34 million for the provision of quality 
assurance for tourism products, and R58 million to attract 
business events bidding and hosting into South Africa.

As a destination-marketing organisation, the greater part 
of our spend is on marketing and providing market access to 
South African products. The cost of doing business abroad has 
increased substantially, with the ratio between the marketing 
and overheads budget skewed to 65:35 – an unfavourable 
position, given the target of 70:30. The need to continually 
fund overheads from a declining budget in foreign currency 
has led to a substantially reduced marketing budget.

Dynamism is in the DNA of South African Tourism. We are 
continuously exploring better operating models to reduce 
overheads and improve our marketing efficiencies and return 
on investment. We have thus continued to reprioritise our 
market portfolio as well as its marketing operations through 
the hub model. We have established the South Europe hub 
to service the France and Italy markets, with the office based 
in Paris. We therefore no longer have an office in Italy, which 
was closed effective 31 May 2016. 

With the monumental task of marketing every part of our 
magnificent country, the budget at our disposal regularly 
appears wanting. However, we have a robust supply chain 
management and internal control systems in place to ensure 
that every Rand and cent is spent wisely in keeping to our 
strategy and mandate.

In spite of challenges, we have continued with our mandate 
of making South Africa one of the most preferred tourist 
destinations in the world.

For the year under review, we continued with our global 
#MeetSouthAfrica campaign, to illustrate, through the eyes 
of our people, the beauty of our architecture, diverse cultures 
and the richness of our heritage to potential travellers. The 
current global brand video, “Meet South Africa”, has achieved 
outstanding results, and with it we will continue to grow brand 
positivity, convert opportunities, and build new loyalties. 

Following our Africa Growth Strategy, we have and will 
continue to utilise our ring-fenced budget to invest in 
marketing initiatives on the continent, reaching markets we 
have not had the opportunity to. This will result in increased 
arrivals and spend that will ultimately contribute to the 
growth of the sector and showcase South Africa as a warm 
and welcoming destination. Our research has shown that our 
positioning is perfect for this target market.

*These are realised currency losses, the amount in the statement of financial 
performance is net of realised and unrealised foreign exchange movements.
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“...the greater 
part of our 
spend is on 
marketing 
and providing 
market 
access to 
South African 
products.”

On the domestic tourism front, the “A Million New 
Experiences Are a Sho’t Left Away” campaign was launched 
in September of 2015, with a clear mandate of encouraging 
and influencing the culture of travel among South Africans. 
This is boasting great results in reach, as more South Africans 
are encouraged to take more holiday trips, are motivated 
to discover their own country and its hidden gems, get into 
a culture of taking short breaks, and also encouraging the 
trade to package affordable deals.

The South Africa National Convention Bureau (SANCB), 
in conjunction with its industry partners and local convention 
bureaus, welcomed 86 000 delegates to the country and has 
already secured 66 international association conferences and 
meetings for the five years starting in 2017. 

The Tourism Grading Council of South Africa (TGCSA) 
continued to strengthen the South African Tourism brand 
by implementing a recognisable and credible, globally-
benchmarked system of quality assurance for tourism 
experiences. The TGCSA continues to ensure that there 
is universal accessibility to establishments and that they are 
user-friendly, for all people. Despite previous setbacks to show 
grading as a value-for-money proposition, we have initiated 
new measures to catapult it into success. 

Despite challenges faced in the year under review, 
we continue to rely on our partnerships and stakeholders 
to remain sturdy. It is for this reason that we collaborate with 
the industry through bodies such as the Tourism Business 
Council of South Africa (TBCSA), and endeavour to find 
solutions as a unit. These structured consultations with the 
industry have ensured that we can stand together as Team 
South Africa in marketing and selling our beautiful country.

The strength of South African Tourism would not have been 
possible without the dedication, passion, commitment 
and hard work of our staff members, both in South Africa 
and abroad. To these loyal and dedicated team members, 
I would like to extend a heartfelt thank you on behalf of the 
executive team. 

To our Board, under the leadership of Dr Tanya Abrahamse, 
your guidance and vision is always appreciated. Thank you 
also to the team at the National Department of Tourism, under 
the leadership of the honourable Minister Derek Hanekom 
and the honourable Deputy Minister Tokozile Xasa, for their 
unwavering support and guidance. Thank you also to the 
Director General, Mr Victor Tharage and colleagues for their 
continued support and teamwork. It also goes without saying 
that the passion of former CEO of South African Tourism, 
Mr Thulani Nzima, has ensured that we become an innovative 
and results-driven organisation, and for that I would like 
to thank him on behalf of the South African Tourism family.

We look forward to a successful year of tourism.

Sthembiso Dlamini

Acting Chief Executive Officer: South African Tourism

Sthembiso Dlamini
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From left to right: Dr Ayanda Ntsaluba, Colin Geoffrey Bell, Michelle Constant, Margie Whitehouse, Abba Omar, Mmaditonki 
Setwaba, Judi Nwokedi, Dr Tanya Ethel Abrahamse. Front: Tom Bouwer.



From left to right: Derek Hanekom, Sthembiso Dlamini, Amanda Kotze-Nhlapo, Graham Ian Wood,  
Thebeetsile Ikalafeng, Darryl Erasmus, Oregan Hoskins. Front: Amor Malan. Not present: Chichi Maponya.



STRATEGIC  
OVERVIEW

VISION 
For South Africa to be one of the most preferred tourist destinations in the world and to maximise the economic potential 
of the tourism industry for the benefit of our country and its people.

MISSION
To develop and implement a world-class tourism marketing strategy for South Africa. In pursuance of this,  
South African Tourism will:

 » Develop and implement domestic, regional and international marketing strategies informed by research, information and 
knowledge-sharing; 

 » Develop and implement a business events strategy;

 » Implement and maintain a recognisable, credible and globally-benchmarked system of quality assurance;

 » Facilitate strategic alignment of provinces and industry – in support of the marketing of tourism;

 » Continuously align efforts to support tourism growth; and 

 » Ensure the efficient utilisation of resources in order to deliver against the tourism strategy.

VALUES
Our values are: 

 » Respect and recognition for our people;

 » Acting with integrity;

 » Caring for our employees;

 » Responsibility and the acceptance of accountability for the outcomes of our actions; and

 » Pushing the boundaries of excellence in everything we do.
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LEGISLATIVE AND  
OTHER MANDATES
Tourism Act (Act No. 3 of 2014)

The South African Tourism Board is a public entity, which is listed under Schedule 3A of the PFMA. Its existence accords 
with the Tourism Act No. 3 of 2014. 

The implementation of the Tourism Act No. 3 of 2014 requires an update to and realignment of the Strategic Plan and 
Annual Performance Plan, as well as other existing governance documents. 

Chapter 3 of the Tourism Act provides the following as functions of the South African Tourism Board:

 » Market South Africa as a domestic and international tourist destination;

 » Market South African tourism products and facilities internationally and domestically;

 » Develop and implement a marketing strategy for tourism that promotes the objectives of the Act, and the National 
Tourism Sector Strategy (NTSS);

 » Advise the Minister on any other matter relating to tourism marketing;

 » With the approval of the Minister, establish a National Convention Bureau in order to market South Africa 
as a destination for business events by:

• Coordinating bidding for international conventions; 

• Liaising with other organs of state and suitable bodies to promote South Africa as a destination for business events; 
and

• Reporting to the Minister on the work performance of the National Convention Bureau.

The Board must perform any function imposed on it, in accordance with a policy directive of the Minister, and not in 
conflict with the Act. Additionally, Chapter 4 of the Tourism Act provides the following as functions of the Grading Council: 

 » The Council must implement and manage the national grading system for tourism, as contemplated in section 28; 

 » The Minister must oversee the functioning of the Council; and 

 » The Council is, in this respect, accountable to the Minister for the proper implementation and management of the 
national grading system.
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Other Legislative Mandates
In implementing its plans, South African Tourism considered the National Development Plan’s (NDP) long-term perspective, 
vision and roadmap for South Africa and its people. 

Priorities articulated in the Medium-Term Strategic Framework were embodied in the 2015/16 plans and targets set by the 
tourism industry. The NTSS and the Domestic Tourism Growth Strategy (DTGS) further reinforced this. 

Organisational Structure

MINISTER OF TOURISM

South African Tourism Board

Chief Executive Officer

NDT 
Director General

Head 
Internal Audit

Manager
Office of the CEO

Company  
Secretary

Chief 
Financial  
Officer

Chief 
Operating 

Officer

Chief 
Marketing 

Officer

Chief Quality  
Assurance 

Officer

Chief 
Convention 

Bureau Officer
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The Board is responsible for the preparation of the public 
entity’s performance information and for the judgments made 
in this information.

The Board is responsible for establishing and implementing 
a system of internal controls designed to provide reasonable 
assurance as to the integrity and reliability of performance 
information.

In my opinion, the performance information fairly reflects 
the operations of South African Tourism for the financial year 
ending 31 March 2016.

Dr Tanya Abrahamse

Chairperson of the Board 
31 July 2016

STATEMENT OF  
RESPONSIBILITY  
FOR PERFORMANCE  
INFORMATION FOR  
THE YEAR ENDING  
31 MARCH 2016
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1.1  
Service Delivery 
Environment 
Global Tourism in 2015
International tourist arrivals grew by 4.4% in 2015, reaching 
more than a billion arrivals, according to the United Nations 
World Travel Organisation’s (UNWTO) World Tourism 
Barometer. Despite global economic challenges, international 
tourism results were well above expectations with 50 million 
more overnight visitors travelling to destinations around the 
world in 2015 compared to 2014.

Demand for international tourism was strongest for 
destinations in Europe (5%), the Americas (4.9%), the Asia-
Pacific region (4.8%) and the Middle East (3.1%), while Africa 
saw a decline (3.3%). The leading sub-regions were the 
Caribbean (7.4%), Central America (7.1%), Central Europe 
(6.4%), Northern Europe (6.3%), North-East Asia (4.4%), 
South-East Asia (5.1%) and Western Europe (3.7%).

Europe led growth in absolute terms, welcoming an additional 
28 million international tourists in 2015, raising the total for 
the region to 609 million. This 5% growth is above the region’s 
average for the period 2005-2014 (2.8% a year). Not only is 
this is a strong performance in view of the subdued regional 
economic situation, but it also follows an already robust 2014 
performance. The sub-regions of Central Europe (6.4%) and 
Northern Europe (6.3%) enjoyed the best results in the region.

While Asia and the Pacific (4.8%) recorded 13 million more 
international tourist arrivals last year to reach a total of 277 
million, results were uneven across the destinations. Oceania 
(7%) and South-East Asia (5%) led the growth, while South Asia 
and North-East Asia recorded an increase of 4%.

International tourist arrivals in the Americas (4.9%) grew 
by nine million to reach 191 million, consolidating the strong 
results of 2014. The appreciation of the US dollar stimulated 

outbound travel from the United States, which  
benefitted the Caribbean and Central America (7.4% and 
 7.1% growth, respectively).

International tourist arrivals in the Middle East grew by 
an estimated 3% to a total of 54 million, consolidating the 
recovery that started in this region in 2014.

The limited data available for Africa points to a 3.3% decline 
in international arrivals, to 53 million. In North Africa, arrivals 
dropped by 8% while they fell by 1% in sub-Saharan Africa. 
This region returned to positive growth in the second half 
of the year.

South Africa was ranked 37th in the world in terms of 
international tourist arrivals in 2015, down from its previous 
ranking of 34 in 2014. In Africa, South Africa was the third 
most visited country in 2015, after Morocco and Egypt.

From a brand-building perspective, South Africa maintained 
its performance in the areas of brand awareness and positivity, 
while key competitors, Australia and Thailand, were still ahead 
of South Africa on most parameters. 

1.2  
South Africa’s Performance 
in 2015
South Africa’s tourism performance in 2015 was relatively 
subdued with total revenue (from both international and 
domestic tourism) growing by 0.8% to R91.8 billion in 2015, 
from R91.0 billion in 2014.

Domestic trips declined by 12.5% in 2015 despite an increase 
of 3.3% in the number of tourists taking trips in the same 
year. These declines were driven by tourists taking fewer trips. 
On average, two trips were taken in 2015 compared to the 
average of 2.3 in 2014.

The performance with regard to tourist arrivals, revenue, domestic holiday trips and business events is reported on each  
calendar year ( January to December), while the performance of graded establishments is reported on a financial-year basis  
(April to March). 

SITUATIONAL  
ANALYSIS1
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Domestic tourists’ length of stay grew from four nights in 2014 
to 4.2 in 2015. However, with the 12.5% decline in the number 
of trips, the total number of bednights declined by 9.4%. 

Revenue from domestic tourism declined by 11.9%. This was 
mainly driven by domestic tourists taking fewer trips.

The Rand is expected to remain weak against major currencies 
and this could have a negative impact on domestic tourists 
who were already constrained in 2015. Interest rates, which 
are on an upward trend coupled with food inflation driven by 
the recent drought are expected to continue putting pressure 
on household spending. The South African economy is only 
expected to recover in 2017. 

On the international front, South Africa lost share of the 
international tourist arrivals market in 2015. This was driven 
by declines in arrivals from the Africa Land markets.   

International tourists on average stayed 9.5 nights in 2015, 
compared to 8.5 nights in 2014. Bednights also increased, 
largely driven by the strong growth from Africa Air markets. 

Revenue from international tourism grew by 6.2%, largely 
driven by increased spend (in nominal terms) from Africa 
Air markets, the Americas and Europe.

The provincial spread improved in 2015 with 13.0% 
of international tourists visiting more than one province 
compared to 2014.

There was also an improvement in seasonality of international 
tourist arrivals with the  seasonality index moving from 1.60% 
in 2014, to 1.36% in 2015. This was largely due to the declines 
in arrivals during peak periods recorded in the year, compared 
to 2014. 

Immigration regulations play a major role in travel and 
tourism, as well as in the movement of human capital in 
general across the globe. Although traditional visas are still 
prevalent in many countries, others are making travel easier  
by providing visas on arrival, e-visas and visa exemptions.

Changes to South Africa’s immigration regulations affected 
travel from visa-requiring countries, as well as travel with 
children from visa-exempt countries. However, modifications 
are under way to ease these regulations for better travel. South 
Africa’s ability to remove barriers to travel will have an impact 
on tourism’s performance going forward, as in the example 
of China, where healthy recovery has occurred. The same is 
being experienced in India, where the visa requirements have 
also been relaxed.   

1.3 
Business Events Landscape
South Africa is the number one meetings destination in Africa 
and is ranked 38th globally, according to the International 
Congress and Convention Association’s (ICCA) ranking.  
The business events market will continue to be a sales-driven 
industry, with long lead times between bidding and converting 
sales into confirmed business. Improved forecasting ability for 
the destination is necessary to create a realistic pipeline 
of secured business. 

In terms of performance, South Africa saw a massive growth 
in the hosting of business events in 2014 compared to 2013. 
In 2015, although it exhibited a strong growth trajectory 
compared to that of previous years (2012 and 2013), 
its performance contracted. 

Business events are generally business-to-business, rather 
than business-to-consumer focused events. These events offer 
a higher yield per traveller than leisure visitors. 

Research shows that 90% of business-to-business events 
focus on product sales (including infrastructure, capacity and 
local knowledge base) and only 10% on South Africa’s brand 
and experience.

Corporate or incentive-driven business continues to 
demonstrate shorter lead and turnaround times when placing 
business in host destinations. The duration of meetings is 
becoming shorter, and it is imperative that South Africa offer 
an integrated marketing strategy, offering tours both before 
and after meetings, to ensure maximum economic impact.  

There are a number of elements that are essential in ensuring 
that destinations host successful meetings. These include 
the utilisation of technology, delegate security and regional 
hosting of meetings.

Technology is becoming increasingly critical to the success 
of meetings. More and more meeting planners are 
using specialised delegate management software, social 
media and dedicated event applications (apps) to create 
a more streamlined and effective attendee experience. 
Implementing hybrid events planning as part of a wider more 
environmentally-conscious strategy serves to complement 
traditional business events.

Naturally the safety of delegates remains a top priority for 
meeting planners globally. South Africa is still considered 
one of the safest countries in the world by meeting planners. 
Countries that experience political instability and health 
concerns face the prospect of events and meetings being 
cancelled or postponed. 

While South Africa has successfully established itself as the 
prominent main entry point to the subcontinent, countries 
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like Nigeria, Ghana, Kenya and Zimbabwe are becoming 
more competitive. For example, the new Victoria Falls Airport 
in Zimbabwe recently extended its runway to 4km, and is 
attracting interest from long-haul carriers. 

From a South African meeting planning perspective, hosting 
events in-country or in-region will minimise travel costs, 
carbon footprint, and also help with delegate satisfaction 
levels through reduced travel time. 

The average time frame between bidding for and securing 
business events is two years. This means that South Africa will 
realise the benefits and the profits of the events secured 
in 2016, only in 2018 when the events take place.  

Lead generation is affected by the rotation cycles of business 
events. Numerous international conferences cannot be 
secured for the following year as they often rotate to different 
global destinations.

Subvention (bid funding support) impacts the competitiveness 
of global business event destinations. The competitiveness 
of South Africa as a business events destination is negatively 
affected by the country’s lack of sufficient bid support. 

1.4 
Tourism Grading Landscape
The Tourism Grading Council of South Africa (TGCSA) 
is a mandated enabler and accreditor of tourism-quality 
assurance. It provides customers with the sought-after 
predictable service levels across the same category and class 
of accommodation facilities and spaces for meetings, events 
and exhibitions. 

According to Statistics South Africa, South Africa’s 
accommodation industry has more than 10 000 
accommodation establishments. Approximately 50% of these 
facilities are graded. This can be further broken down into 
about 85% being non-hotel establishments and 15% being 
large hotel chains, and facilities for meetings, exhibitions and 
special events. 

The large hotel groups and conference facilities account 
for 50% of graded rooms. The remaining 50% of rooms are 
in small to medium-sized establishments. 

The Tourism Act allows for an expanded quality assurance 
mandate that goes beyond accommodation. This expanded 
mandate ensures that the entire value chain of tourism is 
aligned with internationally-recognised quality standards.  

Following a number of recent changes within the TGCSA  
and the Ministerial Review of South African Tourism, 
it has become necessary to review the policy for possible 
amendments and updates so as to enable TGCSA to execute 
its expanded mandate. 

South African Tourism, in collaboration with the National 
Department of Tourism (NDT), will undertake this policy 
review. Linkages to the NDT’s Tourism Incentive Programme 
(TIP) will also be considered to encourage establishments 
to become graded. 

Recent market insights and trends show a dramatic increase 
in online user-generated consumer reviews. These put 
pressure on product owners to ensure service excellence and 
high-quality tourism offerings, over and above the quality 
building, furniture and fittings of the physical establishment. 

The UNWTO Report on Online Guest Reviews and Hotel 
Classification Systems also shows that consumer reviews 
complement the quality grading programmes of a number 
of countries. Countries such as the United Arab Emirates (UAE) 
have already integrated consumer reviews within their quality-
assurance system to great success. 

The TGCSA has learnt from these initiatives, and will begin 
to integrate online user-generated consumer reviews into the 
grading process, to allow establishment owners across South 
Africa to focus on and improve their service offerings. 

The NDT offers the Service Excellence Programme, aimed 
at improving service levels in the entire tourism value chain. 
This programme, which targets frontline staff is independent 
of the grading system. Its integration into the quality-
assurance system will improve the impetus for grading.

A number of surveys show that graded establishments 
experience improved perceptions of value from customers, 
based on their participation in grading systems. Although the 
cost of grading is a factor, the value gained 0 – as perceived 
by establishments – will need to become more compelling, 
particularly since grading is voluntary. The levels of attrition 
experienced to date will need to be addressed by the planned 
policy review.

1.5 
Organisational Environment
The 2015/16 organisational environment’s performance was 
commendable, particularly in light of the following challenges:

 » Areas of concern in the organisation highlighted in the 
Ministerial Review Report;

 » A constrained regulatory and compliance environment 
posed by the PFMA and international laws; 

 » A change of leadership in the Board resulting in the 
composition of a new Board and chairperson with new 
ideas and direction for the entity; as well as 

 » The resignation of the CEO bringing about a period  
of transition for the organisation. 

In 2015, the Minister of Tourism set up a committee to review 
South African Tourism’s vision, mission, strategy and plan, 
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and its performance against its mandate. As part of its brief, 
the committee was tasked with reviewing the institutional 
landscape and governance arrangements that inform South 
African Tourism’s operations. The recommendations made 
in the Ministerial Review Report resulted in the 
implementation of the following initiatives:

 » The revitalisation of the Tourism Growth Strategy  
in consultation with key stakeholders;

 » The domestic market segmentation refresh; 

 » The successful implementation of the Domestic Tourism 
Business Plan in accordance with the ring-fenced funds 
received from the NDT;

 » The re-positioning of South African Tourism to be 
recognised as a tourism and business events industry 
leader in market intelligence, insights and analytics; 

 » The appointment of a lead creative agency to ensure 
business continuity and elimination of associated 
business risks;

 » The undertaking of a robust Brand Ambassador 
Programme, Executive Leadership Programme, the 
Organisational Design Project, as well as the Wellness 
Programme in order to build an inspired and 
energised organisation;

 » The successful implementation of the Hub strategy 
to respond to the escalating costs of doing business 
internationally. This resulted in the creation of the Africa 
Air Hubs, Italy office closure, and the model to appoint 
Country Finance Managers; 

 » Despite the lack of clarity regarding the home of TGCSA 
for the most part of the 2015/16 financial year, South 
African Tourism successfully concluded an agreement with 
NDT that resulted in a R15 million partnership to sponsor 
the TGCSA’s extended mandate; and

 » The implementation of the stakeholder engagement 
plan that has improved relations with TBCSA, industry 
associations, the Portfolio and Select Committees 
of Parliament, the NDT, and Provincial and City Tourism 
Agencies resulting in defined rules of engagement 
to deliver a quality visitor experience that re-affirms the 
brand, and unlocks barriers to tourism growth. 

This has substantially reduced South African Tourism’s 
marketing budget, notwithstanding the CPI-linked increases 
in its annual budget allocation, reducing its real buying power. 
The marketing budget was further reduced by the continual 
funding of overheads. 

The cost of doing business internationally has also increased 
substantially, with the ratio between the marketing and 
overheads budget skewed to 65:35, an unfavourable position, 
given the 70:30 target. 

This loss in marketing budget has resulted in a drop in total 
overseas awareness of South Africa as a leisure destination. 
The awareness is measured through South African Tourism’s 
annual brand tracker study, which in 2015 stood at 78% 
compared to 80% in 2014. 

Over and above the grant allocation from the government, 
South African Tourism received R123 million of its budget 
from the Tourism Marketing South Africa (TOMSA) levy 
allocated through the TBCSA. This accounted for 10% of 
the budget as a contribution from the private sector. This 
partnership increases South African Tourism’s ability to market 
South Africa internationally. 

1.6  
Key Policy Developments 
and Legislative Changes
The functions of the TGCSA, as outlined in Chapter 4 of the 
Tourism Act (Act No. 3 of 2014), have been assigned by the 
Minister of Tourism to the South African Tourism Board. Policy 
reviews are expected to address policy gaps and the expanded 
mandate of the TGCSA. 

Although the TGCSA’s expanded mandate has been included 
in the TGCSA strategy, it remained unfunded in the year  
under review. 
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OPTION 1

Increased Contribution of the 
Tourism Sector to Inclusive 
and Sustainable Economic 
Growth

South African Tourism’s key strategic objectives for the year 
under review included:

 » Contributing to the growth of international and domestic 
tourism in South Africa; 

 » Increasing the revenue contribution (foreign and 
domestic) from tourism;  

 » Improving brand awareness of South Africa as a tourist 
and business events destination; and

 » Providing quality assurance for tourism products.

South African Tourism invested in the creation of brand 
awareness strategies for marketing South Africa as a tourist 
destination. This is to continue attracting domestic and 
international tourists, including business events delegates, in 
order to increase tourism’s revenue in benefitting the economy.

These strategies will also contribute to the inclusive sustainable 
economic growth of our tourism industry over time by creating 
employment and skills-development opportunities in a thriving 
and sustainable tourism industry.

STRATEGIC  
OUTCOME-ORIENTATED  
GOAL

2
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This is the consolidated South African Tourism Performance Information Report for the year ending 31 March 2016. As already 
mentioned, contrary to the positive global performance, the number of international tourists to South Africa declined by 6.8%  
or 645 463 in 2015, with a total tourist arrival figure of 8 903 773, in line with Statistics South Africa’s Tourism Migration Report. 

This performance, which is below the global average of 4.4% increase in tourist arrivals, was affected by the lack of forward 
bookings in the aftermath of the Ebola outbreak in some parts of West Africa, visa processing capacity constraints, negative  
news about safety issues, attacks against foreign nationals, and the recession in some source markets namely Brazil, Russia  
and Argentina. 

Another contributing factor to the decline in performance is the non-comparability of the 2015/16 targets to actual performance 
for tourists arrivals and total tourist foreign direct spend (TTFDS).

PERFORMANCE INFORMATION 
BY OBJECTIVE3
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4.1 
International Marketing
4.1.1. South African Tourism Market Portfolio
During the year under review, South African Tourism 
continued to drive its marketing strategy focusing 
on the following:

 » Investing only in selected markets for leisure tourism and 
decision centres for business events to deliver volume  
and value;

 » Establishing regional hubs to increase market penetration 
for leisure;  

 » Engaging stakeholders and partners to deliver quality 
visitor experiences that re-affirm the brand promise;

 » Convincing potential visitors that South Africa can be 
trusted to deliver memorable experiences and successful 
business events; 

 » Engaging the distribution channel to promote South 
Africa, and 

 » Energising and empowering the organisation to innovate 
and achieve excellence.

4.1.2 Leisure Tourism Market Portfolio
The performance reported in this Annual Report originates 
from the current leisure market portfolio (depicted in Table 1 
below) effective until 31 March 2017.

PERFORMANCE INFORMATION  
BY ACTIVITY: 
LEISURE MARKETING OVERVIEW

4

Angola
Domestic

Kenya
Mozambique

Nigeria
Tanzania

Brazil 
USA

Canada

Argentina

–

–

Botswana 
DRC

Ghana
Lesotho 
Uganda

Zimbabwe

Ethiopia
Malawi

Swaziland

Zambia
UAE

Namibia

Egypt
Israel

Morocco
Saudi Arabia

Tunisia

Australia
China
India

Japan 
South Korea

New Zealand

Singapore

Malaysia

France 
Germany

Netherlands
UK

Italy 
Russia

Austria, Belgium, 
Denmark, Finland, 

Norway, Spain, 
Sweden, Turkey

Switzerland

–

Table 1: South African Tourism Leisure Market Portfolio

AFRICA & MIDDLE EAST

CORE 
MARKETS

WATCH-LIST 
MARKETS

INVESTMENT 
MARKETS

INVESTMENT 
MARKETS

TACTICAL 
MARKETS

AMERICAS ASIA & AUSTRALIA EUROPE
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The markets in the South African Leisure Market Portfolio are 
described as: 

 » Core markets, which are very attractive and have easier 
access from a tourism-marketing point of view. They 
deliver the “bread and butter” in terms of tourism for 
South Africa. Approximately 60% of the organisation’s 
efforts (in terms of human capital and budget) are 
deployed in these markets.

 » Investment markets, which are also very attractive, but 
more difficult to access from a tourism marketing point of 
view. Given the potential of these markets, it is important 
that South African Tourism invests in them to deliver future 
returns. Approximately 20% of the organisation’s efforts  
(in terms of human capital and budget) are deployed in 
these markets.

 » Tactical markets, which are less attractive, but very 
easy to access from a tourism-marketing point of view. 
Approximately 15% of the organisation’s efforts (in terms of 
human capital and budget) are deployed in these markets.

 » Watch-list markets, which are less attractive and more 
difficult to reach from a tourism-marketing point  
of view. However, limited exploratory marketing, mainly  
in conjunction with South Africa’s diplomatic Missions 
and tour operators, is being undertaken. The anticipation 
is that these might grow into future prominent markets 
for South Africa. Approximately 5% of the organisation’s 
efforts (in terms of human capital and budget) are 
deployed in these markets.

 » Markets of Strategic Importance are markets placed 
under surveillance due to future growth prospects arising 
from their position as growing logistics hubs or any other 
economic rationale.

South African Tourism continued to defend and grow  
its market share in the core and investment markets 
as well as drive growth in the tactical, watch-list and markets 
of strategic importance. 

4.1.3. Performance in a Snapshot  
International Performance
Tourist arrivals declined by 6.8% in 2015 to reach 8.9 million. 
This is the first year since 2009 that a decline was recorded 
in South Africa. South Africa also bucked the global trend 
of growth from all regions.

The declines in 2015 arrivals were mostly driven by a 
significant year-on-year decline of 7.5% from the Africa Land 
markets, which account for approximately 75% of all tourist 
arrivals to South Africa. The decreases from Africa Air markets 
of 3.1% and from long-haul markets of 4.9%, also contributed 
to the overall decline.

All regions recorded declines with sharp declines (in excess 
of 5%) coming from Central and South America (22.7%), 
Australasia (10%), Africa (7.4%) and Asia (6.7%). North America 
and Europe saw smaller declines of 4.4% and 3.5% respectively. 
The only regions that recorded growth, albeit of small bases, 
were the Middle East and the Indian Ocean Islands.

Growth was recorded from the United Kingdom, Saudi Arabia, 
Ethiopia, Botswana and China, while markets in Central and 
South America as well as Asia also began to record positive 
growth only in the last few months of 2015. The significant 
declines, largely from the Africa Land markets, wiped out  
these gains.

The profile of arrivals shifted in 2015 compared to 2014,  
with a decline in leisure tourists while business tourists 
increased. Leisure, comprising of visiting friends and relatives 
(VFR), holiday and shopping for goods and personal use,  
continues to be the major reason for travel to South Africa.  
It accounts for close to two thirds of tourist arrivals. See Map 
on Next Page

4.1.4. Profile of International Tourists by Purpose 
of Visit
VFR continued to surpass holidays as the primary purpose 
of visit to South Africa, as the share of holiday trips declined 
slightly and VFR also dipped in 2015. MICE travel decreased in 
2015 following the increase in 2014. 

The share of first-time tourists also increased in 2015, while 
those who visited South Africa ten or more times decreased 
considerably, driven by the reduced arrivals from land markets, 
which contributed about 75% of total tourist arrivals.

Growth in tourist arrivals: Global vs South Africa
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UNITED STATES

NORTH AMERICA
353 450 Arrivals     4.4% from 2014

CENTRAL & SOUTH AMERICA
50 304 Arrivals     22.7% from 2014

6 722 800 Arrivals
     7.4% from 2014

AFRICA

INDIAN OCEAN ISLANDS
23 314 Arrivals     5.5% from 2014

MIDDLE EAST
53 338 Arrivals     1.4% from 2014

EUROPE
1 317 291 Arrivals
     3.5% from 2014

ASIA
251 682 Arrivals     6.7% from 2014

AUSTRALASIA
118 923 Arrivals     10% from 2014

BRAZIL

8 903 773 Arrivals       6.8% from 2014

AUSTRALIA

CHINA

INDIA

UK

GERMANY
NETHERLANDS

FRANCE

SA

REGIONAL PERFORMANCE 
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4.1.5. International Tourism Performance:  
Revenue
In terms of revenue, the tourism revenue (TTFDS) increased 
by 6.2% to R68.2 billion. This in spite of the country witnessing 
a decline of 6.8% in foreign tourist arrivals in 2015. This 
increment of R4 billion injected into South African economy 
was driven primarily by air markets. Africa Air’s spend was 
driven by the longer stays and shopping amounting to  
R2.2 billion. The Americas’ spend was R1.5 billion, while the 
Europeans spend was R1.4 billion, as a result of increased 
spend per day.

The weaker Rand presented a substantial challenge in the form 
of diminishing marketing budgets of South African Tourism’s 
international offices. It, however, also had the positive impact 
of making travel into South Africa cheaper and created 
value for money for foreign visitors, enabling them to spend 
more, and stay longer. Many markets leapt at this short-term 
opportunity to showcase value-for-money experiences for 
tourists carrying euros or the pound sterling, to spend. It led 
to conversion activations and deal-driven campaigns being 
most successful.

4.1.6. International Tourism Performance:  
Length of Stay
The average length of stay for all foreign tourists increased 
by one night to 9.5 nights in 2015, while the most common 
length of stay remained at one night driven especially by the 
land markets. The Africa Air markets led growth in average 
length of stay, however this growth did not affect the most 
common length of stay.

Tourists from Europe stayed for shorter periods relative 
to 2014. However, the region continued to have the longest 
stay of approximately 15 nights. These numbers were led 
by tourists from Netherlands and Germany. There were nearly 
2.5 million more bednights in 2015, compared to 2014,  
and this represented a 3.2% increase. This was largely driven 
by the Africa Air markets, which grew by 42%.

4.1.7. International Tourism Performance: 
The Geographical Spread of International Tourists
The geographical spread is also important in measuring 
the performance of provinces in attracting foreign tourists. 
In 2015, the average number of provinces visited by all 
international tourists was 1.18. This represents a marginal 
increase from 2014 at 1.12. This was largely skewed by tourists 
from Africa Land markets who engage in shorter trips largely 
for the purposes of shopping and VFR.

2013 2014 2015

TOTAL TFDS 
(BILLIONS) R63.9 R64.2 R64.2

INCREMENTAL 
VALUE (BILLIONS)  R0.3 R4.0

 CHANGE 0.4 6.2

2013 2014 2015
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4.1.8. International Tourism Performance:  
Arrivals per Province
Mpumalanga and North West recorded increases in the 
number of tourist arrivals. This was primarily driven by arrivals 
from Africa Land markets. All the remaining provinces realised 
a decline in their total number of tourist arrivals in 2015.

On average tourists stayed the longest in Western Cape 
spending approximately 12.2 nights on average in the 
province. The Eastern Cape, Free State and Northern Cape  
had stays of more than 10 days whilst KwaZulu-Natal, Gauteng 
and Mpumalanga had average stays of just over a week.  
Only Limpopo and North West had the shortest average stays 
in 2015.

4.1.9. International Tourism Performance:  
Seasonality
Overall, seasonality improved from 1.36% to 1.60% in 2015. 
Seasonality improved across all regions with the exception 
of the Americas, Asia and Australasia. This is due to the 
improvement in seasonal spread led by improvements in 
Africa Land markets, which had declined from peak months.

The America’s seasonality worsened. This impacted on 
the region as it became the worst performer in 2015. This 
performance was as a result of a worsening seasonality from 
Canada (from 4.49% to 6.43%), USA (from 2.21% to 3.49%) 
and the “other” markets in the region (from 2.27% to 6.79%). 
Argentina and Brazil showed an improvement in seasonality 
between 2014 and 2015.

Seasonality of tourist arrivals from Asia and Australasia also 
worsened. The best-performing markets in the region were 
Australia from 6.57% to 6.00%, Japan from 10.34% to 9.00%, 
and South Korea from 21.83% to 7.28%. All other markets  
in the region recorded worsening seasonality.

Number of provinces visited in South Africa 
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UNITED STATES

BRAZIL

AUSTRALIA

CHINA

RUSSIA

JAPAN

INDIA

UK

GERMANY
SWITZERLAND

NETHERLANDS

FRANCE

FRANCE
BIG THING TO BE DONE
Promote South Africa as a leisure 
destination that delivers on adventure. 

CAMPAIGN HIGHLIGHTS
Ongoing #MeetSouthAfrica campaigns 
positioned SA as a top of mind destination through 
a complete cross-media plan.
 
A meeting box to connected French to South 
African people in real time, with a travel module 
video generator platform and a powerful digital 
media plan.

PR VALUE
THE TOTAL PR VALUE 

R5.3 million
 
TRADE ACTIVITY
French trade sell South Africa as a value for 
money and enriching destination.

NETHERLANDS
BIG THING TO BE DONE
Inspire Dutch travellers with a variety of fun experiences, welcoming South African locals, develop  
word of mouth and genuine content that informs and demonstrates South Africa as a value for  
money destination.

CAMPAIGN HIGHLIGHTS
The consumer campaign, “Your South Africa”, showcased a diverse South Africa open to di�erent types 
of travellers. The campaign gave tourists the opportunity to tell their own South African stories.

PR VALUE
PR AND AD VALUE OF ALL ARTICLES AND PUBLICATIONS 

R184.1 million 
TRADE ACTIVITY
Tools empowered the trade to innovatively package and sell South Africa in a more inspiring way. Word of 
mouth campaigns informed the trade on new experiences. 12 Dutch JMAs (+1 Belgian JMA) were concluded.

SWITZERLAND 
BIG THING TO BE DONE
Key activities undertaken were selected on the 
basis of potential conversion opportunities 
through the trade.

CAMPAIGN HIGHLIGHTS
No campaigns run in the market. As a tactical 
market, South African Tourism worked with the 
media to create awareness of the country.

TRADE ACTIVITY
Three JMA’s signed to continue the beneficial 
partnerships with members of the trade. Trade 
training done by SIPPO workshops. 40 members 
of the trade hosted in South Africa to expose 
them to the destination and its varied o�erings.

AMERICAS: USA
BIG THING TO BE DONE
Create talkability around SA which builds a 
distinctive image as a fun, welcoming and 
exciting holiday destination, by showcasing 
rich, memorable and shareable “safari PLUS” 
experiences that will inspire.

CAMPAIGN HIGHLIGHTS
The “What’s Your BIG 5?” campaign which 
showcased the value-for-money proposition with 
strategic year-long partnerships with Budget 
Travel Magazine, media powerhouse The New 
York Times, and digital partner Adara to drive 
readers to deals pages.

PR VALUE
STRATEGIC MEDIA PARTNERSHIP VALUE 

R2.5 billion 
Strategic media partnerships with Conde Nast 
Traveler, Forbes, and Smithsonian, as well as 
hosting of 34 top journalists continued to bear 
fruit.

Trade Activity
More than 100 key trade were hosted. Workshops 
educating trade on the destination were held. 
Entered into training partnerships with Virtuoso, 
Ensemble, Signature, TTE, GTM and Travel Leaders, 
SAA Road Show and USTOA. 

BRAZIL
BIG THING TO BE DONE
To inspire travellers considering South Africa to 
take a holiday by demonstrating the wide variety 
of world class, value for money experiences in a 
fun and easy to do way.

CAMPAIGN HIGHLIGHTS
The Ordinarily Extraordinary conversion campaign 
was reinvigorated, the highly successful Meet 
South Africa TV creative was showcased across 
the country and the second year of the “Meet SA 
Week” linking the SAA Workshop, the South African 
Tourism Ubuntu trade awards and the ABAV travel 
trade show in Sao Paulo delivered great value for 
PR and trade.

PR VALUE

R 48.1 million
ADVERTISING VALUE
R 3.9 million
TRADE ACTIVITY
Key JMAs signed for this fiscal are JMAs signed 
with CVC, Decolar, Queensberry, Submarino,  
Be Happy and SAA.

A total of 12 JMAs with tour operators were 
signed. The majority of JMAs focused on training 
and educating the travel trade about South 
Africa.

UNITED KINGDOM
BIG THING TO BE DONE
Inspire targeted British travellers, to experience 
new fun, safe, friendly and value for money 
holiday destinations.

CAMPAIGN HIGHLIGHTS
Bear Grylls Survival Race activation showcased 
the adventure experiences. The Oculus Ri£ 360 
content showcased di�erent experiences.

PR/AD VALUE 
THE TOTAL PR VALUE

R22.3 million 
TRADE ACTIVITY
South African Tourism held roadshows in 
Glasgow, Manchester and London. Training 
events with SATOA and JMA partners enabled 
South African Tourism to educate trade on how 
to sell South Africa and build confidence in 
the trade. 

IN-COUNTRY MARKETING HIGHLIGHTS 
IN THE YEAR UNDER REVIEW

Note: All figures are approximate
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GERMANY
BIG THING TO BE DONE
Showcase a South Africa that o�ers a variety 
of authentic, immersive and life-enriching 
experiences for the German traveller 

CAMPAIGN HIGHLIGHTS
South African Tourism outpaced competitors with 
National Big Screen campaign starring market 
Influencers and movie stars. “THE BEST DAY IN 
SA” - The biggest movie as well as outdoor and 
social campaign for South Africa in the country. 

PR VALUE
BRAND CAMPAIGN GENERATED AD VALUE

R510.4 million
TRADE ACTIVITY
Trained the trade to uniquely package niche 
and authentic South African experiences to suit 
the German traveller. Our Partners make us fly! 
The Big Screen #DeinSuedafrika campaign was 
interlinked with sales at every step.

RUSSIA
BIG THING TO BE DONE
Due to the economy being in recession, there 
was a decline in all outbound travel from this 
market. The South Africa’s visa regulations 
impacted negatively on arrivals. Activities 
needed to be selected in order to circumvent the 
issues and make an impression on the market.

CAMPAIGN HIGHLIGHTS
As an investment market, no campaigns (trade 
or consumer) were undertaken. South African 
Tourism in conjunction with the Embassy held 
media and trade educationals.

TRADE ACTIVITY
South African Tourism a©ended and showcased 
at the Moscow International Trade and Travel 
Exhibition (MITT). The organisation also partnered 
with South African tour operator, Follow Me to 
Africa, well established in the market.

ASIA AND AUSTRALASIA: CHINA
BIG THING TO BE DONE
Make South Africa appealing to jetse©ers and worldly travellers to be their first choice in “non-traditional” 
destinations; showcase South African icons and present an authentic way to interact with the country. 

CAMPAIGN HIGHLIGHTS
South African Tourism Weibo launched a campaign “Be a Bit Wild” with the famous outdoor brand – 
“North Face” promoting South Africa as an outdoor adventure destination. The China o¬ce partnered 
with National Geographic Traveler, the JD Finance online, the Robb Report Partnership and celebrated the 
“Year of China in South Africa” with media roadshows. 

PR/AD VALUE

R1.2 billion
ADVERTISING VALUE

R37.3 million
TRADE ACTIVITY
Signed JMAs with six trade partners in Beijing, Shanghai, Guangzhou and Shenzhen, including: Caissa, 
Huayuan Tours, Ctrip, Shanghai JinJiang Tours, GZL International Travel Service and One Tour. South Africa 
Specialist training programs, online promotions through social media networks, trade seminars and 
workshops, consumer events and other marketing initiatives were held. 

JAPAN
BIG THING TO BE DONE
Provide the Japanese trade with a range of 
fresh itineraries which promote the variety and 
VFM aspects of South Africa that can be sold 
confidently and easily.

CAMPAIGN HIGHLIGHTS
As part of the ‘Meet South Africa’ in-country 
campaign, South African Tourism Japan 
undertook a series of “My South Africa Story” 
promotions on the largest travel blog/tour 
booking site in Japan. 

PR/AD VALUE

R5.9 billion
TRADE ACTIVITY
Two JMAs were signed with key trade partners; 
Club Tourism and Hankyu Travel International 
to help grow their customers purchasing tours 
to South Africa through a series of consumer 
seminars and other event platforms, as well as 
tour promotions through special landing pages 
on the South African Tourism local website.

Annual Trade Workshops were organised in Osaka 
and Tokyo to provide the Japanese travel trade 
with information positioning South Africa as an 
a©ractive, friendly and welcoming destination, 
bringing South Africa emotionally closer to the 
Japanese trade. 

INDIA
BIG THING TO BE DONE
To position South Africa as a preferred holiday 
destination for family bonding time by 
showcasing wildlife, scenic beauty and adventure 
experiences.

HIGHLIGHTS
The Learn SA Roadshow and the SA Trade 
Roadshow once again delivered phenomenal 
return on investment, focusing on training the 
trade on the depth and breadth of experiences 
and value for money on o�er in South Africa. 
Media campaigns and the partnering with Cricket 
South Africa and Jonty Rhodes provided great 
opportunities to reach targeted consumers 
showcasing South Africa as a welcoming 
holiday destination.

PR VALUE
R13.6 million
TRADE ACTIVITY
Close to 2000 members of the trade were trained 
on Learn SA as well as the online programme, SA 
Specialists. Trade roadshows and hostings were held 
to provide first hand exposure to the destination.

AUSTRALIA
BIG THING TO BE DONE
Showcase South Africa as a fun, friendly and 
easy to do holiday destination through personal 
interactions with our people, adventure activities 
and safari experiences. Planting and amplifying 
positive messages and stories on South Africa 
using relevant, credible opinion leaders and 
information platforms, dispelled negative 
perceptions on safety and security.

CAMPAIGN HIGHLIGHTS
Drive positive impact with conservation. South 
African Tourism partnered with National 
Geographic Live events, with acclaimed wildlife 
photographer Steve Winter (specialising in big 
cats), sharing his gripping tales live on stage 
in “My Nine Lives” – including documenting 
leopards in South Africa’s Sabi Sands, across 5 
cities in Australia and New Zealand during July/
August. Oceanographer Brian Skerry relayed his 
experiences in search of sharks in South Africa 
in “Ocean Wild”  during October. An on-site 
activation delivered a virtual holiday to South 
Africa via Oculus Ri£. Worked with Adventure 
World to promote travel deals on site.

PR VALUE

R 257.8 million
ADVERTISING VALUE 

R 92.6 million
TRADE ACTIVITY
A key trade initiative involved partnering with 
travel retailer, Helloworld and their South African 
wholesaler, Bench International, in running a 
national deal driven campaign, Hello South 
Africa. Sponsored the Onshow Africa Showcase 
training 600 travel agents across 5 cities in ANZ, 
partnered with Qantas and Consolidated Travel 
for an airline sales incentive. Increased sign ups 
to the SA Specialist online training program by 
partnering with renowned Australian presenter, 
Andrew Daddo.
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4.2 
Watch-list markets
The South African Tourism portfolio grouping of countries for 
the period 2014-2017, lists ten watch-list countries: Finland, 
Norway, Turkey, Malawi, Swaziland, Egypt, Morocco, Israel, 
Saudi Arabia and Tunisia. Other markets such as Argentina 
and Spain were serviced through the watch-list portfolio using 
DIRCO as our enablers in the market. 

The combined total tourist arrivals from these markets in 2015 
stood at approximately 1.2 million visitors. 

Each tourist arriving in South Africa contributes to the 
wellbeing of the economy, influences the NTSS targets and 
ultimately helps deliver sustainable jobs. South African 
Tourism continues to focus on and amplify the importance  
of creating mutually beneficial partnerships for marketing the 
country in areas that are outside the organisation’s core 
focus markets. 

One of the most important objectives of South African 
Tourism’s focus on these watch-list markets is to continue 
to support South African embassies to position the 
destination prominently, to aid brand awareness and 
positively impact conversion. To this end, its DIRCO 
stakeholder relations remain core to the functioning of this 
unit and the organisation as a whole. Of equal importance 
is South African Tourism’s participation in the NDT and DIRCO 
economic diplomacy workshops, which are an integral part 
of delivering on South African Tourism’s mandate.

South African Tourism continues to seek profitable 
partnerships by negotiating joint marketing initiatives with 
trade players in Argentina, Norway and Spain to help its drive 
on the trade front and instil confidence in selling South Africa. 

The Spanish market performance, in particular, is set to regain 
positive momentum bolstered by the planned reintroduction 
of a direct air service to Johannesburg by Iberia in August 
2016. South African Tourism embarked on a successful 
digital visibility drive across four markets aimed at enticing 
consumers. This will run into the first ten months of 2016, 
with expected positive brand impact. 

As part of the organisation’s ongoing efforts to improve brand 
awareness, it will continue hosting media events and visits to 
South Africa in return for editorial coverage. South African 
Tourism will also continue exploring further opportunities to 
raise the profile of South Africa through media partnerships 
and to amplify our varied offerings to the end consumer. 
Through such efforts, South African Tourism has achieved 
extensive coverage in publications such as Iberia Airlines’ 
global magazine, which services markets beyond its normal 
reach. This is an example of how South African Tourism seizes 
public relations opportunities across various disciplines 
including online platforms. 

4.2.1. Sweden, Denmark and Austria
The key activities in these countries during the year under 
review included a trade landscape analysis through its 
participation in the On Show Roadshow in the Nordic 
countries, and a trade seminar focused on selling South Africa 
as a destination in Linz, Austria. South African Tourism also 
hosted trade and media representatives, and signed one JMA, 
all of which contributed to ensuring that conversion was 
enabled within the allocated watch-list budget.

4.2.2. Africa and Middle East
Africa Air Markets 

This region had an incredible growth of 3% in total tourist 
foreign direct spend (TTFDS) from all markets and accounted 
for 9% (R5.8 billion) of total tourism revenue in 2015. An 
increase of 6% (R3.6 billion) was recorded in 2014. 

This growth resulted in the Africa Air markets ranking as the 
fourth largest contributor to South Africa’s tourism revenue 
last year, largely driven by an increase in the length of stay and 
spend per day. This was prevalent with tourists from Angola 
and Nigeria despite the 3.1% decline in arrivals from the Africa 
Air markets during the year under review. 

Regional Performance

The combination of the growth in TTFDS and improvement  
in our brand attributes shows that the organisation’s 
investment in promotional and marketing efforts is money 
well spent. But the decline in arrivals suggests that the visa 
processing barriers and the acts against foreign nationals 
undermine these good efforts.

South African Tourism’s partnership with DSTV was favourable 
for buying media spots, showcasing South Africa using TV, 
radio, social media and an-influencer campaign on the Stargist 
TV programme. In Nigeria and Ghana, the organisation 
erected 17 billboards in Lagos, Abuja, Port Harcourt and 
Accra, showcasing different leisure experiences. 

Events are key drivers of travel in the continent, and different 
lifestyle events were promoted and used to enhance the 
hosting experience. In 2015, South African Tourism leveraged 
the Durban July, the Masters Polo Series, The Standard Bank 
Joy of Jazz Festival, The Joburg Shopping Festival and INDABA.

A JMA in West Africa was a success in promoting and selling 
South Africa’s leisure and business experiences through 
different travel entities and non-travel companies. South 
African Tourism even clinched the Best Trade Partner Training 
from National Association of Nigeria Travel Agencies (NANTA), 
its first ever trade association award.

ANNUAL REPORT 2015 | 2016 PERFORMANCE INFORMATION44



South African Tourism exhibited in travel shows such as 
Swahili in Tanzania, Magical Kenya in Kenya, BITUR in Angola 
and Akwaaba in Nigeria, as part of showcasing the South 
African brand, building awareness and giving South African 
products and service providers an opportunity to interact with 
the trade and consumers.

4.2.3. Markets of Strategic Importance
There is huge direct airlift capacity from the Middle East into 
South Africa. This is in excess of 3 000 seats a day from the 
region to Johannesburg, KwaZulu-Natal and Cape Town.  
The organisation, however, needs to focus more on the region 
as there is great potential. The one glaring barrier in the region 
is receiving accurate statistics since there are more expatriates 
in the region than locals. They travel with foreign passports 
and as a result are not accounted for as tourists.

South African Tourism has partnered with key trades to 
support South African tourism industry players that have 
market access into the region. Roadshows and seminars 
to up skill trade operating in South Africa’s markets were held 
in the year under review – even though 2015 was considered 
economically challenging.

Over 150 agents were trained on South Africa and its markets 
at some of the tourism seminars that took place in Dubai, 
Doha, Jeddah, Abu Dhabi and Iran. These were attended 
by the Minister and Deputy Minister of Tourism.

South African Tourism also participated in the South-East Asia 
Roadshow in Malaysia, Singapore and Indonesia, where just 
over 80 agents were trained. South African tourism products 
attending the roadshow were given a platform to have one-
on-one meetings with the trade from the region.  

Eight exhibitors were accommodated by the South African 
Tourism stand at the Arabian Travel Market in Dubai in 2016. 
Five of those were funded under the Tourism Incentive 
Programme (TIP). This was a great support to the new trade 
entering the Middle East market.

In 2015, at the same travel market, South African Tourism 
signed a Memorandum of Understanding (MOU) with 
Emirates Airlines. The MOU stipulates a closer partnership 
between the organisation and Emirates to market South Africa 
in the Middle East and selected markets globally, with the  
view of increasing sales to South Africa on the Emirates 
Airlines network.

A JMA was also signed with Preferred Hotel Group and joint 
activations were held in Singapore and the United Arab 
Emirates (UAE). The activations included showcasing South 
Africa within the Preferred Hotel Groups in Singapore and 
the UAE, as well as the “Explore South Africa” campaign. This 
resulted in the hotel group seeing an increase of 3 683 room 
nights in their South African Hotel rooms.

Through the JMA signed with International Association of 
Golf Operators, a golf day was held in Abu Dhabi to showcase 
South Africa. The attendees were local and expatriates living  
in Abu Dhabi who have not been exposed to South Africa 
 as a destination. The event was supported by the South 
African Embassy. 

ALL FOREIGN TOURIST

Total Tourist Foreign Direct Spend (Excluding Capital Expenditure) in South Africa – All regions
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In the year under review, South African Tourism’s activities 
have been recognised by a number of high-profile awards: 

USA

 » Platinum Partner Award from Incentive magazine

 » The Pinnacle Award from Successful Meetings

 » Destination Awards

 » Virtuoso’s 2016 Luxe Report voted South Africa as the #1 
Adventure Destination and • #3 Global Destination

 » Travel + Leisure 2015 World’s Best Cities voted Cape Town #9

 » Travel + Leisure 2015 World’s Best Hotels voted Singita 
Sabi Sand (#7), Saxon Hotel, Villas and Spa (#25), Cape 
Grace (#34), Singita Kruger National Park (#59) as the 
World’s Best Hotels.

 » 2015 TravelAge West WAVE Awards named South Africa 
as the Destination with the Highest Client Satisfaction in 
Africa.

 » American Society of Travel Agents 2015 Top Summer 
Destinations voted South Africa as the #1 Most Exciting 
Destination

 » Travel Weekly – 2015 Readers Choice Awards – WINNER – 
Best Destination in Africa – South Africa

 » Recommend Magazine 2015 Readers Choice Awards – 
WINNER - Best Selling Destination Africa/ Middle East 
– South Africa

 » Travvy Awards 2016 - WINNER - Best Tourism Board – 
Africa; WINNER - Rising Star (Destination Marketing) 
- Justin Barnette; RUNNER UP - Best Tourism Board – 
Overall

 » Contently Content First Awards – WINNER - Best Content 
Marketing (POV Video Series) for a start-up or small 
business

 » Magellan Awards 2015 – WINNER - Silver Award – 
South African Tourism Times Square Pop-Up Concert; 
Destination Marketing – Event category

India

 » Best Destination for Wildlife – South Africa (International) 
by Lonely Planet Magazine India Travel Awards 2015

 » Pacific Area Travel Writers Award - Best Overseas Tourism 
office

 » Today’s Traveller Award 2015 for Best Destination 
Marketing Initiatives

 » West India Travel Awards 2015 – Best Destination 
Marketing Campaign

 » Hanneli Slabber: Women’s Achiever’s Award 2015

 » TTJ Jury Choice Award: Innovative Edge in promoting Off 
beat destination’ in the National Tourism Organization 
(NTO) Category

 » NRI Welfare Society, awarded Hanneli Slabber with 
the prestigious Mahatma Gandhi Samman award 
-Strengthening the relations between India & South Africa

 »  Amity University - Honoured Hanneli Slabber with 
Corporate Excellence Award

 »  Lonely Planet 2016 – Best Destination for Wildlife

 »  Outlook Traveller 2016 – Best Wildlife - Kruger Park

INTERNATIONAL MARKETING AWARDS

Australia 

 » ‘Best Wildlife Adventure’ at the 2016 International Traveller 
Readers’ Choice Awards.

China

 » National Geographic Traveler: Destination of Choice 
South Africa – 2016 

 » MICE: Best International MICE Destination South Africa – 
2015- 2016

 » The Beijing News: The Best Humanistic Spirit – Tourism 
Award, South African Tourism 2015 

 » Ctrip: The Best Luxury Tourist Destination 2014 Top 7, 
South Africa – 2015

 » The Beijing Times: The Best Tourism Trend Award South 
African Tourism – 2015 

 » China BT MICE: MICE Destination of the year 2014 South 
Africa – 2015 

 » Top Travel: The Most Potential Destination South Africa – 
2015 

 » Top Travel: Best Business Class South African Airways – 
2015 

 » MICE China: Best International MICE Destination of the 
Year 2014 South Africa – 2015 

 » Travel Weekly China: Best Luxury Destination of the Year 
South Africa – 2015

 » Travel Zoo: Top 20 Global Scenic Spots South Africa – 2015

 » M&C China: Overseas Luxury MICE Destination of the 
Year South Africa – 2015

 » CIBTM: The Most Dynamic MICE Destination South Africa 
– 2015

 » Robb Report: Best of the Best – Luxury Travel Elite of the 
Year Mr. Bradley Brower – 2015

 » Travel + Leisure : The Next Travel Destination South Africa 
– 2015

 » China Travel Agent: Annual In-depth Travel Destination 
award South Africa – 2015

 » Top Travel: Best Outbound Travel Destination South Africa 
– 2015

 » Best Travel Media: Best In-depth Travel Destination South 
Africa - 2015 

Brazil 

 » Ordinarily Extraordinary campaign won a Silver Loerie 
award 

UK

 » South Africa won Best Destination in the SATOA travel 
awards in Sept 2015

 » South Africa won Best Destination in the British Youth 
Travel Awards in 2015

 » Cape Town won best City in the Telegraph Travel Awards 
in 2016

Nigeria

 » South African Tourism won the Best Trade Partner training 
from National Association of Nigeria Travel Agencies 
(NANTA)
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4.3 
Domestic Marketing –  
A Million New Experiences 
are Only a Sho’t Left Away
4.3.1 Marketing Strategy
An additional R100 million in funding was granted to the 
organisation over the MTEF period to create a culture of 
tourism amongst domestic travellers through affordable deals, 
and to drive social tourism initiatives in conjunction with the 
Department of Tourism. In this reporting period, 70% of the 
funds were spent on creating awareness and building a culture 
of travel, and 30% on conversion.

The domestic marketing team has executed numerous projects 
to drive domestic travel under the campaign: “A million new 
experiences are a Sho’t Left away”. The campaign, which 
launched in September 2015, endeavours:

 » To drive demand for more frequent domestic short breaks 
in both the priority and secondary segments in order 
to create jobs; 

 » To educate, partner and encourage conversion with trade 
using JMAs by demonstrating the profitability and value 
of domestic travel through affordable local packages; and 

 » To embark on programmes that seek to create a culture of 
travel among South Africans who have no culture of travel. 

4.3.2 Domestic Tourism Performance
When comparing 2015 to 2014, fewer trips were taken within 
South Africa in spite of the increase in the number of domestic 
tourists in 2015. The decrease in the total trips was driven 
by tourists opting to take fewer domestic trips throughout the 
course of the year. Nearly three out of four trips taken were 
for VFR purposes (visit friends and relatives), yet VFR only 
contributed approximately half of the total revenue. 

Most of the money spent on VFR trips was spent on transport 
and shopping, however some tourists engaged in tourism-
related activities such as visiting beaches and natural 
attractions. The nearly -16% decrease in VFR trips in 2015 was 
the main reason for the overall decline in domestic trips in this 
year. There was also a -2.6% decrease in holiday trips in 2015, 
the smallest decline recorded compared to all other purposes 
of travel. It appears that VFR trips were sacrificed over holiday 
trips when comparing the rates of decline among these two 
purposes of travel.

While Gauteng, the economic powerhouse of South Africa, 
continued to generate the most domestic trips, there was a 
decline (-14.5%) in the number of trips taken from this province 
in 2015. The province also maintained the lowest share of intra-
provincial travel, which shows the importance of Gauteng  
as a source market of domestic trips to other provinces.

4.3.3 Limpopo and KwaZulu-Natal had the Highest 
Intra-Provincial Travel. 
On average, a domestic trip lasted a bit longer in 2015, 
however, in total, they were fewer bednights in comparison to 
2014. Tourists took fewer trips in 2015 resulting in bednights 
decreasing. Length of stay increased as tourists stayed longer. 

4.3.4 Domestic Tourism Performance:  
Length of Stay
With regards to length of stay and bednights spent on 
domestic trips, there were fewer in 2015 in comparison 
to 2014. This is because tourists took fewer trips in 2015, 
resulting in bednights decreasing. The length of stay increased 
as tourists stayed longer. This increase in length of stay in 2015 
was driven largely by holiday makers extending the length 
of their trips in this year.

4.3.5 Domestic Tourism Performance: Revenue
When one looks at the revenue generated from domestic trips, 
the average spend per trip increased marginally, however total 
direct domestic spend (TDDS) decreased relative to 2014. 
During this same period, the consumer price inflation (CPI) 
averaged at 4.6% thus in real terms, tourists spent considerably 
less relative to 2014. This is driven by the decrease in the 
number of trips taken in the year. This led to a decrease in 
TDDS, where tourists continued to spend less on trips and 
even less on tourism-related expenditure as the bulk of trip 
spend increasingly went towards transport, followed by 
accommodation (where applicable).

It is important to note that nearly three out of four trips 
taken were for VFR purposes, yet VFR only contributed 
approximately half of the total revenue. Most of the money 
spent on VFR trips was for transport and shopping, however 
some tourists engaged in tourism-related activities such as 
visiting the beach and natural attractions.

Even though holiday trips represented about a tenth of total 
trips, the high average spend per holiday trip amounted 
to a quarter of total revenue. The ratio of volume to value 
on holiday trips continually signifies the importance of the 
domestic holiday market. Fortunately, it appears that in the 
constrained economic times of 2015, tourists opted to limit 
their VFR travel in favour of holiday trips, which may point 
to an improving culture of travel within the domestic market.

4.3.6 Domestic Marketing Highlights in the Year 
Under Review
Key partnerships entered into were with the Ultimate Braai 
Master, South Africa’s most loved reality cooking show with an 
average of 603 000 weekly viewers over 13 episodes 
to promote travel to some of South Africa’s hidden treasures 
within the Limpopo, Eastern Cape, KwaZulu-Natal, Western 
Cape and Mpumalanga provinces. Through the show, over 
a 100 million viewers were reached.

South African Tourism’s key project for the financial year under 
review was “SA Stories”, a campaign that taps into what it feels 
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like to experience something great for the first time. Whether 
you have never travelled before, or are a seasoned traveller, 
there are always new experiences to be gained from travel. 
The campaign emphasised that the only way for people to 
fulfil their insatiable thirst for “newness” is to travel more.

The execution was carried out on various media platforms 
including television, online, outdoor, digital, and print 
media with a strong social media element. It was an attempt 
to change the way South Africans perceive travel, and 
encourage a culture of exploration. Savvy online consumers 
were targeted on their favourite websites and social media 
platforms, including the Sho’t Left website, Facebook, Twitter, 
Instagram and Pinterest. 

South African Tourism produced four 60-second television 
adverts featuring South Africans who have never travelled 
before. 2 512 spots of unscripted and authentic adverts were 
flighted across 34 television channels. The campaign reached 
more than 88.6% of the target audience, including spill-off into 
the priority segments, reaching 17.4 million adults.

Thirty-second adverts on national, provincial and community 
radio stations were aired in various languages, to speak to 
consumers in their own languages. With an investment of 
R2 520 695, the adverts were flighted in 11 official languages. 

Out of Home (OOH) marketing is highly-impactful advertising 
that reaches the consumer while they are on the go in public 
places, in transit or waiting (such as at bus stops or train stations). 

The organisation placed 86 OOH spots at the entrance and 
exits of townships, and other high-traffic areas around the 
country. These sites were chosen because they would expose 
the messaging to our identified target market, and an over 
70% combined reach was achieved.

4.3.7 Global Product: The Ultimate 
Brand Experience 
The Global Product Unit in South African Tourism 
provided great support to South African product and trade 
to deliver a quality visitor’s experience through their various 
training platforms.  

One of their training platforms, the speed marketing sessions, 
endeavours to give trade access to the market, and a 
competitive advantage to showcase their products and grow 
their businesses by matching them with the right buyers.

The unit’s product-packaging workshops are designed to 
equip trade partners with the latest market insights and trends, 
which help them to better package South Africa for the core 
and investment markets. These workshops also give tourism 
businesses the tools they need to gain better value in the 
markets in which they operate and to grow their businesses. 

The “Welcome” campaign, within the unit also seeks to inspire 
and educate tourism industry players and all South Africans 
to explore new tourist attractions. They are positioned to 
showcase and highlight the importance of the trade’s face- 
to-face interaction with tourists in demonstrating how 
welcoming South Africans are. 

4.3.8 Support Provided to the Three Pillars 
of the Business
To support the organisation’s marketing efforts, internationally 
and domestically, traditional and digital platforms were 
utilised. They provided far-reaching mediums to protect South 
Africa’s leadership in wildlife and adventure, strengthen the 
value-for-money offering, and showcase South Africa as a 
safe and secure destination to be experienced through the 
country’s welcoming people.

The core benefit of “Heartfelt Connections” remained intrinsic 
to the organisation’s communications. South African Tourism 
developed additional campaign elements to further enhance 
the positivity being generated all the way through to conversion. 

South Africa’s brand awareness performance for 2015 was 
2% below target. This decline was due to the devaluation 
 of the South African Rand, which led to a substantial 
reduction in the marketing and advertising budget, 
affecting brand visibility globally and in-market, as well as 
compromising brand building and awareness. Although 
there has been a decline in awareness from 80% to 78%, the 
scores on sought-after information in the past and short-term 
consideration have improved marginally, and South Africa has 
maintained its global brand journey scores. 

To build awareness and positivity, South African Tourism 
communicated its brand message on the National Geographic 
Channel (NGC), CNN TV and a global programmatic digital 
video buy. An increase of over 150% in editorial coverage 
across key global markets was also achieved in the period 
under review. This was a result of forming strategic partnerships 
and collaborations with key global and local media, as well as 
hosting media-familiarity trips to South Africa.  

Cultural influencers were critical in showcasing what the 
destination has to offer in terms of lifestyle and culture. This 
was done through hosting global media and introducing them 
to South Africa’s lifestyle categories such as fashion, music and 
art. These interactions resulted in editorial content that is rich 
and dynamic and which showcases the real people of South 
Africa. These included coverage in international publications 
such as Vogue, New African Woman and Harper’s Bazaar. 

International lifestyle platforms such as the Cape Town 
International Jazz Festival and Fashion Week also provided 
great platforms in this regard. 
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In the year under review SA Tourism conducted three speed marketing sessions in partnership 
with SATSA to encourage accredited tour operators to showcase a variety of unique attractions across 
South Africa. The tour operators were trained in delivering short, high-impact presentations to an audience 
of 200 international buyers, to give them an opportunity to market their destinations and services. 

THE TOUR OPERATORS FOUND THE PROCESS EXTREMELY VALUABLE. 

SA TOURISM GIVES LOCAL TOUR OPERATORS ACCESS 
TO INTERNATIONAL BUYERS 

“The training was very helpful. We needed to have the 
training for this because we are not all used to standing 
in front of a crowd of people and talking, even though 
you may know your product and be passionate about it.” 
Thandi Shabalala from Isimangaliso. 

“From the training, I learnt quite a lot about how 
to interact with international buyers, how to go out there 
and market myself and how to tap into new markets. It was 
a great platform to put me out there and to be known.” 
Sibusiso Ngwenya of Simeliza Tours and Travel. 

“For a product like Robben Island, we need a lot of exposure, 
and we know that SA Tourism brings international buyers and 
we didn’t want to miss that for anything.” 
Nomonde Ndlangisa of Robben Island.
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5.1 
Increased contribution 
of the tourism sector to 
inclusive and sustainable 
economic growth 
The year under review saw considerable growth in new 
establishments joining the system, as well as an increase in the 
number of graded rooms.  

The TGCSA did not, however, meet its annual target of graded 
establishments by the end of March 2016. The team fell short 
of its target of 6 493 properties by 1 263 properties. Of the 
5 230 properties graded, 755 were new and 4 475 of them 
were renewals. 

New developments have been initiated to ensure the unit 
meets its targets in future.

A number of key changes took place within the TGCSA 
staff complement during the year. Mr Darryl Erasmus 
was appointed as Chief Quality Assurance Officer and 

the subsequent appointment of Mrs Nelisiwe Yengwa as 
Operations Manager resulted in a mainly new leadership team 
for this business unit. The new leadership has brought with 
it new energy that has translated into an exciting strategy, 
operating revisions and enhancements. 

The TGCSA also changed its previous three-year membership 
system to a more efficient and applicable one-year 
membership system during the course of the year. This is 
viewed as the most suitable model and long-term solution 
for the TGCSA to address cancellations and the illegal use of 
star insignia, in addition to securing the revenue of the self-
employed grading assessors.  

The practical implementation of the three-year system created 
notable operational challenges, which saw a sharp decline 
in membership and reputational damage to the TCGSA. The 
legal debtor process, which arose as a result of the three-year 
system and was implemented to manage establishments that 
delayed or defaulted on the payment of their membership 
was a major contributor to the steady decline in 
membership numbers. 

During the year, the TGCSA introduced a number of initiatives 
geared toward both retaining members and acquiring new 
ones. These are:

TOURISM  
GRADING 5
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5.1.1 Basket of Benefits
The TGCSA implemented a number of business support 
services through the well-publicised and supported Basket 
of Benefits. This is a comprehensive offering to graded 
establishments that provides them with various value-added 
benefits, tailormade to meet their specific needs. These 
benefits are negotiated at discounted rates using the buying 
power of the membership base of the TGCSA. During the 
year under review, a concerted effort was made, which will 
be ongoing, to ensure that the business support services are 
targeted and appropriate to the categories within the 
grading system. 

Of the 5 995 establishments recorded as actively using the 
Basket of Benefits service by the end March 2016, 4 899 
were still valid star-graded members. This equates to 93%  
of graded establishments being registered on the Basket  
of Benefits platform. 

5.1.2 Triennial Review of the Grading Criteria
In 2010 when the TGCSA first introduced the revised grading 
criteria and minimum requirements, it committed to the 
industry that it would implement a triennial review of the 
criteria to ensure their relevance to global traveller trends. 
The criteria in use currently was reviewed in 2012 and the 
industry participated in the process.

In order to meet the commitment made to industry, the 
TGCSA began the process of again reviewing the grading 
criteria in late 2015. This process entails notable industry 
consultation and will culminate in a set of industry-accepted 
and agreed categories and criteria that the TGCSA will 
implement over the next three years.

5.1.3 Universal Accessibility Standards
The TGCSA, in its endeavours to align South Africa’s grading 
criteria with the global standards of tourism establishments, 
embarked on an initiative of developing Universal Accessibility 
(UA) Standards for disabled people. Following widespread 
consultation with the larger tourism and hospitality 
industry participants and national disability organisations, 
a comprehensive set of minimum entry requirements and 
grading criteria were developed and have been made available 
to assessors to accredit qualifying establishments.

As the UA criteria was only finalised and introduced during the 
year, they will be expressly excluded from the grading criteria 
review process.

5.1.4 Integration of User Generated Online  
Guest Reviews
The UNWTO report on the relevance of hotel classification 
systems in relation to online guest reviews released in 2014, 
states that both are important and complementary. The hotel 
classifications concentrate on the quality of the furniture, 
fittings and amenities, whereas the focus of the guest review 
system is more on service-related elements. 

TGCSA has successfully piloted the Tourism Analytics 
Programme (TAP) and can now access guest reviews from 
a range of travel review websites on all tourism products. 
This programme entails the integration of content from some 
key online travel review websites such as TripAdvisor, 
Booking.com, and Trivago into the TGCSA’s grading system. 
This innovative development presents major opportunities 
for the hospitality industry. 

The insights from the TAP programme enable grading 
assessors to offer holistic assessments of accommodation and 
conferencing establishments. In turn, establishments will have 
access to insights that enable them to understand the service-
quality shortcomings of their establishments and manage their 
online reputation.

This integration of the reviews into the star-grading 
system also provides an opportunity for a credible and 
transparent adjudication of South African Tourism’s national 
recognition awards programme, the Lilizela Tourism Awards. 
Establishments that offer outstanding service and quality 
offerings, are recognised and rewarded through the awards 
and receive extensive profiling through South African Tourism.

While the organisation is proud to be the first on the continent 
to implement this global trend, its counterparts on the 
continent can rest assured that it does not plan to keep it to 
itself. Through the bilateral agreements signed between the 
National Department of Tourism and those of other countries, 
South African Tourism is open to sharing this best practice.
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The South African business events industry, made up of 
meetings, incentives, conferences and exhibition segments, 
has been growing steadily over the past 10 years, contributing 
towards the country’s tourist arrivals.

In 2015, South Africa hosted 140 international meetings 
and conferences that attracted just under 80 000 delegates 
to the country. These events generated 542 combined 
conference days and just over R1 billion in economic impact 
for the country.

Of these conferences, 108 met the International Congress and 
Convention Association’s (ICCA) ranking criteria, which are:

 » Only association conferences and meetings are counted;

 » The meetings and conferences need to rotate to at least 
three countries; and

 » The meetings and conferences need to be attended by at 
least 50 international delegates.

According to ICCA, South Africa was ranked number 38 
globally for 2015 as a business events destination and in the 
top 15 long-haul destinations. This ranking ensured that South 
Africa remains the leading business events destination in 
Africa and the Middle East.

Bid Submissions 2015

The South Africa National Convention Bureau (SANCB), 
in conjunction with the city and provincial convention 
bureaus, submitted 53 bids for international business events 
during the 2015-2016 financial year. These business events 
have the potential to attract 86 000 delegates to the country, 
creating 242 combined conference days and generating 
a potential R1.2 billion in economic impact for South Africa. 
These bids contributed towards the number of pending bids 
that are still awaiting an outcome. 

Delegate Boosting Activations  

The SANCB also assisted the local industry with 39 delegate-
boosting activations, promoting South Africa as the next host 
destination at various conferences and meetings around the 
world. These activations enabled South Africa to reach 115 
000 delegates, promoting South Africa to captive audiences 
during these promotional activations.  

Secured Business 

South Africa has already secured 66 international association 
conferences and meetings for the five-year period starting 
in 2017. These events are contracted and are guaranteed 
business for the country’s tourism and hospitality industry. 
South African Tourism estimates these events will contribute 
about R1.4 billion in economic impact, will attract 108 134 
association professionals and will generate 311 event days that 
will benefit all the suppliers in the business events value chain. 

In addition, there are 45 bids still pending, again planned to 
take place in the years leading to 2022. These events have the 
potential to attract 112 000 delegates over 216 days and can 
potentially contribute R1.5 billion to the South African economy.

BUSINESS  
EVENTS6
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                    CONFERENCE HOSTED IN 2015

140                      International Meetings and Conferences Hosted in 2015 

80 000                      Number of Delegates 

542                      Number of combined conference days

R1 billion                      Estimated Economic Impact 

                   SECURED BUSINESS 2017 – 2021 

66                      Secured meetings for the next 5 years (2017-2021)

R1.4 billion                      Estimated Economic Impact 

108 134                      Number of Delegates 

45                      Bid submitted – awaiting outcome

R1.5 billion                      Estimated economic impact of pending bids 

                   BID SUBMISSIONS 2015 -2016 FINANCIAL YEAR 

53                      Bid Submissions 

R1.2 billion                      Estimated Economic Impact 

86 000                      Number of Potential Delegates 

242                      Estimated conference days 
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INDABA 2015
South African Tourism’s primary objectives for INDABA 2015 were:

  To maintain INDABA’s status as one of the top three exhibitions of its kind on the    
  international travel trade tourism calendar.

   To align all strategic partners and stakeholders from both government and private    
   sectors to ensure that there is a focused partnership approach to create growth in the    
    tourism sector. 

   To ensure the right product mix is available to attract buyers.

   Showcase and promote Southern Africa as a prominent destination to the    
   international market in an effective exhibition environment. 

   To leverage existing relationships with key local and international stakeholders    
   to maximize awareness and to ensure that visitors, especially key buyers, are able to take   
   maximum advantage of the opportunities and deals on offer – facilitating the ‘buyer /    
   seller’ networks and sustainable transactions.

   To aggressively grow the number of ‘quality’ International Buyers. Growth to be    
   sourced from South African Tourism’s key global markets, namely: UK, USA, Germany,    
   France, Netherlands, India, Japan, China, Australia, Canada, Kenya, Nigeria, Brazil,    
   and Africa.

   To align with the business objectives of exhibitors and become a conduit for    
   exhibitors to achieve real value and return on their investment.

In 2015, South African Tourism established a communications strategy which enabled the organisation to   
remain authentic to the INDABA offering, as well as South African Tourism’s role in respect of INDABA facilitates  
our exhibitor’s growth.

The core message of:

EXHIBITIONS AND STRATEGIC EVENTS

The Biggest Team of African Exhibitors
Worldwide was established.

Headline indicators 

for INDABA 2015 

demonstrates an 

overall 12% decline

in attendees from 

2014.

The number of   

Non-hosted buyers 

was down 21%.  

It was attributed to 

Ebola scares, and 

attacks on foreign 

nationals just before 

INDABA.

The number of hosted buyers 

increased by 9%. Non-hosted 

media and hosted media 

went up by nearly 4% and 3% 

respectively. Exhibitor numbers 

significantly dropped by 18% due 

to macro- economic factors and 

the competitive climate. 
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           The South African Tourism team continues to improve its INDABA offering      
           to create further appeal to both exhibitors and buyers for INDABA 2016.

Lilizela Tourism Awards
The Lilizela Tourism Awards launched by the Minister of Tourism in 2013 are South Africa’s premier travel 
and tourism awards.

  They aim to recognize and celebrate business excellence in tourism, their contribution to   
  South Africa’s global competitiveness, contribution towards GDP and creating jobs.

  In their third year, the awards attracted 1 131 entries from all over the country. The theme  
  for Lilizela “Tourism’s Greatest was displayed during the glittering event on 27 October 2015.”

  67 winners out of 9 categories outdid themselves and were honoured by the Minister 
  of Tourism. 14 of the 67 winners were black SMMEs, a great improvement from 4 in the previous  
  year. All 14 SMMEs were also supported and hosted at Tourism INDABA 2016.

Meetings Africa
MEETINGS AFRICA 2016 Statistics:

    International and Regional Buyers

            •   75% of these buyers have never been to South Africa before.

            •   The buyers have potential to bring 70 000 delegates to South Africa.

            •   This potential business is worth R2 billion.

Local corporate buyers

African countries
are represented

African products exhibit
at the show

National tourism boards
are representedExhibitors
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The Operations unit ensures that South African Tourism 
achieves operational efficiency through mapping,  
and automation of business processes to improve agility 
and decision-making. It oversees the following areas 
of the organisation: strategic planning, organisational 
performance, reporting, and monitoring and evaluation. 
It is also responsible for the strategic research unit, business 
information systems (BIS), business process mapping, internal 
audit, human resources and legal and compliance.

 
7.1 
Strategic Planning,  
Organisational Performance,  
Reporting, Monitoring  
and Evaluation
South African Tourism’s 2016-2021 Strategic Plan and the 
2016/17 Annual Performance Plan were developed and 
approved by the Minister of Tourism. 

The strategic plan was informed by market research conducted 
and through other available research and statistics. During 
the year, South African Tourism updated and institutionalised 
its strategic planning, frameworks reporting and guidelines 
to ensure continued compliance with the regulations of the 
National Treasury, and for an effective organisational planning 
and reporting processes.  

South African Tourism closely monitors and evaluates the 
success of its strategies as they are implemented. To this 
end, quarterly performance-monitoring sessions supported 
by a reporting tool were put in place during the year. These 
measures will assist in the identification of any changes in 
market conditions and potential risks ahead of time, and give 
enough time for remedial action.

In order to improve operational efficiencies, the risk 
management processes and performance management were 
automated during the period under review. These efforts 
will help South African Tourism become an information 
communication technology (ICT)-enabled organisation.

 

7.2 
Strategic Research 
This year was an exciting one for the Strategic Research Unit 
(SRU) as it geared up for growing tourism to and within South 
Africa in the medium term. Spurred on by the findings of the 
review by the expert panel appointed by the Minister, the SRU 
finalised three key projects.

In view of the findings of the Ministerial Review and 
developments in the global travel industry, the tourism growth 
strategy was evaluated. The purpose of the evaluation was 
to ensure South African Tourism’s approach strengthens the 
contribution of the tourism sector to the overall economy 
through marketing efforts aimed at achieving higher value 
(spend) and volume (arrivals). This was achieved by focusing 
on international leisure tourists, MICE tourists and the 
domestic population.

The evaluation project led to a restatement of the key 
marketing strategies of South African Tourism, which are 
currently being further developed, with the view of launching 
the “Enhanced Strategy for Growth” for the period 2017-2021 
by the end of next year.

Domestic tourism is the cornerstone of any destination’s 
tourism industry. South African Tourism aims to promote this 
further as part of its Enhanced Strategy for Growth. A study 
was commissioned to assist it with a review of its approach 
to the domestic market to ensure it effectively targets the 
domestic market, grows domestic tourism and builds a culture 
of travel within South Africa. The outcome of this study was  
a refreshed understanding of the domestic consumer 
segments and improved messaging and communication 
platforms underpinned by needs and behaviour in the  
current environment.

OPERATIONS  
REPORT7
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Another finding of the expert panel review was that the SRU 
needed to expand in size, allowing it to widen the scope of its 
research activity with a view of adding value through analytics, 
insights and market intelligence. A project was then conducted 
to redesign and re-engineer the unit. 

The project concluded that three areas needed 
to be addressed: 

 » Reducing the knowledge gap in the existing body 
of knowledge;

 » Improving the capacity of the team as well as the 
processes and methodologies used; and

 » Effectively disseminating intelligence to users. 

Implementation of the project is currently under way.

To improve the marketing campaign launched for the Africa 
Air market in 2015, an evaluation of the effectiveness of the 
brand and identified areas for improvement to maximise the 
impact of the campaign was conducted. 

The key tracker studies – the Departure Survey, the Domestic 
Tourism Survey and the Brand Tracker Survey – remain the 
bedrock of South African Tourism’s body of knowledge. 
The coverage of the Departure Survey was expanded to 
include two additional land borders, while the inclusion of 
three African markets to the Brand Tracker Survey expanded 
understanding of potential tourists on the African continent.

The South African Tourism’s commitment to the development 
of an information management system continued with 
a refresh of the layout and navigation of MarketSource, 
a software tool available on the South African Tourism 
intranet for effective data-driven decision-making within 
the organisation. The research website continues to be the 
primary point of access to the research reports of the SRU.

7.3 
Business Information  
Systems (BIS) and Business 
Process Mapping
To support the vision of making South African Tourism an 
ICT-enabled global organisation and to improve operational 
efficiency for service delivery, the BIS team focused its efforts 
on automating targeted processes and business systems.  
The mapping of business processes and the documenting of 
data flows and standard operation procedures enhanced  
these efforts.

During the year under review South African Tourism updated 
its ICT strategy to support the technical requirements of the 
business and maintain excellent systems availability. This has 

resulted in the organisation achieving a consistent systems 
uptime of 98%. 

The third phase of the automation of South African Tourism’s 
key business processes, which was to improve operational 
efficiency through the workflow management system, was 
completed during the financial year. In order to maintain data 
integrity, South African Tourism installed new firewalls and 
implemented a new data governance solution.

Some of the challenges faced during the implementation 
of these platforms included the lack of in-house systems 
development and project management skills, reliance 
on consultants, and the inconsistent application or 
misunderstanding of compliance requirements. Efforts 
to address these challenges have been incorporated into 
the organisational development project.

7.4 
Facilities Management  
and Administration
During the year under review no occupational health 
and safety (OHS) incidents were reported. In future, the 
organisation’s OHS compliance will be expanded to include 
compliance with the OHS standards of the countries in which 
South African Tourism operates. 

South African Tourism undertook the construction of 
basement parking at its head office in order to address the 
requirements of a growing organisation and vehicle  
security concerns.

7.5 
Internal Audit
During the 2015/16 financial year internal audit, successfully 
conducted assignments applying a risk-based approach 
outlined in the approved internal audit plan, as well as ad 
hoc audit assignments requested by those responsible for 
governance in the organisation to raise awareness, build 
capacity and ensure good governance. The success of 
these efforts is evident in the notable improvement in the 
effectiveness of internal controls, good governance and 
compliance management.

The risk-based approach operates according to the following 
requirements stipulated by the National Treasury’s  
regulation 27.2:

 » The information technology system environment;
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 » The reliability and integrity of financial and operational 
performance information;

 » The effectiveness of South African Tourism’s operations 
and its performance;

 » The adequacy of safeguarding assets; and

 » Compliance with relevant laws and regulations, including 
supply chain management policies.

In addition, the unit successfully monitored and investigated 
all cases reported by whistle-blowers to Chapter 9 
Constitutional Institutions and the South African Tourism 
ethics hotline, which is independently managed by business 
consultancy, Deloitte.

South African Tourism’s relationship and effective engagement 
with the Auditor General, management, and the Audit 
Committee safeguarded efficiencies by the internal audit team 
and circumvented duplications of assurance between the 
South African Tourism and the Auditor General.

7.6 
Legal and Compliance
South African Tourism continuously surveys the changes in 
international law. In the past year, the focus was on looking at 
harmonising the model of employment for each jurisdiction. 
Currently the legal team is consulting with service providers 
to document the legislations from the various countries in an 
Employee Handbook. 

There has been a sharp decline in hotline employee-relations 
issues, which is taken as an indication of greater awareness 
of statutory and policy compliance within the organisation. 
Employee-relations disputes have also decreased in the past 
financial year.

During the year under review, South African Tourism reviewed 
its policies to ensure greater compliance with South African 
legislation and regulations. The organisation has also matured 
significantly in its ability to resolve internal workplace disputes 
and matters of establishing a more peaceful and conducive 
working environment. 
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South African Tourism celebrated its second Clean Audit 
Award awarded by the Auditor General in September 2015. 
South African Tourism prides itself on the achievement of 
14 consecutive unqualified audit reports, a testament to the 
well-functioning of the organisation’s internal controls and 
governance structures in the ever-changing and challenging 
global environment.

During 2016, in a bid to limit exposure to the devaluation  
of the Rand in the organisation’s international marketing 
efforts, South African Tourism, supported by the NDT 
successfully engaged National Treasury to provide the 
marketing budget upfront.

South African Tourism managed the post-implementation 
process of the cost-containment guidelines to ensure that 
standards set last year were maintained.

The challenging global legal framework has made compliance 
with South African-specific legislation complex, however, 
South African Tourism is steadfast in ensuring it operates 
within the prescripts of the law.

South African Tourism will further improve its internal controls 
in order to receive unqualified audit reports in the future. The 
continued support from the National Department of Tourism 
and National Treasury in ensuring that the organisation meets 
its financial goals is important and treasured. 

FINANCE  
REPORT8

Strategy to Overcome Areas of Underperformance 
KEY PERFORMANCE INDICATOR

Number of international tourist 
arrivals achieved

In the future, performance is expected to grow when the following barriers are 
removed:

 » Full implementation of the immigration regulations;

 » Better alignment with industry, cities and provincial tourism agencies; and 

 » Improved transport strategy (airlift issues).

South African Tourism will begin implementing its Tourism Growth Strategy 
of increasing travellers by five million within five years. This figure includes increases 
in the number of tourist arrivals and domestic holiday trips. 

 » The expected growth will be derived from the sixth leisure tourism market 
portfolio, which will be reviewed in 2016/17 for implementation from 
2017/18 to 2019/20 coupled with an investment model to maximise return 
on investment.

 » Domestic target market segment refresh exercise will be undertaken in 2015/16 
and will inform a more robust domestic strategy.

 » To achieve the long-term objective of developing a travel culture in South Africa,  
South African Tourism, through the implementation of the Domestic Growth 
Strategy, will embark on programmes that will seek to create a culture of travel.

Total revenue achieved

Number of holiday trips

Number of graded establishments A policy review will be undertaken to address some possible policy amendments 
and updates to enable South African Tourism to consider this expanded mandate.

As part of the policy review, South African Tourism will seek to create and 
implement a revised business model and value proposition in order to attract more 
establishments to grade and strengthen capabilities to improve client servicing 
and retention. This will be supported by an integrated and targeted marketing and 
communications strategy.
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* South African Tourism’s global media budget is included in this figure and includes global media platforms such as CNN, BBC and National Geographic

 2014/15 2015/16
OBJECTIVE BUDGET ACTUAL 

EXPENDITURE
(OVER)/ 
UNDER 

EXPENDITURE

BUDGET ACTUAL 
EXPENDITURE

(OVER)/ 
UNDER 

EXPENDITURE

 R'000 R'000 R'000 R'000 R'000 R'000

Administration 111 160 108 188 2 972 117 385 125 040 (7 655)

Contribute to the growth 
of international tourist 
arrivals in South Africa

290 462 286 835 3 627 312 149 323 991 (11 842)

Increase domestic 
tourism in South Africa 43 672 38 017 5 655 143 800 144 390 (590)

Increase tourism trended 
revenue  contribution  
to the economy

290 462 286 835 3 627 312 149 323 991 (11 842)

Marketing Increase  
South Africa brand 
awareness*

220 292 273 455 (53 163) 205 947 246 619 (40 672)

Provide quality assurance  
for tourism products 40 377 48 352 (7 975) 48 425 34 528 (13 897)

Increase business events 45 813 66 335 (20 522) 33 700 57 613 (23 913)

Total 1 042 238 1 108 017 (65 779) 1 173 555 1 256 172 (82 617)

Linking Performance with Budgets

8.1 
Capital Investment
During the financial year, the construction of the basement 
in order to provide additional parking commenced and 
was concluded. 

South African Tourism’s capital expenditure has been stable 
for the past three years and it is envisaged that it will maintain 
a similar trend in the next five years.

As part of continuous improvement and to keep up with 
technological advancements, South African Tourism embarked 
on the integration of the Oracle Finance and Enterprise 
Schedule Service systems with the Workflow Management 
System.  

Bi-annual asset counts are undertaken at head office and 
country offices in order to ensure that the asset register 
of South African Tourism is maintained. 
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South African Tourism is a Schedule 3A Public Entity. It subscribes to and is committed to complying with the principles and 
standards of integrity and accountability expressed in the PFMA, relevant Treasury Regulations and, where applicable and 
practical, the King III Report on Corporate Governance. 

While the Board oversees the overall process and structure of corporate governance, each business unit and every South African 
Tourism employee worldwide is responsible for promoting good corporate governance practices.

South Africa Tourism’s values and philosophies are the framework against which it measures behaviour, practices and activities 
to assess the characteristics of good governance. The organisations’ corporate values require directors and employees to behave 
with integrity, and to consistently and uncompromisingly display moral strength and conduct, which promote trust.

9.1 
Portfolio Committees 
Parliament exercises its oversight role through evaluating the performance of South African Tourism, and by interrogating the 
Annual Financial Statements and other relevant documents. 

The Portfolio Committee for Tourism and the Select Committee on Trade and International Relations exercise oversight over 
service delivery performance. They review the non-financial information contained in the Annual Report, and are concerned 
with service delivery and enhancing economic growth.

INTRODUCTION9
GOVERNANCE

DATE PURPOSE

16/10/2014 2014/15 Annual Report presentation

20/03/2015 Five-Year Strategic Plan (2015/16-2019/20) and Annual Performance Plan (2015/16) 

27/05/2015 Strategic Plan and APP

14/08/2015  South African Tourism Q3 & Q4 (2014/15) and Q1 (2015/16) Performance Report

11/09/2015               Domestic Tourism

16/10/2015 Strategic Plan and Annual Performance Plan (2014/15)

27/01/2016 2014/15 Annual Report presentation

19/02/2016 South African Tourism Q2 & Q3 (2015/16) Performance Reports

South African Tourism met with the Portfolio Committee to discuss:
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Meetings were held to discuss the following:

9.2 
Executive Authority
The Executive Authority derives oversight powers from the prescripts of the PFMA and the Tourism Act. 

In the year under review, the Executive Authority exercised the power to appoint a new Board of South African Tourism. The new 
Board resumed its duties on 1 June 2015. 

As part of its oversight role, the Executive Authority commissioned independent reviews for INDABA, the Lilizela Tourism Awards 
and South African Tourism.  

DATE PURPOSE

Parliament Discussion points

03/06/2015 Budget Vote Debate

MINMEC Discussion points

8 May 2015 Lilizela Awards 2015 Review & INDABA Rapid Review Report 

2 Oct 2015 Domestic Tourism Marketing Plan and Tourism Sector Performance Report

MIPTECH Discussion points

23/07/2015 Marketing Working Group Work Plan, Lilizela Awards Update

24/11/2015 Marketing Working Group Report

17/03/2016 Marketing Working Group Report, Domestic Tourism Marketing Plan, INDABA 2016 Update and 
Lilizela Awards 2016 Update

9.3 
The Accounting Authority 
(South African Tourism Board)
The Minister of Tourism, in terms of the Tourism Act, appoints 
South African Tourism Board members. The Board consists 
of not fewer than nine and not more than 15 members. The 
Board further includes an official representing the Department 
of Tourism, also appointed by the Minister.

The Board, in its capacity as the Accounting Authority of South 
African Tourism, is charged with responsibility for oversight of 
governance. It is responsible for setting the strategic direction 
of the organisation through the establishment of strategic 
objectives and key policies, and monitors the implementation 
of strategies and policies through a structured approach. The 
Board has the authority to lead, control, manage and conduct 
the business of South African Tourism.

The Board meets quarterly or more frequently if circumstances 
require. It monitors the executive management by ensuring 
that all material matters are subject to Board approval. 
Members of the Executive Committee attend Board meetings 
by invitation.

The Board members fulfil their roles, duties and functions 
with due regard to the fiduciary responsibilities bestowed  
on them in line with the Tourism Act. The Board members 
have a duty to become fully acquainted with all issues 
pertaining to the operations of South African Tourism to 
enable them to properly fulfil their duties. As required by 
the King III guideline, all Board members have access to the 
advice and services of the company secretary and are entitled 
to seek independent professional advice concerning the 
affairs of South African Tourism. 

In order to effectively carry out its responsibilities, the Board 
and its established sub-committees met during the following 
months, at which the main agenda points discussed were  
as follows:
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DATE OF BOARD MEETING MAIN AGENDA ITEMS
April 2015 Appointment of Lead Marketing Agency following a rigorous and independent tender process

May 2015 Approval of Annual Financial Statement, Statement of Responsibility, Governance Report and 
Performance Information;

Appointment of the TGCSA Awards Committee;

Approval of remuneration increases and performance bonuses;

Approval of any changes requested to the Delegation of Authority, Travel and Subsistence, Supply 
Chain Management, Capital Expenditure Management and Investment Funds, Guaranteed 
Remuneration and Retirement  policies;

Medium Term Expenditure Framework (MTEF) 2016/17 to 2018/19; 

Brand Performance;

Global revert;

INDABA Rapid Review;

Lilizela Review; and

Hub Strategy.

June 2015 Board Induction

July 2015 Board Blue Skies session – brainstorming by new Board; and

Composition of Committees.

August 2015 Board strategy session;

Approval of Board remuneration;

Global market strategy;

Regional Africa strategy;

Domestic tourism strategy and action plan;

Approval of high-level consolidated KPAs and targets for the next financial year (for performance 
information audit and performance bonus purposes);

Revised Targets 2015/16;

Repositioning of Research Unit;

Stakeholder Engagement Strategy

INDABA Strategic Partner; and

Approval of Organisational Realignment Project.

November 2015 Board update following resignation of Chairperson, Mr Zweli Mntambo

December 2015 Approval of 1st Draft of Strategic Plan and Annual Performance Plan;

Approval of ICT Governance Framework and Strategy;

Approval of AG Strategic Plan and budget;

Approval of Target Setting Methodology;

Approval of Stakeholder Engagement Framework;

Brand Review; and 

Organisational Review.

February 2016 Approval of Final Strategic Plan and Annual Performance Plan;

Approval of budget;

March 2016 Approval of Tourism Growth Strategy;

Host City Tender;

Approval of Internal Audit Charter, Three Year Strategic Internal Audit Plan and Internal Audit 
Annual Planning Methodology;

Sale of Netherlands Property;

Approval of changes to General HR Policy: Amendment to Recruitment and Selection clause; and 

Approval of cost of living increase.
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9.4 
The role of the Board and 
the Board Charter 
The Board’s role is to exercise stewardship over South African Tourism within an approved framework, and with prudent and 
effective controls in place to enable effective and efficient management of assessed business risks. The Board determines and 
outlines strategic objectives to be achieved, reviews whether the necessary financial and human resources are in place to meet 
its objectives, and monitors management performance in relation to the execution of the approved strategic plan and the annual 
performance plan. It is kept informed about major developments affecting the mandate of South African Tourism.

9.4.1 The roles and responsibilities of the  
Board are summarised as follows:
 » Ensuring good corporate governance is applied within 

South African Tourism at all times;

 » Assisting and providing high-level input to executive 
management in setting strategic objectives for the 
organisation and in determining high-level marketing 
strategy, taking into consideration the latest market 
intelligence, research and appropriate risk parameters;

 » Determining, delegating and reviewing, from time to 
time, certain levels of authority and responsibility of 
the executive and senior management of South African 
Tourism, pertaining to the negotiating of contracts, capital 
expenditure and operational matters;

 » Monitoring compliance with the PFMA, Treasury, 
Regulations, the Tourism Act and other relevant legislation 
and regulations that are applicable to business in general 
in South Africa;

 » Approval of strategic plans, annual performance plans and 
consolidated high-level KPAs and targets;

 » Approval of the implementation of a remuneration policy;

 » Ensuring that a model for succession planning is 
introduced for all executive management, all business  

unit and sub-business unit managers, and for all  
country managers; 

 » Ensuring that management prepares and submits the 
financial statements to the Auditor General for audit 
purposes in accordance with the PFMA and its regulations;

 » Annually measuring its performance as a whole and also 
its committees and the executive(s);

 » Ensuring that South African Tourism manages its risk 
appropriately; and

 » Ensuring that suitably qualified and experienced 
individuals are appointed as executive management 
of South African Tourism.

The Board shall as soon as practically possible after the end 
of each financial year, submit:

 » An Annual Report for the Minister’s approval and tabling 
in Parliament; and

 » Any other matter that the Minister may request the Board 
to deal with.

The operations of the organisation are guided by the 
corporate strategic plan, annual performance plan, policies,  
et al. The number of meetings held during the year under 
review was seven (including three special Board meetings), 
and the attendance was as outlined below.
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9.5 
Composition of the Board
The South African Tourism Board comprises 12 members. In accordance with the Tourism Act, the Minister of Tourism appoints 
members serving on the Board for a period of three years. For the period under review South African Tourism had two Boards, 
with the first Board’s term ending 31 May 2015. The current Board was appointed by the Minister with effect from 1 June 2015 
for a period of three years. 

Following the appointment of the Board, a comprehensive induction programme was conducted followed by a Board Blue Skies 
session that encouraged fresh and audacious thinking. This was taking into account the recommendations of the South African 
Tourism Panel Review that was commissioned by the Minister.

The roles of chairperson and CEO do not vest in the same person, and the chairperson is a non-executive member of the Board. 
The chairperson and CEO provide leadership and guidance to the Board. 

NAME DESIGNATION DATE 
APPOINTED END OF TERM QUALIFICATIONS EXPERTISE OTHER BOARD 

DIRECTORSHIP
Zwelibanzi 
Mntambo 
(Mr)

Chairperson 1 June 2012 Reappointed 
to South 
African 
Tourism Board 
1 June 2015

BJuris, LLB, LLM Legal, 
Governance, 
Management

Dreamvision 
Investments 15; 
Exxaro Resources 
Ltd; Eyesizwe Mining 
(Pty) Ltd; Eyesizwe 
Holdings (Pty) Ltd; 
Katiba PMC; Main 
Street 333

Kananelo 
Makhetha 
(Mr)

Non-Executive 1 June 2012  31 May 2015 B.Com, MBA Marketing, 
Management, 
Travel and 
Tourism

Connex Travel (Pty) 
Ltd T/A BCD Travel; 

Shumi Investment 
Holdings; Basfour 
(2099); Sethabathaba 
(Pty) Ltd

Graham 
Wood (Mr)

Non-Executive 1 June 2012 Reappointed 
to South 
African 
Tourism Board 
1 June 2015

B Comp Hons 
CA(SA) 

Finance, 
Management, 
Strategic Travel 
and Tourism

Atela Investments 
(Pty) Ltd

Eco-Navitas (Pty) Ltd

The Board members for the period 1 April 2015 – 31 May 2016:
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NAME DESIGNATION DATE 
APPOINTED END OF TERM QUALIFICATIONS EXPERTISE OTHER BOARD 

DIRECTORSHIP
Tumi 
Makgabo 
(Ms)

Non-Executive 1 June 2012 31 May 2015 Executive 
Leadership 
Programmes

Media, 
Communications 
and Marketing, 
Management

Tumi Makgabo 
and Assoc; Tumi 
Makgabo Enterprises; 
Sun International; 
The Foschini Group

Sizakele 
Mzimela 
(Ms)

Non-Executive 1 June 2012 31 May 2015 BA (Economics 
and Statistics), 
Executive 
Programmes 
at several 
institutions

Finance, 
Management, 
Economics, Travel 
and Tourism

Shikita Trading; 
Cargo Carriers Ltd; 
Blue Crane Aviation 
(Pty) Ltd; Multi-loads 
(Pty) Ltd; Ansys Ltd; 
Africa Reinsurance 
Company

Ayanda 
Ntsaluba (Dr)

Non-Executive 1 June 2012 Reappointed 
to South 
African 
Tourism Board 
1 June 2015

MBChB, FCOG 
(SA), MSc 
Health Policy, 
Planning and 
Financing, MBA, 
International 
Relations, 
Political 
Economy and 
Philosophy

Management, 
Finance, 
Philosophy, 
Health, 
International 
Relations

Clinix Health Group; 
Discovery Holdings; 
Discovery Life; 
Mokaikai Portion 37; 
Vitality Healthstyle; 
Discovery Health 
Prop Ltd; Prudential 
Health Holdings Ltd; 
Prudential Health 
Insurance Ltd; 
Prudential Health 
Services Ltd

Thebe 
Ikalafeng 
(Mr)

Non-Executive 1 June 2012 Reappointed 
to South 
African 
Tourism Board 
1 June 2015

BSc, MBA , CM 
(SA)

Management, 
Marketing

World Wide Fund 
– SA (WWF); Brand 
South Africa; Brand 
Leadership Group 
(Pty)

Ikalafeng & 
Associates CC; The 
Brand Leadership 
Academy (Pty) Ltd; 
Ihop World (Pty) Ltd; 
The Kwena Trust

Dirk van 
Schalkwyk 
(Mr)

Representative 
from NDT

1 June 2012 31 May 2015 Advanced 
Diploma 
in Public 
Administration

Finance, 
Management, 
Tourism

Monwabisi 
Kalawe (Mr)

Non-Executive 28 March 
2014

31 May 2015 BSC Electrical 
Engineering

Finance, 
Management, 
Tourism

SAA

Miller 
Matola (Mr)

Non-Executive 24 October 
2014

31 May 2015 BA (Honours) Finance, 
Management, 
Tourism

Brand South Africa
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NAME DESIGNATION DATE 
APPOINTED END OF TERM QUALIFICATIONS EXPERTISE OTHER BOARD 

DIRECTORSHIP
Zwelibanzi 
Mntambo 
(Mr)

Chairperson 1 June 2015

(reappointed 
to the South 
African 
Tourism 
Board by the 
Minister)

Resigned - 22 
October 2015

BJuris, LLB, LLM 
(Yale)

Legal, Governance, 
Management

Dreamvision 
Investments 15; 
Exxaro Resources 
Ltd; Eyesizwe Mining 
(Pty) Ltd; Eyesizwe 
Holdings (Pty) Ltd; 
Katiba PMC; Main 
Street 333

Tanya 
Abrahamse 
(Dr)

Deputy 
Chairperson

1 June 2015 Appointed 
Acting 
Chairperson 27 
October 2015 
(following the 
resignation 
of the 
Chairperson 
Mr Zweli 
Mntambo on 
22 October 
2015)

MSc, PhD Public and private 
sector management 
and leadership 
experience in 
development, 
environment, 
biodiversity and 
tourism – policies, 
processes and 
institutions including 
international 
engagements

CEO and Board 
member – SANBI

Board member - 
MISTRA

Member – Inaugural 
Science Advisory 
Board of the UN 
Secretary General

Graham 
Wood (Mr)

Non-Executive 1 June 2015

(reappointed 
to the South 
African 
Tourism 
Board by the 
Minister)

B Comp Hons 
CA(SA) 

Finance, 
Management, 
Strategic Travel and 
Tourism

Atela Investments 
(Pty) Ltd

Eco-Navitas (Pty) Ltd

Ayanda 
Ntsaluba (Dr)

Non-Executive 1 June 2015

(reappointed 
to the South 
African 
Tourism 
Board by the 
Minister)

MBChB, FCOG 
(SA), MSc 
Health Policy, 
Planning and 
Financing, MBA, 
International 
Relations, 
Political Economy 
and Philosophy

Management, 
Finance, Philosophy, 
Health, International 
Relations

Discovery Ltd, 
Discovery Life Ltd, 
Discovery Health 
(Pty) Ltd Discovery 
Vitality (Pty) Ltd, 
Clinix Health Group 
(Pty) Ltd, Discovery 
Holdings Europe 
Ltd, Vitality Health 
Ltd, Vitality Health 
Insurance Ltd, Vitality 
Corporate Services 
Ltd, Council Member: 
Council of University 
of KwaZulu-Natal

The Board members for the period 1 June 2015 – 31 March 2016:
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NAME DESIGNATION DATE 
APPOINTED END OF TERM QUALIFICATIONS EXPERTISE OTHER BOARD 

DIRECTORSHIP
Thebe 
Ikalafeng 
(Mr)

Non-Executive 1 June 2015

(reappointed 
to the South 
African 
Tourism 
Board by the 
Minister)

Appointed 
Deputy 
Chairperson 
in November 
2015)

BSc, MBA , CM 
(SA)

Management, 
Marketing

 World Wide Fund 
– SA (WWF); Brand 
South Africa; Brand 
Leadership Group 
(Pty)

Ikalafeng & Associates 
CC; The Brand 
Leadership Academy 
(Pty) Ltd; Ihop World 
(Pty) Ltd; The Kwena 
Trust

Judi Nwokedi 
(Ms)

Non-Executive 1 June 2015 BSoc, Leadership 
training at 
Harvard and GIBS

Broadcasting, 

Telecommunications 
and Nuclear Energy. 
Public sector 
experience (Australia)

Multinational 
experience (USA and 
France)

Consolidated 
Infrastructure Group, 

Nwokedi Consultants, 
The International 
Women’s Forum SA,

ArcBlue – Afrika (Pty) 
Ltd, Hitricon (Pty) Ltd, 
JNPV, 

Tourvest Group, 
Tourvest Holdings, 
Tourvest Financial 
Services

Monhla 
Hlahla (Ms)

Non-Executive 1 June 2015 Resigned 
4 January 2016

Colin Bell 
(Mr)

Non-Executive 1 June 2015 BCom Nature conservation, 
tourism, 
photography, author, 
public speaking

Trustee: WWF South 
Africa, 

SATSA, Trustee: 
Conservation Action 
Trust, Director: 
Natural Selection 
Safaris (Pty) Ltd, 
Mkambati Matters 
(Pty) Ltd, Beach Lodge 
(Pty) Ltd

Chichi 
Maponya 
(Ms)

Non-Executive 1 June 2015 BCom Communication, 
business 
management, 
marketing

CEO Maponya Group, 
Former Chairman of 
Brand South Africa, 
Deputy Chair South 
African Council 
on International 
Relations (SACOIR), 
Trustee: Dr Richard 
Maponya Institute 
for Skills and 
Entrepreneurship, 
Trustee: Marina 
Maponya Memorial 
Fund, Director 
Barloworld Maponya 

Trustee: Kgalema 
Motlanthe 
Foundation, 
Chairperson Opera 
Africa, Board Member 
Consumer Goods 
Council of South 
Africa (CGCSA)
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NAME DESIGNATION DATE 
APPOINTED END OF TERM QUALIFICATIONS EXPERTISE OTHER BOARD 

DIRECTORSHIP
Amor Malan 
(Ms)

Non-Executive 1 June 2015 BCom Honours, 
MCom, MBA

BTEC Project 
Management, 
Diploma: 
Education 
Training and 
Practitioner 

Centre for 
Accessible 
Environments 
Universal Access 
Certificate, 

Australia Institute 
for Access 
Training : Access 
Audit Consultant 
Certificate – 
current

Formulating strategy, 
Project Management, 
Stakeholder 
engagement, 
Community network 
development, Special 
Needs Passengers 
Insight, Training (UA), 
Governance

Health Professionals 
Council of South 
Africa:  Occupational 
Therapy and Orthotics 
Board

Oregan 
Hoskins (Mr)

Non-Executive 1 June 2015 BA LLB 
MBA

Legal 
Leadership 
Management 
Sport and recreation

President – SARU 
Vice Chairman IRB

Iraj Abedian 
(Dr)

Non-Executive 1 June 2015 Resigned 
27 July 2015

Michelle 
Constant 
(Ms)

Non-Executive 1 June 2015 BA, Perf.Dip 

Social 
Entrepreneurship 
Programme. 
(GIBS)

Arts and Culture, 
Business 
Management, Media 
and Marketing

CEO at Business and 
Arts South Africa 
(NPC)

Presenter weekly 
SAFM Lifestyle Show

Advisory Committee 
(French Institute of 
South Africa)

Advisory Committee 
(Artist Proof Studio)

Advisory Committee 
(Arts Investment 
Forum)

Mmaditonki 
Setwaba (Ms)

Non-Executive 1 June 2015 B. Proc LLB 

(Post Graduate) 

Certificate in 
Legislative 
Drafting  

Legal Admitted Attorney

Member - Audit and 
Risk Management 
Committee: 
Department of 
Tourism.

In-house Counsel: 
Department of 
Tourism.
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NAME DESIGNATION DATE 
APPOINTED END OF TERM QUALIFICATIONS EXPERTISE OTHER BOARD 

DIRECTORSHIP

Yacoob Abba 
Omar

Non-Executive 19 November 
2015

Currently reading 
for his PhD on 
“Sovereignty and 
National Identity 
in South Africa” 
through Wits 
University

Director Operations 
of the Mapungubwe 
Institute (MISTRA). 
Before that he served 
in several capacities 
in the public sector: 
as South Africa’s 
Ambassador to 
Oman from 2003 
to 2008, and then 
to the United Arab 
Emirates from 2008 
to December 2012; 
and as the Deputy 
Director-General 
of Government 
Communication and 
Information System 
(GCIS) from 1998 to 
2002.

Advisory committee: 
University of 
Witwatersrand’s 
Institute for Diversity 
Studies, 

Advisory Board 
member of the 
Institute for 
International 
Management 
Practice, Anglia 
Ruskin University, 
Cambridge. 

Nine meetings (including three special Board meetings) were held during the year under review, and the attendance was  
as follows:

Board tenure ending 31 May 2015:

SPECIAL BOARD MEETING BOARD MEETING
NAME 21 April 2015 29 May 2015

Zweli Mntambo (Chairperson) ✓ ✓

Siza Mzimela (Deputy Chairperson ) ✓ ✓ 

Ayanda Ntsaluba ✗ ✗

Graham Wood ✓ ✗

Dirk van Schalkwyk ✗ ✓

Kananelo Makhetha ✓ ✓

Thebe Ikalafeng ✗ ✓

Tumi Makgabo ✓ ✗

Monwabisi Kalawe ✗ ✗

Miller Matola ✗ ✗

BOARD INDUCTION
 

BLUE 
SKIES 
SESSION

BOARD 
LEKGOTLA

SPECIAL 
BOARD 
MEETING

BOARD MEETING

NAME
5 Jun 
15

3 Jul 
15

4 Mar 
16

22 Jul 
15

23-25 
Aug 15

26 Oct 
15

9 Nov 
15

2 Dec 
15

12 Feb 
16

16 Mar 
16

Zweli Mntambo 
(Chairperson 
resigned on  
22 October 2015)

✓ ✓ ✓

Tanya Abrahamse 
(Deputy Chairperson 
appointed acting 
chairperson on  
27 October 2015)

✓  ✓ ✓ ✓ ✓ ✓ ✓ ✓

Ayanda Ntsaluba ✓   ✓ ✓ ✓ ✓ ✗ ✓ ✗

Graham Wood ✓   ✓ ✓ ✓ ✗ ✓ ✓ ✗

Board newly appointed by the Minister on 1 June 2015:
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BOARD INDUCTION
 

BLUE 
SKIES 
SESSION

BOARD 
LEKGOTLA

SPECIAL 
BOARD 
MEETING

BOARD MEETING

NAME
5 Jun 
15

3 Jul 
15

4 Mar 
16

22 Jul 
15

23-25 
Aug 15

26 Oct 
15

9 Nov 
15

2 Dec 
15

12 Feb 
16

16 Mar 
16

Thebe Ikalafeng ✓   ✓ ✓ ✓ ✓ ✓ ✓ ✓

Chichi Maponya  ✓  ✓ ✓ ✗ ✗ ✓ ✗ ✓

Oregan Hoskins  ✓  ✗ ✓ ✗ ✓ ✓ ✓ ✓

Monhla Hlahla 
(resigned on 04 
January 2016)

✓

 

 

 

 

 

✓

 

✓ ✗

 

✓

 

✓

 

 

 

 

 

 Michelle Constant ✓   ✗ ✓ ✓ ✓ ✓ ✓ ✓

 Colin Bell ✓   ✓ ✓ ✓ ✓ ✓ ✓ ✓

 Amor Malan ✓   ✓ ✓ ✓ ✗ ✓ ✓ ✓

Judy Nwokedi   ✓ ✓ ✓ ✗ ✓ ✓ ✗ ✓

Mmaditonki 
Setwaba ✓   ✓ ✓ ✓ ✓ ✓ ✓ ✓

Iraj Abedian 
(resigned on 27 July 
2015)

✓   ✓       

Yacoob Abba Omar 
(appointed on 19 
November 2015)

✓  ✓ ✓ ✓

9.6 
Board Committees
The Board is assisted in the discharge of its duties by a number 
of committees, the details of which are set out below:

 » Chairpersons’ Committee;

 » Marketing Committee;

 » Remuneration Committee;

 » Audit and Risk Committee; 

 » TGCSA Awards Committee; and 

National Convention Bureau Marketing Sub-Committee. 

9.6.1 The Board took note of the following 
recommendations of King III when considering 
the composition of the committees: 
 » For the Human Capital and Remuneration Committee, 

the Board has ensured that the Chairperson of the Board 
is a member of the Committee, but is not the Chairperson 
of the Committee.

 » For the Audit and Risk Committee, the Board approved 
that the CEO, CFO and the Chairperson of the Board 
should not be members of this committee; however, 
they are permanent invitees to the committee.

9.6.2 Chairpersons’ Committee 
The Chairpersons’ Committee consists of the Chairpersons of 
the Board, Marketing Committee, Audit and Risk Committee, 

Human Capital and Remuneration Committee, TGCSA Awards 
Committee and SANCB Committee. This committee meets as 
and when required and is chaired by the Board Chairperson.

9.6.3 Marketing Committee
The committee comprises five non-executive directors, 
including all members of the Executive Committee. The 
chairperson is Ms Michelle Constant. The Marketing 
Committee reports on its activities and makes 
recommendations to the Board. The roles and responsibilities 
of this committee include:

 » Review the revised five-year strategic plan, which includes 
strategies, high-level action plans and targets covering the 
next financial year plus four financial years thereafter, and 
make appropriate recommendations to the Board;

 » Review and recommend for approval to the Board all 
primary marketing policies, including branding, that 
will/will not have financial implications covered by the 
approved budget;

 » In terms of the business plan and budget, review 
significant changes to mainline expense items as approved 
by Exco; 

 » Review and discuss business plans and budgets for new 
financial years, and make applicable recommendations  
to the Board; and

 » Review proposed parameters for next Medium-Term 
Expenditure Framework period’s business plan and 
budget, and make applicable recommendations  
to the Board.
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Five meetings were held during the year under review, and attendance was as follows:

Board tenure ending 31 May 2015:

NAME 28-MAY-15
Tumi Makgabo (Chairperson) ✓

Kananelo Makhetha ✓

Thebe Ikalafeng ✓

Monwabisi Kalawe ✗

Board newly appointed by the Minister on 1 June 2015:

NAME 25-AUG-15 2-OCT-15 2-DEC-15 15-MAR-16
Tanya Abrahamse  
(resigned as chairperson when appointed as acting chairperson of the 
Board on 27 October 2015)

✓ ✓ ✓ ✓

Graham Wood ✓ ✓ ✓ ✗

Colin Bell ✓ ✗ ✓ ✗

Michelle Constant  
(appointed chairperson of the committee on 12 February 2016) ✓ ✓ ✓ ✓

Thebe Ikalafeng  
(appointed acting chairperson of the committee on 02 December 2015) ✓ ✓ ✓ ✓

Oregan Hoskins ✓ ✗ ✓ ✓

Yacoob Abba Omar  
(appointed to committee on 02 December 2015) ✓

9.6.4 Human Capital and  
Remuneration Committee
The Remuneration Committee was renamed during the 
Board meeting held on 2 December 2015, and is now called 
the Human Capital and Remuneration Committee. The 
Committee remains a sub-committee of the Board, which 
approves the appointment of members serving in this sub-
committee. The Remuneration Committee as it’s commonly 
known, assists the Board by ensuring that South African 
Tourism develops and implements adequate remuneration 
policies and procedures aimed at supporting the organisation 
in achieving its short and long-term objectives. 

The committee operates in accordance with approved terms 
of reference. It is also mandated to ensure that in taking 
decisions pertaining to remuneration and employee-related 
matters, due care is exercised. The business operations of the 
committee are aligned with the compliance requirements of 
relevant prescripts, such as the Basic Conditions 
of Employment Act.

The committee comprises of five non-executive directors and 
its chairperson is Ms Judi Nwokedi. The Executive Committee 
members are permanent invitees to all Human Capital and 
Remuneration Committee meetings.

This committee oversees the organisation’s human resources 
principles, practices and programmes with regard to 
employee’s terms and conditions, management development, 
equal employment opportunity and remuneration.

The roles and responsibilities of this committee amongst 
other include:

 » Reviewing proposed changes to the approved 
organogram of South African Tourism and make 
applicable recommendations to the Board;

 » Overseeing the setting and administering of remuneration 
at all levels in the organisation;

 » Approving the implementation of reviewed and updated 
HR policies and procedures;

 » Approving proposed remuneration changes within budget 
(annual inflation increases, designation increments and 
any other changes to total-cost-to-company packages);

 » Recommending for approval to the Board, proposed 
remuneration changes outside budget (annual inflation 
increases, designation increments and any other changes 
to total-cost-to-company packages); and

 » Reviewing proposed parameters for the next MTEF 
period’s business plan and budget, and make applicable 
recommendations to the Board.
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Four meetings were held during the year under review, and attendance was as follows:

Board tenure ending 31 May 2015:

NAME 28-MAY-15
Ayanda Ntsaluba (Chairperson ) ✗

Graham Wood ✓

Zweli Mntambo ✓

Dirk van Schalkwyk ✓

Tumi Makgabo ✓

Board newly appointed by the Minister on 1 June 2015:

NAME 25-AUG-15 1-DEC-15 15-MAR-16
Monhla Hlahla  
(Chairperson resigned on 04 January 2016) ✓ ✓  

Ayanda Ntsaluba ✓ ✗ ✗

Graham Wood ✓ ✗ ✗

Tanya Abrahamse ✓ ✓ ✓

Zweli Mntambo  
(resigned on 22 October 2015) ✓   

Judy Nwokedi  
(appointed to committee on 02 December 2015 and chairperson 
of committee on 12 February 2016)

  ✓

Yacoob Abba Omar  
(appointed to the committee on 12 February 2016)   ✓

9.6.5 Audit and Risk Committee
The committee comprises of six non-executive Board 
members and is chaired by Dr Ayanda Ntsaluba. The King 
III Report on Corporate Governance stipulates that the 
chairperson of the Board may not be a member of the Audit 
and Risk Committee, therefore Dr Tanya Abrahamse, who 
was the Acting Chairperson of the Board during the reporting 
period, was a permanent invitee to the Audit and 
Risk Committee.

This Committee assists the Board by providing assurance on 
the adequacy and efficiency of South African Tourism’s internal 
controls systems in respect of both the organisation’s direct 
affairs in South Africa and at its offices abroad.

The Committee is also vested with the powers to examine 
any financial, operating and strategic matters relating to the 
operations of South African Tourism. This includes reviewing 
and approving the annual financial statements, accounting 
policies, compliance and regulatory matters. The Internal Audit 
unit is fully accountable to and reports its business operations 
administratively and functionally directly to this Committee. 

The roles and responsibilities of this committee include:

 » Recommend financial statements for approval (together 
with the accounting policies applied) prepared and 
presented by management. These financial statements 
form part of the Annual Report;

 » Ensuring that reporting timelines as prescribed by the 
PFMA, including regulations, are complied with;

 » Monitoring the effectiveness of risk management systems 
and processes implemented by management. The 
committee is responsible for ensuring that management 
implements corrective plans and strategies aimed at 
mitigating identified business risks;

 » Examining and reviewing the internal control environment 
within the organisation, and reviewing the organisation’s 
statement on internal control systems prior to 
endorsement by the Board. The Audit and Risk Committee 
provides the Board with assurance of the adequacy 
and efficiency of South African Tourism’s internal 
controls systems;

 » Approving the remuneration and terms of engagement  
of external auditors;

 » Reviewing annually the effectiveness of the internal audit 
function throughout the organisation, in the context of 
the organisation’s overall risk management system, with 
particular focus on the internal audit charter, annual work 
plans, activities, staffing, organisational and reporting 
structure, and status of the function;

 » Reviewing the results of management’s investigation and 
follow-up (including disciplinary action) of any instances  
of non-compliance;
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 » Reviewing its terms of reference from time to time and 
making appropriate recommendations to the Board;

 » Ensuring that appropriate standards of governance, 
reporting and compliance are being met; and

 » Advising the Board on issues relating to the application of 
accounting standards as they relate to published financial 
information, in particular the transition to GRAP, and in the 
absence of GRAP. 

The head of the Internal Audit Unit has direct access to the 
Chairperson of the Audit and Risk Committee. The Committee 
provides the following significant benefits to South African 
Tourism with effectiveness and efficiency:

 » Improving the quality and enhancing the credibility of the 
financial reporting process;

 » Improving internal controls within the entity;

 » Promoting communication and engagement between 
Board members, auditors and management;

 » Strengthening the independence of both the external 
auditors and the internal auditors, through the credibility 
of the audited Annual Financial Statements;

 » Improving the performance of the external auditors and 
the quality of the audit process; and

 » Preparation of an independent report on the reviewed 
financial statements audited. 

Five meetings were held during the year under review, and attendance was as follows:

Board tenure ending 31 May 2015:

NAME 29-MAY-15
Siza Mzimela (Chairperson ) ✓

Zweli Mntambo (Invitee) ✓

Ayanda Ntsaluba ✗

Graham Wood ✗

Dirk van Schalkwyk ✓

Board newly appointed by the Minister on 1 June 2015.

NAME 28-JUL-15 25-AUG-15 1-DEC-15 16-MAR-16
Ayanda Ntsaluba (Chairperson ) ✓ ✓ ✓ ✗

Chichi Maponya ✗ ✓ ✓ ✓

Judy Nwokedi ✓ ✓ ✓ ✓

Mmaditonki Setwaba ✓ ✓ ✓ ✓

Amor Malan ✗ ✓ ✗ ✓

Oregan Hoskins 
(appointed to the committee on 12 February 2016)    ✓

9.6.6 Tourism Grading Council (Awards Committee)
The Tourism Act gives the Minister the authority to establish 
a grading council system for tourism establishments. The 
authority is delegated by the Board to the Tourism Grading 
Council of South Africa (TGCSA) Awards Committee in terms 
of Section 18(5) of the Tourism Act. The Minister also appoints 
the chairperson of the TGCSA Awards Committee (who is also 
a member of the Board) when the Board is appointed every 
three years. The Chairperson of the committee is Mr Graham 
Wood, who is a non-executive member of the Board.

The roles and responsibilities of this committee include:

 » To monitor the relevance, effectiveness and efficiency of 
the grading system; 

 » Make recommendations to the CQAO, the CEO and 
the TGCSA on any improvements or changes in policy, 

procedures and processes that would, in the opinion of 
the Awards Committee, enhance the acceptance and 
effectiveness of the grading system and/or address any 
stakeholder concerns;

 » To review and update the minimum requirements for the 
TGCSA star-grading system for each category and star-
grading level of graded establishment;

 » To review and update the grading criteria for the TGCSA 
star-grading system for each category and star-grading 
level of graded establishment;

 » To oversee a tri-annual formal review process of the 
Grading Minimum Requirements and ensure that there is 
appropriate stakeholder consultation and involvement in 
the process;
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 » To receive and decide upon appeals received from 
establishments appealing against the grading awarded  
to them;

 » To ensure that the minimum requirements and criteria 
applicable to each category of tourism establishment and 
the TGCSA policies, procedures and processes, are aligned 
with international best practice at all times;

 » To review and advise on the five-year strategic plan, 
annual performance plan and the marketing plan for the 

TGCSA through the Awards Committee’s participation 
in the annual strategic meeting and/or any other 
interventions; and

 » To advise on any other matters or issues referred to it by 
the TGCSA executive management team or the CEO or the 
Board of South African Tourism.

Four meetings were held during the year under review, and attendance was as follows:

Board tenure ending 31 May 2015:

NAME 4-MAY-15
Graham Wood (Chairperson) ✓

Yusuf Patel ✓

Amor Malan ✓

Nina Freysen-Pretorius ✓

Julie-Joe Madala-Ndlovu ✓

Caroline Ungersbrock ✓

Nonhlanhla Tshabalala ✗

Alan Romburg ✓

Tony Hazel ✓

Jegie Padmanathan ✓

Mark Goveia ✓

Nyeleti Mushwana ✗

Board newly appointed by the Minister on 1 June 2015:

NAME 23-SEP-15 4-NOV-15 16-FEB-16
**Graham Wood (Chairperson) ✓ ✓ ✓

**Amor Malan ✓ ✓ ✗

**Mmaditonki Setwaba  
(appointed to committee on 02 December 2015) ✗

Yousuf Patel ✓ ✓ ✓

Nina Freysen-Pretorius ✗ ✗ ✗

Jegie Padmanathan ✓ ✗ ✗

Caroline Ungersbock ✓ ✓ ✓

Alan Romburgh ✗ ✗ ✗

*Noli Mboweni ✓ ✓ ✓

Tony Hazel ✓ ✗ ✓

*Lindiwe Rakharebe ✗ ✗ ✓

*Wendy Alberts ✓ ✓ ✓

*Johanna Mukoki ✓ ✓ ✗

*Ravi Nadasen ✗ ✗ ✓

* New appointments to the committee

** South African Tourism Board members
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9.6.7 South African National Convention Bureau 
Sub-Committee
The SANCB is a Sub-Committee of the Marketing Committee. 
The objective of the SANCB is to ensure an enhanced industry 
presence and credibility among all stakeholders. It also creates 
a platform for the South African business events industry 
to advise and ensure collaboration on programmes for sales, 
lead development and marketing activities of the SANCB.

The Board appoints the chairperson of the SANCB, who 
reports to the Marketing Committee on the activities of 
the SANCB. The Chairperson of the committee is Mr Thebe 
Ikalafeng, who is a non-executive member of the Board.

The roles and responsibilities of this committee include:

 » To establish a strong collaborative industry approach 
to market South Africa as a preferred destination for 
business events, and to reach its full potential through 
industry participation;

 » To provide stakeholders with advice and input from the 
South African business events industry, which will include 
all aspects of organising business events in South Africa;

 » To provide participation from the industry in terms of 
corporative programmes that will maximise the positioning 
of South Africa as a preferred business events destination; 

 » To provide input and guidance in terms of reviewing the 
destination’s performance in relation to the national targets 
set for the South African business events industry;

 » To coordinate input and industry support for South African 
business events development activities. These inputs focus 
on factors that the South African business events industry 
regards as important to grow the sector;

 » To provide industry input into the organisation/operation 
of Meetings Africa;

 » To advise and review the SANCB brand essence and 
development of collateral;

 » To advise and review the SANCB policies on lead 
distribution and bidding;

 » To advise and review the strategic direction of the 
Business Events Team South Africa to support its aim 
of establishing South Africa as a preferred international 
business events destination;

 » To advise and review the five-year strategic plan, annual 
performance plan and marketing plan for the SANCB 
through the participation in the annual strategic meeting 
and/or other interventions;

 » To be a collaborative forum of industry stakeholders that 
will advise the SANCB on the positioning of South Africa  
as an international business events destination;

 » To access the activity levels of the South African business 
events industry, providing programme support for the 
industry, guidance, and input in terms of the positioning  
of South Africa in the global business events market; and

 » To focus on all elements related to the business events 
value chain in order to contribute to the development  
of the complete industry.

Three meetings were held during the year under review. A fourth meeting was attended by all committee members during 
Meetings Africa, held annually in the month of February. The attendance of Meetings Africa was as follows:

Board tenure ending 31 May 2015:

NAME 20-APR-15
Kananelo Makhetha (Chairperson) ✓

Dirk Elzinga ✓

Mati Nyazema ✓

Sean Bradley ✓

Ravi Nadasen ✓

Eleanor Bloem ✓

Denise Kemp ✓

Clifford Ngakane ✓
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NAME FLIGHTS ACCOMMODATION CAR-HIRE REMUNERATION TOTAL
Zweli Mntambo 
(Chairperson)

Resigned  
22 October 2015

 
-

 
-

 
-

  
-

Sizakele Mzimela 
(Deputy Chairperson) - - - - -

Kananelo Makhetha 4 406.67 4 406.67

Ayanda Ntsaluba - - - - -

Tumi Makgabo 42 677.72 - - - 42 677.72

Dirk Van Schalkwyk - - - - -

Board newly appointed by the Minister on 1 June 2015:

NAME 3-AUG-15 28-OCT-15 24-FEB-16
**Thebe Ikalafeng (Chairperson)  
(appointed to committee on 01 June 2015) ✓ ✓ ✗

**Michelle Constant  
(appointed to committee on 02 December 2015) ✓

**Oregan Hoskins  
(appointed to committee on 02 December 2015) ✓

Dirk Elzinga ✓ ✗ ✓

Mati Nyazema ✓ ✓ ✓

Sean Bradley ✗ ✓ ✓

Ravi Nadasen ✓ ✓ ✓

Eleanor Bloem ✓ ✗ ✓

Denise Kemp ✓ ✓ ✓

*Craig Newman ✓ ✓ ✗

*New appointments to the committee 

**South African Tourism Board members

9.6.8 Executive Management Committee 
The Executive Management Committee (Exco) is responsible 
for the execution and implementation of the Strategic Plan, 
Consolidated Business Plan (Annual Performance Plan), and 
budget of South African Tourism. The Board has delegated 
certain authority to the Exco so it can properly manage the 
operations and finances of the organisation. 

Exco consists of the Executive Management team as follows:

 » Chief Executive Officer

 » Chief Operating Officer

 » Chief Financial Officer

 » Chief Marketing Officer

 » Chief Quality Assurance Officer

 » Chief Convention Bureau Officer

The General Manager: Human Resources, Manager: Office of 
the CEO, and the Company Secretary are also attendees to the 
committee meetings.

9.7 
Remuneration of Board Members 
On 1 June 2015, the Minister approved the remuneration payable to Board members. Other costs payable for Board members 
include airfares, car hire, refunds for private use of motor vehicle for business purposes, and subsistence and travel allowances 
in accordance with approved rates. Any other costs or expenses incurred in this regard are also in accordance with the 
approved policies and procedures of South African Tourism. The following costs have been incurred in line with the fiduciary 
responsibilities carried out by mentioned Board members:

For the period 1 April 2015 to 31 May 2015:
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NAME FLIGHTS ACCOMMODATION CAR-HIRE REMUNERATION TOTAL

Graham Wood 4 705.65 1 300.00 - - 6 005.65

Thebe Ikalafeng - - - - -

Miller Matola - - - - -

Monwabisi Kalawe - - - - -

Total 51  790.04 1 300.00 53 090.04

For the period 1 June 2015 to 31 March 2016

NAME FLIGHTS ACCOMMODATION CAR-HIRE REMUNERATION TOTAL
Zwelibanzi Mntambo 
(Chairperson

Resigned  
22 October 2015

40 505.99 4 548.85 5 616.92 31 888.00 82 559.76

Tanya Abrahamse 
(Deputy Chairperson)

79 946.30 1 300.00 505.98 - 81 752.28

Ayanda Ntsaluba 35 120.00 35 120.00

Graham Wood 179 231.22 28 388.61 6 680.98 32 144.00 246 444.81

Thebe Ikalafeng 97 860.04 11 080.16 6 382.74 47 408.00 162 730.94

Chichi Maponya 5 490.58 1300.00 588.00 25 256.00 32 634.58

Oregan Hoskins 17 051.90 5200.00 1946.48 32 144.00 56 342.38

Monhla Hlahla Resigned  
4 January 2016

28 232.00 28 232.00

Michelle Constant 44 244.00 44 244.00

Colin Bell 24 504.09 3 900.00 2 487.95 32 144.00 63 036.04

Amor Malan 15 774.00 32 144.00 47 918.00

Judy Nwokedi Appointed  
11 May 2015

92 144.88 2 600.00 1 215.04 16 752.00 112 711.92

Mmaditonki Setwaba - -

Iraj Abedian Resigned 27 July 2015 4 592.00 4 592.00

Yacoob Abba Omar Appointed 19 
November 2015 18 368.00 18 368.00

536 735.00 58 317.62 41 198.09 380 436.00 1 016 686.71

The following amounts were paid to members of the Grading 
Council Awards Sub-Committee for the period 1 April 2015  
to 31 May 2015:

NAME  

Graham Wood (Chairperson) 6 528.00

Yusuf Patel 6 528.00

Amor Malan 6 528.00

Nina Freysen-Pretorius 6 528.00

Julie-Joe Madala-Ndlovu 6 528.00

Caroline Ungersbrock 6 528.00

Nonhlanhla Tshabalala -

Alan Romburg 6 528.00

Tony Hazel 6 528.00

Jegie Padmanathan 6 528.00

Mark Goveia 6 528.00

Nyeleti Mushwana -

The following amounts were paid to members of the Grading 
Council Awards Sub-Committee for the period 1 June 2015 to 
31 March 2016

NAME  

 Graham Wood (Chairperson) 22 704.00

 Amor Malan 9 184.00
Mmaditonki Setwaba (appointed to 
committee on 02 December 2015) -

Yousuf Patel 13 776.00

Nina Freysen-Pretorius -

Jegie Padmanathan 4 592.00

Caroline Ungersbock 24 656.00

Alan Romburgh -

Noli Mboweni 13 776.00

Tony Hazel 9 184.00

Lindiwe Rakharebe 4 592.00

Wendy Alberts 13 776.00

Johanna Mukoki 9 184.00

Ravi Nadasen 4 592.00

(continued)
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9.8 
Risk Management
In line with the governance compliance requirements 
prescribed in the PFMA, including its Treasury regulations 
and the King Code on Corporate Governance, South African 
Tourism implements enterprise-wide risk management 
processes to manage all its business risks. A comprehensive 
tailor-made risk management framework and policy is 
in place. This framework and policy is aligned with the 
approved strategic plan and embraces best practices guided 
by the requirements of ISO 31000 standards and the COSO 
framework. The approved framework and policy outlines the 
process of monitoring identified and assessed business risks 
on a quarterly basis with status reports on emerging business 
risks identified and reported to the Audit and Risk Committee.

The entity has a business continuity plan (BCP) in place, which 
is aligned with the approved framework and policy, and 
covers training and testing of systems to ensure capability 
and capacity to deal with business interruptions. The BCP 
also gives guidance on how the organisation should deal with 
crises during unforeseen or unintended emergencies.

The approved framework and policy includes a risk universe 
outlining risk categories and classifications such as: strategic 
risks, operational risks, financial risks, compliance or 
regulatory risks, marketing and reputational risks. 

South African Tourism’s risk management universe 
incorporated in the approved framework and policy is 
integrated and also covers risk elements associated with: 
project management, business planning, performance 
management and monitoring; systems implementation, 
acquisitions, and business/systems integration including 
activities/operations. Risk management processes within 
the entity are also embedded in governance practices and 
decision-making processes. It is on this basis that South 
African Tourism strives to be a sustainable and performance-
driven organisation. 

Risk management initiatives within South African Tourism 
are implemented to ensure that the strategic objectives set 
by the Board and approved by the Minister are achieved, 
while effectively and efficiently protecting the organisation, 
including its brand, against reputational and financial 
risks or damage. Management is responsible for ensuring 
that business risks of the entity associated with the main 
strategic objectives are effectively and efficiently mitigated 
at appropriate and acceptable risk-tolerance levels. This will 
ensure optimising the return on investment in relation to 
resources utilised to achieve the set objectives.

A register of top 12 strategic risks aligned to the mandate 
and objectives of the organisation was maintained and 
reported to the Audit and Risk Committee as part of the 
risk-monitoring process. Amongst these 12 risks the following 
were the top five prioritised risks during the reporting period, 
in accordance with their significant levels:

 » Non-availability of the tourism statistical data (delays, 
data integrity and data extrapolation by StatsSA – 
methodology);

 » Inability to deliver on the mandate of South African 
Tourism (failure to achieve set targets and other 
strategic objectives);

 » Reputational risks and brand impact: South Africa’s appeal 
as a tourist and business events destination 
(brand awareness);

 » Operational risks: human resources; and

 » Fraud risks: number of detected, reported and investigated 
fraud cases.

9.9 
Internal Controls
Risk management and internal controls within South African 
Tourism are designed to effectively and efficiently identify 
and manage risks. The implementation of these processes 
includes monitoring of risks to ensure effective controls are 
in place. This is a governance responsibility that requires 
implementation of internal control systems that guarantee the 
safeguarding of assets and all its resources. The organisation’s 
internal controls are also in line with guidelines and prescripts 
issued by the National Treasury.  

The Internal Audit Unit performs risk-based audits, providing 
assurance to management and the Board on the effectiveness 
and efficiency of all internal controls. 

9.10 
Compliance with Laws 
and Regulations
South African Tourism strives to comply with laws and 
regulations to ensure that operational, financial efficiency 
and objectivity are at reasonable and acceptable levels. 
Assurance on compliance with systems of internal control  
and their effectiveness is obtained through regular 
management reviews, self-control assessment, internal audit 
reviews, and testing of certain aspects of the internal financial 
controls by external auditors during the course of their 
statutory examinations. 

In line with the above, South African Tourism is in the process 
of updating and reviewing its policies and procedures to 
ensure that they are aligned with the applicable legislation. 
The process will be complete during 2016/17 financial year.

Members of the South African Tourism Board are responsible 
for the organisation’s internal controls and for reviewing 
their effectiveness. The Board has conducted a review of the 
effectiveness of the company’s internal controls, covering all 
material controls including: financial, operational, compliance 
controls, and risk management. 

The internal controls are designed to manage rather than 
eliminate the risk of failure to achieve business objectives. 
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They can also provide reasonable but not absolute assurance 
against material misstatement or loss. In reviewing these, the 
Board has taken into account the results of all the work carried 
out by internal and external auditors to audit and review the 
activities of the group.

It is also responsible for ensuring that the organisation 
maintains adequate records, which disclose with reasonable 
accuracy, the financial performance and position of the 
organisation. In the case of South African Tourism, great 
reliance is placed on information contained in its financial 
statements, not least by Parliament, stakeholders and every 
taxpayer in South Africa.

The organisation’s Internal Audit function and the external au-
ditors independently appraise the adequacy and effectiveness 
of the internal controls. The Audit and Risk Committee, with 
extensive input from the internal and external auditors, plays a 
major role in assisting the Board in satisfying itself with regard 
to the adequacy and effectiveness of the accounting systems, 
records and internal controls.

9.11 
Fraud and Corruption
Through the business operations of South African Tourism, the 
Prevention and Combating of Corrupt Activities Act of 2003, 
and all other legislated laws and regulations, stand as pillars to 
assist in the management of fraud and corruption. 

There is also a fraud policy in place approved by the Board. 
To further enhance governance practice and to ensure 
compliance with the necessary statutory requirements, South 
African Tourism has other policies and procedures developed 
and implemented to promote good governance. 

South African Tourism has introduced an Ethics Hotline, 
which is externally managed by Deloitte Tip-offs Anonymous. 
As one of the leading independent global whistle-blowing 
service providers, the facility enables employees and all 
stakeholders of the organisation to report unethical behaviour 
and perceived misconduct in the workplace, anonymously 
as well as confidentially. Two fraud awareness campaigns and 
initiatives were implemented during the year under review. 

The enterprise-wide risk management approach also focuses 
on addressing fraud risks.

In the event that fraud or corruption is detected or suspected, 
investigations are initiated, and if warranted, disciplinary 
proceedings are conducted against internal perpetrators. 
Should such activities also be of criminal nature, the 
organisation reports those to the respective law enforcement 
agencies. Further actions are initiated, aimed at recovering 
losses incurred.

9.12 
Minimising Conflict 
of Interest
Conflict of interest is minimised by the declaration of interest 
by all employees. As part of the recruitment process, all new 
employees are obliged to complete a Declaration of Interest 
form when they are appointed and during the first day 
of assuming their duties at South African Tourism. 

All Board members must also declare their interest annually 
and at every Board meeting. Records in this regard are filled 
and maintained by the Company Secretary. Declaration 
of interest is also disclosed in committees such as the Bid 
Evaluation Committees, Bid Adjudication Committees, and 
Recruitment and Selection Panels/Committees.

9.13 
Code of Conduct
Board members and employees are required to uphold and 
maintain the highest standard of ethics with understanding, 
to ensure that business practices are conducted in a manner 
that, in all reasonable circumstances, is beyond reproach. 
Ethical conduct is an integral part of South African Tourism, 
a deeply ingrained tradition that is passed on from one 
generation of employees to the next. 

The Risk Management Framework and Policy and the Fraud 
Prevention Policy have sound reference to the principles 
embraced in the adopted Code of Ethics, which complies with 
the highest standards of integrity, honesty and ethics when 
dealing with all stakeholders, including the Board, managers, 
employees, service providers and the society at large. 

All employees of South African Tourism are required 
to adhere to a comprehensive Internet and electronic mail 
policy. This prohibits any activities that may bring the entity 
into disrepute. A detailed disciplinary code is in place, and 
disciplinary action is taken against individuals who contravene 
the code.

9.14 
Health, Safety and 
Environmental Issues
The Board of South African Tourism is vested with the 
responsibility of ensuring that all employees work in a safe and 
healthy environment. This requires giving assurance to other 
stakeholders that South African Tourism conducts its business 
in compliance with the occupational health, safety standards 
and requirements as prescribed in the Occupational Health 
and Safety Act. 
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South African Tourism has a Health and Safety Officer, 
as required by the Occupational Health and Safety Act. 
Employees representing the different business units were 
selected and completed emergency fire training courses as well 
as emergency first-aid courses. They now have the relevant 
certifications enabling them to perform emergency procedures 
if and when necessary. 

South African Tourism has a Health and Safety Policy in place, 
aimed at:

 » Providing and maintaining a healthy and safe workplace 
for all employees;

 » Conducting activities in an environmentally-friendly 
manner to ensure the health and safety of people in the 
vicinity of the entity;

 » Preventing personal injury and protecting the health of 
employees and others on the premises;

 » Identifying, documenting and maintaining processes within 
specified safety criteria, and documenting the methods of 
control for those processes that have been identified to 
conform with the requirements of the Occupational Health 
and Safety Act;

 » Ensuring that all employees, at every level and in every 
function, are aware of their responsibility for their own 
health and safety and that of others;

 » Ensuring that employees who advise on occupational 
health, safety and environmental matters are appropriately 
qualified, trained and accredited; and

 » Demonstrating South African Tourism’s active involvement 
and commitment in relation to occupational health and 
safety within its scope of operations. 

South African Tourism’s environmental objectives focus on: 

 » Conserving and protecting the environment and 
associated resources;

 » Preventing or minimising adverse impacts that might arise 
from normal business operations;

 » Demonstrating active stewardship of land and biodiversity;

 » Enhancing capacity and promoting healthy relationships 
with local communities as key stakeholders; and

 » Respecting all people’s culture, diversity and heritage. 
Demonstrating active stewardship of land and biodiversity.

9.15 
Company Secretary
The Company Secretary is responsible to the Board for inter 
alia, ensuring compliance with procedures and applicable 
statutes and regulations. To enable the Board to function 
effectively, all Board members have full and timely access 
to the entity information and records relevant to them 
discharging their fiduciary duties effectively and efficiently. 
This includes information such as: financial statements, 
strategic plans, business plans, corporate calendars 
and activities of South African Tourism, interaction and 
communications with the office of the Minister of Tourism, 
agenda items for Board meetings, and other developments 
that may affect the mandate and operations of the Board. 

The Board also has access to South African Tourism 
management when required. The Company Secretary 
proactively renders strategic support service to the Board.
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REPORT OF THE AUDIT 
AND RISK COMMITTEE 

The Audit and Risk Committee is a statutory committee 
established by the Board of South African Tourism and 
is delegated certain duties, powers and responsibilities.

The Audit and Risk Committee consists of four members 
that should meet at least three times a year in line with its 
approved terms of reference. During the year under review, 
the committee held five meetings, which were also attended 
by the auditors from the Auditor General’s office. 

The Committee has adopted appropriate formal terms 
of reference in the form of the Audit Charter, in line with the 
requirements of Section 51(1) (a) and 77 of the PFMA and 
Treasury Regulation 27.1, and has conducted its affairs in 
compliance with this charter.

10.1 
The Effectiveness 
of Internal Controls
In line with the PFMA and the King III Report on Corporate 
Governance recommendations, the Internal Audit provides the 
Audit and Risk Committee and management with assurance 
that the internal controls in place are adequate, effective and 
serving desired purposes. 

This is achieved through adherence to the risk-management 
processes, as well as the identification of corrective actions and 
recommended enhancements to the controls and processes.

A formal risk assessment was conducted during the period 
under review, and the Board prioritised the effective 
monitoring and management of the Top 12 Strategic Risks that 
affected the business. South African Tourism has a dedicated 
manager to assist in the management of enterprise-wide risks 
of the organisation. 

From the various reports of the Internal Auditors, the 
audit report on the annual financial statements and the 
management report of the Auditor General of South Africa, 
it was noted that no matters were reported that indicate any 
material deficiencies in the systems of internal control or any 
deviations of those. 

Accordingly, we can report that the internal controls over 
financial reporting for the period under review were efficient 
and effective.

We have also ensured that South African Tourism complies 
with all the necessary statutory, legal and regulatory provisions 
that it operates under.

10.2 
Evaluation of Financial 
Statements
The following have been executed: 

 » Reviewed and discussed the audited annual financial 
statements to be included in the annual report, with the 
Auditor General of South Africa and the accounting officer;

 » Reviewed the Auditor General’s management report and 
management’s response;

 » Reviewed changes in the accounting policy and practices;

 » Reviewed and assessed South African Tourism’s compliance 
with statutory, legal and regulatory provisions;

 » Reviewed all adjustments resulting from the audits 
conducted and reported; and

 » Ensured adequacy, reliability and accuracy of financial 
information provided by management and other users 
of such information.

The Audit and Risk Committee has concurred with and 
accept the Auditor General’s report on the annual financial 
statements, and the audited statements should be accepted 
and read together with the report of the Auditor General.

10.3 
Internal Audit
We are satisfied that the Internal Audit function is operating 
efficiently and effectively and that it has addressed the risks 
pertinent to South African Tourism in its audits. The Annual 
Audit Plan is risk based. 

In line with the statutory requirements and the Audit 
Standards, we have assessed the independence of the Internal 
Audit Unit.  

10
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10.4 
Auditor General of South Africa
We have also met with the Auditor General of South Africa to ensure that there are no unresolved issues.

Dr Ayanda Ntsaluba

Chairperson of the Audit and Risk Committee

31 July 2016
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INTRODUCTION11
In the pursuit to deliver on its mandate to build an inspiring 
and energised organisation as well as improve operational 
efficiency, the following initiatives were undertaken during the 
period under review: 

11.1 
Contract Conversion 
To ensure business continuity, minimise the depletion of 
institutional memory, increase staff retention, and create 
a sense of belonging among employees, the organisation 
converted its employees’ contracts (excluding executives 
and country managers) from fixed-term to permanent 
employment with effect from 1 April 2015. 

This conversion was a seamless transition that provided 
employees with a sense of security and reassurance.

11.2 
Human Resources 
Information System (HRIS)
In keeping with South African Tourism’s goal to become 
operationally efficient, a HRIS project was initiated on Oracle 
to reduce the manual and administrative burden of managing 
employee records. This solution will offer real-time updates 
and minimise errors arising from manual interventions. 
Employee information, which is currently stored in hardcopy 
personnel files has been captured electronically and verified 
for uploading on to the Oracle HRIS. In the international 
offices, this has to be in line with the privacy laws that protect 
personal information.

11.3 
Brand Ambassador 
Programme
South African Tourism commenced with phase one of the 
culture-shaping programme known as the Brand Ambassador 
Programme over a year ago. Focus groups were facilitated 

and input on how people viewed the current South African 
Tourism vs. the desired South African Tourism’s culture 
was given. Senior management commenced the culture 
co-creation process towards the end of 2015. However, 
this process was delayed to give time to conclude 5-in-5 for 
various reasons. South African Tourism’s leadership has since 
reopened this project for reformatting and realignment 
to the new strategic direction of the organisation and other 
key considerations: 

 » The 5-in-5 framework and its detailed project plans that 
offers a new strategic direction to the organisation;

 » The Organisation Design, which will reconfigure the 
organisation for delivery of strategy; and

 » Alignment to the wow campaign/ initiative. 

11.4 
Employee Engagement 
Employee engagement positively contributes to staff 
morale, productivity and a sense of belonging. For this 
reason, South African Tourism endeavours to inculcate open 
communication at all levels. These are some of the feedback 
sessions and interventions that the organisation has carried 
out during the year under review:

 » Focus groups aimed at communicating and getting 
feedback regarding the organisational design;

 » Regular internal communication through the South 
African Tourism e-newsletter;

 » Reconstitution of Management Committee (MANCO);

 » Implementation of an Employee Wellness Programme 
in partnership with ICAS Global;

 » Continuation of the Brand Ambassador Programme;

 » Leadership development including the executive 
development programme; and

 » Matters raised via the Ethics Line being addressed.



11.5 
HR Compliance Review
HR Compliance Review commenced during the year 
under review to create a regulatory universe of HR-related 
legislation and review of HR policies to address the identified 
gaps. The following HR policies are under review and will 
be concluded by 30 September 2016 and further reviewed/
realigned post-OD by 31 March 2017:

 » Guaranteed Remuneration Policy

 » DOA Overhaul and Review

 » Disciplinary Code

 » General HR Policy

 » Leave Policy

 » Bursary Policy

 » Overtime Policy

 » Performance Management Policy and Framework

11.6 
Human Resources Oversight Statistics
The table below summarises the department’s expenditure and provides an indication of the personnel cost per programme  
and salary band.
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11.6.1 Personnel Cost by Programme 

OBJECTIVE
TOTAL 
EXPENDITURE 
FOR THE ENTITY 
(R’000)

PERSONNEL 
EXPENDITURE 
(R’000)

PERSONNEL EXP. AS 
A % OF TOTAL EXP. 
(R’000)

NO. OF 
EMPLOYEES

AVERAGE 
PERSONNEL COST 
PER EMPLOYEE 
(R’000)

Admin 125 040 35 360 28% 59 599 

Increase foreign visitor arrivals 
coming to South Africa

323 991 52 846 16% 40 1 321 

Increase domestic tourism in 
South Africa

144 390 3 920 3% 5 784 

Increase tourism trended 
revenue contribution to the 
economy

323 991 52 846 16% 40 1 321 

Increase SA brand awareness as 
a tourist destination

246 619 7 293 3% 7 1 042 

Provide quality assurance for 
tourism products

34 528 9 337 27% 13 718 

Increase business events 57 613 8 694 15% 9 966 

Total 1 256 172 170 296 14% 173 984 

11.6.2 Personnel Cost per Salary Band

LEVEL
PERSONNEL 
EXPENDITURE 
(R’000)

% OF PERSONNEL 
EXPENDITURE TO TOTAL 
PERSONNEL COST (R’000)

NUMBER OF 
EMPLOYEES

AVERAGE PERSONNEL 
COST PER EMPLOYEE 
(R’000)

Top management  12 579 8.19% 6  2 096.50 

Senior management  9 041 5.88% 6  1 506.83 

Professional qualified  93 780 61.03% 89  1 053.71 

Skilled  31 399 20.43% 54  581.46 

Semi-skilled  4 641 3.02% 20  232.05 

Unskilled  - 0 0  -   

Other* (Internships)  2 226 1.45% 40  55.65 

Total  153,666 100.00% 215  5 526 



The table below represents the performance rewards per salary band: 

LEVEL PERFORMANCE REWARDS
(R’000) PERSONNEL EXPENDITURE (R’000) % OF PERFORMANCE REWARDS TO 

TOTAL PERSONNEL COST (R’000)

Top management  649  12 579 5%

Senior management  719  9 041 8%

Professional qualified  5 876  93 780 6%

Skilled  1 395  31 399 4%

Semi-skilled  311  4 641 7%

Unskilled  -  - 0%

Other  -  2 226 0%

Total 8 950 153 666 6%

11.7 
Performance Management 
11.7.1 Performance Incentive System
South African Tourism utilises a three-tier performance-
management system to monitor and evaluate its 
organisational and employee performance. The primary 
objectives of the organisation’s performance management 
system is to incentivise all employees to pro actively and 
consistently contribute to the organisation to exceed its 

short- and long-term key performance areas and targets  
as contained in its Five-Year Strategic Plan, Annual 
Performance Plan and budget approved by the Board  
of South African Tourism.

Performance-related pay (PRP) has been institutionalised 
as standard practice at South African Tourism. Performance 
outputs were developed for all employees in support of the 
business strategy and aligned to the “smart” principle. South 
African Tourism’s performance-driven corporate culture is 
embedded in a work environment that encourages its people 
to continuously enhance their capabilities and strive towards 
performance excellence. 

11.7.2 Skills Development and Training 
Skills development, as a means of improving performance 
and organisational effectiveness, has increasingly become 
an important component of human resources. South African 
Tourism offers a wide range of development provision 
enabling employees to gain the skills competencies and 
experience necessary to contribute to the attainment 
of individual, team and organisational goals in an increasingly 
diverse and demanding context.  

Employee training is the responsibility of the organisation 
and a shared responsibility of both management and the 
individual employee. It requires the leadership commitment 
by ensuring that all employees have equal access to training 

and development opportunities and continuously improve 
their skills and competences.

Human resources aims to support this initiative through 
the provision of integrated learning and development 
programmes aimed at equipping and strengthening 
employees’ capabilities and capacity to meet current and 
future business requirements. 

11.7.3 Workplace Skills Plan for 2016/2017 
The development of the workplace skills plan was informed 
by the personal development plans in line with the identified 
skills gaps and employee career progression.  
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11.7.4 Training Costs

BUSINESS UNIT
PERSONNEL 
EXPENDITURE 
(R’000)

TRAINING 
EXPENDITURE 
(R’000)

TRAINING 
EXPENDITURE AS A 
% OF PERSONNEL 
COST

NO. OF EMPLOYEES 
TRAINED

AVERAGE TRAINING  
COST PER 
EMPLOYEE

Admin 9 750 13 0.13% 3 4 

Research 2 719 24 0.89% 4 6 

Africa 3 921 11 0.29% 1 11 

Office of the CEO/COO 17 758 63 0.35% 6 10 

Human Resources 11 567 102 0.88% 5 20 

Marketing 19 707 23 0.12% 10 2 

Finance 12 817 39 0.30% 6 6 

Australia 5 775 14 0.25% 2 7 

Total 84,013  289 0.34% 37 8 

11.7.5 Employment and Vacancies
To maintain South African Tourism’s equity employment targets, the organisation endeavours to fill critical vacancies by 
maintaining a vacancy rate of 16.76%. The Board-approved structure has 202 positions versus the head count of 173 positions. 
The table below summarises the South African Tourism employment and vacancies report.

BUSINESS UNIT 2014/2015 2015/2016 2015/2016 2015/2016 % OF 
VACANCIES

No. of 
Employees

Approved Posts No. of 
Employees

Vacancies

Marketing 85 114 93 21 18.42%

Grading Council 14 14 13 1 7.14%

NCB 10 15 12 3 20%

Finance & SCM 22 23 22 1 4.35%

Operations/Office of CEO 40 36 33 3 8.34%

Total 171 202 173 29 14.36%

LEVELS 2014/2015 2015/2016 2015/2016 % OF VACANCIES
Approved Posts No. of Employees Vacancies

Top Management 6 5 1 16.66

Senior Management 7 6 1 14.29

Professional qualified 79 72 8 10.12

Skilled 60 58 3 5

Semi-skilled 19 19 - -

Unskilled - - -

Total 171 160 13 7.6

ANNUAL REPORT 2015 | 2016 HUMAN RESOURCE MANAGEMENT 95



11.7.6 Staff Movement
South African Tourism also converted its employees (excluding executives and country managers) from fixed-term contracts 
to permanent employment with effect from 1 April 2015. This was in an effort to ensure business continuity, minimise the 
depletion of institutional memory, increase staff retention and create a sense of belonging among employees. Stability in the 
organisation will be seen from a staff turnover point of view. 

The table below represents employment movements for the period under review:

LEVELS EMPLOYMENT AS AT 31 
MARCH 2015 TERMINATIONS APPOINTMENTS EMPLOYMENT AS AT 31 

MARCH 2016
Top Management 6 2 1 5

Senior Management 7 1 - 6

Professional qualified 77 12 9 77

Skilled 59 2 2 57

Semi-skilled 19 1 5 25

Unskilled 1 - 1

Total 168 19 17 171

11.7.7 Reasons for Staff Leaving
The table below outlines the attrition trends in relation to the number of staff that have left the organisation during the period 
under review. Quarterly statistics are reported, and the annual turnover rate is an average of the four quarterly statistics.

REASON NUMBER % OF TOTAL NO. OF STAFF LEAVING
Death 1 0.57%

Resignation 18 10.4%

Dismissal - -

Retirement - -

In ill health 1 0.57%

Expiry of contract - -

Other -

Total 20 11.5%

As at 31 March 2016, a staff turnover of 11.5% was recorded. This is an increase on last year’s turnover for the same period, 
which was 5.85%. The highest staff turnover as reported above is due to employee resignations.  Overall, a total of 19 employees 
have left South African Tourism, and most of these positions have been filled by existing employees through career development 
and personal growth.

11.7.8 Industrial Relations: Misconduct and Disciplinary Action 
NATURE OF DISCIPLINARY ACTION NUMBER
Verbal Warning 3

Written Warning 3

Final Written warning 1

Dismissal -

Total 7
 

Two cases of misconduct and one disciplinary case were reported. The warnings issued were mostly related to non-compliance 
with supply chain management and procedures or dereliction of duty.
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11.7.9 Equity Target and Employment Equity Status 
The Employment Equity (EE) figures are based on the South African employees at the head office and South African country 
managers based in-country offices. While international offices have the promotion of diversity in their labour laws, EE targets 
do not bind them and South Africa’s EE legislation does not affect them. For the period under review, the EE targets for South 
African Tourism were determined in consideration of EE legislation, and the EAP profile for Gauteng as a guideline. In South 
Africa, 67.63% of South African Tourism staff are locally recruited. 

The tables and graphs below are based on the formats prescribed by the Employment Equity Act, 55 of 1998 and the Department 
of Labour:

LEVELS FEMALE
African Coloured Indian White

Current Target Current Target Current Target Current Target

Top management 0 0 0 0 0 0 2 2

Senior management 2 2 0 0 1 1 1 1

Professional qualified 13 13 2 2 6 6 6 6

Skilled 3 3 5 5 2 2 0 0

Semi-skilled 13 13 0 0 0 0 0 0

Unskilled 0 0 0 0 0 0 0 0

Total 31 31 7 7 9 9 9 9

Females, 17.9% of whom are African, mostly represent the South African Tourism employment profile.  

LEVELS MALE
African Coloured Indian White

Current Target Current Target Current Target Current Target

Top management 0 1 0 0 0 0 2 2

Senior management 0 0 0 0 0 0 1 1

Professional qualified 9 9 2 2 1 1 3 3

Skilled 13 13 1 1 0 0 3 3

Semi-skilled 5 5 0 0 1 1 0 0

Unskilled 0 0 0 0 0 0 0 0

Total 27 28 3 3 2 2 9 9

Males, 15.6% of whom are African, comprise only 33.53% of the total staff.  
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11.7.10 Staff with a Disability
South African Tourism continues to strive for fair representation of people with disabilities. The table below details South African 
Tourism’s disability profile at all occupational levels compared to the internal target.

LEVELS DISABLED STAFF
Male Female

Current Target Current Target

Top management 1 1

Senior management

Professional qualified

Skilled

Semi-skilled

Unskilled

Total 1 1

11.7.11 Supporting Employee Health and Wellness 
As a responsible employer, South African Tourism 
implemented a comprehensive health and wellness strategy 
to create awareness and educate employees about personal 
wellness. The organisation partnered with ICAS Globally 
to provide employees and their immediate family members 
with wellness services. The Employee Wellness Programme 
(EWP) is designed to enhance employee health and wellness 
through the prevention, identification and resolution of 
personal and family problems.  

The overall engagement rate, which includes uptake of all 
services provided, amounted to 55.2% during the year under 
review, which compares to 56.9% during the comparable 
previous period. The most utilised service was the professional 
counselling, which constituted 68.4% of total engagements. 
In the previous year it only accounted for 53.1%.

It is encouraging to note that organisational and HR issues 
remain lower than the industry average, as these types 
of issues tend to cause absenteeism, disengagement and 
conflict in work and personal lives.

Currently, South African Tourism has one certified employee with a disability, which equates to 0.58%. The organisation’s 
demographics employee profile complies with the employment equity plans.
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Requirements of the Public 
Finance Management Act  
(Act No. 1 of 1999)

Members of the Board are required by the Public Finance 
Management Act (PFMA) (Act No. 1 of 1999) to maintain 
adequate accounting records, be responsible for the content 
and integrity of the financial statements, as well as all related 
financial information included in this report. 

Their responsibility is to ensure that the financial statements 
fairly reflect the state of affairs of the entity as at the end of the 
financial year, the results of its operations and cash flows for 
the period under review. 

External auditors were engaged to express an independent 
opinion on the financial statements and were given 
unrestricted access to all financial records and related data.

The financial statements are prepared in accordance with the 
prescribed Standards of Generally Recognised Accounting 
Practices (GRAP) issued by the Accounting Standards Board, 
replacing the equivalent SA GAAP’s Statement (full details have 
been disclosed in the Annual Financial Statements).

The PFMA, as amended, requires:

 » The Accounting Authority to ensure that the organisation 
keeps full and proper records of its financial affairs;

 » That Annual Financial Statements fairly reflect the state 
of affairs of the organisation, its financial results, its 
performance against predetermined objectives and its 
financial position as at the end of each financial year; and

 » That Annual Financial Statements are presented 
in terms of Generally Recognised Accounting Practice.

STATEMENT OF  
RESPONSIBILITY  
AND CONFIRMATION  
OF THE ACCURACY  
OF THE REPORT

Objective of the Statement  
of Responsibility
The Statement of Responsibility is a summary of 
responsibilities signed by the Accounting Authority to indicate 
that they have complied with the appropriate legislation.

Responsibilities  
Around Annual  
Financial Statements
The Annual Financial Statements are the responsibility of the 
Accounting Authority, in the case of South African Tourism 
represented by its Board of Directors, hereinafter referred to 
as the “Board”. 

Management is responsible to the Board for the preparation 
and integrity of the financial statements and related 
information included in this annual report.

The Auditor General is responsible for independently auditing 
and reporting on the financial statements. The Auditor  
General has audited the South African Tourism Board’s 
financial statements. 

Basis for Preparation
The Annual Financial Statements have been prepared 
in accordance with South African Statements of Generally 
Recognised Accounting Practice (GRAP), issued by the 
Accounting Standards Board, in accordance with the PFMA. 
The Annual Financial Statements have been prepared on the 
accrual basis of accounting and are in accordance with the 
historical cost convention, unless specified otherwise. 
They are presented in South African Rands.

Going Concern
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South African Tourism has obtained the government grant 
allocation letter for the next three years. Based on this and 
the comparative audited Statement of Financial Position, the 
Board has every reason to believe that the organisation will be 
a going concern in the year ahead and has continued to adopt 
the going concern basis in preparing the financial statements. 

Internal Control and  
Risk Management
The Board sets standards to enable management to meet the 
above responsibilities by implementing systems of internal 
control and risk management designed to provide reasonable, 
but not absolute assurance against material misstatements 
and losses. However, the Board has the ultimate responsibility 
for the system of internal controls, and reviews South African 
Tourism’s operations and risk profile primarily through the 
Audit and Risk sub-committee meetings of the Board.

Internal financial and management controls have been 
maintained in accordance with section 51 of the PFMA in the 
period under review to provide assurance regarding:

 » The safeguarding of assets against unauthorised 
use or disposition; 

 » The maintenance of proper accounting records; and

 » The reliability of financial information used within the 
business or for publication.

Trained and skilled personnel have been appointed to 
implement and maintain these controls. They are monitored 
by management, and include a comprehensive budgeting 
and reporting system, operating within strict deadlines and an 
appropriate control framework. 

The controls contain self-monitoring mechanisms, and 
actions are taken to correct deficiencies as and when they 
are identified. Even an effective system of internal control, no 
matter how well designed, has inherent limitations, including 
the possibility of circumvention, or the overriding of controls.

An effective system of internal control therefore aims to 
provide reasonable assurance with respect to the reliability 
of financial information, particularly financial statement 
presentation. Furthermore, because of changes in conditions, 
the effectiveness of internal controls may vary over time. 
As part of the system of internal control, an internal audit 
function was in place for the entire period under review; and 
operational, financial and specific audits have been conducted 
in line with an Internal Audit Plan approved by the Board. All 
such internal audit reports, which incorporate comments from 
management on audit findings, have been made available to 
external auditors, whose responsibility is limited to reporting 
on the financial statements. 

Board’s Opinion
The Board has reviewed the organisation’s systems of internal 
control and risk management for the period 1 April 2015 
to 31 March 2016. The Board is of the opinion that:

 » The organisation’s systems of internal control and risk 
management were effective for the period under review;

 » Save as otherwise disclosed in note 37 on page 141, 
 no material losses, irregular expenditure, fruitless 
expenditure or wasteful expenditure occurred in the 
period under review; and

 » The Annual Financial Statements fairly reflect the financial 
position of the South African Tourism Board at 
31 March 2016, the results of its operations and cash-flow 
information for the year ended 31 March 2016.

Approval of Annual  
Financial Statements
The Annual Financial Statements for the year ending 31 March 
2016, set out on pages 108 to 145, were submitted for auditing 
on 31 May 2016 and approved by the Board in terms 
of section 51 (1) (f) of the PFMA, as amended, and are signed 
on its behalf by:

Dr. Tanya Abrahamse 

Chairperson

31 July 2016
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SOUTH AFRICAN TOURISM

Financial Statements for the year ending 31 March 2016

STATEMENT OF FINANCIAL POSITION 
AS AT 31 MARCH 2016

NOTE(S) 2016
R

2015
R

ASSETS

CURRENT ASSETS

Trade and other receivables 2 44 287 982 31 715 236

Staff advances - Current 6 318 19 442

Cash and cash equivalents 3 459 357 921 374 055 347

503 646 221 405 790 025

NON-CURRENT ASSETS

Investment property 34 5 307 970 5 054 011

Property, plant and equipment 4 96 231 297 42 630 433

Intangible assets 5 6 058 453 9 650 400

107 597 720 57 334 844

TOTAL ASSETS 611 243 941 463 124 869

NET ASSETS AND LIABILITIES

CURRENT LIABILITIES

Finance lease liability - Non Current 8 164 471 232 592

Trade and other payables 7 322 279 847 266 757 499

Income received in advance 10 25 507 146 616 332

Provisions 9 24 532 363 20 081 125

372 483 827 287 687 548

NON-CURRENT LIABILITIES

Finance lease liability - Non Current 8 184 667 119 565

Provisions 9 28 731 155 25 137 219

28 915 822 25 256 784

TOTAL LIABILITIES 401 399 649 312 944 332

NET ASSETS 209 844 292 150 180 537

Reserves 

Revaluation reserve 24 70 536 793 26 528 571

Accumulated surplus 25 139 307 499 123 651 966

TOTAL NET ASSETS 209 844 292 150 180 537
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SOUTH AFRICAN TOURISM

Financial Statements for the year ending 31 March 2016

STATEMENT OF FINANCIAL 
PERFORMANCE

NOTE(S) 2016
R

2015
R

REVENUE

Government grants & subsidies 26 977 712 000 880 009 000

Voluntary Tomsa levies 123 203 348 111 637 559

1 100 915 348 991 646 559

OTHER INCOME

Sundry income 81 547 057 74 263 081

Grading revenue 13 18 393 524 17 842 591

Interest received 23 11 962 974 19 062 550

Gains on disposal of assets 488 969 -

112 392 524 111 168 222

OPERATING EXPENSES

Administration and management fees (50 025 703) (45 819 284)

Auditors remuneration 14 (5 288 209) (4 590 607)

Bad debts (429 936) (202 354)

Depreciation, amortisation and impairments (14 919 638) (9 436 591)

Employee costs (170 296 840) (179 557 499)

Lease rentals on operating lease (22 771 600) (17 191 638)

Loss on disposal of assets - (261 977)

Marketing expenses (982 013 394) (835 603 043)

Grading expenses (14 358 872) (15 281 970)

(1 260 104 192) (1 107 944 963)

OPERATING DEFICIT (46 796 320) (5 130 182)

Finance costs 16 (49 126) (71 985)

Fair value adjustments 36 242 261 2 350 846

Foreign exchange gains 19 62 258 719 33 476 086

62 451 854 35 754 947

SURPLUS FOR THE YEAR 15 655 534 30 624 765

ANNUAL REPORT 2015 | 2016 FINANCIAL INFORMATION 109



SOUTH AFRICAN TOURISM

Financial Statements for the year ending 31 March 2016

STATEMENT OF CHANGES 
IN NET ASSETS
 REVALUATION  

RESERVE 
R

ACCUMULATED 
SURPLUS 

R

TOTAL NET 
ASSETS 

R
BALANCE AT 01 APRIL 2014 24 820 945 59 472 942 84 293 887

Net income (losses) recognised directly in net assets 1 707 626 33 554 259 35 261 885

Surplus for the year - 30 624 765 30 624 765

Total changes 1 707 626 64 179 024 65 886 650

BALANCE AT 01 APRIL 2015 26 528 571 123 651 966 150 180 537

Revaluation of land and buildings 44 008 222 - 44 008 222

Surplus for the year - 15 655 533 15 655 533

Total changes 44 008 222 15 655 533 59 663 755

BALANCE AT 31 MARCH 2016 70 536 793 139 307 499 209 844 292

Note(s) 24
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SOUTH AFRICAN TOURISM

Financial Statements for the year ending 31 March 2016

CASH FLOW 
STATEMENT

NOTE(S) 2016
R

2015
R

CASH FLOWS FROM OPERATING ACTIVITIES

RECEIPTS

Sale of goods and services 175 433 688 203 743 231

Grants 977 712 000 880 009 000

Interest income 11 962 974 19 062 550

1 165 108 662 1 102 814 781

PAYMENTS

Employee costs (170 296 840) (179 557 501)

Suppliers (892 721 177) (850 373 015)

Finance costs (49 126) (71 985)

(1 063 067 143) (1 030 002 501)

NET CASH FLOWS FROM OPERATING ACTIVITIES 17 102 041 591 72 812 280

CASH FLOWS FROM INVESTING ACTIVITIES

Purchase of property, plant & equipment 4 (16 074 364) (7 018 520)

Proceeds from sale of property, plant & equipment 4 64 753 64 753

Purchase of investment property 34 (11 698) -

Purchase of other intangible assets 5 (720 654) (3 120 463)

NET CASH FLOWS FROM INVESTING ACTIVITIES (16 741 963) (10 074 230)

CASH FLOWS FROM FINANCING ACTIVITIES

Finance lease payments 3 020 (1 183 169)

Net increase/(decrease) in cash and cash equivalents 85 302 576 61 554 881

Cash and cash equivalents at the beginning of the year 374 055 347 312 500 466

CASH AND CASH EQUIVALENTS AT THE END OF THE YEAR 3 459 357 923 374 055 347
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SOUTH AFRICAN TOURISM

Financial Statements for the year ending 31 March 2016

ACCOUNTING POLICIES
1. 
Presentation of Financial 
Statements
The financial statements were prepared in accordance with 
Standards of Generally Recognised Accounting Practice 
(GRAP), as issued by the Accounting Standards Board 
in accordance with Section 91(1) of the Public Finance 
Management Act (Act 1 of 1999).

The annual financial statements were prepared on the 
accrual basis of accounting and incorporate the historical 
cost conventions as the basis of measurement, except where 
specified otherwise.

In the absence of an issued and effective Standard of GRAP, 
accounting policies for material transactions, events or 
conditions were developed in accordance with paragraphs 8, 
10 and 11 of GRAP 3.

Assets, liabilities, revenues and expenses were not offset, 
except where offsetting is either required or permitted 
by a Standard of GRAP.

The principal accounting policies, applied in the preparation 
of these annual financial statements, are set out below. These 
accounting policies are consistent with those applied in the 
preparation of the prior year annual financial statements, 
unless specified otherwise.

1.1 Presentation currency
These financial statements are presented in South African 
Rand, which is the functional currency of the entity.

1.2 Going concern assumption
These financial statements have been prepared based on the 
expectation that the entity will continue to operate as a going 
concern for at least the next 12 months.

1.3 Significant judgements and sources 
of estimation uncertainty
The use of judgment, estimates and assumptions is inherent 
to the process of preparing annual financial statements. These 
judgements, estimates and assumptions affect the amounts 
presented in the annual financial statements. Uncertainties 
about these estimates and assumptions could result in 
outcomes that require a material adjustment to the carrying 
amount of the relevant asset or liability in future periods.

For the financial period under review, significant judgement 
was applied in determining the extended useful lives of fixed 
assets in terms of GRAP 17 Property, Plant and Equipment.

Trade receivables

The inventories assesses its trade receivables for impairment 
at each statement of the financial position date. In 
determining whether an impairment loss should be recorded 
in the statement of financial performance, the inventories 
makes judgements as to whether there is observable data 
indicating a measurable decrease in the estimated future cash 
flows from a financial asset.

Provisions

Provisions are measured as the present value of the estimated 
future outflows required to settle the obligation. In the 
process of determining the best estimate of the amounts that 
will be required in future to settle the provision, management 
considers the probability of the potential outcomes of the 
provisions raised.

Post-retirement benefits

The present value of the post-retirement obligation depends 
on a number of factors that are determined on an actuarial 
basis using a number of assumptions. The assumptions used 
in determining the net cost (income) include the discount 
rate. Any changes in these assumptions will impact on the 
carrying amount of post retirement obligations.

The entity determines the appropriate discount rate at the end 
of each year. This is the interest rate that should be used to 
determine the present value of estimated future cash outflows 
expected to be required to settle the pension obligations. 
In determining the appropriate discount rate, the entity 
considers the interest rates of high-quality corporate bonds 
that are denominated in the currency in which the benefits 
will be paid, and that have terms to maturity approximating 
the terms of the related pension liability.
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SOUTH AFRICAN TOURISM

Financial Statements for the year ending 31 March 2016

ACCOUNTING POLICIES
1.3 Significant judgements and sources 
of estimation uncertainty (continued) 

Effective interest rate
The entity uses an appropriate interest rate, taking into 
account guidance provided in the standards, and applying 
professional judgement to the specific circumstances, 
to discount future cash flows.

Allowance for doubtful debts

The measurement of receivables is derived after consideration 
of the allowance for doubtful debts. Management makes 
certain assumptions regarding the categorisation of debtors 
into groups with similar risk profiles so that the effect 
of any impairment on a group of receivables would not 
differ materially from the impairment that would have been 
determined had each debtor been assessed for impairment 
on an individual basis. The determination of this allowance 
is predisposed to the utilisation of estimates, assumptions and 
management judgements. In determining this allowance the 
estimates are made about the probability of recovery of the 
debtors based on their past payment history and risk profile.

The entity provides for allowances for legal debtors in full. In 
addition to this, all other debtors over 90 days are provided for.

Depreciation and amortisation

Depreciation and amortisation recognised on property, plant 
and equipment and intangible assets are determined with 
reference to the useful lives of the underlying items. The 
useful lives of assets are based on management’s estimation 
of the asset’s condition, expected condition at the end of the 
period of use, its current use, expected future use.

Significant judgement was applied in determining the 
extended useful lives of fixed assets in terms of GRAP 17 
Property, Plant and Equipment.

Pension and other post-employment benefits

Post-employment pension benefits offered by the entity take 
the form of defined contribution plan. A defined contribution 
plan is a post-employment benefit plan under which an entity 
pays fixed contributions into a separate entity (a fund) and 
will have no legal or constructive obligation to pay further 
contributions if the fund does not hold sufficient assets 
to pay all employee benefits relating to employee service 
in the current and prior periods.

South African Tourism discloses the amount recognised as an 
expense for the defined contribution pension plan in note 33.

The post retirement healthcare liability as valued 
by an independent actuary is disclosed in note 9. The  
liability is presented in the Statement of Financial Position 
while the movement is accounted for in the Statement 
of Financial Performance.

1.4 Investment property
Investment property is property (land or a building -  
or part of a building - or both) held to earn rentals 
or for capital appreciation or both, rather than for:

 » use in the production or supply of goods or services, or for

 » administrative purposes, or

 » sale in the ordinary course of operations.

Owner-occupied property is property held for use 
in the production or supply of goods or services or for 
administrative purposes.

Investment property is recognised as an asset when, 
it is probable that the future economic benefits or service 
potential that are associated with the investment property will 
flow to the entity, and the cost or fair value of the investment 
property can be measured reliably.

Where investment property is acquired through a non-
exchange transaction, its cost is its fair value as at the date  
of acquisition.

The fair value of De Bosporus 50 te Amstelveen property 
could not be measured reliably by the appraiser on 
31-03-2014 and 29-01-2014 as the appraiser’s report noted 
that an appraisal by date in the past, is not possible without 
using hindsight i.e. using realised selling prices. The entity 
adopts par 55 of GRAP 3 to account for the Investment 
Property effective 31 March 2015.

Fair value

Subsequent to initial measurement, investment property 
is measured at fair value.

The fair value of investment property reflects market 
conditions at the reporting date.

A gain or loss arising from a change in fair value is included 
in net surplus or deficit for the period in which it arises.
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SOUTH AFRICAN TOURISM

Financial Statements for the year ending 31 March 2016

ACCOUNTING POLICIES
1.5 Property, plant and equipment

Property, plant and equipment are tangible non-current assets 
(including infrastructure assets) that are held for use in the 
production or supply of goods or services, rental to others, 
or for administrative purposes, and are expected to be used 
during more than one period.

The cost of an item of property, plant and equipment 
is recognised as an asset when:

 » it is probable that future economic benefits or service 
potential associated with the item will flow to the entity; 
and

 » the cost of the item can be measured reliably.

Property, plant and equipment is initially measured at cost.

The cost of an item of property, plant and equipment is the 
purchase price and other costs attributable to bring the asset 
to the location and condition necessary for it to be capable 
of operating in the manner intended by management. Trade 
discounts and rebates are deducted in arriving at the cost.

Where an asset is acquired through a non-exchange 
transaction, its cost is its fair value as at date of acquisition.

Where an item of property, plant and equipment is acquired 
in exchange for a non-monetary asset or monetary assets, 
or a combination of monetary and non-monetary assets, the 
asset acquired is initially measured at fair value (the cost). 
If the acquired item’s fair value was not determinable, it’s 
deemed cost is the carrying amount of the asset(s) given up.

When significant components of an item of property, plant 
and equipment have different useful lives, they are accounted 
for as separate items (major components) of property, plant 
and equipment.

Costs include costs incurred initially to acquire or construct 
an item of property, plant and equipment and costs incurred 
subsequently to add to, replace part of, or service it. If a 
replacement cost is recognised in the carrying amount of an 
item of property, plant and equipment, the carrying amount 
of the replaced part is derecognised.

The initial estimate of the costs of dismantling and removing 
the item and restoring the site on which it is located is also 
included in the cost of property, plant and equipment, where 
the entity is obligated to incur such expenditure, and where 
the obligation arises as a result of acquiring the asset or using 
it for purposes other than the production of inventories.

Recognition of costs in the carrying amount of an item 
of property, plant and equipment ceases when the item 
is in the location and condition necessary for it to be capable 
of operating in the manner intended by management.

Items such as spare parts, standby equipment and servicing 
equipment are recognised when they meet the definition 
of property, plant and equipment.

Major inspection costs which are a condition of continuing 
use of an item of property, plant and equipment and which 
meet the recognition criteria above are included as a 
replacement in the cost of the item of property, plant and 
equipment. Any remaining inspection costs from the previous 
inspection are derecognised.

Property, plant and equipment is carried at cost less 
accumulated depreciation and any impairment losses except 
for buildings which is carried at revalued amount being the 
fair value at the date of revaluation less any subsequent 
accumulated depreciation and subsequent accumulated 
impairment losses.

Property, plant and equipment is carried at revalued 
amount, being the fair value at the date of revaluation less 
any subsequent accumulated depreciation and subsequent 
accumulated impairment losses.

Revaluations are made with sufficient regularity such that 
the carrying amount does not differ materially from that 
which would be determined using fair value at the end of the 
reporting period.

When an item of property, plant and equipment is revalued, 
any accumulated depreciation at the date of the revaluation 
is restated proportionately with the change in the gross 
carrying amount of the asset so that the carrying amount 
of the asset after revaluation equals its revalued amount.

When an item of property, plant and equipment is revalued, 
any accumulated depreciation at the date of the revaluation is 
eliminated against the gross carrying amount of the asset and 
the net amount restated to the revalued amount of the asset.

Any increase in an asset’s carrying amount, as a result 
of a revaluation, is credited directly to a revaluation surplus. 
The increase is recognised in surplus or deficit to the extent 
that it reverses a revaluation decrease of the same asset 
previously recognised in surplus or deficit.

Any decrease in an asset’s carrying amount, as a result 
of a revaluation, is recognised in surplus or deficit 
in the current period. The decrease is debited directly 
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Financial Statements for the year ending 31 March 2016

ACCOUNTING POLICIES
 to a revaluation surplus to the extent of any credit balance 
existing in the revaluation surplus in respect of that asset.

The revaluation surplus in equity related to a specific item 
of property, plant and equipment is transferred directly to 
retained earnings when the asset is derecognised.

The revaluation surplus in equity related to a specific item 
of property, plant and equipment is transferred directly to 
retained earnings as the asset is used. The amount transferred 
is equal to the difference between depreciation based on the 
revalued carrying amount and depreciation based on the 
original cost of the asset.

Property, plant and equipment are depreciated over their 
expected useful lives to their estimated residual value.

Property, plant and equipment is carried at cost less 
accumulated depreciation and any impairment losses.

Property, plant and equipment is carried at revalued 
amount, being the fair value at the date of revaluation less 

any subsequent accumulated depreciation and subsequent 
accumulated impairment losses. Revaluations are made with 
sufficient regularity such that the carrying amount does not 
differ materially from that which would be determined using 
fair value at the end of the reporting period.

Any increase in an asset’s carrying amount, as a result 
of a revaluation, is credited directly to a revaluation surplus. 
The increase is recognised in surplus or deficit to the extent 
that it reverses a revaluation decrease of the same asset 
previously recognised in surplus or deficit.

Any decrease in an asset’s carrying amount, as a result 
of a revaluation, is recognised in surplus or deficit in the 
current period. The decrease is debited in revaluation surplus 
to the extent of any credit balance existing in the revaluation 
surplus in respect of that asset.

The useful lives of items of property, plant and equipment 
have been assessed as follows:

Item Depreciation method Average useful life

Buildings Straight line 50 years

Furniture and fixtures Straight line 4-40 years

Motor vehicles Straight line 4-15 years

IT equipment Straight line 3-20 years

Leasehold improvements Straight line Period of lease or shorter

Lift Straight line 5-50 years

Airconditioning Straight line 5-20 years

Leased assets Straight line Period of lease or shorter

Electrical installation Straight line 5-20 years

The residual value, and the useful life and depreciation 
method of each asset are reviewed at the end of each 
reporting date. If the expectations differ from previous 
estimates, the change is accounted for as a change in 
accounting estimate.

Reviewing the useful life of an asset on an annual basis does 
not require the entity to amend the previous estimate unless 
expectations differ from the previous estimate.

Each part of an item of property, plant and equipment with 
a cost that is significant in relation to the total cost of the item 
is depreciated separately.

The depreciation charge for each period is recognised in 
surplus or deficit unless it is included in the carrying amount 
of another asset.

Items of property, plant and equipment are derecognised 
when the asset is disposed of or when there are no further 
economic benefits or service potential expected from the use 
of the asset.

The gain or loss arising from the derecognition of an item 
of property, plant and equipment is included in surplus or 
deficit when the item is derecognised. The gain or loss arising 
from the derecognition of an item of property, plant and 
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ACCOUNTING POLICIES
equipment is determined as the difference between the net 
disposal proceeds, if any, and the carrying amount of the item.

Assets which the entity holds for rentals to others and 
subsequently routinely sell as part of the ordinary course 
of activities, are transferred to inventories when the rentals 
end and the assets are available for sale. Proceeds from sales 
of these assets are recognised as revenue. All cash flows 
on these assets are included in cash flows from operating 
activities in the cash flow statement.

1.6 Intangible assets
An asset is identifiable if it either:

 » is separable, i.e. is capable of being separated or divided 
from an entity and sold, transferred, licensed, rented or 
exchanged, either individually or together with a related 
contract, identifiable assets or liability, regardless of 
whether the entity intends to do so; or

 » arises from binding arrangements (including rights 
from contracts), regardless of whether those rights are 
transferable or separable from the entity or from other 
rights and obligations.

A binding arrangement describes an arrangement that confers 
similar rights and obligations on the parties to it as if it were 
in the form of a contract.

An intangible asset is recognised when:

 » it is probable that the expected future economic benefits 
or service potential that are attributable to the asset will 
flow to the entity; and

 » the cost or fair value of the asset can be measured reliably.

The entity assesses the probability of expected future 
economic benefits or service potential using reasonable and 
supportable assumptions that represent management’s best 
estimate of the set of economic conditions that will exist over 
the useful life of the asset.

Where an intangible asset is acquired through a non-
exchange transaction, its initial cost at the date of acquisition 
is measured at its fair value as at that date.

Expenditure on research (or on the research phase 
of an internal project) is recognised as an expense when 
it is incurred.

An intangible asset arising from development (or from the 
development phase of an internal project) is recognised when:

 » It is technically feasible to complete the asset so that it will 
be available for use or sale.

 » There is an intention to complete and use or sell it.

 » There is an ability to use or sell it.

 » It will generate probable future economic benefits or 
service potential.

 » There are available technical, financial and other resources 
to complete the development and to use or sell the asset.

 » The expenditure attributable to the asset during its 
development can be measured reliably.

Intangible assets are carried at cost less any accumulated 
amortisation and any impairment losses.

An intangible asset is regarded as having an indefinite useful 
life when, based on all relevant factors, there is no foreseeable 
limit to the period over which the asset is expected to 
generate net cash inflows or service potential. Amortisation 
is not provided for these intangible assets, but they are tested 
for impairment annually and whenever there is an indication 
that the asset may be impaired. For all other intangible assets, 
amortisation is provided on a straight line basis over their 
useful life.

The amortisation period and the amortisation method for 
intangible assets are reviewed at each reporting date.

Reassessing the useful life of an intangible asset with a finite 
useful life after it was classified as indefinite is an indicator 
that the asset may be impaired. As a result the asset is tested 
for impairment and the remaining carrying amount is 
amortised over its useful life.

Amortisation is provided to write down the intangible assets, 
on a straight line basis, to their residual values as follows: 

Marketing rights 10 years

Computer software, other 2-12 years

Websites 2-12 years

Intangible assets are derecognised:

 » on disposal; or

 » when no future economic benefits or service potential are 
expected from their use or disposal.
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 The gain or loss arising from the derecognition of an 
intangible asset is included in surplus or deficit when the 
asset is derecognised (unless the Standard of GRAP on leases 
requires otherwise on a sale and leaseback).

1.7 Financial instruments

Classification

The entity classifies financial assets and financial liabilities into 
the following categories:

 » Financial assets at fair value

 » Loans and receivables

 » Financial liabilities measured at amortised cost

Classification depends on the purpose for which the financial 
instruments were obtained / incurred and takes place at initial 
recognition. Classification is re-assessed on an annual basis, 
except for derivatives and financial assets designated as at fair 
value through surplus or deficit, which shall not be classified 
out of the fair value through surplus or deficit category.

Initial recognition and measurement

Financial instruments are recognised initially when the 
entity becomes a party to the contractual provisions 
of the instruments.

The entity classifies financial instruments, or their component 
parts, on initial recognition as a financial asset, a financial 
liability or an equity instrument in accordance with the 
substance of the contractual arrangement.

Financial instruments are measured initially at fair value, 
except for equity investments for which a fair value is not 
determinable, which are measured at cost and are classified 
as available-for-sale financial assets.

For financial instruments which are not at fair value through 
surplus or deficit, transaction costs are included in the initial 
measurement of the instrument.

Transaction costs on financial instruments at fair value 
through surplus or deficit are recognised in surplus or deficit.

Receivables from exchange transactions 

Trade receivables are measured at initial recognition at cost, 
and are subsequently measured at amortised cost using the 
effective interest rate method unless the effect of discounting 
is immaterial. Appropriate allowances for estimated 
irrecoverable amounts are recognised in surplus or deficit 
when there is objective evidence that the asset is impaired.

Significant financial difficulties of the debtor, probability that 
the debtor will enter bankruptcy or financial reorganisation, 
and default or delinquency in payments (90 days overdue) are 
considered indicators that the trade receivable is impaired.

The carrying amount of the asset is reduced through the use 
of an allowance account, and the amount of the deficit is 
recognised in surplus or deficit within operating expenses. 
When a trade receivable is uncollectible, it is written 
off against the allowance account for trade receivables. 
Subsequent recoveries of amounts previously written off are 
credited against operating expenses in surplus or deficit.

Trade and other receivables are classified as loans and receivables.

Payables from exchange transactions

Trade payables are initially measured at fair value, 
and are subsequently measured at amortised cost, using 
the effective interest rate method unless the effect 
of discounting is immaterial.

Cash and cash equivalents

Cash and cash equivalents comprise cash on hand and 
demand deposits, and other short-term highly liquid 
investments that are readily convertible to a known amount 
of cash and are subject to an insignificant risk of changes 
in value. These are initially and subsequently recorded 
at fair value.

1.8 Related parties
The entity operates in an economic sector currently 
dominated by entities directly or indirectly owned by 
the South African Government. As a consequence of 
the constitutional independence of the three spheres of 
government in South Africa, only entities within the national 
sphere of government are considered to be related parties.

Management are those persons responsible for planning, 
directing and controlling the activities of the entity, 
including those charged with the governance of the entity 
in accordance with legislation, in instances where they are 
required to perform such functions.

Close members of the family of a person are considered 
to be those family members who may be expected 
to influence, or be influenced by, that management in their 
dealings with the entity.

GRAP 20.32 requires only transactions with related parties  
not at arm’s length or not in the ordinary course of business 
to be disclosed.
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1.9 Events after reporting date
Events after reporting date are those events, both favourable 
and unfavourable, that occur between the reporting date and 
the date when the financial statements are authorised for 
issue. Two types of events can be identified:

 » those that provide evidence of conditions that existed 
at the reporting date (adjusting events after the reporting 
date); and

 » those that are indicative of conditions that arose after the 
reporting date (non-adjusting events after the reporting 
date).

The entity will adjust the amount recognised in the financial 
statements to reflect adjusting events after the reporting date 
once the event occurred.

The entity will disclose the nature of the event and an 
estimate of its financial effect or a statement that such 
estimate cannot be made in respect of all material non-
adjusting events, where non-disclosure could influence 
the economic decisions of users taken on the basis of the 
financial statements.

1.10 Leases
Finance leases – lessee

Recognition

Leases are classified as finance leases where substantially all 
the risks and rewards associated with ownership of an asset 
are transferred to the entity through the lease agreement. 
Assets subject to finance leases are recognised in the 
Statement of Financial Position at the inception of the lease, 
as is the corresponding finance lease liability.

Assets subject to operating leases, i.e. those leases where 
substantially all of the risks and rewards of ownership are not 
transferred to the lessee through the lease, are not recognised 
in the Statement of Financial Position. The operating lease 
expense is recognised over the course of the 
lease arrangement.

The determination of whether an arrangement is, or contains, 
a lease is based on the substance of the arrangement 
at inception date; namely whether fulfilment of the 
arrangement is dependent on the use of a specific asset or 
assets or the arrangement conveys a right to use the asset.

Measurement

Assets subject to a finance lease, as recognised in the 
Statement of Financial Position, are measured (at initial 
recognition) at the lower of the fair value of the assets and 
the present value of the future minimum lease payments.
Subsequent to initial recognition these capitalised assets are 
depreciated over the contract term.

The finance lease liability recognised at initial recognition is 
measured at the present value of the future minimum lease 
payments. Subsequent to initial recognition this liability is 
carried at amortised cost, with the lease payments being set 
off against the capital and accrued interest. The allocation of 
the lease payments between the capital and interest portion 
of the liability is effected through the application of the 
effective interest method.

The finance charges resulting from the finance lease are 
expensed, through the Statement of Financial Performance,  
as they accrue. The finance cost accrual is determined using 
the effective interest method.

Derecognition

The finance lease liabilities are derecognised when the entity’s 
obligation to settle the liability is extinguished. The assets 
capitalised under the finance lease are derecognised when 
the entity no longer expects any economic benefits or service 
potential to flow from the asset.

Operating leases - lessor

Operating lease income is recognised as an income on a 
straight-line basis over the lease term.

Initial direct costs incurred in negotiating and arranging 
operating leases are added to the carrying amount of the 
leased asset and recognised as an expense over the lease term 
on the same basis as the lease income.

Income for leases is disclosed under revenue in the statement 
of financial performance.

Operating leases

Operating lease payments are recognised as an expense 
on a straight-line basis over the lease term.

Operating lease rentals with fixed escalation clauses are 
charged to the statement of financial performance 
on a straight-line basis over the term of the lease.
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 1.11 Employee benefits 
Retirement fund

The South African Tourism Retirement Fund is classified 
as a defined contribution pension fund. A defined 
contribution plan is a pension plan under which the 
organisation pays fixed contributions into a separate entity. 
The organisation has no legal or constructive obligations 
to pay further contributions if the fund does not hold 
sufficient assets to pay all employees the benefits relating 
to employee service in the current and prior periods.

Retirement benefits are based on the growth of each 
member’s investment done by the trustees through the funds 
administrators.

Payments to defined contribution retirement benefits 
plans are expensed to the income statement under salaries 
and employee benefits in the period in which service was 
rendered by employees.

Post-retirement health-care benefit

The liability recognised in the balance sheet in respect 
of defined pension plan is the present value of the defined 
benefit obligation at the balance sheet date less the value 
of plan assets, together with adjustments for unrecognised 
actuarial gains and losses and past service costs. The defined 
benefit obligation is calculated annually by independent 
actuaries using the projected unit credit method.

Short-term employee benefits

The cost of short-term employee benefits, (those payable 
within 12 months after the service is rendered, such as paid 
vacation leave and sick leave, bonuses, and non-monetary 
benefits such as medical care), are recognised in the period 
in which the service is rendered and are not discounted.

The expected cost of compensated absences is recognised 
as an expense as the employees render services that increase 
their entitlement or, in the case of non-accumulating 
absences, when the absence occurs.

Defined contribution plans

Payments to defined contribution retirement benefit plans are 
charged as an expense as they fall due.

1.12 Provisions
Provisions are recognised when:

 » the entity has a present obligation as a result 
of a past event;

 » it is probable that an outflow of resources embodying 
economic benefits or service potential will be required 
to settle the obligation; and

 » a reliable estimate can be made of the obligation.

The amount of a provision is the best estimate of the 
expenditure expected to be required to settle the present 
obligation at the reporting date.

Where the effect of time value of money is material, the 
amount of a provision is the present value of the expenditures 
expected to be required to settle the obligation.

The discount rate is a pre-tax rate that reflects current market 
assessments of the time value of money and the risks specific 
to the liability.

Where some or all of the expenditure required to settle 
a provision is expected to be reimbursed by another party, 
the reimbursement is recognised when, and only when, 
it is virtually certain that reimbursement will be received if the 
entity settles the obligation. The reimbursement is treated as a 
separate asset. The amount recognised for the reimbursement 
does not exceed the amount of the provision.

Provisions are reviewed at each reporting date and adjusted 
to reflect the current best estimate. Provisions are reversed 
if it is no longer probable that an outflow of resources 
embodying economic benefits or service potential will be 
required, to settle the obligation.

Where discounting is used, the carrying amount of a provision 
increases in each period to reflect the passage of time. 
This increase is recognised as an interest expense.

A provision is used only for expenditures for which the 
provision was originally recognised.

Provisions are not recognised for future operating surplus.

If an entity has a contract that is onerous, the present 
obligation (net of recoveries) under the contract is recognised 
and measured as a provision.

No obligation arises as a consequence of the sale or transfer 
of an operation until the entity is committed to the sale 
or transfer, that is, there is a binding arrangement.
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After their initial recognition contingent liabilities recognised 
in entity combinations that are recognised separately are 
subsequently measured at the higher of:

 » the amount that would be recognised as a provision; and

 » the amount initially recognised less cumulative 
amortisation.

Contingent assets and contingent liabilities are not 
recognised. Contingencies are disclosed in note 22.

The entity recognises a provision for financial guarantees and 
loan commitments when it is probable that an outflow of 
resources embodying economic benefits and service potential 
will be required to settle the obligation and a reliable estimate 
of the obligation can be made.

Determining whether an outflow of resources is probable 
in relation to financial guarantees requires judgement.
Indications that an outflow of resources may be probable are:

 » financial difficulty of the debtor;

 » defaults or delinquencies in interest and capital 
repayments by the debtor;

 » breaches of the terms of the debt instrument that result 
in it being payable earlier than the agreed term and 
the ability of the debtor to settle its obligation on the 
amended terms; and

 » a decline in prevailing economic circumstances (e.g. high 
interest rates, inflation and unemployment) that impact 
on the ability of entities to repay their obligations.

1.13 Commitments
Items are classified as commitments when an entity has 
committed itself to future transactions that will normally 
result in the outflow of cash.

Disclosures are required in respect of unrecognised 
contractual commitments.

Commitments for which disclosure is necessary to achieve a 
fair presentation should be disclosed in a note to the financial 
statements, if both the following criteria are met:

 » Contracts should be non-cancellable or only cancellable 
at significant cost (for example, contracts for computer or 
building maintenance services); and

 » Contracts should relate to something other than the 
routine, steady, state business of the entity – therefore 

salary commitments relating to employment contracts 
or social security benefit commitments are excluded.

1.14 Revenue from exchange transactions
Revenue is the gross inflow of economic benefits or service 
potential during the reporting period when those inflows 
result in an increase in net assets, other than increases relating 
to contributions from owners.

An exchange transaction is one in which the entity receives 
assets or services, or has liabilities extinguished, and directly 
gives approximately equal value (primarily in the form  
of goods, services or use of assets) to the other party 
in exchange.

Fair value is the amount for which an asset could be 
exchanged, or a liability settled, between knowledgeable, 
willing parties in an arm’s length transaction.

Measurement

Revenue is measured at the fair value of the consideration 
received or receivable, net of trade discounts and  
volume rebates.

Sale of goods

Revenue from the sale of goods is recognised when all the 
following conditions have been satisfied:

 » the entity has transferred to the purchaser the significant 
risks and rewards of ownership of the goods;

 » the entity retains neither continuing managerial 
involvement to the degree usually associated with 
ownership nor effective control over the goods sold;

 » the amount of revenue can be measured reliably;

 » it is probable that the economic benefits or service 
potential associated with the transaction will flow to the 
entity; and

 » the costs incurred or to be incurred in respect of the 

transaction can be measured reliably.

Rendering of services

When the outcome of a transaction involving the rendering  
of services can be estimated reliably, revenue associated with 
the transaction is recognised by reference to the stage  
of completion of the transaction at the reporting date.  
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 The outcome of a transaction can be estimated reliably when 
all the following conditions are satisfied:

 » the amount of revenue can be measured reliably;

 » it is probable that the economic benefits or service 
potential associated with the transaction will flow  
to the entity;

 » the stage of completion of the transaction at the reporting 
date can be measured reliably; and

 » the costs incurred for the transaction and the costs  
to complete the transaction can be measured reliably.

When services are performed by an indeterminate number  
of acts over a specified time frame, revenue is recognised  
on a straight line basis over the specified time frame unless 
there is evidence that some other method better represents 
the stage of completion. When a specific act is much more 
significant than any other acts, the recognition of revenue  
is postponed until the significant act is executed.

Interest, royalties and dividends

Revenue arising from the use by others of entity assets 
yielding interest, royalties and dividends or similar 
distributions is recognised when:

 » It is probable that the economic benefits or service 
potential associated with the transaction will flow to the 
entity, and

 » The amount of the revenue can be measured reliably.

Interest is recognised, in surplus or deficit, using the effective 
interest rate method.

1.15 Revenue from non-exchange transactions
Revenue comprises gross inflows of economic benefits or 
service potential received and receivable by an entity, which 
represents an increase in net assets, other than increases 
relating to contributions from owners.

Conditions on transferred assets are stipulations that specify 
that the future economic benefits or service potential 
embodied in the asset is required to be consumed by the 
recipient as specified or future economic benefits or service 
potential must be returned to the transferor.

Control of an asset arises when the entity can use or otherwise 
benefit from the asset in pursuit of its objectives and  
can exclude or otherwise regulate the access of others  
to that benefit.

Exchange transactions are transactions in which one entity 
receives assets or services, or has liabilities extinguished, and 
directly gives approximately equal value (primarily in the form 
of cash, goods, services, or use of assets) to another entity  
in exchange.

Expenses paid through the tax system are amounts that are 
available to beneficiaries regardless of whether or not they 
pay taxes.

Fines are economic benefits or service potential received  
or receivable by entities, as determined by a court or other 
law enforcement body, as a consequence of the breach  
of laws or regulations.

Non-exchange transactions are transactions that are not 
exchange transactions. In a non-exchange transaction,  
an entity either receives value from another entity without 
directly giving approximately equal value in exchange,  
or gives value to another entity without directly receiving 
approximately equal value in exchange.

Restrictions on transferred assets are stipulations that limit  
or direct the purposes for which a transferred asset may  
be used, but do not specify that future economic benefits  
or service potential is required to be returned to the transferor 
if not deployed as specified.

Stipulations on transferred assets are terms in laws or regulation, 
or a binding arrangement, imposed upon the use of a transferred 
asset by entities external to the reporting entity.

Tax expenditures are preferential provisions of the tax law 
that provide certain taxpayers with concessions that are not 
available to others.

The taxable event is the event that the government, legislature 
or other authority has determined will be subject to taxation.

Taxes are economic benefits or service potential compulsorily 
paid or payable to entities, in accordance with laws and or 
regulations, established to provide revenue to government. 
Taxes do not include fines or other penalties imposed for 
breaches of the law.

Transfers are inflows of future economic benefits or service 
potential from non-exchange transactions, other than taxes.

Recognition

An inflow of resources from a non-exchange transaction 
recognised as an asset is recognised as revenue, except  
to the extent that a liability is also recognised in respect  
of the same inflow.

As the entity satisfies a present obligation recognised 
as a liability in respect of an inflow of resources from 
a non- exchange transaction recognised as an asset, it reduces 
the carrying amount of the liability recognised and recognises 
an amount of revenue equal to that reduction.
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Measurement

Revenue from a non-exchange transaction is measured at the 
amount of the increase in net assets recognised by the entity.

When, as a result of a non-exchange transaction, the entity 
recognises an asset, it also recognises revenue equivalent to 
the amount of the asset measured at its fair value as at the 
date of acquisition, unless it is also required to recognise a 
liability. Where a liability is required to be recognised it will 
be measured as the best estimate of the amount required to 
settle the obligation at the reporting date, and the amount of 
the increase in net assets, if any, recognised as revenue. When 
a liability is subsequently reduced, because the taxable event 
occurs or a condition is satisfied, the amount of the reduction 
in the liability is recognised as revenue.

1.16 Interest
Interest received is recognised as the interest accrues (taking 
into account the effective yield on the asset).

1.17 Translation of foreign currencies 
Foreign currency transactions

Transactions in foreign currencies are initially accounted for 
at the rate of exchange ruling on the date of the transaction. 
Exchange differences arising on the settlement of creditors 
or on reporting of creditors at rates different from those 
at which they were initially recorded are expensed.

Transactions in foreign currency are accounted for at the spot 
rate of the exchange ruling on the date of the transaction.

Gains and losses arising on the translation are dealt with in  
the Statement of Financial Performance in the year in which 
they occur.

1.18 Comparative figures
Current year comparatives (budget)

Budget information in accordance with GRAP 1, has been 
provided in a separate disclosure note to these annual 
financial statements.

South African Tourism does not make its budget publically 
available and is thus not required to disclose budget 
information in accordance with GRAP 24.

Prior year comparatives

When the presentation or classification of items in the annual 
financial statements is amended, prior period comparative 
amounts are also reclassified and restated, unless such 

comparative reclassification and / or restatement is not 
required by a Standard of GRAP. The nature and reason for 
such reclassifications and restatements are also disclosed.

Where material accounting errors, which relate to prior 
periods, have been identified in the current year, the 
correction is made retrospectively as far as is practicable  
and the prior year comparatives are restated accordingly. 
Where there has been a change in accounting policy in the 
current year, the adjustment is made retrospectively  
as far as is practicable and the prior year comparatives are 
restated accordingly.

The presentation and classification of items in the current 
year is consistent with prior periods except for presentation 
of foreign currency gains which are presented after operating 
surplus/ deficit as this format is more useful to the users of our 
financial statements.

1.19 Unauthorised expenditure
Unauthorised expenditure is expenditure that has not been 
budgeted for, expenditure that is not in terms of the conditions 
of an allocation received from another sphere of government 
or organ of state and expenditure in the form of a grant that is 
not permitted. Unauthorised expenditure is accounted for as an 
expense in the Statement of Financial Performance and where 
recovered, it is subsequently accounted for as income in the 
Statement of Financial Performance.

1.20 Fruitless and wasteful expenditure
Fruitless and wasteful expenditure is expenditure that was made 
in vain and would have been avoided had reasonable care been 
exercised. Fruitless and wasteful expenditure is accounted for 
as expenditure in the Statement of Financial Performance and 
where recovered, it is subsequently accounted for as revenue in 
the Statement of Financial Performance.

1.21 Irregular expenditure
Irregular expenditure is expenditure that is contrary 
to the Public Finance Management Act (PFMA). Irregular 
expenditure excludes unauthorised expenditure. Irregular 
expenditure is accounted for as expenditure in the Statement 
of Financial Performance and where recovered, it is 
subsequently accounted for as revenue in the Statement 
of Financial Performance.
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 1.22 Segment information
A segment is an activity of an entity:

 » that generates economic benefits or service potential 
(including economic benefits or service potential relating 
to transactions between activities of the same entity);

 » whose results are regularly reviewed by management 
to make decisions about resources to be allocated to that 
activity and in assessing its performance; and

 » for which separate financial information is available.

Reportable segments are the actual segments which are 
reported on in the segment report. They are the segments 
identified above or alternatively an aggregation of two or more 
of those segments where the aggregation criteria are met.

Measurement

The amount of each segment item reported is the measure 
reported to management for the purposes of making 
decisions about allocating resources to the segment and 
assessing its performance. Adjustments and eliminations 
made in preparing the entity’s financial statements and 
allocations of revenues and expenses are included in 
determining reported segment surplus or deficit only if they 
are included in the measure of the segment’s surplus or deficit 
that is used by management. Similarly, only those assets and 
liabilities that are included in the measures of the segment’s 
assets and segment’s liabilities that are used by management 
are reported for that segment. If amounts are allocated to 
reported segment surplus or deficit, assets or liabilities, those 
amounts are allocated on a reasonable basis.

If management uses only one measure of a segment’s surplus 
or deficit, the segment’s assets or the segment’s liabilities in 
assessing segment performance and deciding how to allocate 
resources, segment surplus or deficit, assets and liabilities 
are reported in terms of that measure. If management uses 
more than one measure of a segment’s surplus or deficit, 
the segment’s assets or the segment’s liabilities, the reported 
measures are those that management believes are determined 
in accordance with the measurement principles most 
consistent with those used in measuring the corresponding 
amounts in the entity’s financial statements.  
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2016
R

2015
R

2. TRADE AND OTHER RECEIVABLES
Trade debtors 22 712 242 18 142 063

Deposits 8 092 346 5 715 797

Prepaid expenses 13 483 394 7 857 376

44 287 982 31 715 236

Total receivables (net of allowance for doubtful debts) held by the entity at 31 March 2016 amounted to R 22.7m 
(2015: R 18.1m). Short-term receivables with no stated interest rate is measured at original invoice amount if the effect 
of discounting is immaterial. Accounts receivable discounting procedures were performed and the results showed that 
the effect of discounting is immaterial.

The entity has provided fully for all receivables over 90 days because historical experience is such that receivables that are past 
due beyond 90 days are generally not recoverable.

South African Tourism’s debtors consists mainly of staff debtors, graded establishments and funders i.e. provincial tourism 
authorities and Government Departments.

The creation and release of provision for impairment receivables have been included in operating expenses in the statement 
of financial performance. Amounts charged to the allowance account are generally written off when there is no expectation 
of recovering outstanding debts. The entity does not hold any collateral as security.

MOVEMENT IN THE ALLOWANCE FOR DEBTORS

Opening balance 2 230 798 7 901 974

Increase in provision / (Reversal of provision) 217 990 (5 671 176)

Closing balance 2 448 788 2 230 798

AGEING OF ALLOWANCE FOR DOUBTFUL DEBTS

91 -180 days 322 473 140 718

181 - 360 days 734 438 413 221

361+ days 1 391 876 1 676 859

2 448 787 2 230 798

South African Tourism believes that there is no further credit provision required in excess of the current allowance for doubtful 
debts. The decrease in provision was mainly due to the reversal of unused provision for bad debts resulting from the change 
in the TGCSA membership scheme from three years to one year.

3. CASH AND CASH EQUIVALENTS

Cash and cash equivalents consist of:

Bank balances 459 357 921 374 055 347
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2016
R

2015
R

6. STAFF ADVANCES
Current 318 19 442

The staff advances balance of R 318 relates to S&T advances for staff travel.

7. TRADE AND OTHER PAYABLES
Trade payables and other payables 114 822 256 102 456 243

Accrued liabilities 207 394 948 164 279 596

Unallocated deposits 62 643 21 660

322 279 847 266 757 499

8. FINANCE LEASE LIABILITY - NON CURRENT
MINIMUM LEASE PAYMENTS DUE

- within one year 192 715 257 279

- in second to fifth year inclusive 198 147 133 888

390 862 391 167

Less: future finance charges (41 725) (39 010)

Present value of minimum lease payments 349 137 352 157

PRESENT VALUE OF MINIMUM LEASE PAYMENTS DUE

- within one year 164 471 232 592

- in second to fifth year inclusive 184 667 119 565

349 138 352 157

Finance leases relate to office premises and office equipment. Legal title does not transfer for any of these leases. The economic 
substance over the legal form was considered in classifying other leases as finance leases. The two conditions that ensured that 
these leases met the definition of a finance lease:

 »  the lease term is for the major part of the economic life of the asset, even if title is not transferred;

 »  at the inception of the lease, the present value of the minimum lease payments amounts to at least substantially all of the fair 
value of the leased asset.

Finance leases were discounted at a rate of 10% and interest was calculated using the effective interest rate method.

STAFF AND OTHER GUARANTEES

South African Tourism has made no guarantees with regards to staff housing loans during the current and previous 
financial years.
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2016
R

2015
R

9. PROVISIONS
RECONCILIATION OF PROVISIONS - 2016

Opening 
Balance

Additions Total

Legal proceedings 538 219 1 905 936 2 444 155
Provision - Input vat claims 20 081 125 4 451 238 24 532 363
Post-retirement health-care benefits 24 599 000 1 688 000 26 287 000

45 218 344 8 045 174 53 263 518

RECONCILIATION OF PROVISIONS - 2015
Opening 
Balance

Additions Reversed 
during the year

Total

Legal proceedings 13 587 545 - (13 049 326) 538 219
Provision-Input VAT credits 30 663 897 - (10 582 772) 20 081 125
Post-retirement health-care benefits 18 209 000 6 390 000 - 24 599 000

62 460 442 6 390 000 (23 632 098) 45 218 344

Non-current liabilities 28 731 155 25 137 219
Current liabilities 24 532 363 20 081 125

53 263 518 45 218 344

LEGAL PROCEEDINGS PROVISIONS

Legal proceedings provisions relates to unfair dismissal dispute (appeal on jurisdictional finding) and breach of contract litigation 
cases. Judgement received for the dismissal dispute case however timing of expected cash outflow has not been advised 
as at 31 March 2016. 

PROVISION FOR INPUT VAT 
The provision for input VAT represents the amount of VAT that the international tax authorities are claiming from the entity that 
was previously allowed to be claimed as VAT input credits. These authorities have won their administrative tribunal review, and 
the matter has now been escalated to the Crown Court

EMPLOYEE BENEFIT COST PROVISION 
The post retirement medical aid liability as this date is R 26 287 000. The actuarial gain of R 689 000 is predominantly due 
to change in the real discount rate from 0.32% used in the previous valuation to 0.52% in current valuation

Liability at 1 April 24 599 18 209
Service Cost 1 566 945
Benefits (1 240) (1 091)
Interest Cost 2 051 1 515
Actuarial loss/ (gain) (689) 5 021
Liability at 31 March 26 287 24 599

The following economic key assumptions were used by the valuator: Consumer Price Inflation (CPI) 8.01% p.a (2015: 6.71% p.a); 
Health care cost inflation 9.51% p.a (2015: 8.21% p.a); Discount rate 10.08% p.a (2015: 8.56% p.a); Real discount rate 0.52% (2015: 
0.32%). The discounted mean term of the SA Tourism liablity was approximately 15.8 years as at 31 March 2016. 

The valuation was conducted by Linda Kleynscheldt in her capacity as an actuary of NMG Consultants and Actuaries (Pty) Ltd. 
She holds a BSc FASSA FIA, Primary Regulator ASSA. There is no conflict of interest.
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2016
R

2015
R

10. INCOME RECEIVED IN ADVANCE

South African Tourism recognised income received in advance balance of R 25 507 146. This balance relates mainly to funds received 
from National Department of Tourism during March 2016. This funding is for market access and the grading incentive programme.

MOVEMENT DURING THE YEAR

Balance at the beginning of the year 616 332 20 061 796

Additions during the year 25 507 146 616 332

Reversed during the current year (616 332) (20 061 796)

25 507 146 616 332

Income received in advance comprises of revenue received from NDT in terms of commitments where services will be rendered 
in the 2016/17 financial year.

11. REVENUE

Sundry income 81 547 057 74 263 081

Grading income 18 393 524 17 842 591

Interest received - investment 11 962 974 19 062 550

Government grants & subsidies 977 712 000 880 009 000

Voluntary Tomsa levies 123 203 348 111 637 559

1 212 818 903 1 102 814 781

The amount included in revenue arising from exchanges of goods or services are as follows:

Sundry income 81 547 057 74 263 081

Grading income 18 393 524 17 842 591

Interest received - investment 11 962 974 19 062 550

111 903 555 111 168 222

The amount included in revenue arising from non-exchange transactions is as follows:
TAXATION REVENUE
Transfer revenue

Government grants & subsidies 977 712 000 880 009 000
Voluntary TOMSA levies 123 203 348 111 637 559

1 100 915 348 991 646 559
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2016
R

2015
R

12. GRADING INCOME

Grading revenue 18 393 524 17 842 591
Grading Expenses (14 358 872) (15 281 971)

4 034 652 2 560 620

13. AUDITORS’ REMUNERATION

Fees 5 288 209 4 590 607

14. MARKETING

Retainer fees 128 551 427 93 720 882

Other marketing expenditure 853 461 967 741 882 161

982 013 394 835 603 043

Consultants fees includes retainer fees for above and below the line marketing advertising agencies, PR agencies, exhibition 
management services and market research. South African Tourism has a put a consultancy reduction plan for 2015/16 financial 
year, as mandated by National Treasury through its Treasury Instruction 1 of 2014: Cost containment measures.

Other marketing expenses relates to marketing expenses such as marketing development, reasearch and campaigns, incurred 
by South African Tourism during the 2015/16 financial year in order to fullfil its mandate of marketing South Africa both 
domestically and internationally.

The increase in consultancy fees is mainly due to annual inflationary increases as per contract terms and conditions.

15. FINANCE COSTS

Finance leases 49 126 71 985
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2016
R

2015
R

16. CASH GENERATED FROM OPERATIONS
Surplus 15 655 533 30 624 765
Depreciation and amortisation 14 919 638 9 436 591
Loss on sale of assets (488 969) 261 977
(Gain)/ Loss on unrealised foreign exchange (3 737 456) 34 786 446
Fair value adjustments (242 261) (2 350 846)
Finance costs - Finance leases 49 126 71 985
Movements in provisions  8 045 174 (17 242 098)
Changes in working capital: 
Trade and other receivables (12 572 746) 10 505 551

Staff advances-Current 318 23 771
Trade and other payables 55 522 348 26 139 602
Income received in advance 24 890 814 (19 445 464)

102 041 519 72 812 280

17. COMMITMENTS  

AUTHORISED CAPITAL EXPENDITURE
Approved but not yet contracted for
Property, plant and equipment 9 800 000 19 685 869

Already contracted for
Property, plant and equipment - 14 190 057

Total capital commitments
Already contracted for but not provided for 9 800 000 19 685 869
Not yet contracted for and authorised by members - 14 190 057

9 800 000 33 875 926

This committed expenditure relates to property and will be financed by available bank facilities.

OPERATING LEASES – AS LESSEE (EXPENSE)
Contracted for Minimum lease payments due
within one year 17 472 932 13 472 940
in second to fifth year inclusive 36 837 385 35 422 114
later than five years 10 652 030 12 232 710

64 962 347 61 127 764

Operating leases relate to rental of premises, with lease terms varying between four to ten years, and rental of office equipment with lease 
terms varying between two to five years. The entity does not have an option to purchase the leased asset at maturity of the lease period.

Operating leases – as lessor (income)
Minimum lease payments due
- within one year 335 226 259 921
- in second to fifth year inclusive 279 355 216 600

614 581 476 521

50 Bosporus Amstelveen property is held to generate rental income for a three-year period. Lease agreements can be terminated 
provided sufficient notice is provided as agreed upon.
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Figures in Rand

18. FINANCIAL INSTRUMENTS
INTEREST RATE RISK

Finance leases (referred to as other financial liabilities on the Statement of Financial Position) refers to leases which have been 
classified, in terms of GRAP 13, as finance leases because of the accounting substance over the legal form. None of these leases 
are with financial institutions and interest risk is associated with these finance leases is deemed to be immaterial.

Cash held in foreign amounts are transferred solely for the purposes of settling foreign creditors. Temporary reserves in those 
bank accounts comprise creditors not yet paid and interest is earned at the local prime rate specific to that country.

It would not be appropriate to have a weighted average interest rate for all the markets because each of the markets has different 
risk characteristics and it would be misleading to users to have a combined weighted average effected interest rate. Therefore, 
no interest rate sensitivity analysis is disclosed.

FOREIGN CURRENCY RISK

The entity operates internationally and is exposed to foreign exchange risk arising from various currency exposures, primarily 
with respect to the US dollar and the UK pound.

The entity does not hedge foreign exchange fluctuations.

The entity operates in foreign countries and is thus exposed to foreign currency translation risk.

Surplus is more sensitive to movement in exchange rates in 2016 than 2015 because of the increased fluctuations in foreign 
exchange rates.

South African Tourism’s foreign currency risk relates to those monetary balances emanating from foreign marketing expenditure 
and administrative costs of its international offices. These are normally settled within a short period to limit the risk of exposure 
to currency fluctuations.

South African Tourism is extremely sensitive to movements/fluctuations in GBP/EUR/USD (three major currencies the entity 
transacts in). The foreign exchange rates table below illustrates that as at 31 March 2016, the Rand weakened by 19.4% against 
GBP, 23.13 % against the USD and strengthened by 29 % against the EUR.

Exchange rates used for conversion of foreign items were:

Budget rates Actual rates

2016 2015 2016 2015

GBP 24,68 19,59 21,45 17,96

JPY 0,12 0,12 0,13 0,10

EUR 18,36 16,27 16,94 13,13

USD 17,12 11,89 14,96 12,15

AUD 11,18 10,14 11,45 9,26

CNY 0,40 0,51 2,33 1,97
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Credit risk

Credit risk refers to the risk that a counterparty will default on its contractual obligations resulting in financial loss to the entity. 
In order to mitigate the risk of financial loss, South African Tourism only deals with creditworthy parties. Ongoing credit 
evaluation is performed on the financial condition of accounts receivable. The carrying amount of financial assets recorded in the 
financial statements, which is net of impairment losses, represents the entity’s maximum exposure to credit risk without taking 
account of the value of any collateral obtained.

Liquidity risk

Ultimate responsibility for liquidity risk management rests with the board of directors, which has built an appropriate 
liquidity risk management framework for the management of the entity’s short, medium and long-term funding and liquidity 
management requirements. The entity manages liquidity risk by maintaining adequate reserves and banking facilities by 
continuously monitoring forecast and actual cash flows and matching the maturity profiles of financial assets and liabilities.

FINANCIAL ASSETS

Loans and receivables at amortised cost

Trade and other receivables 44 287 982 31 715 236

Financial assets at fair value

Cash and cash equivalents 459 375 921 374 055 347

Financial liabilities at amortised cost

Carrying amount of financial liabilities 322 628 985 267 109 656

Other financial liabilities at amortised cost

Finance lease obligation - Non-current portion 184 667 119 565

Finance lease obligation - Current portion 164 471 232 592

Trade and other payables 322 279 847 266 757 499

The amount disclosed as Trade and other receivables, Cash and cash equivalent & Trade and other payables are the contractual 
undiscounted cashflows. Balances due within 12 months equal their carrying balances as the impact of discounting is immaterial.

19. RELATED PARTIES
Related party relationships exist within the entity. During the year, all purchasing and selling transactions were concluded at arm’s 
length. Details of transactions with related parties not disclosed elsewhere in the financial statements are as follows:

South African Tourism is 100% controlled by its shareholder, the government, represented by the National Department 
of Tourism. South African Tourism constitutes a Schedule 3A public entity in terms of the Public Finance Management Act.  
During the financial year South African Tourism received grant income of R 977 712 000 (2015: R 880 009 000). No amounts were 
due to NDT by South African Tourism as at the 31 March 2016 . In addition to amount recognised as revenue, SA Tourism also 
received an amount of R 25 507 146.
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South African Tourism transacted with the following public entities that fall within the ambit of the National Sphere 
of Government. Transactions with these entities and balances owed are as follows:

RELATED PARTY TRANSACTIONS

PUBLIC ENTITY

Telkom 350 779 334 129

South African Airways - 250 301

SARS 25 958 178 23 158 791

26 308 957 23 743 221

Travel procurement was done through appointed TMC and not directly with SAA. GRAP 20 has been approved however it is 
not yet effective as no effective date has been determined by the Minister of Finance, thus the balances disclosed above are for 
comparative purposes, as required by GRAP 1.

COMPENSATION TO MEMBERS AND OTHER KEY MANAGEMENT

Short-term employee benefits 12 435 482 14 161 787

Post-employment benefits 792 858 830 901

13 228 340 14 992 688

20. CONTINGENT LIABILITIES

South African Tourism adopted GRAP19.111 to account for the entity’s cotingent liability as disclosure of some or all of the 
information required can be expected to seriously prejudice the position of the entity as the matters are sub-judice.

The entity currently has the following contingent liabilities: Plaintiff claim of trademark infringement, two applicants claim of substantive 
and procedural unfair dismissal and two plaintiff claims of unlawful breach of contract and other possible statutory liabilities.

Disclosure of contingent liability information relating to the Italy closure is expected to seriously prejudice South African Tourism 
as such the entity adopts GRAP 19.111.

21. INVESTMENT REVENUE
INTEREST REVENUE  

Bank 11 962 974 19 062 550

The amount of R 11 962 974 relates to revenue from call accounts.

22. REVALUATION RESERVE
The balance of revaluation reserve, which arised due to the revaluation of land and buildings is:

Revaluation reserve 70 536 793 26 528 571
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23. ACCUMULATED SURPLUS
The movement in exchange rates had a favourable impact on the Statement of Financial Performance resulting in a foreign 
currency gain as presented in the Statement of Financial Performance, on the conversion of the financial records of South African 
Tourism’s operating units which are denominated in foreign currency.

24. GOVERNMENT GRANTS AND SUBSIDIES 
Government grant 977 712 000 880 009 000

25. GENERAL EXPENSES   
Auditors remuneration 5 288 209 4 590 607
Consulting and professional fees 14 358 872 15 281 970
Marketing 982 013 394 835 603 043

1 001 660 475 855 475 620

26. EMPLOYEE-RELATED COSTS   
Basic 105 436 073 93 724 786
Bonus 2 554 014 13 697 968
Medical aid - company contributions 2 305 201 2 462 392
UIF 529 545 497 301
SDL 1 063 256 553 289
Leave pay provision charge 1 177 956 1 461 922
Other short term costs 70 484 5 682 629
Defined contribution plans 9 848 109 9 337 388
Overtime payments 186 964 317 125
Allowances 34 438 310 35 804 946
Social Insurance 4 779 792 3 385 770
Other HR costs 7 907 136 12 631 983

170 296 840 179 557 499

27. ADMINISTRATIVE EXPENDITURE
Administration and management fees - third party 49 141 941 52 472 949
Administration and management fees - related party 883 762 92 284

50 025 703 45 819 284

Administration and management fees balance mainly consist of VAT expenses, legal fees, IT support expenses and computer 
licence fees.

Administration and management fees-related parties relates to expenses incurred by the Board during the execution of their 
duties as South African Tourism board members. South African Tourism board members are not compensated for their duties.

28. DEBT IMPAIRMENT

Debt impairment - (36 388)
Bad debts written off 429 936 238 742

429 936 202 354
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29. RECONCILIATION BETWEEN BUDGET AND STATEMENT OF FINANCIAL PERFORMANCE
Reconciliation of budget surplus as per the approved Estimates of National Expenditure (ENE) database with the surplus in the 
Statement of Financial Performance. In line with relevant prescripts South African Tourism does not budget for a deficit or a surplus.

Paragraph.03 of GRAP 24 states that the standard applies to entities that are required or elect to make publicly available their 
approved budgets. Paragraph.04 further states that for the purpose of GRAP 24, budgets are made publicly available when they 
have been approved and made available to the public at large by tabling in Parliament, legislatures or municipals councils.

This standard does not require approved budgets to be made publicly available. South African Tourism does not make its 
approved budget publicly available, thus management deems the reconciliation between the actual surplus and budget 
as sufficient for our users.

Reconciliation of budget surplus as per approved Estimate of National Expenditure with surplus per Statement  
of Financial Performance:

Net surplus per the Statement of Financial Performance 15 655 533 30 624 765

Adjusted for:

Fair value adjustments (242 261) (2 350 845)

(Loss) gain on the sale of assets (488 969) 261 977

Increases / decreases in provisions 8 045 174 (17 242 089)

Depreciation and amortisation 14 919 638 9 436 589

Unrealised foreign exchange (3 737 456) 34 786 453

Over/ under expenditure (34 151 659) (55 516 850)

Net surplus per approved budget - -

30. SEGMENT INFORMATION
GENERAL INFORMATION

Identification of segments 
The entity is organised and reports to management on the basis of two major functional areas: Head Office and International 
Marketing services. The segments were organised around the type of service delivered and the target market. Management uses 
these same segments for determining strategic objectives. Segments were aggregated for reporting purposes.

Information reported about these segments is used by management as a basis for evaluating the segments’ performances and 
for making decisions about the allocation of resources. The disclosure of information about these segments is also considered 
appropriate for external reporting purposes.

AGGREGATED SEGMENTS 
The entity operates in South Africa with branches in 13 country offices globally. Segments were aggregated on the basis 
of services delivered as management considered that the economic characteristics of the segments throughout international 
offices were sufficiently similar to warrant aggregation.

Types of goods and/or services by segment

These reportable segments as well as the goods and/or services for each segment are set out below:

Reportable segment Goods and/or services
Head office Domestic marketing, quality assurance, NCB and support to 

domestic and global marketing
International marketing International marketing
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Segment surplus or deficit, assets and liabilities

2016

Figures in Rand

Segment 1 Segment 2 Eliminations Total

REVENUE

Revenue from non-exchange transactions 1 100 915 213 135 - 1 100 915 348

Fair value adjustment IP - 242 261 - 242 261

Interest revenue 11 599 404 363 565 - 11 962 969

Sundry income 78 755 088 2 791 969 - 81 547 057

Forex gain 43 239 788 19 018 931 - 62 258 719

Grading revenue 18 393 523 - - 18 393 523

Gain on disposal of assets 488 969 - - 488 969

Total segment revenue 1 253 391 985 22 416 861 - 1 275 808 846

Entity’s revenue 1 275 808 846

EXPENDITURE

Salaries and wages 99 999 218 70 297 622 - 170 296 840

Marketing expenses 622 960 990 359 052 400 - 982 013 390

General expenses 70 152 665 37 690 417 - 107 843 082

Total segment expenditure 793 112 873 467 040 439 - 1 260 153 312

Total segmental surplus/(deficit) 15 655 534

ASSETS

Segment assets 421 275 101 189 968 840 - 611 243 941

Total assets as per Statement of Financial Position 611 243 941

LIABILITIES

Segment liabilities 234 913 260 574 923 581 (408 437 192) 401 399 649

Total liabilities as per Statement of Financial Position 401 399 649

State grant transactions were R 408 437 192 (2015:R 408 622 991).
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2015    

Figures in Rand

Segment 1 Segment 2 Segment 2 Total

REVENUE

Revenue from non-exchange transactions 991 646 559 - - 991 646 559

Fair value adjustment - 2 350 846 - 2 350 846

Interest revenue 18 545 456 517 094 - 19 062 550

Sundry income 68 871 688 5 391 393 - 74 263 081

Forex gain 61 908 708 - - 61 908 708

Grading income 17 842 591 - - 17 842 591

Total segment revenue 1 158 815 002 8 259 333 - 1 167 074 335

Entity’s revenue 1 167 074 335

EXPENDITURE

Salaries and wages 104 063 625 75 493 876 - 179 557 501

Marketing expenses 544 520 795 291 082 250 - 835 603 045

Forex loss - 28 432 623 - 28 432 623

General expenses 57 776 646 35 079 755 - 92 856 401

Total segment expenditure 706 361 066 430 088 504 - 1 136 449 570

Total segmental surplus/(deficit) 30 624 765

ASSETS

Segment assets 346 984 801 116 140 065 - 463 124 866

Total assets as per Statement of Financial Position 463 124 866

LIABILITIES

Segment liabilities 264 869 680 456 697 643 (408 622 991) 312 944 332

Total liabilities as per Statement of Financial Position 312 944 332

Following a change in the composition of its reportable segments, the corresponding items of segment information for earlier 
periods has been restated.
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31. NEW STANDARDS AND INTERPRETATIONS

31.1 STANDARDS AND INTERPRETATIONS EFFECTIVE AND ADOPTED IN THE CURRENT YEAR

In the current year, the entity has adopted the following standards and interpretations that are effective for the current financial 
year and that are relevant to its operations:

Standard/ Interpretation: Effective date: 
Years beginning 
on or after  
1 April 2016

Expected impact:

 

GRAP 18: Segment Reporting

Segments are identified by the way in which information is reported to management, both for purposes of assessing 
performance and making decisions about how future resources will be allocated to the various activities undertaken by the 
entity. The major classifications of activities identified in budget documentation will usually reflect the segments for which an 
entity reports information to management.

Segment information is either presented based on service or geographical segments. Service segments relate to a distinguishable 
component of an entity that provides specific outputs or achieves particular operating objectives that are in line with the entity’s 
overall mission. Geographical segments relate to specific outputs generated, or particular objectives achieved, by an entity within 
a particular region.

The entity has adopted the standard for the first time when the Minister set the effective date for the standard.

The adoption of this standard has not had a material impact on the results of the entity, but has resulted in more disclosure than 
would have previously been provided in the financial statements.

31.2 STANDARDS AND INTERPRETATIONS EARLY ADOPTED

The entity has chosen to early adopt the following standards and interpretations:

Standard/ Interpretation: Effective date: 
Years beginning 
on or after 
1 April 2016

Expected impact:

31.3 STANDARDS AND INTERPRETATIONS NOT YET EFFECTIVE OR RELEVANT

The following standards and interpretations have been published and are mandatory for the entity’s accounting periods 
beginning on or after 01 April 2016 or later periods but are not relevant to its operations:

GRAP 20: Related parties

The objective of this standard is to ensure that a reporting entity’s financial statements contain the disclosures necessary to draw 
attention to the possibility that its financial position and surplus or deficit may have been affected by the existence of related 
parties and by transactions and outstanding balances with such parties.
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An entity that prepares and presents financial statements under the accrual basis of accounting (in this standard referred to as the 
reporting entity) shall apply this standard in:

 » identifying related party relationships and transactions;

 » identifying outstanding balances, including commitments, between an entity and its related parties;

 » identifying the circumstances in which disclosure of the items in (a) and (b) is required; and

 » determining the disclosures to be made about those items.

This standard requires disclosure of related party relationships, transactions and outstanding balances, including commitments, 
in the consolidated and separate financial statements of the reporting entity in accordance with the Standard of GRAP on 
Consolidated and Separate Financial Statements. This standard also applies to individual financial statements.

Disclosure of related party transactions, outstanding balances, including commitments, and relationships with related parties 
may affect users’ assessments of the financial position and performance of the reporting entity and its ability to deliver agreed 
services, including assessments of the risks and opportunities facing the entity. This disclosure also ensures that the reporting 
entity is transparent about its dealings with related parties.

 The standard states that a related party is a person or an entity with the ability to control or jointly control the other party, or 
exercise significant influence over the other party, or vice versa, or an entity that is subject to common control, or joint control. 
As a minimum, the following are regarded as related parties of the reporting entity:

 » A person or a close member of that person’s family is related to the reporting entity if that person:

 –  has control or joint control over the reporting entity;

 –  has significant influence over the reporting entity;

 –  is a member of the management of the entity or its controlling entity.

 » An entity is related to the reporting entity if any of the following conditions apply:

 –   the entity is a member of the same economic entity (which means that each controlling entity, controlled entity and fellow 
controlled entity is related to the others);

 –   one entity is an associate or joint venture of the other entity (or an associate or joint venture of a member of an economic 
entity of which the other entity is a member);

 –   both entities are joint ventures of the same third party;

 –  one entity is a joint venture of a third entity and the other entity is an associate of the third entity;

 –   the entity is a post-employment benefit plan for the benefit of employees of either the entity or an entity related to the 
entity. If the reporting entity is itself such a plan, the sponsoring employers are related to the entity;

 –  the entity is controlled or jointly controlled by a person identified in (a); and

 –   a person identified in (a)(i) has significant influence over that entity or is a member of the management of that entity 
(or its controlling entity).
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The standard furthermore states that related party transaction is a transfer of resources, services or obligations between the 
reporting entity and a related party, regardless of whether a price is charged.

The standard elaborates on the definitions and identification of:

 » Close member of the family of a person;

 » Management;

 » Related parties;

 » Remuneration; and

 » Significant influence

The standard sets out the requirements, inter alia, for the disclosure of:

 » Control;

 » Related party transactions; and

 » Remuneration of management

The effective date of the standard is not yet set by the Minister of Finance.

The entity does not envisage the adoption of the standard until such time as it becomes applicable to the entity’s operations.

It is unlikely that the standard will have a material impact on the entity’s financial statements.

GRAP 32: Service Concession Arrangements: Grantor

The objective of this Standard is to prescribe the accounting for service concession arrangements by the grantor, a public sector entity.

It furthermore covers: definitions, recognition and measurement of a service concession asset, recognition and measurement 
of liabilities, other liabilities, contingent liabilities, and contingent assets, other revenues, presentation and disclosure, transitional 
provisions, as well as the effective date.

The effective date of the standard is not yet set by the Minister of Finance.

The entity does not envisage the adoption of the standard until such time as it becomes applicable to the entity’s operations.

It is unlikely that the standard will have a material impact on the entity’s financial statements.

GRAP 108: Statutory Receivables

The objective of this Standard is to prescribe accounting requirements for the recognition, measurement, presentation and 
disclosure of statutory receivables.

It furthermore covers: definitions, recognition, derecognition, measurement, presentation and disclosure, transitional provisions, 
as well as the effective date.

The effective date of the standard is not yet set by the Minister of Finance.

The entity does not envisage the adoption of the standard until such time as it becomes applicable to the entity’s operations.

It is unlikely that the standard will have a material impact on the entity’s financial statements.
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Figures in Rand

32. INVESTMENT PROPERTY

2016 2015

Cost / 
Valuation

Accumulated 
depreciation 

and 
accumulated 
impairment

Carrying 
value

Cost / 
Valuation

Accumulated 
depreciation 

and 
accumulated 
impairment

Carrying 
value

Investment property 5 307 970 - 5 307 970 5 054 011 - 5 054 011

RECONCILIATION OF INVESTMENT PROPERTY - 2016

Opening 
balance

Additions Fair value 
adjustments

Total

Investment property 5 054 011 11 698 242 261 5 307 970

De Bosporus 50 te Amstelveen was used as owner-occupied property and disclosed as part of property, plant and equipment 
until 2014. The property was recognised as investment property as at 31 March 2015 as fair value of the asset could be measured 
reliably as at that date.

South African Tourism applied the fair value model to account for investment property. An independent valuer, who holds 
a recognised and relevant professional qualification and has recent experience in the location and catergory of the investment 
property being valued, was used to determine the fair value of the property. The independent valuer used the average growth 
of realised selling prices to determine the fair value of the asset as at 31 March 2015.

An appraisal by date in the past is impractical.

Deemed cost 
The amounts recognised in Statement of Financial Performance for rental revenue from investment property is R 278 495.38.  
There are no restriction on the realisability of Investment Property nor contractual obligations to purchase, construct.  
South African Tourism is reponsible for repairs and maintenance. South African Tourism incurred direct expenses in the current 
year in relation to the property in the current year which amounted to EUR 2 308.91 (approximately R 31 261.35 converted 
at spot rate at year-end).
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33. EMPLOYEE BENEFITS

POST-RETIREMENT CONTRIBUTION PLAN

South African Tourism has a defined benefit contribution pension plan covering all of its employees. Retirement benefits are 
based on the growth of each member’s investment. South African Tourism retirement fund value as at 31 March 2016 was valued 
at R 93 235 854.72 (2015: R 91 830 473).

The trustees aim to maximise investment returns, with due regard for the nature and objective of the Fund, on behalf of the 
members in order that they may retire with meaningful benefits.

Economic entity

2016 2015

- 8 750 076

- 18 440 116

Old Mutual Profile Pinnacle - 9 550 663

SATRIX 40 - 20 236 110

SATRIX Resi - 4 778 781

Allan Gray Money Market - 30 074 727

- 91 830 473

South African Toursim offers post-retirement healthcare benefits to all eligible domestic retired employees. Retired employees 
share in the cost of their healthcare benefits through service related contributions. Post retirement healthcare benefits are 
unfunded. Accounting provision for healthcare liabilities, amounts are in Rand thousand (R’000):

The projected unit credit actuarial method was used. The valuation was conducted by Jac Schreuder, who is independent from SA 
Tourism. Jac Schreuder holds a BSc ( Hons) FASSA and is a member of the Actuarial Society of South Africa.

34. FAIR VALUE ADJUSTMENTS

Investment property (Fair value model) 242 261 2 350 846

35. TAXATION

South African Tourism is exempt from income tax in terms of section 10(1)(CA)(1) of Income Tax Act.
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36. GOING CONCERN

We draw attention to the fact that at 31 March 2016, the entity had accumulated surplus of R 139 307 499 and that the entity’s 
total assets exceed its liabilities by R 209 844 292.

The financial statements have been prepared on the basis of accounting policies applicable to a going concern. This basis 
presumes that funds will be available to finance future operations and that the realisation of assets and settlement of liabilities, 
contingent obligations and commitments will occur in the ordinary course of business.

37. EVENTS AFTER THE REPORTING DATE

South African Tourism had the following non-adjusting events after reporting date: Italy office closure is planned for  
31 May 2016.

On 7 April 2016, Dr Tanya Abrahamse and Mr Thebe Ikalafeng were appointed as Chairperson and Deputy Chairperson 
respectively, of the South African Tourism Board.

38. IRREGULAR EXPENDITURE

Opening balance - 196 693

Add: Irregular Expenditure - current year 82 946 -

Less: Amounts condoned (82 946) (196 693)

- -

DETAILS OF IRREGULAR EXPENDITURE – CURRENT YEAR

Disciplinary steps taken

Competitive qoutes not obtained An investigation was conducted and disciplinary action was taken 82 946

The irregular expenditure balance of R 82 946 relates to irregular expenditure resulting from non-competitive bidding for training 
attended by Country Finance Manager.

The Board condoned this expense as investigation results proved that there was no loss for South African Tourism and 
appropriate disciplinary action was taken against the employee.
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COUNTRY OFFICES

The Netherlands

South African Tourism

Jozef Israelskade 48A

1072 SB Amsterdam, The Netherlands

Telephone: (+31) 20 471 3181

Fax: (+31) 20 662 9761

Email: info@southafrica.net

Website: www.mijnzuidafrika.nl

France

South African Tourism

61 Rue la Boétie

75008 Paris, France

Telephone: (+33) 1 456 164 44

Fax: (+33) 1 456 101 96

Email: info.fr@southafrica.net

Website: www.sud-afrique.com

Germany

South African Tourism

Friedensstr. 6-10

60311 Frankfurt

Germany

Telephone: 0800 118 9118

Email: info.de@southafrica.net

Website: www.dein-suedafrika.de

United Kingdom and Ireland

South African Tourism

2nd Floor, 1 and 2 Castle Lane, 

London, SW1E6DR

Telephone: (+44) 20 897 19350

Fax: (+44) 20 894 46705

Email: information.uk@southafrica.net

Website: www.southafrica.net

Australia

South African Tourism

Suite 302, Level 3, 117 York Street

Sydney NSW 2000

Telephone: (+61) 2 926 15000

Fax: (+61) 2 926 12000

Email: info@southafrica.net

Website: www.southafrica.net

Japan

South African Tourism

Akasaka Lions Building 2F 1-1-2

Moto Akasaka Minato Ku Tokyo 

Japan 107-0051

Telephone: (+81) 3 347 87601

Fax: (+81) 3 347 87605

Email: info@southafrica.net

Website: www.south-africa.jp

China

South African Tourism

Suite 2606, Zhongyu Plaza, 6 Gong Ti

North Road Chaoyang, 

Beijing 100027

Telephone: (+86) 10 852 36881

Fax: (+86) 10 852 36897

Email: info@southafrica.net

Website: www.southafricantourism.cn

India

South African Tourism

Unit No. 3, Ground Floor 

TCG Financial Centre, C-53 “G” Block

Bandra-Kurla Complex, Bandra (E)

Mumbai - 400 051, Maharashtra India

Telephone: (+91) 22 615 85100

Fax: (+91) 22 615 86101

Email: india@southafrica.net

Website: www.southafrica.net

United States of America

South African Tourism

500 Fifth Avenue, Suite 2200

New York, 10110

Telephone: (+1) 212 471 2929

Fax: (+1) 212 764 1980

Email: info.us@southafrica.net

Website: www.southafrica.net

Brazil

South African Tourism

Av. Paulista, 1159, conj. 413

São Paulo, SP Brasil

Telephone: (+55) 11 250 66884

Fax: (+55) 11 250 66884

Email: info@southafrica.net

Website: www.southafrica.net

Nigeria

South African Tourism

8th Floor Church Gate Towers 2, 

Plot PC 31, Church Gate Street, 

Victoria Island,

Lagos, Nigeria

Telephone: (+234) 01 270 0219 / 20

Angola

South African Tourism

Avenida Comandante Valódia

Rua Patrice Lumumba, Nº104

Ingombotas

Luanda, Angola
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          Period January 2015 - December 2015
          Mass Shredded (kg) 1850
          Trees saved 19
          L of oil - saved 2712
          m3 of landfill space - freed up 4
          Kw of Energy - saved 7
          L of water - saved 50062
          kg of air pollution - saved 258

  How much CO2 the above trees would absorb from atmosphere 1017
  How much CO2 would have been created when the paper was burnt 6321

This is to certify that

South African Tourism

participated in Shred-it's shredding and recycling program for

Comparison Trees saved
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