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SECTION ONE: PROFILE

Section 1: Scope of Report

This annual report covers the Johannesburg Tourism Company’s activities for the period 1 July 2009 to 30
June 2010. It encompasses governance, financial, social responsibility, environmental, broader economic
and overall sustainability performance. It provides an account of the company’s progress to date and offers
a forward-looking perspective in terms of future plans and value-generating strategies.

The report includes the following:

= Comparative information
= Performance information
=  Sustainability Report

= Operational reports

Section 2: Corporate Profile and Overview

The City of Johannesburg Metropolitan Municipality has as one of its objectives the promotion of tourism,
which entails the initiation, facilitation, promotion and implementation of tourism activities that lead to
increased volumes of business for the tourism private sector in the City of Johannesburg (CoJ).

The CoJ has incorporated the Johannesburg Tourism Company (JTC) with the aim of promoting tourism in
the City of Johannesburg. The initiative is aimed at the Johannesburg metropolitan area in support of Joburg
2030. As a tourism destination marketing organisation, the JTC co-ordinates and manages tourism
initiatives and other programmes, involving both public and private sector stakeholders.

The CoJ has resolved to entrust the functions of leading and facilitating tourism initiatives to a Municipal
Entity (as described in the Municipal Systems Act 2000, as amended), being the Johannesburg Tourism
Company (JTC), a company incorporated in terms of Section 21 of the Companies Act, 61 of 1973, which is
willing and capable of undertaking these functions.

Part of the City of Johannesburg, the Johannesburg Tourism Company (JTC), is a destination marketing
organisation, dedicated to promoting tourism growth in Johannesburg. The primary function of the JTC is to
promote Johannesburg as a Business, Lifestyle, Sport and Leisure destination both locally and
internationally. Its operations include running a Convention & Events Bureau, a Visitor and Tourism
Information Bureau, as well as co-ordinating city-wide tourism marketing programmes, along with tourism
information gathering and analysis.



Johannesburg Tourism Company has three offices:

Johannesburg Tourism Company Head Office
Ground Floor, Grosvenor Court, 195 Jan Smuts Avenue, Parktown North
Tel: +27 214 0700

Soweto Tourism Information Centre
Tel: +27 11 342 4316

Park Station Tourism Information Centre
Tel: 427 11 333 1488

Operating hours 08:00 — 17:00 Monday - Friday
Info Line 0860 333 999

www.joburgtourism.com
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Section 3: Vision, Mission and Strategic Objectives

Vision

Our vision is to be Africa’s leading Business Tourism Destination, globally.
Mission

The mission of the JTC is to implement experience-based destination and tourism marketing, manage demand-
driven tourism development programmes, in order to achieve the tourism growth objectives, all of which are
aimed at ensuring:

e shared and sustainable economic growth and development in the City
e the transformation of the tourism sector within the City

e a bridging of the gap - ultimately stimulating a vibrant second economy

Our Guiding Principles

In exercising our mandate as the City’'s appointed Destination Marketing Organization, we are guided by the
following principles:

e Focused — in a way which ensures our scarce resources obtain the highest possible yield against the
objectives of growth in tourist volume, tourist spend, length of stay, improving geographic spread and
seasonality patterns as the key tourism drivers of economic growth, job creation and transformation.

e Customer-driven — to ensure that we understand the market, facilitate the removal of obstacles,
choose the attractive segments, facilitate the product platform and monitor, learn from and respond to
tourist demands.

e Strategic — in our approach so that we deal with the major issues and challenges for growth and don’t
get side tracked into a myriad of smaller issues that detract from our core mandate.

e Leaders — in the industry to ensure that our strategy is implemented and that the benefits of growth
accrue to our customers and the widest possible areas of the city.

Our Values
e Integrity;
e Honesty;

e Diligence;
e Service Orientation and

e Commitment

Our Role

The role of the Johannesburg Tourism Company is to facilitate the growth of tourism within the Johannesburg
region. We will ensure that Johannesburg becomes a sought after tourist destination within the Continent and
use Conventions, Sport, Retail Tourism and Events as key drivers for tourism growth. A strategic objective of all
destination marketing organisations is to increase the length of stay of visitors and concomitantly increase
tourist spend.



With the above in mind, the mandate is broken down into the following components:

a. To operate a Convention & Events Bureau (CEB) that will bid and tender for major international
conferences and events to be hosted in Johannesburg. The Convention & Events Bureau provides all the
necessary support services in the interests of ensuring a successful hosting of events in Johannesburg and
providing a memorable experience to delegates during their stay in Johannesburg.

These services include:

Tailoring strategies for our clients to ensure success in their bidding for events to be hosted in
Johannesburg, capitalizing on all the possible advantages Johannesburg as a world class city can offer.
Assisting our clients to achieve their strategic goals and objectives.

Researching the clients’ industry and demonstrating the clients’ strengths to the event and conference
organisers, in the context of both the national and global arenas.

The Bureau will research appropriate venues and infrastructure to include in the bid, and secure these for
the event.

Securing the required support for the bid from key political, industry and tourism leaders.

Assisting clients with finding and appointing leading professional event and/or conference organizers.
Providing all creative assistance and support with the bid presentation through copy and content such as
slides, images and video production

Assisting with the arrangement and hosting of site inspections for key decision-makers among the
organisers

Once the bid has been won, the Bureau teams up with its clients to initiate programmes aimed at
increasing delegate participation.

Leading up to the event, the Bureau will distribute media releases to generate publicity for the event.

b. To operate a Visitors’ Services Bureau (VSB) to promote leisure tourism to Johannesburg by providing
tourism information and associated services to all visitors. This includes

Coordinating and optimizing the tourism potential of the existing tourism product of Johannesburg - both
publicly and privately owned.

Providing comprehensive visitor information services.

Managing and operating tourism information centers, using state-of-the-art technology and easily
accessible physical structures; providing up to date real-time tourism information and support services to
tourists.

Managing the company’s destination management portal and the optimal utilization of all information
communication technologies for the purposes of on-line destination marketing

Providing and disseminating market intelligence.

Working across a range of sectors including conventions, leisure and events tourism, the Johannesburg
Tourism Company has a long term strategy to promote the City of Johannesburg as a growing, vibrant and
exciting destination.

The Johannesburg Tourism Company is essentially the custodian and brand manager for destination
Johannesburg. This entails developing, facilitating and sustaining the brand proposition, the brand personality
and the associated brand values. Most importantly the Johannesburg Tourism Company in collaboration with
strategic tourism partners, ensures that the ‘promise’ of the experience made to the tourist is delivered and,
ideally, exceeded.
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Five Year Strategy and Goals

In the next five years — in line with leveraging off the success of the 2010 Soccer World Cup, as well as the
improved infrastructure, services, tourism product and the positive media attention Johannesburg has enjoyed -
JTC aims to investigate the development of Key Strategic Projects with global impact.

These initiatives - for investigation and development include:

e Setting clear targets to retain and grow our market share

e Investing adequate resources in line with targets

e Capturing “low hanging fruit”

e Using the successes of the 2010 Soccer World Cup to re-tell the Joburg Story worldwide
e Packaging and Branding a Visit, Buy, Invest concept in Joburg

e Changing the geopolitical face of Joburg.

Key Future Projects include:

e The development of annual flagship/signature events for Johannesburg
e Accelerated development of a sporting culture to fill the existing stadiums
e Growing responsible tourism and awareness, along with volunteerism and community outreach

e Improving the tourism public transport network, including the development of a Hop-On Hop-Off Bus (in
line with International Best Practice)

e Green Meetings Sustainability Programme

11



SECTION TWO: LEADERSHIP OVERVIEW

Section 1: Review by Member of the Mayoral Committee

Since the establishment of JTC by the City of Johannesburg in 2003, COJ has been
highly supportive of growing the Tourism Industry, recognising its ability to grow
direct foreign investment and contribute directly to the City’'s GDP. In the past seven
years there has been a maturing of understanding and knowledge of the industry,
which has seen JTC'’s efforts contributing to increase the value of tourism growth
through expanding the business tourism market, improving visitor services and

access to information — while also marketing the City’s attractions to as wide a

cross-section of potential tourists as possible.
B ot
ClIr Oupa Monareng: MMC

JTC serves to continuously position Joburg positively in a national, continental and international context.

Accordingly, the change of political outlook towards Tourism as an economic sector has seen COJ developing
policies that are friendly towards growing tourism and related industries. JTC’s business plan and budget is
therefore aligned with its Tourism Strategy and the City’s Growth and Development Strategy (GDS), as well as
the City’s Integrated Development Plan (IDP) - aimed at sustainable GDP growth, job creation, transformation

and redistribution.
Four of the six GDS principles fall closely within the mandate of the JTC including:

e Job creation and SMME development
e Balanced and shared growth

e Facilitated social mobility

e Innovative governance solutions

The business plan’s strategic focus therefore ensures that the city is established as a sought-after tourist
destination by using Business, Sport, Retail and Events as key drivers for tourism growth. Positioning
Johannesburg within the global business tourism market as a venue of choice for Conventions, Meetings and

events is at the core of the business plan, which ultimately leads to improved international (ICCA) rankings.

Despite the global economic meltdown, which has led to a reduction in consumer spending and an increased
unemployment rate, Destination Johannesburg has managed to retain its market share - while the challenge
remains to ensure sustainable growth. The destination marketing strategy therefore delineates the measures

that JTC will embark on to meet its tourism growth objectives.
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This strategy addresses the following:

e Increased arrivals and retention thereof
e Increase in the number of Meetings, Conferences and Conventions hosted in the city
¢ Increased contribution of tourism to the economy of the city

South Africa has set the goal of increasing tourism’s contribution to the National Gross Domestic Product (GDP)
from 8% to 12% by 2012. In the 1990’s it was just over 4%. But by 2006, it was more than double that figure.
Recent tourism figures suggest that the goal is not unrealistic: an all time record of 9.6 million tourists visited
South Africa in 2008, half a million more than the previous year. In Gauteng, tourism accounts for 5% of

provincial GDP, compared to about 8% nationally.

The ORT International Airport is the most important point of arrival to South Africa — some 45% of all
international arrivals land in Johannesburg, assigning a pivotal role to the city in the country’s tourism industry.
Johannesburg’s riches extend to the greatest concentration of conference centres on the continent, many world-
class sporting facilities, as well as an abundance of cultural, historic, lifestyle and retail attractions and a diverse

annual programme of events and mega-events.

The successful hosting of most of the 2010 FIFA World Cup Games and signature events, has given the city an
unprecedented opportunity to showcase itself confidently on the international stage. The City’s investment in
infrastructure and improved tourism services provided an enabling environment for tourism to grow, by
addressing issues like tourism signage, public realm management, SMME support and youth empowerment.
Moreover, Johannesburg has been able to demonstrate to the world that its infrastructure works, and that its
products and services can compete with the best available globally — that it is indeed “a World Class African
City, a Premier Destination for both business and leisure tourism, sporting, cultural, lifestyle events and
experiences. Post the 2010 FIFA World Cup, JTC’s interventions need to ensure that the destination still enjoys
this reputation. This requires a sustained approach to tourism development and the related investment required

in the city.

JTC will continue to work at positioning the City within the global business tourism market as a venue of choice
for conventions, meetings and events, while focusing on leveraging off the successes of the World Cup
spectacle to continually reinforce and entrench Johannesburg as a sought after destination globally. Due to the
positive coverage received, there has been a huge paradigm shift and a positive change in the perceptions of
Investors, Associations and Consumers. JTC needs to work towards reshaping the Joburg Destination Brand in
the face of increased international interest — and also embrace new market sectors and product offerings, in
addition to the established core segments and markets on which it has established its reputation The key
messages delivered through the 2010 Soccer World Cup will be integrated into promotional branding efforts to

achieve top of mind awareness and create a reason to visit.
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Section 2: Chairperson of the Board’s Review

Over the past few years, we have witnessed Joburg Tourism Company making great
strides in terms of raising the City’s profile in the international business and leisure
tourism market

From the Top Billing Awards initiated in 2008 which served to package Joburg’'s
exceptional lifestyle offerings, followed by two consecutive Miss World pageants
which thrust our City into international limelight — there’s been no looking back.

However, 2010 stands out as a special watershed year, when Joburg took the world

by storm with its extraordinarily successful hosting of the cream of the 2010 FIFA

Soccer World Cup tournament fixtures and special events.

Connie Molusi:

CHAIRPFRSON . . .
During the year under review JTC has been able to work through the challenges it

faced, to emerge with all objectives in our corporate scorecard met — and in many instances exceeded. Post
the 2009 Miss World Pageant, the JTC implemented an impressive financial turnaround strategy to recover the
losses incurred, while ensuring that standards were not comprised in the delivery of our mandate. The deficit
indicated was caused by shortfalls in the sponsorship revenue on self- liquidating projects, undertaken during

the financial year pertaining to the Convention and Events Bureau and the shortfall in interest revenue.

Johannesburg’s dominant role in the successful hosting of the 2010 World Cup and the positive coverage
generated, earned the City pride of place both nationally and internationally. Johannesburg was centre stage —
exactly where it's meant to be! While hosting the some 32% of World Cup fixtures and activities, Joburg
certainly pulled out all the stops to give visitors the experience of a lifetime. With consumer spending by
overseas visitors at record highs, the local hospitality industry has reaped the benefits of its hard work and
investments over the past few years, with extraordinary occupancies (83%) and patronage during the World

Cup period.

Joburg’s World Cup readiness and legacy initiatives included youth development, enhancing tourism service
standards, information dissemination, signage and workforce skills. On a broader macroeconomic scale the
City now boasts increased hospitality and tourism products, an integrated public transport network, world class
transport infrastructure upgrades, better connectivity - and of course, not forgetting all the positive media

attention garnered with the international media spotlight on us.

The event went a long way to addressing unrealistic perceptions of crime and personal safety and security.
Aside from skills development, and fostering an unprecedented interest in our country, one of the most valuable
and precious legacies is certainly the unifying effect this mega-event has had on our nation and the individual
spirit. We need to build on this renewed sense of pride and patriotism, along with a spirit of enthusiasm and
anticipation for tackling all the challenges which lie ahead, leading to even greater heights for South Africa and

our city as global players.
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Going forward, JTC will support the City’'s “Visit, Buy, Invest in Joburg” initiative, working to consolidate the
City’s position as an economic trading hub of the Region and Continent — bringing with it the possibility for
investment in budget hotel accommodation, in an attempt to increase leisure expenditure and share of wallet.
JTC will also work closely with GTA and SA Tourism, supporting its initiatives to ensure that we entice visitors to

return, while also attracting new visitors and diversifying overseas source markets.

The location of two major stadiums in Johannesburg gives the city an unrivalled position as a sports tourism and
mega-events destination. In addition to this, we need to leverage the successful launch of the Gautrain as part
of Joburg’s messaging as a “World Class African City”.

Now is the time to sustain the momentum, increased international interest and the paradigm shift engendered
by the World Cup experience. We need to be resolute in terms of making opportunities for ourselves to attract
and host global mega-events across all arenas and sporting codes to ensure that our superb stadiums are
utilized to their full potential. In short, we need to go big and boldly into the future - while sharing a shared high

level strategic vision and financial commitment and support from our stakeholders to achieve this.

In closing | would like to thank not only the City, the Board and the Executive Management Team for their
leadership and support — but the entire Johannesburg Tourism Industry for their sterling efforts and hard work

throughout the past year, which has been a truly memorable one.
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Section 3: Chief Executive Officer's Review

The past year has been characterised by enormous challenges, offset by the
fabulous legacy and success of the 2010 Soccer World Cup for Johannesburg.

The aggressive marketing of Johannesburg as a destination by the JTC over the
past 18 months ensured that we dispelled the myths and perceptions of
Johannesburg as a destination. The focused campaigns undertaken by JTC in
the UK including the World Travel Market, dedicated media briefings and the
Miss World activations, proved their success when Johannesburg was named as
a new entry in Skyscanner's Top 50 destinations for UK travellers.

(Johannesburg was placed at 21* position, while Cape Town came in at 33“’).

Lindiwe Kwele: As an international business tourism destination, Johannesburg also climbed in
CHIEF EXECUTIVE OFFICER the ICCA (International Congress and Convention Association) rankings from
133" to 120th position (May 2009 — April 2010); this is as a direct result of the
aggressive efforts of JTC’s Convention & Events Bureau and partnership with the

greater convention Industry in Johannesburg.

Another significant highlight to report is that JTC, in partnership with the Sandton Convention Centre, has
secured the bid to host Meetings Africa for another year. As the country’s economic hub, it is essential for
Johannesburg to retain Africa’s only business tourism trade show, in order to reinforce our messaging of Africa’s

premier business tourism destination.

An overview of the activities and projects undertaken during the past year is testament to the JTC team’s efforts
and commitment to ensuring that Johannesburg remains Africa’s leading business and events destination, both

nationally and globally.

The Convention and Events Bureau undertook a number of successful campaigns and activations throughout
the year, which aside from the work at WTM in London, included activations undertaken in South America in
partnership with the South African Embassy, and the Italian Road show in partnership with South African
Tourism. Another highlight in our quest to boost domestic tourism was the conceptualisation, execution and
management of the JTC’s first seasonal campaign - “Get Spring Fever in Joburg”. The exciting launch of our
Winter Campaign; “From Full Time to party Time - Joburg Rocks” took place during tourism Indaba in May,
followed by the official countdown celebrations and the rollout of this powerful campaign across diverse media
platforms during the 2010 World Cup.

As the epicentre of the World Cup, Johannesburg had the highest impact from the tournament. Soccer City
stadium leads the attendance race with visitors, reporting the highest figure of 84 490 spectators for the opening
match between South Africa and Mexico, played on Friday, 11 June. According to figures released by FIFA,

spectator numbers at Africa’s first World Cup are slightly higher than those of Germany in 2006.
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The fourth quarter was dominated by the launch and rollout of the “From Full Time to Party Time - Joburg
Rocks” campaign in order to position and entrench Johannesburg as a leading global, business, sporting and
lifestyle destination, during the window of opportunity presented by the 2010 FIFA World Cup, where
Johannesburg hosted the lion’s share of activities and matches. The campaign included a comprehensive
programme of above and below the line activities comprising advertising, branding, promotions and public
relations activities. It was refreshing to see positive coverage across all media sectors for Johannesburg during
this time. The overall coverage from April to June increased by 256% in terms of clip count. In terms of AVE

(Advertising Value Equivalent) ratings, there was a 286% increase.

In our quest to increase revenue, JTC successfully secured a sponsorship in kind to the value of R500K from
private sector stakeholders during the 100 days World Cup countdown celebration in Sandton and R660K from
the National Lottery for tourism skills development during the World Cup. Moreover, JTC managed to secure
R630K from the Kenya Tourist Board. This went a long way in ensuring our campaign’s effectiveness in line with
the approved 2010 Tourism Strategy. Strategic alliances have and will always prove to be beneficial, especially
in light of our limited resources. As the 2010 World Cup was branded as an African event, it was on this

premise that JTC invited partnerships, with the aim of promoting strategic destinations for post-event tourism.

Domestic bids won

Quarter Event Timing
Quarter 1 Cricket South Africa Annual Conference August 2009
Quarter 2 African Medical Conference January 2009
Quarter 3 ICCA Africa Chapter Meeting February 2010

International bids won

Quarter Event Timing

Quarter 1 Africa City Mayors’ Indaba October 2009

Quarter 1 World Maths Day March 2010

Quarter 1 Africa & Media Broadcasting Congress November 2009

Quarter 4 The World Information Technology and Services | November 2010
Alliance (WITSA) Board Meeting

Quarter 4 Architecture ZA 201 September 2010

Quarter 4 International Sports Tourism Conference July 2010

Bids jointly won with partners

Quarter Event

Quarter 1 Cricket South Africa, the ICC Conference August 2009
Quarter 3 Solar World Congress October 2009
Quarter 3 Mega Media Ad Expo March 2010
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Quarter 4 World Travel Awards Africa and Indian Ocean | July 2010
with World Travel Awards
Exhibitions — International
Quarter Event Timing
Quarter 2 World Travel Market November 2009
Quarter 2 ICCA October/November 2009
Quarter 2 FIT - International Tourism Trade Fair of Latin | November 2009
America
Quarter 3 Meetings Africa February 2010
Quarter 4 Indaba May 2010
Conferences and events hosted by the City of Johannesburg
Quarter Event Timing
Quarter 2 94.7 Cycle Challenge November 2009
Quarter 2 SARCDA Christmas Expo November 2009
Quarter 2 Pan African Health Expo November 2009
Quarter 2 African Mayors’ Conference October 2009
Quarter 3 Propak Africa Audi Fashion Week January 2011
Quarter 3 Homemakers’ Expo November 2010

Visitor Services Bureau (VSB)

JTC committed to ensuring that the historic World Cup should leave a lasting legacy for ordinary citizens. 1t is
important to note that most of JTC’s activities were executed in line with the principles of Responsible Tourism.

The VSB Highlights during this period included Training and Information Dissemination relating to the World

Cup and beyond.

e 200 Safety & Security Tourist Cadets were trained in Tourism Awareness /Know Your City.
e 650 World Cup volunteers (along with approximately 30 information officers from different shopping
centres), were trained in Tourism Awareness/Know Your City.

e JTC Partnered with SASOL to train 200 petrol attendants.

e 10 Students from Kwa-Bhekilanga and Merniva High Schools in Alexandra Township were trained as tour
guides, to provide tours during the Football for Hope Tournament, which took place in Alex from 3 — 10 July
2010.

e A three year contract [ending 30 December 2012], was concluded with PROMCO/MOJA for the production

of the Ultimate Visitors’ Guide and Johannesburg Maps.
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e A service has been secured with the Brochure Management Company [with a distribution network covering
250 sites], to distribute JTC information brochures, the Ultimate Visitors’ Guide and Joburg Maps.

e 122 Directional Tourist Signs placed in the greater Johannesburg Area to highlight tourism attractions.

e  During the World Cup, tourists were able to access information from Information Centres, located at various
tourist sites throughout the city, including the stadiums. Approximately 300 tourists per day visited the
information centres, while 500 tourists per day visited the information kiosks at the stadiums, seeking
information on attractions, transport and entertainment.

Transformation and Redistribution
e A total of 16 SMME’s (tour operators and B & B owners) were trained in business skills.

o Atotal of 53 Soweto Tavern Owners were trained in customer service and city by-laws.

As we finalise our analysis of the impact of the World Cup on our industry and economy, it remains clear that
SA’s tourism industry continues to outpace international trends, enjoying a growth rate of some 16,3% - this, in
spite of the global economic downturn and other hazards, including the volcanic ash which clouded European

skies and brought travel to a grinding halt for a few weeks earlier this year!

However, we need to remain cognisant of the fact that global consumer spending has not recovered fully and
that both foreign and domestic tourists are undertaking fewer and shorter trips. In these persistently difficult
economic conditions, we need to be innovative and meticulous in our efforts to attract tourists, locally and
internationally. Through the City’s 2010 readiness programmes and private sector initiatives, great strides were
made with regard to the upgrade of the tourism supply-side (including accommodation, tourist safety,
attractions, skills development, transport and the integrated tourist information platform), to significantly enhance

Joburg’s tourism competitiveness in the long term.

This solid base now needs to be maintained, enhanced, developed further and expertly leveraged to take
tourism in Johannesburg into the next era. In closing, | would like to thank the small, dedicated and
hardworking JTC team for their efforts. They work hard and leverage our resources to the absolute maximum.
Our team puts in long hours, criss-crossing the city, country, continent — and to a lesser extent, the globe — in
an effort to make a meaningful contribution in the execution of our mandate. | would like to assure them that
their work does make an impact, as is evident from our results which continue to improve year on year. Well

done!
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JTC Executive Management Team: 1 July 2009 — 30 June 2010

Name Designation Age Qualifications Skills
Lindiwe Kwele Chief Executive 36 Master of Business Administration | Business strategy;
Officer [MBA] International
Advanced Business Programme Management ;
[ABP] Destination Marketing
Bachelor of Administration and Management;
Economic
Development &
Strategic Management
Phelisa Mangcu GM: Visitors 42 Master of Arts [Tourism] Business Analyst,
Services Bureau Masters Certificate in Tourism Corporate Social
Destination Management Investment and
Bachelor of Arts [BA] Tourism Development
Sharon Peetz GM: Convention 40 Public Relations Diploma Public Relations &
and Events Events Strategy,
Bureau Destination Marketing
& Management
Steve Lwanda Chief Financial 40 Master of Business Administration | Financial
Officer [MBA] Management &
Bachelor of Commerce [B Comm] | Reporting

Section 4: Chief Financial Officer’s Review
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Chief Financial Officer

Steve Lwanda:

Financial Performance

For the period ending 30" June 2010, the entity recorded an overall deficit of
R3,7 million. Comprising an accounting entry, the deficit was largely caused by
the impairment loss of R 3 million relating to the Miss World stage - which was
impaired at year-end, resulting in a deficit. However, the Company has seen a
substantial improvement from the deficit of R 13.2 million from the previous year
to a surplus of R510 000 in the current year. This improvement is attributed to
the effective austerity measures implemented.

Finance and Administration costs were over budget, attributing to the impairment
of the Miss World Stage. Marketing and Distribution were over expenditure by R9
million, against a budget of R 6.7 million - mainly due to the fact that more
Marketing and Branding work was done than anticipated for the FIFA World Cup-
related projects. Employee-related costs totalling R 9 million were under budget -

against the annual budget of R 11.4 million — as the Company had undergone a restructuring exercise, which
resulted in collapsing five operational departments into three. The Convention and Events Bureau expenditure
of R 18.3 million was under budget by R 20.3 million, as most sponsors for the Miss World Event could not meet
their pledges as a result of the global economic downturn. The Company had partnered with other agencies in
some of the FIFA World Cup-related projects, resulting in total expenditure saving of R 634,500.00 by Tourism

Development.
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Revenue

Income realised during the period totalled R 41,3 million - comprising the annual subsidy by the City of
Johannesburg (CoJ) to the amount of R24,1 million, representing 58% of the total revenue for the period. R17.2
million (representing 42% of the total revenue), comprised R5.2 million in sponsorships for the Miss World 2009
pageant (including R11.7 million from COJ 2010 Office and partners), as well as sponsorships of R 630,000.00
from the Kenya Tourism Board and R660K from the National Lottery for tourism skills development during the
World Cup. Other income included deferred income realised during the period, income from the conference
facilities at the Company’s Soweto Tourism Information Centre and interest earned during the reporting period.

Expenditure

During the period under review expenditure totalled R45 million. Of the total expenditure, the Convention and
Events Bureau’s expenditure amounted to 40%, Destination Marketing used 20%, personnel costs amounted to
20%, Finance and Administration used 17.4%, while Tourism Development and Tourism Information Services
utilised 2.6%.

Notes on the Financial Statements

Assets

Non Current Assets

The movement in the non-current assets is due to the additional capital assets acquired in the year. The
Meetings Voice Recorder for JTC Executives and Board meetings, purchased for R 6,500.00, contributed to this
change.

Current assets
The increase in the current assets is due to the following:
Cash and cash equivalent is R 3 million and Trade and other receivables is R 6,6 million; this is as a result of

the outstanding invoices issued to the COJ 2010 Office for FIFA - WC related expenditure.

Equity and Liabilities

Accumulated Surplus / Deficit

During the year under review, the entity registered a deficit of R3, 7 million. This deficit was as a result of the
impairment loss relating to the disposal of the Miss World pageant stage.

Non Current Liabilities

The difference in the non-current assets represents a decrease due to the deferred income which was realised
in the current year; in addition, one of the Finance leased Assets contracts came to an end in April 2010.
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Statement of Financial Performance for the Year Ending 30" June 2009

Gross revenue
Operating costs
Gross Profit / (Loss)

Operating (deficit)/surplus
Interest Expense
Interest Income

Surplus / (Deficit) before tax

Taxation
Surplus after tax

Actual Budget

R’000 R’000 Variance

41,202 63,575 (22,373)

45,079 63,810 (18,731)

(3,877) (235) (3,842)
260 260

117 495 (378)

(3,760) (3,760)
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Company Four-Year Review

The key financial indicators relevant to the Company’s performance since 2007 are summarized below. The
Company is a Municipal Owned Entity of the Johannesburg Metropolitan Municipality and receives an annual
grant from the City. Other forms of revenue are generated through sponsorships of events and other forms of
“in-kind” support as well as - although on a small scale - the renting-out of its meeting facilities at the Soweto
Tourism Information Centre in Kliptown. As a registered Section 21 association (not for gain), the Company is

tax exempt.

Units 2010 2009 2008 2007
Key financial figures
Total assets RO00 10086 42337 12059 8694
Total equity R0O00 (10579) (9579) 5777 4548
Total equity and liabilities R0O00 (14339) 42337 12059 8694
Bank balance RO00 (5161) 3 5588 2199
Capital expenditure RO00 7 5747 739 1809
Revenue RO00 41319 24223 18561 17060
Grant and Subsidies RO00 24104 22475 17758 15980
Employee costs RO0OO 9219 8622 7720 5904
Finance costs RO00 (185) (161) (60) (44)
Surplus before tax R0O00 (3759) (12208) 1508 855
Surplus for the year RO00 (3759) (12208) 1508 855
Cash generated from operations R0O00 (1296) (13109) 3080 2730
Net cash from operating activities R0O00 (1482) (12639) 3552 2895
Net cash used in investing activities R000 0.081 (5523) (934) (1803)
Net cash from/(used in) financing R0O00 (191) 12578 770 100
activities
Other
Employees number | 26 26 21 27
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SECTION THREE: PERFORMANCE HIGHLIGHTS

Section 1: Highlights and Achievements

The Johannesburg Tourism Company’s operational perspectives this past year were underpinned by the need
to implement a turnaround strategy approved by the Mayoral Committee in the 2007/08 financial year. Service
delivery programmes implemented were aimed at addressing key tourism challenges, impacting on the overall

contribution to the organisational mandate. These included:

e Leveraging off the 2010 FIFA Soccer World Cup to reposition and entrench the Joburg Brand

e Utilising international media influencers to assist in dispelling myths and stereotypes about Joburg, while
aggressively showcasing the city as a diverse, vibrant, dynamic and culturally rich lifestyle destination

e Addressing issues of seasonality

e Addressing issues of transformation within the industry

¢ Increasing visitor spend, length of stay and addressing the geographical spread of tourists

e Sustainable job creation

With the utmost effort made to ensure that JTC met the organisational commitment to the turnaround plans, we

can confidently state that not only did we meet these expectations, but in many cases exceeded them.

Aside from a rolling out a successful Spring Campaign in November 2009 and once again hosting a growing
Meetings Africa, Business Trade Show in February 2010, Joburg’'s position at the epicenter of a fabulously
successful World Cup was a cause for celebration, giving us an unprecedented international media platform —
and an extraordinary opportunity to enhance our image globally - while we continue with the work to shape our

corporate brand in the face of increased international interest and a perceptual paradigm shift.

This sentiment is supported by a recent preliminary Grant Thornton study, which points out that Johannesburg
is likely to have had the highest impact from the World Cup. While hosting the lion’s share (some 32 %) of
World Cup fixtures and activities, Joburg certainly pulled out all the stops to give visitors the experience of a
lifetime. With consumer spending by overseas visitors at record highs, the local hospitality industry has reaped
the benefits of its hard work and investments over the past few years, with extraordinary occupancies and
patronage during the World Cup period. Grant Thornton statistics indicate occupancies ranging from 86.8 % in
the Sandton CBD, to 83.5% in the Greater Johannesburg area, and 79.0% at ORT. The data still needs to be
properly analysed in order to attain accurate figures (as per the CoJ 2010 Economic Impact Assessment
results), but there is anecdotal evidence of one million visitors to Joburg during this time — comprising domestic,

continental and international guests.

The Grant Thornton presentation includes the African Response Survey (Engineering News), which indicates
that 96% of World Cup visitors to South Africa said that they would possibly return to the country, while 92%
would recommend the country to friends and family as a holiday destination. While supporting and leveraging
SAT initiatives to ensure the return of visitors, as well as attracting new visitors (diversifying overseas source

markets), we have consolidated Joburg’'s position as the trading hub of the region and continent. This will
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increase opportunities for investment in budget hotel accommodation, as well as increasing leisure

expenditure/share of wallet.

During the year under review, JTC exceeded its targets beyond expectations in most instances. However, in a
few areas where targets were not met, the organisation has aligned with the recently approved five year tourism

growth strategy so as to bring about positive results in the coming financial year.

The company’s achievements and performance highlights are covered in detail in Chapter Six.
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Section 2: Performance against IDP and City Scorecard

economic impact on
conventions hosted

Five-Year IDP Quarterly Actuals
Total
Programmes and Key Performance Key Performance Target/
Key Programme Area Indicator 2008/10 otr
achievement 1 |Qrz Q3 | Q4
Promote Business Increase Market Domestic Bids Won 5 1 1 2 1
Tourism through Share of Business
information provision, | Tourism International Bids Won 4 1 0 2 2
the conference
bureau, etc.
Bids Jointly won with 3 2 1 2 1
Partners
PSS Collaboration Implement a 1 0 0 0 1
and entrenchment Stakeholder recovery &
Joburg Tourism
Partnership Scheme
International Defend and grow Improve City of 100 0 0 0 120
positioning Joburg’s position as | Johannesburg ranking
programmes — Initiate | Africa’s Premier from 133 to 120
targeted measures Business Tourism
where f§a3|ble and Destination Local Exhibitions 2 7 2 1 3
appropriate
Conferences and 5 10 5 3 15
events hosted by the
City of Johannesburg
International exhibitions 3 0 3 0 1
held
Create Events and 1 0 0 1 0
Convention Forum for
Johannesburg
Develop Bid Document 1 0 1 0 1
and associated
Literature
Conduct national Road 5 2 1 5 3
Shows and
Familiarisation trips
Conduct Social 1 0 0 0 1
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Five-Year IDP

Quarterly Actuals

Programmes and Key Performance Key Performance T-;?taelt/
Key Programme Area Indicator 2008/10 Qtr
achievement 1 | Q2 | Qr3 | Q4
Sector support SMME Development | Implement the integrated skills development Programme
programme — further o . 20 0 o9 44 1090
support for emerging - Traflfnlng of front line
tourism sector sta
- Training of metered 20 0 0 0 0
taxi operators
- Training of Garage 20 0 0 0 200
attendance
Facilitate the grading of
non-hotel 10 21 0 39 0
establishments
Facilitate the 20 0 11 0 10
accreditation of tour
guides
Facilitate Business 3 4 1 2 7
linkages for SMMEs
Destination Facilitate participation 2 0 1 2 1
Development of SMME Associations
industry exhibitions
Facilitate the availability 3 0 0 1 0
of tourism services and
infrastructure
Facilitate the 1 0 0 4 0
development tourism
routes
Infrastructure Facilitate the 10 0 0 0 0
development development of
interpretive signature
Facilitate the 5 0 0 0 122
development of
information signage
Facilitate the 200 0 113 0 0
establishment and
availability of Home
Stays
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Five-Year IDP
Programmes and
Key Programme
achievement

Key Performance
Area

Key Performance
Indicator

Total
Target/
2009/10

Quarterly Actuals

Qtr 1

Qtr2 | Qtr3

Qtr 4

International
positioning
programmes — Initiate
targeted measures
where feasible and
appropriate

Profile and Position
Johannesburg locally
and internationally as
a tourist destination

Implement and Activate
Brand and Marketing
Strategy

Secure rights packages
to signature

0 0

0

Facilitate the
development of
attractive inbound
travel packages specific
to signature Joburg
events

Facilitate

Co-operative ventures
with attractions and
tour operators to
promote inclusive offer

Stage International PR
events and brand
activations

Stage Domestic PR
events and brand
activation

Participate in
international exhibitions

Participate in domestic
exhibitions

Publication of all key
marketing and tourism
information brochures

Implementation of
approved 2010 Tourism
Marketing plan

Conduct annual brand
tracking & monitoring
exercise
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Five-Year IDP

Quarterly Actuals

Programmes and Key Performance Key Performance T-I;:tzlt/

Key Programme Area Indicator 2008/10

achievement Qtrl [ Qtr2 | Qtr3 | Qtr 4
International International Publish trend cards 4 1 WIP 0 0
positioning positioning through

programmes — Initiate | comprehensive Tl

targeted measures Services Roll out touch screens 20 WIP 0 0 8
where feasible and in addition to portal

appropriate Convert unique visitors 2% WIP 0 0 0

to DMS portal to
business transactions
using the on-line
booking engine
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Section 3: Assessment of Arrears on Service Charges

Directors’ and Senior Managers’ Municipal Accounts

In terms of Chapter 12 of the Municipal Finance Management Act (no 56 of 2003), section 124, it is required to
disclose any arrears owed to the Municipality for rates and services for more than 90 days. In the case of the

Directors of the Board and Senior Officials, the current status is disclosed as follows:

Name Designation Name of Municipality | Municipal Status
Account Name/
Number
Connie Molusi Chairman of the Board Johannesburg 400949080 Current
Mathews Moavodi Non-Executive Director Roodeport 302364491 Current
Soweto 404028523
Adrienne Harris Non-Executive Director City of Tshwane 2021785986 Current
Nomvuyiso Batyi Non-Executive Director Johannesburg 900889061 Current
Wessel Roodt Non-Executive Director Ekurhuleni 1701984993 Current
Dr B Mkhize Non-Executive Director Ethekwini Municipality 62085720722 Current
Shelley Childs Non-Executive Director City of Tshwane 2030021176 Current
Karen Parirenyatwa | Non-Executive Director Johannesburg 402492852 Current
Norman Mametja Non-Executive Director City of Tshwane 5004114181 Current
Bongani Biyela Non Executive Director Johannesburg 403515718 Current
Naren Rau Independent Audit Johannesburg 202689425 Current
Committee
Albert Torres Independent Audit Johannesburg 302490376 Current
Committee
Cleopas Sanangura | Independent Audit Ekurhuleni 1704031927 Current
Committee
Lindiwe Kwele Chief Executive Officer Johannesburg 404031999 Current
Jaco Engelbrecht GM: Tourism Information Johannesburg 400182940 Current
402548718
Sharon Peetz GM: Convention & Events Johannesburg 202360492 Current
Bureau
Phelisa Mangcu GM: Tourism Development | Johannesburg 201923400 Current
Steve Lwanda Chief Financial Officer Roodepoort 303606898 Current
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Section 4: Statement of Amounts Owed by Government Departments and Public Entities

As at the end of June 2010, the organisation was not aware of any amounts owed by Government Departments.

Section 5: Recommendations & Plans for Next Financial Year

This being the end of the organisation’s three year turnaround strategy, the organisation is enthusiastic about its
achievements to date. At the end of the financial year, the Board conducted a strategy session to review the
company’s five year strategy plan (2010-2016). The strategy plan is in line with the City of Johannesburg’s
2030 vision has been adopted and approved by the Board — it is, however, subject to annual reviews.
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SECTION FOUR: DIRECTORS’ REPORT AND GOVERNANCE

Section 1: Introduction and Statement of Compliance

The Board endorses the principles and guidelines espoused by the King Ill Report on corporate governance. In
doing so, the directors recognise the need to conduct the affairs of the Company with integrity and in
accordance with the accepted norms applying to corporate practices. The requirement for openness and
accountability is recognised as an inclusive process that gives due recognition to the importance of all
stakeholders with respect to ensuring the continued viability and sustainability of the Company’s operations.

Corporate governance is treated as an ongoing process that continues to receive the attention of the Board to
ensure that quality standards are set and achieved. The Directors consider that in the period under review, the
Company has complied substantially with the relevant aspects of best practice and corporate governance.

Section 2: Corporate Code of Ethics

Corporate governance is concerned with structures and processes for decision-making, the exercising of
responsibility and accountability, starting at the highest level of the organisation and cascading down to the
lower levels.

The directors have accordingly established mechanisms and policies appropriate to the company’s business
and in keeping with its commitment to best practices in corporate governance. In particular, the board has
approved policies and procedures for the financial, human resource and procurement management in the
Company.

The Company is committed to:

e The highest standards of integrity and behaviour in all its dealings with its stakeholders and society at
large;

e Carrying on business through fair commercial and competitive practices;

e Removing discrimination and enabling employees to realise their potential through training and
development of their skills; and

e Being responsible with regard to environmental and social issues.

Section 4: Breach of Governance Procedures

During the year under review, strict governance procedures have been adhered to throughout the year. No

cases of breach of governance have been identified.

Section 5: Conflicts of Interests

Directors are required to avoid a situation where they have or can have, a direct or indirect interest that conflicts,
or possibly may conflict, with the company’s interests. Procedures have been put into place for the disclosure

by the directors of any such conflicts and these procedures have been operating effectively.
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Section 6: Governance Structure
6.1 Board of Directors and Governing Bodies

In terms of the Articles of Association, the Board consists of ten Directors (nine independent Non-Executive
Directors and the Chief Executive Officer, Lindiwe Kwele as Executive Director).

6.2 Board Composition

During the year under review, two new Non-Executive Directors were appointed, one Non-Executive Director
was retired in January 2010 and another resigned in May 2010.

The following independent, Non-Executive Directors serve on the Board of the JTC:

e Connie Molusi — Chairman and Non-Executive Director

e Mathews Moavodi — Non-Executive Director and Chairperson of the Audit Committee

o Karen Parirenyatwa — Non-Executive Director

e Dr Bandile Mkhize — Non-Executive Director (Resigned in may 2010)

¢ Nomvuyiso Batyi — Non-Executive Director and Chairperson of the Marketing Committee

e Wessel Roodt — Non-Executive Director

e Adrienne Harris — Non-Executive Director (Retired in January 2010)

e Shelley Childs — Non-Executive Director and Chairperson of the HR & Remuneration
Committee

e Norman Mametja - Non-Executive Director

e Bongani Biyela - Non-Executive Director

The Non-Executive Directors ensure proper deliberation on all matters requiring the attention of the Board. The
Board provides leadership and strategic direction to the Company; it retains full and effective control over the
management and affairs of the Company and monitors Executive Management through a structured approach
to reporting and accountability. It meets no less than four times a year to consider matters specifically reserved
for its attention. The approved terms of reference of the board are as required by the King Ill Report.

During the year under review the Board met on five occasions.
6.3 Board Induction and Evaluation

A Board induction session was conducted on the 3™ of March in order to familiarise the Board members
of the operations of the organisation and the City of Johannesburg’s protocol.

A Board evaluation exercise was also carried out at the end of the financial year by the Shareholder
Unit. Once finalised, feedback will be provided to the Chairman of the Board.

6.4 The Audit Committee

The Audit Committee fulfils a supervisory and monitoring role on behalf of the Board, overseeing the Company’s
financial affairs and its relationship with its auditors.

The Committee has the following responsibilities:
e Monitoring the quality, integrity and reliability of the Company’s compliance with the relevant
legislation and ensuring that an appropriate system of internal control is maintained to protect
the assets of the company.
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e Evaluating the independence, objectivity and effectiveness of the external and internal auditors,
considering the accounting and auditing policies and addressing concerns, identified by the
auditors.

e Promoting the accuracy, reliability and credibility of financial reporting and reviewing the annual
financial statements and annual report of the Company for recommendation for approval by the
board.

e Risk management and the implementation and monitoring of risk management programmes
and internal control systems on behalf of the Board.

The Audit Committee is chaired by a Non-Executive Director, Mathews Moavodi while Non-Executive Directors
Nomvuyiso Batyi and Karen Parirenyatwa, serve as members. The committee also consists of three
Independent Members i.e. Nerendra Rau, Albert Torres and Cleopas Sanangura. The Chief Executive Officer
and the Chief Financial Officer attend by invitation.

The Audit Committee met on four occasions during the period under review. The Chairperson of the Audit
Committee, the Chief Executive Officer and the Chief Financial Officer represent the Company on the Group
Audit Committee of the City.

6.5 The Human Resources and Remuneration Committee

The Board established the Human Resources and Remuneration Committee in April 2007. The object of the
Committee is to act on behalf of the Board in assisting and guiding the Chief Executive Officer to manage and
utilise the human resources of the company effectively and efficiently, in compliance with the approved policies
and longer term business plan requirements of the Company.

The Committee has access to independent surveys and consultants as a mechanism for determining all the
essential components of remuneration and in general terms, the human resources management and utilization
practices, as well as succession planning of the Company.

The Committee is chaired by Non-Executive Director, Shelley Childs, while Wessel Roodt and Norman
Mametja (also Non-Executive Directors), serve as members. The Chief Executive Officer and the Chief
Financial Officer attend by invitation. The Committee met on five occasions during the period under review.

6.6 The Marketing Committee

The Marketing Committee was established in April 2007. The object of the Committee is to act on behalf of the
Board in assisting and guiding the Chief Executive Officer to implement and manage the marketing strategy of
the company effectively and efficiently, in compliance with the approved policies and long term business plan
requirements of the Company.

The Committee assists Johannesburg Tourism Company to achieve its major role of facilitating the growth of
tourism within the Johannesburg Region through the use of Conventions, Sport, Retail Tourism and Events as
key drivers.

The Marketing Committee assists the Chief Executive Officer in executing the mandate of the company and is
chaired by Nomvuyiso Batyi, Non-Executive Director. Non-Executive Directors, Dr Bandile Mkhize, Wessel
Roodt and Bongani Biyela serve as members. The Chief Executive Officer, and the GM: Convention and Events
Bureau attend by invitation.
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The Committee met on three occasions during the period under review.

6.7 Attendance of Board and Board Committee Meetings

Attendance at meetings held during the year was as follows:

Directors

Board

Audit
Committee

Human
Resource &
Remuneration
Committee

Marketing
Committee

No. of meetings held

5

Connie Molusi
(Chairman)

Norman Mametja

(Member of the HR & Remuneration
Committee) Appointed 26 January
2010

Bongani Biyela
(Member of the Marketing Committee)
Appointed 26 January 2010

Nomvuyiso Batyi

(Member of the Audit Committee and
Chairperson of the Marketing
Committee)

Mathews Moavodi
(Chairperson of the Audit Committee)

Wessel Roodt

(Member of the HR and Remuneration
Committee and Member of Marketing
Committee since May 2010)

Adrienne Harris

(Member of the Marketing Committee
and HR & Remuneration Committee)
Retired on 26 January 2010)

Karen Parirenyatwa

(NED and member of the Audit
Committee)

Shelley Childs

(Chairperson of the HR and
Remuneration Committee)

Dr Bandile Mkhize

(Member of the Marketing Committee)
Resigned on the 4" of May 2010

Lindiwe Kwele
(Chief Executive Officer)
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6.8 Directors’ Remuneration

6.8.1 Non-Executive Directors’ Remuneration

The Non-Executive Directors are paid on an attendance basis according to the approved policy of the Board.
During the year under review, the remuneration amounted to the totals indicated below:

Name FEES OTHER TOTAL
1. Connie Molusi 106,530.00 106,530.00
2. Norman Mametja 23,810.00 23,810.00
3. Adrienne Harris 39,079.00 39,079.00
4, Bongani Biyela 9,920.00 9,920.00
6. Wessel Roodt 69,106.00 69,106.00
7. Nomvuyiso Batyi 47,616.00 47,616.00
8. Shelley Childs 73,321.00 73,321.00
9. Karen Parirenyatwa 58,226.00 58,226.00
10. Mathews Moavodi 73,753.00 73,753.00
11. Dr Bandile Mkhize 0 0
Total 501,361.00 501,361.00

6.8.2 Independent Audit Committee Members’ Remuneration

Name FEES OTHER TOTAL
1. Nadira Singh 14,880.00 14,880.00
2. Neren Rau 19,840.00 19,840.00
3. Cleopas Sanangura 9,920.00 9,920.00
4. Albert Torres 9,920.00 9,920.00
Total 54,560.00 54,560.00

6.8.3 Senior Management Remuneration

Allowances &

Basic Salary Contributions Bonus Total
1 Lindiwe Kwele 954,354.00 193,416.00 95,647.50 1,243,417.50
2 Jaco Engelbrecht 438,234.94 206,643.80 58,625.34 703,204.08
2 Sharon Peetz 453,501.00 246,279.00 43,736.25 743,516.25
4. Phelisa Mangcu 339,497.76 220,810.20 46,692.33 607,000.29
5. Steve Lwanda 470,375.28 202,497.96 56,072.87 728,946.11
2,655,962.98 | 1,069,646.96 300,774.29 | 4,026,084.23

Total

36




SECTION FIVE — SUSTAINABILITY REPORT

Section 1: Sustainability Vision

In support of its vision of being Africa’s leading business tourism destination, JTC is committed to
contribute to the sustainable development in the workplace, as well as the industry sectors and
communities in which we operate. Our sustainability policy guides the responsible management of the
social, economic and environmental aspects of our work.

Section 2: Sustainability Policies & Strategies

JTC is committed to:

Promoting sound corporate governance practices and ethical responsibility.

Providing a safe working environment in which the health of our people is protected and their
opportunities for self-development are enhanced.

Promoting cultural diversity and equity in the workplace.

Minimising adverse environmental impacts.

Providing opportunities for social and economic development in the communities in which we operate.

Section 3: Material Issues

HIV/AIDS in the Workplace

o Owing to the size of the entity, HIV/AIDS policies are not in place. However, the organisation
will consider adopting a wellness programme in the near future.

Employee Benefits
o The Company pays its employees on a total cost to company basis, which includes

membership of an approved provident fund managed by Liberty Life, as well as compulsory
membership of a medical scheme operated by Discovery Health.

Section 4: Sustainability Commitments

JTC adheres to responsible tourism guidelines; for every initiative that we undertake we ensure that it also
always benefits the ordinary citizens of Joburg. We will continue working with students to facilitate job
shadowing, mentoring them and sensitizing them on the value of tourism and encouraging them to be
ambassadors for their city. We will also continue supporting community-based initiatives, assisting with the
development of tourism nodes and routes, the grading of tour guides and B &B’s in the townships, while also
supporting and promoting community-based projects which service the tourism market i.e. producing Joburg
memorabilia, arts and crafts.

Section 5: Risk Management, Governance & Internal Controls

e The Company Secretary for the period until 30 June 2010 was Statucor Pty (Ltd).

e Members of the Board have access to the advice and services of the Company Secretary. The Directors are
also entitled to obtain independent advice at the expense of the Company where necessary.
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The Company Secretary assisted the board during the year in identifying issues for the directors’ attention.
The Company Secretary monitors compliance with the requirements of the Companies Act, the Municipal
Finance Management Act, and other relevant legislation, including the approved Corporate Governance
Protocol and Board Charter.

The company does have an approved risk register, which was reviewed in the year and approved by the
Audit Committee.

The Risk Management process of the entity starts with the EXCO analysing and agreeing to the risks
perceived as having an impact on the entity’s performance (Risk Assessment Framework). Risk mitigating
factors are considered and adopted.

Once the entity’s risk profile has been drawn up, the next step is to make a presentation to the Audit
Committee, with all the steps adopted to control the risks. Once the Audit Committee approves the risk
management plan, it is communicated to all the EXCO Members. Steps as stipulated in the risk assessment
framework are taken to mitigate the risks; these are tracked and reported to EXCO, as and when there are
indications of their impact upon performance.

Internal Audit Function

o Johannesburg Risk Assurance Services (JRAS), the Internal Audit Wing of the CoJ, was contracted
to do an internal Audit for the Company in the financial year under review. The Audit Coverage Plan
which was approved, was risk based. The coverage plan was aligned to the strategic risks as
identified by the company in the risk register.

o In the year under review, JRAS independently appraised the adequacy and effectiveness of the
Company’s systems, Financial Internal Controls and accounting records and reported their findings
to the Audit Committee of the Board.

o As a result of the Internal Audit, some shortcomings were identified, especially in areas surrounding
Performance Management; in particular, means of performance verification and procurement
process were identified. Corrective actions were taken to address the areas of concern identified.

Response to the Auditor-General Report
o In the Management Letter for 2008/09 to the Accounting officer, the Auditor General drew attention
to other matters that required corrective actions, namely:
o Section 99 (2)(b) of the MFMA; all money owing by the entity is paid within 30 days of receiving the
relevant invoice or statement.
o Section 87 (8) of the MFMA: incurred expenditure in accordance with the approved budget or an
adjustments budget.

Corporate Ethics and Organisational Integrity
o The existing policies dealing with Financial and Human Resource Management provide a framework
for the ethical conduct of the company and its employees. This policy framework sets high standards
for the ethical conduct of the management and employees - the details of which are incorporated in
the letters and contracts of employment without exception.

Section 6: Stakeholder Engagement

JTC engages with a variety of stakeholders in the travel, tourism and hospitality industries in an effort to
leverage support for and optimise its marketing initiatives, both locally and overseas. These include:

Relevant local, provincial and national government departments including:
o Department of Economic Development (City of Johannesburg)
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o JDA (Johannesburg Development Association)
o Gauteng Tourism Authority
o SA Tourism
e JCCI (Johannesburg Chamber of Commerce & Industries)
e STA (Sandton Tourism Association)
e SAACI (South African Association for the Conference Industry)
e |CCA (International Conventions and Conference Association)
e EXSA (Exhibition Association of Southern Africa)
e SATSA (Southern African Tourism Services Association)
e |CCA (International Congress and Convention Association)
¢ JAMMS (Joint Association Members’ Marketing Forum)

Economic Impacts

e Supply Chain Management and Black Economic Empowerment

o The Company’s Supply Chain Management policy is in line with the MFMA, National Treasury and
the Municipal Supply Chain Management regulations, 2005. Compliance to the policy is strictly
enforced and monitored. The Company has adopted a policy of procuring a certain percentage of the
total procurement from BEE compliant vendors, especially SMME service providers. This is
incorporated in the finance scorecard.

o As required by Regulation 45 of the Local Government: Supply Chain Management Regulation
(2005) we are not aware of any situation where awards were made to spouses, children or parents
of persons in the service of the state - or have been in the service of the state in the previous twelve
months.

Section 7: Socio-Economic Development

e Sustainability and Corporate Social Responsibility Report

o JTC partnered with two high schools in Alexandra Township this past year, in order to facilitate the
training and development of 10 students to work as tour guides during the Football for Hope
Tournament in Alex. Since then, JTC has continued with efforts to mentor the students, as well as
exposing them to further training, and the world of work.

o Through the Miss World Pageant and their Beauty With a Purpose Fundraising Initiative, JTC
facilitated the donation of much needed medical cots to the Tebogo Home for Disabled Children in
Orange Farm to the value of R500K.

o JTC has a procurement policy that promotes BEE vendors, as well as programmes aimed at
promoting the development of SMME'’s and students in the Tourism Sector.

Section 8: Transformation & Empowering Employees

e Human Resources Management
o Human Resource Management practices at the Johannesburg Tourism Company provide an
enabling environment which ensures that skills, knowledge and attributes of employees are applied
to ensure maximum benefit. They further aim to provide reliable support services to assist the
business units in carrying out their strategic objective, in line with statutory and/or regulatory
requirements.
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o Human resources-related policies are constantly reviewed to ensure that they comply with relevant
laws and regulations.

Staff movements during the year are indicated in the table below:

e Employment Equity
o The Company's Human Resource Management policy is seen as appropriate to the business and
the market in which it operates. Equal employment opportunities are offered to all employees, in
compliance with the Employment Equity Act and other labour relations and employment legislation.
The table below indicate the equity targets for the Company
o As at the end of June 2010, the staff composition in terms of racial categories indicates the following:

- - PDI
Target - Male Target - Female PDI % -
Total Total —
A C I W A C I w Actual
Actual
0 0 0 0 1 0 0 0 1 1 100%
1 0 0 1 0 0 0 1 3 2 75%
0 0 0 1 4 0 0 3 8 7 88%
4 0 0 0 4 0 0 0 8 8 100%
5 0 0 2 9 0 0 4 20 18 90%

e Skills Development and Training

The company is committed to the enhancement of service delivery and superior service. To this end, employees
attend training from time to time to enhance their skills. During the past year, staff attended training in the field
of finance, corporate governance, marketing, computing and events management.

e Performance Management

JTC’s Performance Management System is derived from the Company’'s business strategy. Its focus is
managing and rewarding performance on the one hand, while also being utilised as a development strategy on

40



the other. The fundamental purpose of the policy is the improvement of Company performance and in this
respect, every effort is made to uphold the human dignity of every employee and to ensure objectivity,
transparency, fairness and growth.

The balanced scorecard, based on the COJ IDP, is the tool used to measure performance.

Each JTC Employee possesses a signed Performance contract that comes into operation at the beginning of
each financial year. Performance is reviewed bi-annually to ensure that the efforts and activities of all
employees are directed towards the achievement of JTC’s strategic objectives.

JTC’s Short Term Incentive Scheme is based on performance, where performance bonuses are payable, based
on the results of the performance that is measured against set goals, as per the balanced scorecard.

Section 9: Environmental Responsibility

As a destination marketing organisation, JTC promotes and encourages environmental responsibility,
(promoting green meetings, waste management, recycling, management of carbon emissions/footprints) and
publicises the City of Johannesburg’s efforts to manage carbon emissions and position itself as a leader in this
field.

While working to attract more conventions to the City, Johannesburg is also striving to ensure that the carbon
footprint generated from the hosting of events and conferences is monitored, measured and offset.
Organisers of the recent Convention for the Institute for Environment and Recreation Management (IERM),
documented and incorporated waste reduction and waste disposal alternatives. These and various other waste
recycling options showcased the viable benefits of hosting a green convention, which further acts as a
catalyst for the creation of 'green” jobs. In addition to this, in 2010 the City planted in excess of 200 000 trees to
offset the carbon emissions of the 2010 FIFA World Cup.

Section 10: Information Technology (IT) Governance
Despite Johannesburg Tourism Company being a small entity, matters relating to IT governance are taken very

seriously. Systems and procedures pertaining to IT governance have been adhered to throughout the financial
year and the company’s IT policy is currently being reviewed in line with King lll requirements.
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Section 1: Auditor General’s Report

AUDITOR’S REPORT OF THE AUDITOR-GENERAL TO THE GAUTENG PROVINCIAL LEGISLATURE AND
COUNCIL ON JOHANNESBURG TOURISM COMPANY (INCORPORATED IN TERMS OF SECTION 21 OF
THE COMPANIES ACT).

REPORT ON THE FINANCIAL STATEMENTS

Introduction

1.

| have audited the accompanying financial statements of the Johannesburg Tourism Company, which
comprise the statement of financial position as at 30 June 2010, and the statement of financial
performance, statement of changes in net assets and cash flow statement for the year then ended, and a
summary of significant accounting policies and other explanatory information, and the directors’ report, as
set out on pages 46 to 70.

Accounting Officer’s responsibility for the financial statements

2.

The accounting officer is responsible for the preparation and fair presentation of these financial statements
in accordance with South African Standards of Generally Recognised Accounting Practice (SA Standards of
GRAP) and in the manner required by the Local Government: Municipal Finance Management Act, 2003
(Act No. 56 of 2003) (MFMA), and the Companies Act of South Africa, 1973 (Act No. 61 of 1973). This
responsibility includes: designing, implementing and maintaining internal control relevant to the preparation
and fair presentation of financial statements that are free from material misstatement, whether due to fraud
or error; selecting and applying appropriate accounting policies; and making accounting estimates that are
reasonable in the circumstances.

Auditor-General’s responsibility

3.

As required by section 188 of the Constitution of South Africa, 1996 (Act No. 108 of 1996) and section 4 of
the Public Audit Act of South Africa, 2004 (Act No. 25 of 2004)(PAA), my responsibility is to express an
opinion on these financial statements based on my audit.

| conducted my audit in accordance with International Standards on Auditing and General Notice 1570 of
2009 issued in Government Gazette 32758 of 27 November 2009. Those standards require that | comply
with ethical requirements and plan and perform the audit to obtain reasonable assurance about whether the
financial statements are free from material misstatement.

An audit involves performing procedures to obtain audit evidence about the amounts and disclosures in the
financial statements. The procedures selected depend on the auditor's judgement, including the
assessment of the risks of material misstatement of the financial statements, whether due to fraud or error.
In making those risk assessments, the auditor considers internal control relevant to the entity’s preparation
and fair presentation of the financial statements in order to design audit procedures that are appropriate in
the circumstances, but not for the purpose of expressing an opinion on the effectiveness of the entity’s
internal control. An audit also includes evaluating the appropriateness of accounting policies used and the
reasonableness of accounting estimates made by management, as well as evaluating the overall
presentation of the financial statements.

| believe that the audit evidence | have obtained is sufficient and appropriate to provide a basis for my audit
opinion.
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Opinion

7. In my opinion, the financial statements present fairly, in all material respects, the financial position of the
Johannesburg Tourism Company as at 30 June 2010, and its financial performance and its cash flows for
the year then ended, in accordance with South African Standards of Generally Recognised Accounting
Practice (SA Standards of GRAP) and in the manner required by the Local Government: Municipal Finance
Management Act, 2003 (Act No. 56 of 2003) (MFMA), and the Companies Act of South Africa, 1973 (Act
No. 61 of 1973).

Emphasis of matter
8. I draw attention to the matter below. My opinion is not modified in respect of this matter:

Irregular expenditure

9. As disclosed in note 25 to the annual financial statements, the entity incurred irregular expenditure
amounting to R83 300 due to deviation from the supply the chain management policy.

Additional matters
10. |draw attention to the matter below. My opinion is not modified in respect of this matter:

Unaudited supplementary schedules

11. The supplementary budget information set out on page 70 does not form part of the financial statements
and is presented as additional information. Accordingly | do not express an opinion thereon.

REPORT ON OTHER LEGAL AND REGULATORY REQUIREMENTS

12. As required by the PAA of South Africa and in terms of General Notice 1570 of 2009, issued in
Government Gazette No. 32758 of 27 November 2009 | include below my findings on the report on
predetermined objectives, compliance with the MFMA and the Companies Act, 1973 (Act No. 61 of 1973)
financial management internal control.

Predetermined objectives

13. Material findings on the report on predetermined objectives, as set out on pages 22 to 29, are reported
below:

Reliability of reported performance information

14. The following criteria were used to assess the usefulness of the planned and reported performance:

e Validity: Has the actual reported performance occurred and does it pertain to the entity i.e. can the
reported performance information be traced back to the source data or documentation?

e Accuracy: Amounts, numbers and other data relating to reported actual performance has been recorded
and reported appropriately.

o Completeness: All actual results and events that should have been recorded have been included in the
reported performance information.

The following audit finding relates to the above criteria

Reported indicators not reliable when compared to source information
15. For the selected programmes, 57% of the reported indicators or targets were not accurate when compared

to source information or evidence provided.
Compliance with laws and regulations

Municipal Finance Management Act, 2003 (Act No.56 of 2003)

Expenditure was not paid within the parameters set by the applicable legislation
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16. Contrary to the requirements of section 99(2)(b) of the MFMA, the municipal entity did not pay certain
suppliers within 30 days of receipt of invoice.

INTERNAL CONTROL

17. 1 considered internal control relevant to my audit of the financial statements and the report on
predetermined objectives and compliance with the Municipal Finance Management Act, 2003 (Act No. 56
of 2003) (MFMA), but not for the purposes of expressing an opinion on the effectiveness of internal control.

18. The matters reported below are limited to the significant deficiencies regarding the basis for the opinion
paragraph, the findings on the report on predetermined objectives and the findings on compliance with
laws and regulations.

Leadership
19. No matters to report

Financial and performance management

20. Systems were not appropriate over compliance to MFMA with regard to payment of certain suppliers within
30 days from receipt of the invoice.

21. Manual or automated controls were not operating effectively to ensure that all information in the annual
performance report was consistent with the results of the supporting documentation.

Governance
22. No matters to report.

/:{WA‘ ‘-o (-é)cvle/a(

Johannesburg
29 November 2010
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Audliting to build public confidence
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Section 2: Directors' Responsibilities and Approval

The directors are required by the Municipal Finance Management Act (Act 56 of 2003), to maintain adequate
accounting records and are responsible for the content and integrity of the annual financial statements and
related financial information included in this report. It is the responsibility of the directors to ensure that the
annual financial statements fairly present the state of affairs of the entity as at the end of the financial year and
the results of its operations and cash flows for the period then ended. The external auditors are engaged to
express an independent opinion on the annual financial statements and was given unrestricted access to all
financial records and related data.

The annual financial statements have been prepared in accordance with Standards of Generally Recognised
Accounting Practice (GRAP).

The annual financial statements are based upon appropriate accounting policies consistently applied and
supported by reasonable and prudent judgements and estimates.

The directors acknowledge that they are ultimately responsible for the system of internal financial control
established by the entity and place considerable importance on maintaining a strong control environment. To
enable the directors to meet these responsibilities, the directors sets standards for internal control aimed at
reducing the risk of error or deficit in a cost effective manner. The standards include the proper delegation of
responsibilities within a clearly defined framework, effective accounting procedures and adequate segregation
of duties to ensure an acceptable level of risk. These controls are monitored throughout the entity and all
employees are required to maintain the highest ethical standards in ensuring the entity's business is conducted
in a manner that in all reasonable circumstances is above reproach. The focus of risk management in the entity
is on identifying, assessing, managing and monitoring all known forms of risk across the entity. While operating
risk cannot be fully eliminated, the entity endeavours to minimise it by ensuring that appropriate infrastructure,
controls, systems and ethical behaviour are applied and managed within predetermined procedures and
constraints.

The directors are of the opinion, based on the information and explanations given by management, that the
system of internal control provides reasonable assurance that the financial records may be relied on for the
preparation of the annual financial statements. However, any system of internal financial control can provide
only reasonable, and not absolute, assurance against material misstatement or deficit.

The directors have reviewed the entity's cash flow forecast for the year to 30 June 2011 and, in the light of this
review and the current financial position, they are satisfied that the entity has or has access to adequate
resources to continue in operational existence for the foreseeable future.

The entity is wholly dependent on the City of Johannesburg Metropolitan Municipality for continued funding of
operations. The annual financial statements are prepared on the basis that the entity is a going concern and
that the City of Johannesburg has neither the intention nor the need to liquidate or curtail materially the scale
of the entity.

Although the directors are primarily responsible for the financial affairs of the entity, they are supported by the
entity's external auditors.

The external auditors are responsible for independently reviewing and reporting on the entity's annual financial
statements. The annual financial statements set out on pages 44 to 68, which have been prepared on the
going concern were approved by the directors on 31 August 2010 and were signed on its behalf by:

{Il f'
1

| A
ot

M
Alors,

Chiel Executive Officer Chairparson
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Section 3: Report of the Audit Committee

We are pleased to present our report for the financial year ended 30 June 2010 as recommended by the King IlI
Report on Corporate Governance and Regulation 27 of the Treasury Regulations. The Audit Committee
performs its functions in accordance with section 270A (1) of the Companies Act, 61 of 1973, and has adopted
appropriate formal terms of reference as its Audit Committee Charter and has regulated its affairs in compliance
with this Charter. The Audit Committee has discharged all its responsibilities as contained therein.

The Audit Committee is satisfied with the quality of Quarterly report information prepared and issued by the
Accounting Authority during the financial year under review.

The Committee has noted the report of the Auditor General and that the responsible management has taken
cognizance of the recommendations as contained in the management letter.

3.3.1 Evaluation of the Financial Statements

In the conduct of its duties, the Audit Committee has, inter alia, reviewed the following:

o the effectiveness of the internal control systems;

e the risk areas of the entity’s operations covered in the scope of internal and external audits;

e the adequacy, reliability and accuracy of financial information provided by management and other users
of such information;

e accounting and auditing concerns identified as a result of internal and external audits;

e the entity’s compliance with legal and regulatory provisions;

o the effectiveness of the corporate audit department;

e the activities of the audit department, including its annual work programme, co-ordination with external
auditors, the reports of significant investigations and the responses of management to specific
recommendation;

e the independence and objectivity of the external auditors

The audit committee is of the opinion, based on the information and explanations given by management and the
audit department and discussion with the independent external auditors on the results of their audits, that the
internal accounting controls are adequate to ensure that the financial records may be relied upon for preparing
the financial statements and accountability for assets and liabilities is maintained.

Having considered the matters set out in section 270A(5) of the Companies Act as amended by the Company
Law Amendment Act, the audit committee is satisfied with the independence and objectivity of the external
auditors.

Nothing significant, other than reported in the directors’ report, has come to the attention of the audit committee
to indicate that any material breakdown in the functioning of these controls, procedures and systems has

occurred during the year under review.

The audit committee is satisfied that the financial statements are based on appropriate accounting policies,
supported by reasonable and prudent judgments and estimates.
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The Audit Committee has evaluated the annual report for the year ended 30 June 2010 and considers that it
complies, in all material respects, with the requirements of the Companies Act, 61 of 1973, as amended, and
International Financial Reporting Standards. The Audit Committee has therefore recommended the adoption of
this annual report by the Board of Directors at its meeting on 12 November 2010.

Mathews Moavodi
Chairman: Audit Committee

12 November 2010
Johannesburg

Section 4: Statement by Company Secretary
In terms of section 268G(d) of the Companies Act, 61 of 1973, as amended, | certify that the company has

lodged with the Registrar of Companies all such returns as are required of a public Company in terms of the Act,
and that all such documents are true, correct and up to date.

Statucor (Pty) Ltd
Company Secretary

12 November 2010
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Johannesburg Tourism Company (Association Incorporated under section 21)

(Registration number 2003/008973/08)
Annual Financial Statements for the year ended 30 June 2010

Statement of Financial Performance

Figures in Rand Note(s) 2010 2009
ASSETS
Current Assets
Trade and other receivables (Exchange transactions) 6619 735 3078 495
VAT receivable - 942 890
Cash and cash equivalents 3274 3417
6 623 009 4 024 802
Non-Current Assets
Property, plant and equipment 2995977 6 758 848
Intangible assets 269 899 354 866
Deposits 197 400 197400
3463 276 7311114
Total Assets 10 086 285 11 335916
LIABILITIES
Current Liabilities
Finance lease obligation 8 84 509 114 364
Trade and other payables 3248 750 4238 464
VAT payable 10 1329191 -
Bank overdraft 5 1672512 -
6 334 962 4 352 828
Non-Current Liabilities
Finance lease obligation 8 297 288 394 318
Deferred income 11 - 943 505
297 288 1337 823
Total Liabilities 6 632 250 5690 651
Net Assets 3454 035 5 645 265
NET ASSETS
Share capital 17 793 181 16 224 529
Accumulated deficit (14 339 146) (10 579 264)
Total Net Assets 3454 035 5645 265
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Johannesburg Tourism Company (Association Incorporated under section 21)

(Registration number 2003/008973/08)
Annual Financial Statements for the year ended 30 June 2010

Statement of Financial Performance

Figures in Rand Note(s) 2010 2009
Revenue

Grant from City of Johannesburg 13 24104 985 67 475 000
Deferred income 11 943 505 1748 242
Miss World revenue 5273361 15 313 660
Other income 10 880 929 1 009 766
Interest received - investment 117 213 557 381
Total Revenue 41 319 993 86 104 049
Expenditure

Personnel 15 (9173 009) (8 598 724)
Depreciation and amortisation 16 (2 935 420) (1 853 397)
Impairment loss/ Reversal of impairments 17 (912 500) -
Finance costs 18 (249 339) (161 861)
Repairs and maintenance (158 899) (206 724)

General Expenses 14
Total Expenditure

Loss on disposal of assets and liabilities

Loss on foreign exchange

Deficit for the year

(31 650 708)

(87 326 038)

(45 079 875)

(98 146 744)

(16 956)
(1148 838)

(3 759 882)

(13 208 489)
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Johannesburg Tourism Company (Association Incorporated under section 21)

(Registration number 2003/008973/08)
Annual Financial Statements for the year ended 30 June 2010

Statement of Changes in Net Assets

Figures in Rand Note(s) Sh.are Accumulat.efi Tot.al
premium deficit equity
Balance at 01 July 2008 3147 845 2629 225 5777070
Changes in net assets
Reallocation of shareholders loan to equity 13 076 684 - 13 076 684
Net revenue (expenditure) recognised directly in equity 13 076 684 - 13 076 684
Deficit for the year - (13 208 489) (13 208 489)
Total recognised revenue and expenditure for the year 13 076 684 (13 208 489) (131 805)
Total changes 13 076 684 (13 208 489) (131 805)
Balance at 01 July 2009 16 224 529 (10 579 264) 5 645 265
Changes in net assets
Deficit for the year - (3759 882) (3759 882)
PPE purchases from CRR 1568 652 - 1568 652
Total changes 1568 652 (3 759 882) (2 191 230)
Balance at 30 June 2010 17 793 181 (14 339 146) 3454 035
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Johannesburg Tourism Company (Association Incorporated under section 21)

(Registration number 2003/008973/08)

Annual Financial Statements for the year ended 30 June 2010

Cash flow statement

Figures in Rand Note(s) 2010 2009
CASH FLOWS FROM OPERATING ACTIVITIES
Receipts
Interest income 117 213 557 381
Payments
Finance costs (183 038) (88 121)
Other payments (1 413 566) (31 898)
(1 596 604) (120 019)
Net cash flows from operating activities 20 (1479 391) 437 362
CASH FLOWS FROM INVESTING ACTIVITIES
Purchase of property, plant and equipment 6 (6 500) (5 497 907)
Proceeds from sale of property, plant and equipment 6419 114 214
Purchase of other intangible assets - (249 183)
Proceeds from sale of deposits - 110 000
Net cash flows from investing activities (81) (5 522 876)
CASH FLOWS FROM FINANCING ACTIVITIES
Movement in other liability - 39770
Repayment of shareholders loan - (739 022)
Finance lease payments (193 189) 200 552
Net cash flows from financing activities (193 189) (498 700)
Net increase/(decrease) in cash and cash equivalents (1672 658) (5584 214)
Cash and cash equivalents at the beginning of the year 3417 5587 631
Cash and cash equivalents at the end of the year 5 (1 669 241) 3417
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Johannesburg Tourism Company (Association Incorporated under section 21)
(Registration number 2003/008973/08)
Annual Financial Statements for the year ended 30 June 2010

Accounting Policies

1.1

Presentation of Annual Financial Statements

The annual financial statements have been prepared in accordance with South African Statements of Generally
Accepted Accounting Practice (GRAP) issued by the Accounting Standards Board in accordance with the Municipal
Finance Management Act (Act 56 of 2003).These annual financial statements have been prepared on an accrual basis
of accounting and are in accordance with historical cost convention unless specified otherwise. They are presented in
South African Rand.

A summary of the significant accounting policies, which have been consistently applied, are disclosed below.
These accounting policies are consistent with the previous period.
Significant judgements and sources of estimation uncertainty

In preparing the annual financial statements, management is required to make estimates and assumptions that affect
the amounts represented in the annual financial statements and related disclosures. Use of available information and
the application of judgement is inherent in the formation of estimates. Actual results in the future could differ from these
estimates which may be material to the annual financial statements. Significant judgments include:

Provision for impairment of trade receivables

The company assesses its trade receivables for impairment at the end of each reporting period. In determining whether
an impairment loss should be recorded in surplus or deficit, the company makes judgments as to whether there is
observable data indicating a measurable decrease in the estimated future cash flows from a financial asset.

The provision for impairment is measured as the difference between the assets' carrying amount and the present value
of estimated future cash flow discounted at the effective interest rate computed at initial recognition.

Allowance for doubtful debts

On debtors an impairment loss is recognised in surplus and deficit when there is objective evidence that it is impaired.
The impairment is measured as the difference between the debtors carrying amount and the present value of
estimated future cash flows discounted at the effective interest rate, computed at initial recognition.

Impairment testing

The Johannesburg Tourism Company reviews and tests the carrying value of assets when events or changes in
circumstances suggest that the carrying amount may not be recoverable. In addition, assets are tested on an annual
basis for impairment. Assets are grouped at the lowest level for which identifiable cash flows are largely independent of
cash flows of other assets and liabilities. If there are indications that impairment may have occurred, estimates are
prepared of expected future cash flows for each group of assets. Expected future cash flows used to determine the
value in use of goodwill and tangible assets are inherently uncertain and could materially change over time.

Provisions

Provisions are recognised as liabilities (assuming that a reliable estimate can be made) when they are present
obligations and it is probable that an outflow of resources embodying economic benefits or service potential will be
required to settle the obligations;

Useful lives of fixed assets

The company's management determines the estimated useful lives and related depreciation charges for the fixed
assets. This estimate is based on industry norm. Management will increase the depreciation charge where useful lives

are less than previously estimated useful lives.

Effective interest rate

The company used the prime interest rate to discount future cash flows.
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Johannesburg Tourism Company (Association Incorporated under section 21)
(Registration number 2003/008973/08)
Annual Financial Statements for the year ended 30 June 2010

Accounting Policies

11

1.2

Significant judgements and sources of estimation uncertainty (continued)
Offsetting
Assets, liabilities, revenue and expenses have not been offset except where offsetting is required by GRAP.
Comparative information
Where the presentation or classification have been ammended prior period comparitives were restated.
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 at no cost, or for a nominal cost, 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.

Property, plant and equipment is carried at cost less accumulated depreciation and any impairment losses.

Property, plant and equipment are depreciated on the straight line basis over their expected useful lives to their
estimated residual value.

Depreciation of Property, plant and equipment begins when it is available for use, i.e. when it is in the location and
condition necessary for it to be capable of operating in the manner intended by management. Depreciation ceases
when the asset is derecognised.

Properly, plant and equipment is carried at cost less accumulated depreciation and any impairment losses.

The useful lives of items of property, plant and equipment have been assessed as follows:

Iltem Average useful life
Leasehold property 5 Years
Motor vehicles 7 Years
Office equipment 10 Years
IT equipment 5 Years
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Property, plant and equipment (continued)

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.

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 Ihe 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
equipment is determined as the difference between the net disposal proceeds, if any, and the carrying amount of the
item.

Intangible assets

An asset is identified as an intangible asset when it:
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, assets or liability; or
arises from contractual rights or other legal rights, regardless whether those rights are transferable or separate from
the entity or from other rights and obligations.

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.

Intangible assets are initially recognised at cost.
An intangible asset acquired at no or nominal cost, the cost shall be its fair value as at the date of acquisition.

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.

Amortisation of intangible assets begin when it is available for use, i.e. when it is in the location and condition
necessary for it to be capable of operating in the manner intended by management. Depreciation ceases when the
intangible asset is derecognised.

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.

Internally generated brands, mastheads, publishing titles, customer lists and items similar in substance are not
recognised as intangible assets.

Amortisation is provided to write down the intangible assets, on a straight line basis, to their residual values as follows:

Iltem Average useful life
Computer software 5 Years
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1.4 Financial instruments
Classification

The entity classifies financial assets and financial liabilities into the following categories:
Loans and receivables

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.

For financial instruments which are not at fair value through surplus or deficit, transaction costs are included in the
initial measurement of the instrument.

Regular way purchases of financial assets are accounted for at.

Subsequent measurement

Loans and receivables are subsequently measured at amortised cost, using the effective interest method, less
accumulated impairment losses.

Fair value determination

The fair values of quoted investments are based on current bid prices. If the market for a financial asset is not active
(and for unlisted securities), the entity establishes fair value by using valuation techniques. These include the use of
recent arm's length transactions, reference to other instruments that are substantially the same, discounted cash flow
analysis, and option pricing models making maximum use of market inputs and relying as little as possible on entity-
specific inputs.

Impairment of financial assets

At each end of the reporting period the entity assesses all financial assets, other than those at fair value through
surplus or deficit, to determine whether there is objective evidence that a financial asset or group of financial assets
has been impaired.

For amounts due to the entity, significant financial difficulties of the debtor, probability that the debtor will enter
bankruptcy and default of payments are all considered indicators of impairment.

Impairment losses are recognised in surplus or deficit.

Impairment losses are reversed when an increase in the financial asset's recoverable amount can be related
objectively to an event occurring after the impairment was recognised, subject to the restriction that the carrying
amount of the financial asset at the date that the impairment is reversed shall not exceed what the carrying amount
would have been had the impairment not been recognised.

Impairment losses are also not subsequently reversed for available-for-sale equity investments which are held at cost
because fair value was not determinable.

Where financial assets are impaired through use of an allowance account, the amount of the loss is recognised in
surplus or deficit within operating expenses. When such assets are written off, the write off is made against the
relevant allowance account. Subsequent recoveries of amounts previously written off are credited against operating
expenses.
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Loans to (from) economic entities

These include loans to and from controlling entities, fellow controlled entities, controlled entities, joint ventures and
associates and are recognised initially at fair value plus direct transaction costs.

Loans to economic entities are classified as loans and receivables.

Loans from economic entities are classified as financial liabilities measured at amortised cost.
Trade and other receivables

Trade receivables are measured at initial recognition at fair value, and are subsequently measured at amortised cost
using the effective interest rate method. 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 (more than 30 days overdue) are considered indicators that the trade receivable is impaired. The allowance
recognised is measured as the difference between the asset's carrying amount and the present value of estimated
future cash flows discounted at the effective interest rate computed at initial recognition.

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.
Trade and other payables

Trade payables are initially measured at fair value, and are subsequently measured at amortised cost, using the
effective interest rate method.

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.

Bank overdraft and borrowings

Bank overdrafts and borrowings are initially measured at fair value, and are subsequently measured at amortised cost,
using the effective interest rate method. Any difference between the proceeds (net of transaction costs) and the
settlement or redemption of borrowings is recognised over the term of the borrowings in accordance with the entity's
accounting policy for borrowing costs.

Leases

A lease is classified as a finance lease if it transfers substantially all the risks and rewards incidental to ownership. A
lease is classified as an operating lease if it does not transfer substantially all the risks and rewards incidental to
ownership.

Finance leases - lessee

Finance leases are recognised as assets and liabilities in the statement of financial position at amounts equal to the fair
value of the leased property or, if lower, the present value of the minimum lease payments. The corresponding liability

to the lessor is included in the statement of financial position as a finance lease obligation.

The discount rate used in calculating the present value of the minimum lease payments is the interest rate implicit in
the lease.
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1.6

1.7

Leases (continued)

Minimum lease payments are apportioned between the finance charge and reduction of the outstanding liability. The
finance charge is allocated to each period during the lease term so as to produce a constant periodic rate of on the
remaining balance of the liability.

Any contingent rents are expensed in the period in which they are incurred.

Operating leases - lessee

Operating lease payments are recognised as an expense as cost is incurred in terms of the lease contract. The
difference between the amounts recognised as an expense and the contractual payments are recognised as an
operating lease asset or liability.

Impairment of cash-generating assets

Cash-generating assets are those assets held by the entity with the primary objective of generating a commercial
return. When an asset is deployed in a manner consistent with that adopted by a profit-orientated entity, it generates a

commercial return.

Impairment is a loss in the future economic benefits or service potential of an asset, over and above the systematic
recognition of the loss of the asset's future economic benefits or service potential through depreciation (amortisation).

Carrying amount is the amount at which an asset is recognised in the statement of financial position after deducting
any accumulated depreciation and accumulated impairment losses thereon.

A cash-generating unit is the smallest identifiable group of assets held with the primary objective of generating a
commercial return that generates cash inflows from continuing use that are largely independent of the cash inflows
from other assets or groups of assets.

Costs of disposal are incremental costs directly attributable to the disposal of an asset, excluding finance costs and
income tax expense.

Depreciation (Amortisation) is the systematic allocation of the depreciable amount of an asset over its useful life.

Fair value less costs to sell is the amount obtainable from the sale of an asset in an arm's length transaction between
knowledgeable, willing parties, less the costs of disposal.

Recoverable amount of an asset or a cash-generating unit is the higher its fair value less costs to sell and its value in
use.

Useful life is either:

a) the period of time over which an asset is expected to be used by the entity; or

b) the number of production or similar units expected to be obtained from the asset by the entity.
Criteria developed by the entity to distinguish cash-generating assets from non-cash-generating assets are as follow:
Employee benefits
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.
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1.8

Employee benefits (continued)

The expected cost of surplus sharing and bonus payments is recognised as an expense when there is a legal or
constructive obligation to make such payments as a result of past performance.

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 municipality 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.

Measuring

Revenue is measured at the fair value of the consideration received or receivable, net of trade discounts and volume
rebates.

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. 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.

When the outcome of the transaction involving the rendering of services cannot be estimated reliably, revenue is
recognised only to the extent of the expenses recognised that are recoverable.

Service revenue is recognised by reference to the stage of completion of the transaction at the reporting date.
Stage of completion is determined by:

Interest, royalties and dividends

Revenue arising from the use by others of entity assets yielding interest, royalties and dividends 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.

Royalties are recognised as they are earned in accordance with the substance of the relevant agreements.

Dividends, or their equivalents are recognised, in surplus or deficit, when the entity's right to receive payment has been
established.

Service fees included in the price of the product are recognised as revenue over the period during which the service is
performed.
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Revenue from non-exchange transactions

Non-exchange transactions are defined as transactions where the entity receives value from another entity without
directly giving approximately equal value in exchange.

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.

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.

Municipal grants

Municipal grants are recognised as revenue when:

e it is probable that the economic benefits or service potential associated with the transaction will flow to the entity,
the amount of the revenue can be measured reliably, and

e to the extent that there has been compliance with any restrictions associated with the grant.

The entity assesses the degree of certainty attached to the flow of future economic benefits or service potential on the
basis of the available evidence. Certain grants payable by one level of government to another are subject to the
availability of funds. Revenue from these grants is only recognised when it is probable that the economic benefits or
service potential associated with the transaction will flow to the entity. An announcement at the beginning of a financial
year that grants may be available for qualifying entities in accordance with an agreed programme may not be sufficient
evidence of the probability of the flow. Revenue is then only recognised once evidence of the probability of the flow
becomes available.

Restrictions on government grants may result in such revenue being recognised on a time proportion basis. Where
there is no restriction on the period, such revenue is recognised on receipt or when the Act becomes effective, which-
ever is earlier.

When government remit grants on a re-imbursement basis, revenue is recognised when the qualifying expense has
been incurred and to the extent that any other restrictions have been complied with.

Other grants and donations

Other grants and donations are recognised as revenue when:

e it is probable that the economic benefits or service potential associated with the transaction will flow to the entity;
the amount of the revenue can be measured reliably; and

e to the extent that there has been compliance with any restrictions associated with the grant.

If goods in-kind are received without conditions attached, revenue is recognised immediately. If conditions are
attached, a liability is recognised, which is reduced and revenue recognised as the conditions are satisfied.

Unauthorised expenditure

Unauthorised expenditure means:

e overspending of a vote or a main division within a vote; and

e expenditure not in accordance with the purpose of a vote or, in the case of a main division, not in accordance with
the purpose of the main division.

All expenditure relating to unauthorised expenditure is recognised as an expense in the statement of financial
performance in the year that the expenditure was incurred. The expenditure is classified in accordance with the nature
of the expense, and where recovered, it is subsequently accounted for as revenue in the statement of financial
performance.
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1.12

Fruitless and wasteful expenditure

Fruitless expenditure means expenditure which was made in vain and would have been avoided had reasonable care
been exercised.

All expenditure relating to fruitless and wasteful expenditure is recognised as an expense in the statement of financial
performance in the year that the expenditure was incurred. The expenditure is classified in accordance with the nature
of the expense, and where recovered, it is subsequently accounted for as revenue in the statement of financial
performance.

Irregular expenditure

Irregular expenditure that was incurred and identified during the current financial and which was condoned before year
end and/or before finalisation of the financial statements must also be recorded appropriately in the irregular
expenditure register. In such an instance, no further action is also required with the exception of updating the note to
the financial statements.

Irregular expenditure that was incurred and identified during the current financial year and for which condonement is
being awaited at year end must be recorded in the irregular expenditure register. No further action is required with the
exception of updating the note to the financial statements.

Where irregular expenditure was incurred in the previous financial year and is only condoned in the following financial
year, the register and the disclosure note to the financial statements must be updated with the amount condoned.

Irregular expenditure that was incurred and identified during the current financial year and which was not condoned by
the National Treasury or the relevant authority must be recorded appropriately in the irregular expenditure register. If
liability for the irregular expenditure can be attributed to a person, a debt account must be created if such a person is
liable in law. Immediate steps must thereafter be taken to recover the amount from the person concerned. If recovery is
not possible, the accounting officer or accounting authority may write off the amount as debt impairment and disclose
such in the relevant note to the financial statements. The irregular expenditure register must also be updated
accordingly. If the irregular expenditure has not been condoned and no person is liable in law, the expenditure related
thereto must remain against the relevant programme/expenditure item, be disclosed as such in the note to the financial
statements and updated accordingly in the irregular expenditure register.
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Figures in Rand 2010 2009
2. TRADE AND OTHER RECEIVABLES (EXCHANGE TRANSACTIONS)
Trade debtors 6 619 735 3068 010
Employee costs, leave owed - 10
6 619 735 3078495
1 month past due 2829 148
2 months past due 812 640 23785
3 months past due 174 67 215
3. VAT RECEIVABLE
VAT - 942 890
4. DEPOSITS
Deposits paid
Operating lease deposit 194 000 194 000
Equipment deposit - Telkom 3400 3400
197 400 197 400
5. CASH AND CASH EQUIVALENTS
Cash and cash equivalents consist of:
Cash on hand Bank overdraft 3274 3417
Cash on hand Bank overdraft (1672 512)
(1 669 238) 3417
Current assets 3274 3417
Current liabilities (1672512)
(1 669 238) 3417
The entity had the following bank accounts
Account number / Bank statement balances description
30 June 2010 30 June 2009 30 June 2008
ABSA BANK - Current account - 4057945928
Cash book balances
30 June 2010 30 June 2009 30 June 2008 (5 161 352) - 5 585 907
6. PROPERTY, PLANT AND EQUIPMENT
2010 2009
Cost/  Accumulated Carrying Cost/  Accumulated Carrying
Valuation depreciation value Valuation depreciation value
Leasehold property 759 393 (477 654) 281739 759 393 (325 775) 433 618
Motor vehicles 136 615 (84 489) 52 126 136 615 (64 973) 71642
Office equipment 7 224 033 (5360 514) 1863519 7229 680 (2177302) 5052378
IT equipment 2358 710 (1560 117) 798 593 2358710 (1157500) 1201210
Total 10 478 751 (7482774) 2995977 10484 398 (3725550) 6758848
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6. PROPERTY, PLANT AND EQUIPMENT (continued)
Reconciliation of property, plant and equipment - 2010

Opening

Additions Disposals Depreciation Impairment Total
balance
Leasehold property 433 618 - - (151 879) - 281739
Motor vehicles 71642 - - (19 516) - 52 126
Office equipment 5052 378 6 500 (6 419) (2 276 440) (912500) 1863519
IT equipment 1201210 - - (402 617) - 798 593
6 758 848 6 500 (6419) (2850 452) (912500) 2995977
Reconciliation of property, plant and equipment - 2009
Opening . . .
balance Additions Disposals  Depreciation Total
Leasehold property 282 054 292 337 (26 588) (114 185) 433 618
Motor vehicles 91 159 - - (19 517) 71642
Office equipment 1624423 4724395 - (1296 440) 5052378
IT equipment 1082 200 481 175 (104 582) (257 583) 1201210
3079836 5497907 (131 170) (1687 725) 6758 848
The following leased assets are included in Property, Plant and Equipment listed above
Assets subject to finance lease (Net carrying amount)
Leasehold property 281 739 433 618

Methods and assumptions used

A register containing the information required by section 63 of the Municipal Finance Management Act is available for
inspection at the registered office of the entity.
7. INTANGIBLE ASSETS
2010 2009
Cost/  Accumulated Carrying Cost/  Accumulated Carrying
Valuation amortisation value Valuation amortisation value
Computer software 462 283 (192 384) 269 899 462 283 (107 417) 354 866
Reconciliation of intangible assets - 2010
Opening Amortisation Total
balance
Computer software 354 866 (84 967) 269 899
Reconciliation of intangible assets - 2009
Opening Additions ~ Amortisation Total
balance
Computer software 148 746 249 183 (43 063) 354 866
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Figures in Rand 2010 2009

8. FINANCE LEASE OBLIGATION

Minimum lease payments due

- within one year 156 913 213676
- in second to fifth year inclusive 391 003 574 138
less: future finance charges 547 916 /87814
(166 119) (279 132)
Present value of minimum lease payments 381 797 508 682
Present value of minimum lease payments due
- within one year 84 509 114 364
- in second to fifth year inclusive 297 288 394 318
381 797 508 682
Non-current liabilities 297 288 394 318
Current liabilities 84 509 114 364
381 797 508 682

The Johannesburg Tourism Company had 4 finance leases as at year end. Three for printing machines and the other
comprises of a switchboard system. The interest rate of 15% per annum for the switchboard system together with one
printing machine and the other two leases are linked to the prime rate. Ownership do not transfer to the company at the end
of the lease terms.

9. TRADE AND OTHER PAYABLES

Trade payables 1525 609 2583076
PAYE UIF (25 059) 121 783
Accrued leave pay 4 898
Accrued staff 13th cheques 275 339 209 678
Accruals 581 324 973 932
Interest provision on Shareholders Loan 891 537 305 327

3248 750 4238 464

Fair value of trade and other payables

The carrying amount of trade and other payables is approximately their fair value.

10. VAT PAYABLE

Tax refunds payables 1329191

11. DEFERRED INCOME

Movement during the year

Balance at the beginning of the year 943 505 2691 747
Income recognition during the year (943 505) (1748 242)
943 505

See note for reconciliation of grants from National/Provincial Government.
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12. REVENUE
Grants: City of Johannesburg 24 104 985 67 475 000
Other revenue: Miss World sponsors 5273361 15 313 660
Deferred income recognised 943 505 1748 242
30321851 84 536 902
The amount included in revenue arising from exchanges of goods or services are as follows:
Other revenue: Miss World sponsors 5273361 15 313 660
The amount included in revenue arising from non-exchange transactions is as follows:
Grants: City of Johannesburg 24 104 985 67 475 000
Deferred income recognised 943 505 1748 242
25 048 490 69 223 242
13. GOVERNMENT GRANTS AND SUBSIDIES
City of Johannesburg: Operational grant 24104 985 22 475 000
City of Johannesburg: Miss World - 45 000 000
24104 985 67 475 000
14. GENERAL EXPENSES
Accounting fees 96 720 41 350
Advertising 7 677 688 6 542 180
Auditors remuneration 331 439 330 669
Bank charges 18 870 48 408
Cleaning 203971 181 858
Computer expenses 358 427 410 377
Consulting and professional fees 776 246 787 688
Entertainment 23 408 35725
Exhibitions and conferences 2571 406 9410 484
IT expenses 102 022 -
Insurance 51 241 11519
Lease rentals on operating lease 695 297 747 165
Miss World pageant 16 573 204 65 974 164
Motor vehicle expenses 60 966 30 053
Postage and courier 34 062 154 524
Printing and stationery 171 455 322752
Rental operational cost 523 972 312 045
Security 16 675 14 830
Small office replacements 4442 2 469
Staff welfare 34234 63 345
Subscriptions and membership fees 34 249 55 968
Sundry cost 273 103 121 456
Telephone and fax 443 452 548 343
Tourism development 507 203 727 349
Training 55043 78 532
Travel and accommodation 11 913 372785
31650 708 87 326 038
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15.EMPLOYEE RELATED COSTS

Basic cost: Salaries and wages Bonus 8 750 798 7 792521

Leave pay provision charge 179 365 658 352

Short term benefit (Medical, UIF & SDL) 128 571 8 969 87 877

Travel, motor car, accommodation, subsistence and other allowances 103 é;; 51005
9173 009 8 598 724

Remuneration of chief finance officer

Annual Remuneration 672 874 497 377

Car Allowance 72 000

Contributions to UIF, Medical and Pension Funds 97 324

672 874 666 701

Remuneration of executive directors

Annual Remuneration 1147 770 859 584

Car Allowance 156 000

Performance Bonuses 37416
1147770 1 053 000

Remuneration of non executive directors

Annual Remuneration 586 233 394 800

16. DEPRECIATION AND AMORTISATION

Property, plant and equipment 2935 420 1853 397

17.IMPAIRMENT OF ASSETS

Impairments

Property, plant and equipment 912 500

Impairment was recognised for the Miss World stage for the following reasons:

e The stage was custom built for a specifice venue

e The City of Joburg will not host the Miss World pageant again in the foreseeable future and for that reason the asset
reached the end of its economic useful life.

e There is no ready market for a custom built stage

18. FINANCE COSTS

Shareholders 183 038 88 121
Finance leases 66 301 73740
249 339 161 861

19. AUDITORS’ REMUNERATION

Fees 331439 330 669
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20.CASH (USED IN) GENERATED FROM OPERATIONS

Deficit (3 759 882) (13 208 489)
Adjustments for:
Depreciation and amortisation 2935420 1853 397
Gain on sale of assets and liabilities - 16 956
Finance costs - Finance leases 66 301 73 740
Impairment deficit 912 500
Depreciation reversal - (122 609)
Reallocation of shareholders loan to equity 1568 651 13 076 685
Changes in working capital:
Trade and other receivables (Exchange transactions) (3 541 240) (1085 477)
Trade and other payables (989 717) 1581 401
VAT 2272081 -
Deferred income (943 505) (1748 242)
(1 479 391) 437 362

21. COMMITMENTS
Operating leases — as lessee (Buildings)

Minimum lease payments due

- within one year 752 172 742 491
- in second to fifth year inclusive 742 443
752 172 1484 934

JTC has entered into an operating lease over a period of 3 years with Growthpoint Ltd. The lease commenced on the 1st of
June 2008 and will continue until the 31st of May 2011 as per the lease agreement.
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22.RELATED PARTIES

Relationships
Controlling entity The City of Johannesburg Metropolitan Municipality
Other members of the group City Housing Company (Pty) Ltd
City of Johannesburg Property Company (Pty) Ltd
City of Johanneburg Metropolitan Municipality
City Power Johannesburg (Pty) Ltd
Johannesburg City Parks
Johannesburg Development Agency (Pty) Ltd
Johannesburg Metropolitan Bus Services (Pty) Ltd
Johannesburg Roads Agency (Pty) Ltd
Johannesburg Tourism Company
Johannesburg Water (Pty) Ltd
Metropolitan Trading Company (Pty) Ltd
Pikitup Johannesburg (Pty) Ltd
Roodepoort City Theatre
The Johannesburg Civic Theatre (Pty) Ltd
The Johannesburg Fresh Produce Market (Pty) Ltd
The Johannesburg Zoo
Fried shelf 128 (Pty) Ltd
Greater Newtown Development Company (Pty) Ltd
Constitutional Hill Development Company (Pty) Ltd
Joshco JV

Figures in Rand 2010 2009

Related party balances

Amounts included in Loans, Trade and other receivables regarding
related parties

City of Johannesburg Metropolitan Municipality 4163579

Amounts included in Loans, Trade and other payables regarding
related parties

Johannesburg City Parks 4 469 13520
Related party transactions

Sales to related parties
City of Johannesburg Metropolitan Municipality (Municpal grant) 24 104985 67 475 000

Purchases from related parties
Johannesburg City Parks 22 260 19 158

23.GOING CONCERN

The annual 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.

The ability of the company to continue as a going concern is dependent on the City of Johannesburg continuing to provide
funding.

The City of Johannesburg Metropolitan Municipality provided an operating subsidy of R24.1 million (2009: R22.4 million).
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Johannesburg Tourism Company (Association Incorporated under section 21)
(Registration number 2003/008973/08)
Annual Financial Statements for the year ended 30 June 2010

Notes to the Annual Financial Statements

24.EVENTS AFTER THE REPORTING DATE

Management are not aware of any matter or circumstance arising since the end of the financial year.

Figures in Rand 2010 2009
25.IRREGULAR EXPENDITURE
Reconciliation of irregular expenditure
Unauthorised expenditure current year 83 300
Details of irregular expenditure - current year
Disciplinary steps taken/criminal proceedings
Consulting fees incurred without obtaining 3 No steps were taken as the incumbent has left 35190
quotations as required by Supply Chain Policy the company
Economic impact assessment for Miss World No steps were taken as the encumbent has left 48 110
2009 the company
83 300

26.RECONCILIATION BETWEEN BUDGET AND STATEMENT OF FINANCIAL PERFORMANCE

Reconciliation of budget surplus/deficit with the surplus/deficit in the statement of financial performance:

Net deficit per the statement of financial performance (3 759 882)
Adjusted for:

Revenue (1 806 282)
Miss World Sponsorships 30 726 639

Miss World expenses
FIFA Campaign income
FIFA Campaign expenses
Kick-off celebration
Operating expenditure

(19 426 796)

(1 167 049)
27.ACTUAL OPERATING EXPENDITURE VERSUS BUDGETED OPERATING EXPENDITURE

Refer to Appendix A for the comparison of actual operating expenditure versus budgeted expenditure.

(13 208 489)

475 460

(29 979 166)
35639 675
(6 236 534)
830 117
839 786

7 072 520
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Johannesburg Tourism Company (Association Incorporated under section 21)

(Registration number 2003/008973/08)
Annual Financial Statements for the year ended 30 June 2010

APPENDIX A for the year ended 30 June 2010

Actual Original Variance Explanation of
Balance Budget (O00's) Significant
(O00's) (O0O0's) Variances
greater than
10% versus
Budget
Var
Revenue Operating grant 24 105 24 105 (30 727) (85.4)
Miscellaneous other revenue 5273944 36 000 44 4.9
Miss World Other income 900
Other income 10 881 2 600 8 281 318.5
Interest received 117 465 (348) (74.8)
10998 3065 7933 258.8
Total Revenue 41 320 64 070 (22 750) (35.5)
Expenses
Employee related costs (9173) (11 449) 2276 (19.9)
Depreciation (2 935) (1062) (1873) 0.1
Repairs and maintenance (159) (308) 149 11 (0.7)
Finance costs (249) (260) 19 340
General expenses (31 651) (50 991)
(45 080) (64 070) 18 990 (0.12)
Operating profit (3 760) - (3 760) -
Other revenue and costs
Net surplus/ (deficit) for the year (3 760) - (3 760) -
Taxation - - - -
Profit /(Loss) for the year (3 760) - (3 760) -
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SECTION SEVEN: FUNCTIONAL AREA SERVICE DELIVERY REPORTING

CONVENTION & EVENTS BUREAU

The main focus areas for the daily operations of the Convention and Events Bureau are to:

e Source leads that require bidding and tendering on the international and domestic markets for events and
conferences that could potentially be hosted in Johannesburg.

o Assist partner role players with their bids to ensure that Johannesburg secures the convention/event.

e Conceptualise and manage delegate boosting promotional activity for Associations and other institutions that
will ensure increased numbers of delegates attending the event.

o Identify relevant international trade shows to attend with the view of obtaining leads, meeting potential clients
and marketing Johannesburg as an ideal international conventions and event destination. This is achieved
through the creative activation of our brand at these trade shows.

e Use MICE (Meetings, Incentives, Conferences and Events/Exhibitions) to increase Johannesburg’s tourism
market share.

e Annual collation of international meetings and conference figures for submission to ICCA (International
Congress and Conventions Association).

HIGHLIGHTS (Summary):

The Convention & Events Bureau enjoyed an extremely busy first quarter [July to November 2009], with the
core objectives as follows:

e Successful management, logistics, marketing and implementation of the Miss World 2009 Pageant [which
took place on 12 December 2009, but saw the arrival of the 112 participants on 12 November 2009].

o Integration of the Destination Marketing Department into the Convention and Events Bureau, to ensure a
more streamlined and cost effective approach to JTC’s objectives.

e Leveraging of ICCA membership, (International Convention and Congress Association) to ensure that the
Africa Chapter of ICCA is stronger and better defined - and has a permanent seat on the ICCA Board, as
opposed to being categorised as part of Africa/Middle East; collated data submitted to ICCA. Due to this
membership, Johannesburg climbed the international ICCA rankings by 33 positions — from 153 to 120.

e Formation of JAMMS (Joint Associations Members’ Meeting). Johannesburg Tourism Company was
instrumental in the formation of JAMMS, a networking forum comprising SAACI, FEDHASA, GATOA and
SATSA members. More importantly, it's a strategic platform for JTC to drive a common agenda for growing
tourism and related industry strategies.

e A very active Destination Marketing Programme, which included representation at national and international
shows and exhibitions (listed below), as well as successful Spring and Winter Campaigns - the latter taking
place during the 2010 Soccer World Cup, which resulted in unprecedented media interest in Johannesburg.
As documented later in the reported some of the quality media exposure included interviews with the JTC
CEO on the Fox network, Sky News, CNBC and Al Jazeera.
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SCOPE OF WORK IN SUMMARY::

Domestic bids won

Quarter Event Timing
Quarter 1 Cricket South Africa Annual Conference August 2009
Quarter 2 African Medical Conference January 2009
Quarter 3 ICCA Africa Chapter Meeting February 2010
International bids won
Quarter Event Timing
Quarter 1 Africa City Mayors’ Indaba October 2009
Quarter 1 World Maths Day March 2010
Quarter 1 Africa & Media Broadcasting Congress November 2009
Quarter 4 The World Information Technology and Services | November 2010
Alliance (WITSA) Board Meeting
Quarter 4 Architecture ZA 201 September 2010
Quarter 4 International Sports Tourism Conference July 2010
Bids jointly won with partners
Quarter Event
Quarter 1 Cricket South Africa, the ICC Conference August 2009
Quarter 3 Solar World Congress October 2009
Quarter 3 Mega Media Ad Expo March 2010
Quarter 4 World Travel Awards Africa and Indian Ocean | July 2010
with World Travel Awards
Exhibitions — International
Quarter Event Timing
Quarter 2 World Travel Market November 2009
Quarter 2 ICCA October/November 2009
Quarter 2 FIT - International Tourism Trade Fair of Latin | November 2009
America
Quarter 3 Meetings Africa February 2010
Quarter 4 Indaba May 2010

Conferences and events hosted by the City of Johannesburg
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Quarter Event Timing

Quarter 2 94.7 Cycle Challenge November 2009
Quarter 2 SARCDA Christmas Expo November 2009
Quarter 2 Pan African Health Expo November 2009
Quarter 2 African Mayors’ Conference October 2009
Quarter 3 Propak Africa Audi Fashion Week January 2011
Quarter 3 Homemakers’ Expo November 2010

Implement and activate brand and marketing strategy

Quarter 1 | A seasonal marketing strategy was developed and launched with a spring campaign [“Get

Spring Fever in Joburg”] in September 2009

Quarter 3 | “From Full Time to Party — Joburg Rocks!” Winter Campaign launched at Indaba in May

2010, to coincide with 2010 Soccer World Cup spectacle taking place in SA from 11 June to
11 July 2010.

Rights packages secured to Signature Events

Quarter 1 | Soweto Festival

Quarter 1 | Sanlam SA Fashion Week

Quarter 4 | Rights Packages Secured during the World Cup period addressed separately below

(Highlights: Detail)

The development of attractive inbound travel packages specific to signature Joburg events

Quarter 1 | Joburg Shopping Festival (in conjunction with various African airlines and SAA)

Quarter 2 | Julia’s Tours Buenos Aires

Stage international PR events and brand activations

Quarter 1 | Participation in the African Roadshow (Kenya, Nigeria & Angola) with SA Tourism

Quarter 2 | Meeting facilitated for Miss World Contestants with President Jacob Zuma

Quarter 2 | Miss World Dinner at World Travel Market

Stage domestic PR events and brand activations
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Quarter 1 | Media and stakeholder launch of Spring Campaign

Quarter 1 | Media and stakeholder launch of Joburg Shopping Festival

Quarter 1 | Exhibition stand at SA Sanlam Fashion Week

Quarter 2 | Complimentary SABC Radio and TV Package for Miss World

Quarter 2 | Dedicated e-marketing campaign for Miss World

Participation in international exhibitions

Quarter 2 | TTG with SAT ltaly

Quarter 2 | FIT South America in conjunction with SA Embassy in Argentina

Quarter 2 | World Travel Market

Participation in domestic exhibitions

Quarter 1 | Soweto Festival

Quarter 3 | Meetings Africa

Quarter 4 | Indaba

Publication of all key marketing and tourism information brochures

Quarter 1 | Spring Campaign Brochure

Quarter 1 | Joburg Shopping Festival Brochure

Quarter 2 | Miss World Brochure

Quarter 4 | From Full Time to Party Time Joburg Rocks Marketing Collateral

Quarter 4 | Joburg Ultimate Maps and Guides

Conduct National Road Shows and Familiarisation Trips

This includes the hosting of prestigious journalists and publications located in our core international markets.
The positive press and media reports that are generated from the successful hosting of these delegations
greatly assist in repositioning Joburg as a brand and destination — addressing misperceptions of safety, security
and general tourism appeal.

Quarter 2 | UK Thomson Media

Quarter 2 | Argentina Media — visiting tourist attractions in Joburg for promotion in Argentina.

Quarter 3 | Destiny Magazine (February 2010 issue) CEO Lindiwe Kwele interviewed about the 2010
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FIFA World Cup

Quarter 3 | JTC and South African Tourism (France) hosted the French publication, Voyages d'Affaires

Quarter 3 | Group of 20 comprising Russian media and travel agency representatives from Latvia

Quarter 4 | Media hosted during the World Cup period addressed separately below (Highlights: Detail)

Implementation of approved 2010 Tourism Marketing plan

e Tourism Marketing Plan approved by the Board of JTC and the Mayoral Committee.

Conferences and Clients assisted and facilitated by JTC CEB include:

e Africa Media and Broadcasting Congress 2009

This is a dedicated forum where key stakeholders gather to share knowledge, network and find solutions that
enable participants to maximise revenues and profitably leverage emerging markets. JTC provided
brochures and assistance.

o Africa Cities Mayors’ Indaba

JTC played an active role in the Africa City Mayors’ “Indaba” that took place from 7 - 9 October 2009 at the
Gallagher Convention Center. JTC’s participation included:

- assisting the organizer with the Opening Function
- co-hosting the event

- providing a “Welcome to Joburg Desk”

- providing literature and

- assisting with the airport welcome.

This conference was expected to attract approximately 2 000 participants from across Africa, as cities and
towns in Africa prepare to host the world during the 2010 World Cup. However, only 800 delegates attended this
event.

e World Solar Congress

The City of Joburg hosted the ISES Solar World Congress 2009 and Renewable Energy Expo, with the
theme “Renewable Energy Shaping Our Future”. The forums and meetings focused on developments and
future opportunities for the use of renewable energy. The event included a significant business-to-business
exhibition that focused on solar, renewable, sustainable, alternative and efficient energy resources, products,
and services.

Johannesburg Tourism Company partnered with the Sustainable Energy Society of Southern Africa, as well
as The Foundation for Professional Development host the Congress in Johannesburg. More specifically, JTC
as part of the initial bid criteria, hosted a gala dinner for the delegates.

e Chinese Delegation

The City of Johannesburg Audit Committee hosted a Chinese delegation of 20 for information and best
practice sharing sessions. JTC was approached by the City to address the group, to provide content on
Joburg City, as well as sharing the City’s 2010 plans.
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Income Streams

Understanding the importance of securing both financial and “in kind” support from the industry, JTC achieved the
following cash and in-kind sponsorship to the value of R10 million during the first quarter of the 2009/2010 year:

e Hyatt Hotel hosted a function for a Brazilian delegation to the value of R40 000.
e Brand House donated products for “Joburg Africa at its Best” to the value of R200 000.

e Sandton Convention Centre covered catering costs to the value of R100 000 during “Joburg Africa
at its Best”.
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e Oasys Innovations sponsored all infrastructure required for the Spring Fever launch and supplied
stands at participating events (over a three month period), to the value of R150 000.

e SAT sponsored an international destination advert for JTC, valued at R80 000.

e Complimentary stand space was negotiated at SA Sanlam Fashion Week, valued at R40 000.
e Gauteng Tourism Authority co-hosted an ICCA function with JTC — valued at R30 000.

e Wits University produced a map showing heritage sites in and around the Wits precinct.

CONFERENCE & EVENTS BUREAU - SCOPE OF WORK & HIGHLIGHTS

His Excellency, President Jacob Zuma in a group photo with the Miss World Contestants at the Presidential Guest
House in November 2009.

President Jacob Zuma met the 112 Miss World contestants on Friday, 20 November 2009, the Presidential
Guest House in Pretoria to wish them well in their preparations for the Miss World Final at Gallagher Estate

Addressing the contestants, ahead of meeting each one of them individually, President Zuma remarked that
despite the gloomy weather he extended a warm welcome and pointed out the valuable role they have to play:
“The Miss World Contest brings nations of the world together and is an important platform for promoting unity
and togetherness amongst all of us. There are many challenges facing the world such as poverty, disease and
conflicts. Our Miss World contestants and national queens can play an important role in raising awareness
about these ills and promote action for peace, love, togetherness and prosperity. This contest also promotes
economic activity, especially tourism, amongst world nations and encourages people to people contact and co-
operation.”

For the contestants the Presidential meeting was the highlight of their South African trip.
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Lindiwe Kwele Chief Executive Officer (JTC) meets with President Jacob Zuma

Donation by City of Johannesburg through JTC to Tebogo Children’s Home for the Disabled

Thanks to the City of Johannesburg and JTC, and as a result of Miss World 2008, the Tebogo Home for
Disabled Children in Orange Farm was the recipient of much-needed, highly specialised medical cot beds
valued at over R500 000.

The Tebogo Home for Disabled Children was founded in March 1990 by a group of parents of children with
disabilities. Licensed by the Department of Health to cater for children with severe intellectual disabilities, the
home caters for 35 children between the ages three and 18, providing stimulation therapy and life skills. Most of
the children at the home were abandoned by their parents because of their disabilities. The vision of the Home
is to maximise the children’s potential and ability to function independently.

This donation was made possible through the ‘Miss World Beauty with a Purpose’ initiative, which is the
Corporate Social Investment arm of the Miss World Organisation, responsible for raising funds for charity
projects around the world. The allocation of the resources from last year’s event was done through the City of
Johannesburg’s Department of Economic Development, in conjunction with JTC.
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CSl: On behalf of the City of Johannesburg, JTC CEO Lindiwe Kwele (far right), formally donated medical cots to the Tebogo
Home for Disabled Children in Orange Farm

Beauty With A Purpose is the cherished theme of Miss World and embodies the true spirit of the title by helping
disadvantaged children all over the world. One recent project is the Tebogo Home for disabled children in South
Africa.

Tebogo Home for disabled children was founded ten years ago by a group of parents who had children with
disabilities. Set in Orange Farm, one of Johannesburg’s poorest areas, the home is licensed by the Health
Department to care for children between the ages 3 and 18 years.

Through Miss World’s Beauty With A Purpose the home was provided with much needed, handmade,
specialised medical cots in February this year.

Tebogo Home Director Phindile Dlamini said “These cots will make an enormous difference in the lives of both
the children and the staff. It is an answer to our prayers. We had a shortage of beds and those we had were
Ol .”

DESTINATION MARKETING

Key highlights for destination marketing during the past year include activations undertaken at World Travel
Market (WTM) London, the South African activation in South America in partnership with the South African
Embassy, and the Italian Road show in partnership with South African Tourism.

Also a key highlight was the conceptualisation and management of the first seasonal campaign for
Johannesburg - “Get Spring Fever in Joburg” Campaign.

In order to capitalize and aggressively leverage off the events taking place in Joburg during the months of
September to November 2009, Johannesburg Tourism Company launched a Spring Campaign, which was
conducted in partnership with Joburg-based event organizers. Established to promote a plethora of events
taking place in the city under one umbrella - this first seasonal campaign for Joburg was extremely successful —
also serving to instill civic pride and awareness.
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The campaign was promoted in Durban and Cape Town to enable more people travelling from these areas to
attend the events in Joburg. Activations included a billboard and newspaper insert in Durban to draw additional
tourists to Joburg.

The events included:
- Joburg Shopping Festival
- Joburg Arts Alive International Festival
- The Standard Bank Soweto Wine Festival
- Sanlam SA Fashion Week
- Soweto Festival
- Taste of Joburg
- RMB Winex

- Soweto Beer Festival

Marketing Elements

e Spring Fever campaign brochures: distributed at all major toll roads, hotels, tourist attraction offices,
information centres and also at shopping centres in Joburg.

e Branded A4 Folders.

e Branded Pull Up Banners.

e Highway Billboards — Durban.

e Radio interview with Gauteng-based youth radio station, YFM was conducted to promote and create
awareness about the Spring campaign. The radio station has an estimated 1,429 million listenership in the
Gauteng Region.

e Radio campaign using 30 second commercials on Metro FM and 702 East Coast Radio to attract tourists to
Joburg.

e Website: Joburg Tourism Company link to all participating event partner websites.

e Print Supplement in the Durban Mercury and Daily News newspapers, promoting the campaign and Joburg
as a destination.
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Spring Campaign leaflet

RMB WineX 27-30 October FNB Whisky Live Festival
Don't miss this year's WineX at the Sandton Convention Centre 11-14 November

Come and meet local and international winemakers, taste
their current releases and learn about the latest trends in
winemaking, glassware, coolers (nome storage) and wine
racks. Sponsored by Rand Merchant Bank, WineX is the premier
public event on South Africa’s national wine calendar and
draws thousands of wine enthusiasts every year,

Billed as the biggest and most exciting whisky festival in the
world, the FNB Whisky Live Festival will showcase over 180
local and international whisky brands, new whiskies being
launched into the South African
market, and an eclectic mix of
whisky lifestyle premium
products. Providing an accessible
forum for both the novice and
connoisseur 10 sample and learn
about whisky will continue to
be the main focus of the event
Dedicated whisky workshops
where international master
distillers/ambassadors host whisky tastings in private venues
will also be held. No persons under the age of 18 allowed.

1 S

“w

Visit: www.winex.co.za

Soweto Beer Festival
30 October-1 November

Visit: www.whiskylivefestival.co.za

I

The Soweto Beer Festival is the longe unning and biggest
entertainment event in Soweto! Come enjoy local and imported
beers (more than 40 types), as well as Soweto-style cujsine
and lively music by Soweto's top DJ's and bands.

Visit: www.sowetobeerfestival.co.za

195 Jan Smuts Avenue
Ground Floor
Grosvenor Corner
Parktown North

2193

Tel: +27(0) 11 214 0700
Fax: +27(0) 86 520 0713
Info Line: 0860 333 999

W joburgtourism.com

]oY)Urg

2 world class African city

www.joburgtourism.com

- —

The Standard Bank Soweto
Wine Festival 4-5 September

The 2009 Standard Bank Soweto Wine Festival
is the perfect opportunity for SADC buyers,
consumers and retailers alike to shop for South
African wines in bulk. The Cape Wine Academy
(founders and organisers of the event) aims to
increase the footprint of South African wine
consumption and increase retail sales for their
wine estate exhibitors. The Soweto Wine Festival
is logistically set up to manage multiple bulk
wine orders direct to door.

Joburg Shopping Festival
1-30 September

The very first Johannesburg Shopping Festival has a world-
class shopping experience in store for you! With fabulous
promotions and events scheduled all month long across the
city, it promises to be the biggest shopping celebration Africa
has ever seen

Participating shopping malls
Brightwater Commons, Oriental Plaza, Fourways Mall,
Montecasino, Village Walk Shopping Centre, China Mall, The
Zone at Rosebank, Westgate Shopping Centre, Northgate Mall,
Southgate Mall, Trade Route Mall, The Boulders Shopping
Centre, Jabulani Mall, Maponya Mall, Walter Sisulu Square,
The Carlton Centre, Festival Mall, Key West Shopping Centre,
Southgate Value Market, selected stores in Eastgate Shopping
Centre,

Visit: www.sowetowinefestival.co.za

e~

Visit: www.jsf2009.com

Sanlam SA Fashion Week
16-19 September

The 13th Sanlam SA Fashion Week is a four-
day exhibition where 120 designer labels
will sell the first of their new Summer ranges
to the public and 35 designers will show

their latest Collections. See and be seen
at any of the 22 runway shows;
rub shoulders with celebrities, fashionistas,
models and designers; and experience the
thrill of buying a one-off garment,
accessory or outfit before it hits the stores

Arts Alive 3-27 September

The 2009 Joburg Arts Alive International Festival is full to the
brim with shows, exhibitions, festivities and performances
that reflect the city's diverse, multicultural make-up. The
exciting lineup includes 35 music performances, 11 dance
shows, 10 theatre pieces, 17 visual arts events and 5 film
elements, as well as a myriad of additional events.

Visit: www. k.co.za

24-27 September

| Now in its fifth year, the Soweto Festival,
| held at the University of Johannesburg
Soweto Campus, is the biggest event of its
| kind in the country and has something for
| everyone, including a leisure and lifestyle
oINS | expo featuring 250 exhibitors and a full
e programme of music, dance, storytelling

Soweto Festival

Visit: www.artsalive.co.za

Taste of Joburg
30 September-4 October

Taste of Joburg is an amazing five-day celebration of fine food
and drink, set at the spectacular Montecasino Outdoor Event
Area. This year, 16 of Joburg's top restaurants and chefs will
be serving a stunning selection of sample-sized signature
dishes to Taste of Joburg visitors. Come celebrate the best
that Joburg has to offer at this simply delicious event

Visit: www.tasteofjoburg.com
taste
taste

of Jo’burg

—

Soweto Food Festival  1-4 October
The first ever Soweto Food Festival is set to be a spectacular
display of the best-loved traditional dishes and fast foods
from ekasi (township), as well as dishes from other African
and international countries. Some of South Africa‘s best chefs
will be showcasing their skills and sharing their love of food
at the main interactive chefs’ kitchen, which will serve as one
of the festival’s main attractions. Also featured are wine,
whisky and beer tastings.

Visit: www.sowetofoodfestival.co.za

Sowei®

food festival’s wera et

81




The Spring Fever Launch

The launch of the campaign was well attended by more than 100 members of the press, media and

tourism stakeholders.
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SA Tourism East and West Africa Trade Shows

JTC successfully participated at the South African Tourism East and West Africa Trade Shows that took place
from 17 to 22 July 2009 in Kenya and Nigeria.
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This is a South African Tourism initiative where provincial and regional tourism authorities are provided with
platforms to interact face-to-face with some 80 key travel trade agencies and media partners per day in two (2)
cities - Nairobi and Lagos. This initiative was JTC’s second foray into the continent with SAT’s logistical
support. It should be seen as a means to create additional platforms whereby CoJ, in partnership with JTC, can
embark on independent road-shows in these markets.

Aimed at educating trade partners, this workshop featured a full day working session where travel agents and
tour operators were advised on ways of increasing business and leisure traffic to South Africa — and
Johannesburg in particular.

Johannesburg Tourism Company’s association with this event is founded on its marketing strategy (2008-2011),
which clearly identifies the African continent as a market that requires more significant investment from JTC.
This strategic direction is informed by the anticipation that tourism growth within the continent will be intra-
continentally driven — with arrivals from Africa currently accounting for some 70% of all arrivals to South Africa.

Furthermore, the continental market - though lower in average spend - is higher in volumes. This market is
crucial for Johannesburg as it is the key source market for the "retail tourist" or "cross border shopper." Retalil
tourism pertains to visitors from other countries who enter South Africa for the express purpose of purchasing
goods and services. It is estimated that a million visitors a year arrive by both air and land to shop in Joburg,
resulting in a contribution of over R8-billion to the local economy. About 750 000 of the million retail tourists are
those who purchase not for personal consumption but for trading purposes - reportedly spending more than R6
billion a year in the city.

Soweto Wine Festival

JTC actively participated at the Standard Soweto Wine Festival that took place on 4 and 5 September 2009 at
the University of Johannesburg in Soweto.

This Festival is a partnership with Standard Bank of SA and the Cape Wine Academy. Joburg Tourism
Company used the opportunity to exhibit at the festival and to interact with about 5000 visitors. The platform
was used to promote Joburg and its surroundings as a lifestyle and leisure destination of choice, while
popularizing the “Get Spring Fever in Joburg” Campaign.

The Standard Bank Soweto Wine Festival statistics (supplied annually by wine.co.za since 2005), indicates
collective growth in wine education, wine consumption and purchasing price decisions within the black middle
class visitors at the festival.

There has been a steady increase in festival numbers since 2005, when the first festival — held over three days
at the Ubuntu Kraal in Orlando West - was attended by 1500 visitors with 82 wineries exhibiting. In 2006, the
festival moved to the present premises at the University of Johannesburg; 88 wineries exhibited and 3000
visitors attended. By 2008 the numbers had swelled to 4635 visitors and 103 participating wineries.

The 2009 Wine Festival, themed “Soweto Loves Wine” saw figures soaring to 5 520 visitors, an increase of
nearly 1000 on the previous year. There was also an overwhelming response by both local and international
media. With over 160 media attending the event, every major South African newspaper and TV channel was
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represented. International representation came from Japan, Belgium, Spain, France, EFE and Reuters to name
but a few.

VIP Brazilian Delegation

Johannesburg Tourism Company was approached by the Brazilian Embassy Secretary Mr. Fernando Sena,
requesting assistance with the hosting of a Brazilian delegation, who were visiting South Africa to learn as much
as they could from our experience regarding Soccer World Cup 2010 preparations, while also formulating a co-
operative tourism marketing strategy between the two destinations.

This visit was extremely successful and long term relationships have been developed.

The Brazilian delegation was extremely high profile and included:
e  Governor Blairo Maggi (Head);
e  First Lady Terezinha Maggi
e  Military Affairs Adviser, Alexander Maia
e  Civil Affairs Adviser, Eumar Novack
e  Secretary for Planning, Yenes Magalh&es
e  Secretary for Finance, Eder Moraes
e  Secretary for Sport, Joaquim José de Souza Filho
e  Secretary for Tourism, Yuri Bastos Jorge
e  Mayor of Cuiabé City, Wilson Santos
e  Mayor of Varzea Grande City, Murilo Domingos
e  Secretary for Infrastructure, Vilceu Marchetti
e Assistant Secretary for Infrastructure, Jean Martins e Silva Nunes
e  Secretary for Environment, Adilson Sachetti
e  Secretary for Justice and Safe and Security, Diogenes Curado Filho

e  Secretary Fernando Sena, Embassy in Pretoria

TTG Plus South Africa Workshop 2009

Invited by the South African Tourism office in Italy to participate, SAT hosted this event from 16 — 18 October
2009, with the aim of training Italian travel agents about South Africa and its leading products and destinations.
Johannesburg Tourism Company’s participation at this event is aligned with its mandate to promote tourism
growth to the city by positioning Joburg as the premier and world-class business, leisure tourism and mega
events destination in Africa. The event provided a platform to interact face to face with leading Italian operators,
travel agencies and trade and consumer media stakeholders.

Objectives included:
e Increasing the profile of Johannesburg as a business, leisure, sport and lifestyle destination to both the

media, and the Italian tourism trade industry.
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e Exposing ltalian tour operators and agents to Joburg’s products and to

e Reinforce JTC’s quest to position the city as a sought-after destination for the Italian market.

This three day event comprised an interactive South African training and business networking experience. In
addition, this platform was used to market and position Johannesburg as a “2010 Host City” destination. This
trade workshop not only ensured considerable visibility for our destination, it also served to highlight the serious
dynamics facing the tourism industry due to price fixing, rendering South Africa unaffordable. As the ltalians
are a core source market for Joburg, this direct interaction with the leading tour operators proved to be
invaluable.

. SUBRER|CH
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JTC CEO - Lindiwe Kwele at JTC’s stand at TTG Italy

Highlights

JTC conducted interviews with sport and trade media where a 2010 messaging was reinforced.

World Travel Market (WTM) Exhibition (9 — 12 November 2009)

Attending the four day World Travel Market (WTM 2009) - one of the travel sector’s leading shows for the travel
sector - offers enormous opportunities for meeting the international travel trade industry.

The JTC Marketing Plan segments target markets according to the major source markets of South Africa in
general. The British outbound market is South Africa’s largest source market outside the continent, contributing
over 500,000 arrivals into the country per annum.
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In 2009, the WTM exhibition attracted more than an estimated 48,000 visitors, including approximately 4000
media from over 200 countries.

JTC works to claim a sizeable amount of the arrivals from the UK market by eliminating perceptual barriers that
inhibit travel and showcasing the key differentiators of the destination.

The UK’s status as a major soccer supporting nation and the attendance of WTM by an estimated 4000 media
representatives from over 200 countries were key rationales to the official launching of the Miss World 2009
Pageant (in Johannesburg) and Joburg’s 2010 FIFA World Cup Host City state of readiness press meetings at
WTM.

The exhibition generated a positive predisposition with the world travel and tourism press regarding the
capability of the CoJ to successfully host a unique African FIFA 2010 World Cup, as well as the Miss World
2009 Beauty Pageant for the second time.

The key objective of JTC’s participation at WTM was to showcase Johannesburg as a cosmopolitan, modern,
lifestyle, sporting, business and leisure tourism destination to the international market.

As with all exhibitions, this platform was used to leverage the destination brand and change perceptions about
the city as a leisure destination, in order to ensure that Joburg is included on itineraries for tours and
programmes. It is at exhibitions of this nature that JTC secures meetings with peer organizations globally, while
also achieving best practice-sharing and negotiating joint marketing activities.

Moreover, the databank (comprising tour operators, media and travel professionals), grew by 10% compared to
the previous WTM exhibitions attended, due to the high interest in the 2010 FIFA World Cup — and the fact that
as the premier Host City, Joburg would be hosting 30% of the games, along with the opening and closing
ceremonies at the Soccer City Stadium.

Additional Activations to leverage the “Joburg” brand at World Travel Market (WTM)

World Travel Market Activation with Miss World
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Miss World Charity Dinner held in London on 9 November 2009 with JTC CEO Lindiwe Kwele

Charity work is integral to the Miss World ethos and part of the brief to contenders in each country is that they
volunteer their time or fundraise for charity. It is the enduring popularity of the Miss World pageant that has
helped spread the word and encouraged young women to get involved - as part of their bid for the title - in
activities that really can only make the world a better place.

A Miss World Beauty Pageant initiative, Beauty with a Purpose is also the name of a special annual award
programme that singles out and recognizes the Miss World contestant who has shown, through charitable work,
to have made a real difference to people in need in her homeland. As part of additional activations to leverage
the Joburg brand to its fullest at WTM in 2009, a Miss World Charity Dinner was held in London on 9 November,
while the JTC were attending this important travel industry show.

The contribution made on the evening complimented the “Beauty with a Purpose” programme, which raised £1
million to support surgical, nutritional and educational projects in Haiti, Palau, Philippines, Ghana and India - as
well as the Joburg-based Tebogo Care Home for Children. Founded in 1990 by parents living in Joburg, the
Tebogo Care Home for Children is a facility for children with special needs.
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JTC was able to attract the Miss World 2009 Contestants to the South African Pavilion at WTM, this created enormous

international media interest.

At the South African stand at WTM, Zakumi (the 2010 FIFA World Cup Mascot) posed for pictures and interacted with the
Miss World 2009 Contestants.

Latin American Tourism Fair — Buenos Aires (14 - 17 November 2009)

From 14 - 17 November 2009, Joburg Tourism Company participated at the Latin American Tourism Fair in
Buenos Aires, Argentina.

This was a joint initiative by the South African Embassy and the Department of Trade and Industry, whereby
provincial and regional South African tourism authorities were provided with platforms to interact face-to-face
with Latin American tourism representatives, including tour operators, hoteliers and the media.

In line with its Marketing strategy (2008 — 2011), JTC’s participation was aimed at interacting with clearly
identified international core markets which require more significant investment, including the 2010 FIFA World
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Cup qualifiers -. Argentina, Chile, Paraguay, Uruguay and Brazil. It was important that JTC participate in this
exhibition as part of its initiative to promote Joburg as South Africa’s leading Host City ahead of the 2010 FIFA
World Cup.

Assisted by the South African Department of Trade and Industry, the South African Embassy in Argentina were
part of 1700 exhibitors who participated at the International Tourism Trade Fair (FIT) held in La Rural, Buenos
Aires. Approximately 50 countries participated and South Africa utilised its stand to promote the country as an
attractive tourist destination, while also profiling the country’s readiness to host the forthcoming 2010 FIFA
World Cup.

FIT is considered to be one of the most important tourism trade fairs in South America, and it could be likened to
South Africa’s annual Tourism INDABA (which showcases the widest variety of Southern Africa's best tourism
products), as well as other international tourism fairs such FITUR in Madrid) and ITB in Berlin. Participants
included wholesalers, tour operators, carrier companies, hotels and accommodation service providers, event
organisers, official tourism organizations, travel agencies, convention and visitors’ bureaux and media
representatives. The South African stand at the FIT comprised various exhibitors from South Africa and from
Argentina who provided the visitors to the stand with a variety of tourist packages that those interested visiting
South Africa, especially within the context of the 2010 FIFA World Cup, could choose from.

S aescl SaTuolcsan

. The South African Stand at FIT 2009

International Tourism Trade Fair (FIT) (Buenos Aires, Argentina)

Scheduled Events & Highlights
e JTC conducted interviews with sport and trade media where 2010 messaging was reinforced.
e Inspite of controversies between agents and tour operators, JTC managed to engage agents keen to
sell Joburg and South Africa.
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FIT Open Day

The FIT was officially opened by Argentina’s Director of Tourism Mr Lic Carlos Gutierrez. His Excellency,
Ambassador of SA to Argentina Mr. Tony Leon visited SA stand and welcomed the exhibitors.

14 and 15 November were open days for the public and exhibitors had the opportunity to promote their
destinations on a one to one basis. Tourism media also visited the SA stand and conducted interviews with
various SA tourism officials.

FIT Tour Operators and Travel Industry Day

%0 FIFA WORLD CUP

SOUTH AFRICA

Promoting Joburg as a vibrant business tourism and lifestyle destination and leading Host City for the 2010 World Cup, JTC’s
Lumka Dlomo was interviewed by the Fox Sport Network TV Channel at the South African exhibition.
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Interview with Ms Ana Paternostro, conductor of Mapamundi TV programme in Argentina.

In addition to the marketing activation at FIT in Buenos Aires Argentina, Joburg Tourism hosted the EPG World
Film crew from Argentina from 11- 14 Dec 2009 in Joburg. The team were working on a South African
documentary for the Argentine market, to be flighted on an Argentinian TV channel prior to the 2010 FIFA World
Cup.

Meetings Africa (24 — 26 February 2010) at the Sandton Convention Centre

The Best Year Ever!

Johannesburg Tourism Company is a core partner of Meetings Africa, which has established itself as the
continent’s top business tourism trade show. The aim of Meetings Africa is to showcase conference, events,
incentive and business travel products and services on offer in South Africa to a global audience.

The ongoing, successful hosting of Meetings Africa is of enormous strategic significance to Johannesburg, in
order entrench the City’s position as the continent’s leading economic hub and business tourism destination.
Meetings Africa is the only event of its kind in Africa with a specific focus on showcasing products, destinations
and support services that fulfil the needs of anyone involved in planning and securing meetings, conferences,
events and incentives hosted in South Africa.

Adding to the profile of Meetings Africa 2010, was the United Nations World Tourism Organisation (UNWTO)
International Summit on Tourism, Sport and Mega Events, with CNN as the international media partner for the
event. The summit was aimed at providing a forum to consider the impact of mega-events, particularly sports,
culture, exhibitions and entertainment from a tourism perspective.
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To coincide with Meetings Africa, the Southern African Association for the Conference Industry (SAACI) and SA
Tourism (SAT) joined forces to improve their services to the South African meetings industry. The two
organisations signed a formal Memorandum of Understanding which will see them work even more closely to
ensure that Meetings Africa and the annual SAACI national conference form the cornerstones of the industry in
the future. This is of tremendous benefit to Johannesburg.

Meetings Africa grew exponentially in 2010. A total of 272 companies exhibited, an increase of 25% from 2009
(218). The number of registered attendees at Meetings Africa was 2634 — an increase of 19.4 % from 2009
(2206). Visitors (1755) increased by 28%; travel buyers increased by 48% and media increased by 20%. The
number of international media increased by 113% in 2010. The event also attracted in excess of 140
international buyers from 34 countries, as well as 300 local and national corporate and association buyers.

The growth at Meetings Africa is indicative of the continent’'s growth as a destination for International
Associations and Business travel. Put into perspective by Mr Marco von ltterzon (Director of Research at
ICCA), there are 8 962 international business development events worldwide and South Africa’s market share of
2, 5% is most definitely set to grow over the years.

It is estimated that 1 000 of the visitors travelled to Johannesburg specifically for the event, generating an
estimated economic benefit to the City of R3 million over the two day period.
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Meetings Africa: Overview of JTC’s Participation

As one of the key partners, JTC had a prime stand location within the exhibition; located close to the entrance, it
was the first stand that anyone entering the exhibition came into contact with.

The overall theme of the stand was to promote and convey Johannesburg’s readiness for the World Cup, whilst
reflecting our destination as a leading business tourism city.

Phelisa Mangcu, GM: Visitors Service Bureau being interviewed at the JTC stand

Ms Phelisa Mangcu, General Manager for Visitors Services Bureau gave an interview with CNBC Africa
Business Channel on 2010 FIFA World Cup developments in Soweto, as well as on how the World Cup will
contribute to the tourism sector in Soweto. The interview was covered on the CNBC Channel with an estimated
Public Relations value of R39 990.

As an added activation, JTC partnered with the Hyatt Hotel to provide an evening of networking between key

Johannesburg tourism stakeholders, as well as international and national buyers.

Meetings Africa : Highlights

Due to the T20 conference that was being held in conjunction with Meetings Africa, President Jacob Zuma
briefly attended the exhibition. Johannesburg Tourism Company was one of the stands that the President
engaged with.
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President Jacob Zuma talks with Marketing Officer Lumka Dlomo at the JTC stand

United Nations World Tourism Organisation — International Summit on Tourism, Sport and Mega Events

Meetings Africa has matured from small beginnings into a real powerhouse event. The inaugural United Nations
World Tourism Organisation (UNWTO) International Summit on Tourism, Sport and Mega events was held as
part of Meetings Africa in 2010. The aim of this Summit was to bring the global tourism community together
to share best practice and knowledge in order to ensure the successful hosting of mega-events - which will then
ensure higher levels of achievement, engagement and the resultant positive impact on the economy.

Formation of JAMMS (Joint Association Members’ Meeting)

Johannesburg Tourism Company is part of JAMMS - a networking forum comprising tourism and travel sector
stakeholders including JTC, SAACI, FEDHASA, GATOA and SATSA. The Joint Associations Members’
Meeting Sessions (JAMMS) was established with the objective of establishing closer working relationships
through a collaborative forum that will get all tourism stakeholders to meet, discuss and share common
challenges and experiences that the industry faces.

Formally launched during May 2010, this Forum gives JTC a unique opportunity to meet with all industry role
players on a regular basis in a formal environment. At this forum JTC will be able to achieve crucial industry
buy-in for all future campaigns, strategies, initiatives and partnerships.
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Revised Destination Logo

A report was submitted to the City of Johannesburg Mayoral Committee with a proposed destination logo in line
with the approved destination brand strategy - to position and entrench Johannesburg as a preferred, premier
destination brand in the global business and leisure tourism market place. This Report was approved subject to
approval being received on the logo by CoJ Marketing. This has now been confirmed by all relevant parties and

has been approved by the Mayoral Committee.

To capture higher market share and share of mind in both leisure and business tourism, Johannesburg has to
differentiate itself strongly from the clutter of international competitors and strong domestic rivals.

In differentiating the city, the diversity of the ‘brand experience’, its unique identity and personality has to be
amplified in a manner that will resonate positively within target markets. A key success factor for the branding
and marketing strategy of destination Joburg is the elimination of perception barriers e.g. safety and security

and to create a distinctive feature or logo that will be identified with the destination personality.

The new destination logo

__i_
oDHurg

The new destination logo depicts Joburg as the city that is able to compete with every other destination for its
share of the world’s business traveller and tourist. With JTC being the City’'s official Destination Marketing
Organisation, it is confirmed that the new destination logo be used solely within the destination marketing and

tourism sphere.

City Film

JTC partnered with CityFilm, a Dutch company specialising in marketing destinations through footage that is
distributed and shown on inbound airlines and in the leading hotels in the destination. This 20 minute
destination footage on Johannesburg showcases our tourism and lifestyle offering, including infrastructure,

cultural diversity, shopping, nightlife, entertainment and dining.

The film is presented by a national celebrity who escorts the viewer around Johannesburg during their weekend
trip. Everything Johannesburg has to offer is showcased in an informal, documentary-style format. Furthermore
activities beyond the city’s boundaries are highlighted, showing that in close proximity a visitor can escape the

city limits to view Africa’s Big Five.
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This film is currently being shown in the leading hotels of Johannesburg and on all KLM inbound flights, giving

visitors a glimpse of the diversions which await visitors in Johannesburg.

2010 FIFA SOCCER WORLD CUP - JOBURG GRABS THE LIMELIGHT

As part of the pre-World Cup campaign JTC, in collaboration with the City of Johannesburg’s 2010 Office - as
well as tourism and hospitality industry stakeholders - organised and executed the 100 days to kick-off
celebration, which took place in the format of a Street Party Celebration in Maude Street Sandton, on Tuesday 2
March 2010.

The core objectives of staging the 100 days to kick-off celebration were to:

¢ Increase the profile of Johannesburg as a vibrant, welcoming, leisure, sport and lifestyle destination to both
the media, and the soccer fans who would be attending the 2010 Soccer World Cup.

e Enhance the “You make Joburg Great” campaign as a core component of the JTC Domestic campaign to
enhance civic pride, and encourage all citizens to become Ambassadors for the City.

e Create an awareness of the state of readiness of the City of Joburg as the host city to over 32% of the
tournament fixtures during the World Cup.

e Demonstrate the enthusiasm of Joburg residents opening their hearts and homes to the hundreds of
thousands of visitors who would soon be arriving to support the world’s greatest sporting event.

¢ Reinforce the brand of “World Class African City”

The official national activation took place in Durban and the various provinces were also tasked to submit their
activation initiatives as satellite events to link up to the official activation.

The Johannesburg Tourism Company, CoJ 2010 Office and Sandton Convention Centre teamed up to host the
“Street Party” celebration on Maude Street in Sandton, with a VIP area located inside the Sandton Convention
Centre. Invited guests included members of political committees, CoJ officials, JTC Board members, corporates
and the media. The celebration was free and open to all members of the public, as well as school children from
disadvantaged backgrounds.

Numerous sponsors were brought on board to add muscle to the initiative, which included a variety of activities
and celebrations - from flying the South African flag, singing the national anthem, blowing vuvuzela’s, dancing
the diski dance and donning Bafana Bafana T-shirts - to treating guests to the traditional South African braai.
The crowds came in droves to celebrate the milestones achieved by the City of Joburg in the countdown to this
momentous occasion.

The City of Joburg’'s MMC for Transport, Ms Rehana Moosajee, opened the event, outlining the significant
milestones the City had achieved in preparation for the FIFA Soccer World Cup. The City’s “You Make Joburg
Great” campaign formed a key part of the activation, highlighting the warmth and hospitality of Joburg’s vibrant
residents and the welcome which awaited the visitors.
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Down in the Streets of Sandton on Tuesday, 2 March 2010 — some of the action at the Street Party Celebrating 100 Days in the
Countdown to 2010 Soccer World Cup

“You make Joburg Great!”

As part of the CSI element, the City of Joburg 2010 Office invited 200 school children from a home for children
and Sizwile School for the Deaf to share in the festivities.

School children from Sizwile School for the Deaf

The following Joburg-based artists provided world—class entertainment on the day on a complimentary
(sponsored) basis:
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- Drum & Rhyme

- Lungi Naidoo

- Watershed

- Lulu Dikana

- Khanyo Maphumulo
- Buffalo Souljah

- Camagwini

- Thabo Mdluli — National Anthem

There were celebrity appearances by:

- Steve Hofmeyer
- Elsie — 7de Laan
- Soccer Legends
- Lupi Ngcayisa — MC (Metro FM)

Steve Hofmeyer — teaching crowds the diski dance

Different sponsors were invited to be part of this initiative to alleviate budgetary constraints the organisers faced.
Sponsorship amounted to over R500 000 and sponsors included: -

Spar Supermarkets — provided 3 000 complimentary wors and steak rolls, and the catering for the VIP’s.
Shattered Glass — built the stage and provided all of the Audio Visual equipment for the event.
Oasys Innovations — provided all of the street furniture for the event, and managed the logistics and site

plans.
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- Sandton Convention Centre — provided the venue for free and facilitated the road closures, and staff

capacity to assist.

- Springbok Atlas — provided the coaches to transport the children.

- Yvette Mason Company- facilitated and managed the complimentary appearance of artists and celebrity

guests.

The event was captured in the following media platforms:

SABC News

SABC 1

SABC 2 Morning Live

CNBC Africa

E-TV

Radio Stations (including 94.7, 702, Jacaranda, YFM, Metro)

Print Media (including Sowetan, Citizen, Star, Community newspapers, Big Media)

Variety of international media

International Press Coverage:

Africa: Local Press Coverage:
Angola The Good News
Namibia Shell

Lagos, Nigeria Totally Mad

Egypt City of Johannesburg
Sud.an. The Citizen

Ethiopia Biz Community

Dakar . Tourism Update
Mozambique Shine 2010 (FNB)
Kenya
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International:
FIFA.com website
Netherlands
China

Bangkok
Zimbabwe
Singapore
France
Mauritius
Washington D.C
Malaysia
Jakarta

Canada
Montreal

Arabia

United Kingdom
India

Brunei (Borneo)

Sandton Convention Centre
The Voice of the Cape

SA Government

South Africa.info

Joburg Tourism

Sowetan

The Portfolio Travel Blog
The Skills Portal

Media Club South Africa
Eye Witness News

Lesedi Fm

Just Curious

Sandton Central

Jacaranda 94.2

Bellville.org

Sandton Tourism Association

Broadcast Values:
SABC 2 (English) - Medium

Morning Live

World Cup 2010 100th day celebration - New
Nino Zama is broadcasting live from Maud Street in Sandton where some of the celebrations are

taking place to mark the 100 days to the FIFA 2010 Soccer World Cup.
(Int:) Lindiwe Kwele - CEO: Johannesburg Tourism Company

Mention: Sandton Convention Centre, HHP, Meetings Africa, Martinus van Schalkwy, T20

International Summit
Duration : 00:04:37

AVE : R 138500.00

SABC 2 (English) - Medium
Morning Live

02 Mar 2010 07:16:44

World Cup 2010 100th day celebration - Continue

Nino Zama is broadcasting live from Maud Street in Sandton where some of the celebrations are
taking place to mark the 100 days to the FIFA 2010 Soccer World Cup. Watershed will perform later.
(Int:) Nino Zama - Morning Live Producer

(Int:) Karin White - Sandton Convention Centre

Mention: South African Tourism, Johannesburg Tourism Company

Duration : 00:04:12 AVE : R 126000.00

SA fm (English) - High
Morning Talk 02 Mar 2010 11:12:10
You Make Joburg Great event - New

The Johannesburg Tourism Company has organised a carnival under a theme called You Make
Joburg Great taking place in Sandton.
(Int)) Lindiwe Kwele - CEO: Johannesburg Tourism Company

Duration : 00:03:1 AVE : R 7363.00
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SuperSport Blitz (English) 10 Mar 2010 07:30:14

100 days celebration countdown - New

Insert on the 100 days celebration countdown before the staging of the 2010 Soccer World Cup at the
Sandton Convention Centre.

(Int:) Sibongele Mazibuko - Executive Director: 2010 City of Johannesburg

(Int;) Lindiwe Kwele - CEO: Johannesburg Tourism

(Int:) Karin White - GM Sales and Marketing: Sandton Convention Centre

(Int:) S'bu Leope - Entertainer and Entrepreneur

Visual: Adidas

Duration : 00:05:52 AVE : R 32266.67

CNBC Africa (English) - High
Africa This Week 05 Mar 2010 20:24:22
100 days before 2010 World Cup - New

G:]’jsouth Africa celebrated the passing 100 days until the World Cup.
(Int:) Chris Viviers - Officer: Johannesburg Emergency Services
(Int;) Steve Hofmeyer - Singer

(Int:) Sibusio Leopo - DJ

(Int:) Chris Hlekane - General Manager: OR Tambo International
(Int:) Lindiwe Kwele - Johannesburg Tourism

Visuals: Adidas, Spar

Duration : 00:02:40 AVE : R 18666.67

2010 Soccer World Cup Countdown Celebrations — 20, 10 and 5 Day

After the 100 day countdown street party, on behalf of the COJ 2010 Office, JTC managed all the city
countdown celebrations, which included the 20 Day, 10 Day and 5 Day countdown celebrations.

The City’s official countdown activation - the 20 Day Celebration - took place in Vilakazi Street on 21 May 2010.
South Africa’s biggest city and the world’s gateway to Southern Africa joined together to form a unity of
togetherness, a bond of culture and a celebration of excitement and change. The concept of the 20 day

celebration was We Work, We play, We Rock! reflecting an average day in the life of a Joburger.

We Work

Aside from the discovery of gold which led to the birth of Johannesburg in the first place, there’s no doubt about
it - the 2010 FIFA World Cup™ was the greatest event to take place in the City’s 120 year history! The
celebrations for the 20 day countdown event began at the Sandton Convention Centre, highlighting Joburg’s

hub of commerce and industry — as well as the work aspect of the “We Work, We Play, We Rock” theme.
We Play

Joburg’s position as the leading host city for the 2010 World Cup - the epicentre of the world’s largest sporting

event — was testament to the “play” aspect of the theme.
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We Rock

As part of the overall theme of the JTC 2010 Campaign, we included “We Rock” as the party that concluded the
day’s activities in Vilakazi Street. It's said that those born and brought up in Soweto never truly leave, such is its
magnetic pull. Soweto’s iconic status on the world stage is linked to its place in the struggle against apartheid.
The remainder of the celebrations at Orange Farm for the 10 Day Countdown, and Diepsloot for the 5 Day

celebration all followed the same successful format and theme of great entertainment, community participation

and complimentary catering.

As part of ensuring geographical spread and instilling civic pride, JTC ensured that the Countdown Celebrations were extended to

the most impoverished communities of Joburg, including Soweto, Orange Farm and Diepsloot.
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JTC Chief Executice Officer, Lindiwe Kwele addressing key stakeholders and media at the 20 Day Celebration

Citizens, visitors, local and global media enjoying the 20 day celebration in Vilakazi Street, Soweto
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FROM FULL TIME TO PARTY TIME - JOBURG ROCKS!

The activities of the last Quarter were dominated by the successful 2010 campaign (launched at Indaba in May),
as well as the activations which included the official countdown celebrations, and the dynamic, powerful and
interactive marketing and brand activation campaign for Johannesburg during the 2010 World Cup, “From Full
Time to Party Time — Joburg Rocks”. The aggressive marketing of Johannesburg as a destination by the JTC
over the past 18 months ensured that we dispelled the myths and perceptions of Johannesburg as a
destination, and during the World Cup, Johannesburg dominated local and global media with the majority of

international market share of voice.

2010 BRAND ACTIVATION: “FROM FULL TIME TO PARTY TIME - JOBURG ROCKS!”

“Joburg is Africa’s most vibrant, cosmopolitan city - pulsating, dynamic, and diverse. Its essence is the soul of
its people; that’s what makes Joburg unique. Joburg is where Africa meets East, and East meets West, so we
can offer visitors the experience of a lifetime.”

The core positioning statement for the 2010 Tourism Plan “From Full Time to Party Time — Joburg Rocks” was
conceptualised to communicate Joburg’'s appeal as a leading lifestyle destination and premier host of the 2010
Soccer World Cup. The rationale of the campaign was intended to communicate that while the soccer match
might last for 90 minutes, we wanted all our visitors to experience the diversity and vibrancy of Joburg beyond
the soccer - to ultimately spend more and stay longer.

The campaign was conceptualised and rolled out in three core areas of activity as follows:

Project Description

Marketing, PR and Brand Activation

e Joburg Positioning e Press Adverts 25 x 5

e Delivery of Experience e Street Pole Adverts — 3 designs

e Commercial Display Areas e Radio Commercials 1 x 30”

e Trade Exchanges e DL Leaflets — 220 000 via 4 tolls. 20 000 Joburg

e TV Advert1x30”and 1 x 60"

¢ In flight Magazine Adverts — 3 airlines

¢ Billboards @ 3 major airports

e Airport advertising — 1 airport exit

¢ Vehicle Branding — production of bus wraps
e Commercial Display Areas - FIFA

Experience Delivery

e Attractions e DL Leaflets in 4 languages

e Access to Information e Touch Screens

e Safety and Security e E-Marketing Campaign

e Touch Screens e Ambassador Programme

e E-Marketing e Mobile Information Kiosks x 10

e Ambassadors e Press Inserts, The Star, Daily News, Cape Argus

e Mobile Information Kiosks
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Transformation and Public Private Partnerships

e 50 Day Celebration e 50 Day Celebrations

e Cadets e Training of Tourism Cadets and uniforms

e Tent City e Tent City

e Football House e Football House - production of SCC branding
e RETOSA e Activations and Joburg presence at Fan Fests
e Fan Fests e RETOSA Activation

e Mandela Day e Facilitation of tours

e World Sport Expo

e Football for Hope

Merchandising

In an innovative move, Joburg Tourism Company concluded an Service Level Agreement with Trinergy Brand Connectors for the
production and merchandising of a range of limited edition, quality clothing items (including bibs, rompers, long- and short
sleeved tee-shirts) for the World Cup month, promoting Joburg as an appealing lifestyle destination. Here the Miss World Brand

Ambassadors model some of the range which was sold at key outlets during the 2010 Soccer World Cup.
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SHOWCASING: JOHANNESBURG’S WORLD CLASS INFRASTRUCTURE AND PUBLIC TRANSPORT
SYSTEM

FIFA Secretary-General, Jerome Valcke, and FIFA Local Organising Committee Chief Executive, Danny Jordaan on board the
Rea Vaya with the Miss World 2009 (Johannesburg Brand Ambassadors)

Through the Miss World Ambassadors and personalities like Danny Jordaan and Jerome Falcke, JTC leveraged
international coverage opportunities to showcase Johannesburg’s infrastructure including Soccer City, the Rea

Vaya and Gautrain.
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From full time to party time!d?(?,‘ﬁ’?

www.joburgtourism.co.za

Street Pole Ads

From Full Time to Party Time - Joburg Rocks! Bus Wrap
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Tourism §

A World s African Host
www.joburgtourism.co.za

From Full Time to Party Time - Joburg Rocks! Outdoor Banner & Print Advert
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According to figures released b y FIFA, spectator numbers at Africa’s first World Cup were slightly higher than
those of Germany in 2006. During the tournament, South Africa has recorded an average of 53 019 fans per

game, while Germany stood at 52 019 for the same period.

There is no doubt that the success of attracting these high numbers was built on the pre-event image
management of the destination and the premise of the “Joburg Rocks” campaign to position Joburg as a
leading lifestyle destination with plenty on offer to host, accommodate and entertain visitors after the 90 minutes
of soccer were over, thus enticing them to spend more time and money in the city.

In line with the Johannesburg Tourism Company’s strategic objectives — which includes transformation,
increasing visitor spend, stay and geographic spread — the campaign positioned Johannesburg as the centre
stage, to maximally leverage off the 2010 Soccer World Cup.

The campaign had three objectives:

1. To position and elevate the profile of Johannesburg and our key products to our core target markets
both nationally and internationally.

2. Increase both domestic and international tourism flow to Johannesburg. As flights became cheaper and
more accessible it was important to capitalise on this to increase tourism flow.

3. To secure maximum return on investment for all Johannesburg Tourism shareholders and citizens, to

increase civic pride and for all to benefit from this exciting seasonal promotion.

Ultimately, the overall campaign objective was to provide both national and international visitors, as well as

locals, with a plethora of options and attractions that they could experience whilst in Joburg.

The selection of the events that we included on the campaign enabled us to amplify the messaging and delivery
on the brand promise i.e From Full time to Party Time — Joburg Rocks! This contributed to creating a
memorable experience for all our visitors for the entire duration of the World Cup, with the ultimate objective of
guaranteeing repeat visits to our City.

Total attendance at both Johannesburg venues - Ellis Park and Soccer City - on match days between 11 June

and 1 July was 848 167. This sum is broken down as follows:

» Match 1 at Soccer City: South Africa vs Mexico - 84 490

* Match 9 at Soccer City: Netherlands vs Denmark - 83 465

» Match 14 at Ellis Park: Brazil vs Korea DPR - 54 331

» Match 20 at Soccer City: Argentina vs Korea Republic - 82 174
* Match 22 at Ellis Park: Slovenia vs USA - 45 573

» Match 29 at Soccer City: Brazil vs Cote d’lvoire - 84 455
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» Match 32 at Ellis Park: Spain vs Honduras - 54 386

» Match 39 at Soccer City: Ghana vs Germany - 83 391
» Match 41 at Ellis Park: Slovakia vs Italy - 53 412

» Match 52 at Soccer City: Argentina vs Mexico - 84 377
» Match 54 at Ellis Park: Brazil vs Chile - 54 096

» Match 58 at Soccer City: Uruguay vs Ghana - 84 017

The highest figure of 84 490 spectators was recorded for the opening match between South Africa and Mexico
played on Friday, 11 June. This figure is followed closely by the Netherlands-Denmark game on Monday, 14
June, which saw a staggering 83 465 football fans pack the 90 450-seat stadium.

In addition to these opportunities, during World Cup Month, Joburg Tourism Company partnered with a
number of different event organisers to promote the diversity of entertainment and lifestyle offerings

available in Johannesburg. This programme of events included:

The Festival of Africa
With arrivals from Africa being one of our core source markets, JTC partnered with the Festival of Africa at Melrose
Arch to promote the sub-continent as an ideal destination for business and leisure tourism. 12 African countries

participated, by showcasing their tourism products, cultural experiences and business opportunities.

Soccer Fever at Johannesburg Zoo
The Johannesburg Zoo had a daily programme line-up which offered a variety of fun and exciting activities themed
around the 2010 FIFA World Cup. The Zoo also promoted the monthly Zoo Trot fundraiser, in which the Miss

World Brand Ambassadors participated, ensuring excellent press and media coverage.
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Miss World Brand Ambassadors at the early morning Zoo Trot
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SPace
SPace, was an important Pan African art exhibition which took place at Museum Africa in Newtown during World
Cup month. Space was curated by Thembinkosi Goniwe and Melissa Mboweni in collaboration with talented

artists, writers and curators from around the African continent.

The Boys in the Photograph
Andrew Lloyd Webber and Ben Elton’s compassionate, heart-wrenching and gutsy power-house musical “The

Boys in the Photograph” was on stage in Johannesburg at the Joburg Theatre during World Cup Month.

Johnny Clegg: Spirit is the Journey
The Mandela at Joburg Theatre hosted iconic South African musician Johnny Clegg in his latest show — Spirit is

the Journey.

Le Grand Cirque Fantazie
The Joburg Theatre also presented Le Grand Cirque Fantazie, a new production that was one of the most
magical and spellbinding shows ever. Described as “The next Generation of Cirque du Soleil”, this electrifying

production featured world-class acrobats, handpicked from around the globe.

Crowning Miss Soweto 2010

All set in the legendary and vibrant Soweto, the ‘Crowning Miss Soweto’ TV reality show combines the glamour
and drama of America’s Next Top Model and the competition and emotion of Idols, with the flair and heart of
Zola 7 television show. With an SMS voting line, Miss Soweto offerrf more audience interaction, more glamour,

and more entertainment than ever before! The final event took place on 29 October 2010.

AFI Africa Fashion Week 2010
Johannesburg was awash with style, elegance and beauty at Africa Fashion Week at the Sandton Convention
Centre, when the world’s leading African Fashion designers from across the continent gathered to showcase the

finest contemporary African fashion. The exquisite collections of 30 designers featured in 19 runway shows.

AFI Africa Fashion Awards 2010
Acknowledgement was given to the leading lights of the industry at the second AFI African Fashion Awards,

highlightingindustry excellence and outstanding contributions to the fashion industry.

World Sport Destination Expo

This was the world’s first exhibition and conference dedicated to showcasing the $600 Billion a year sport
tourism industry. With the increasing profitability of mega-sporting events, the exponential growth of
participation vacations and the continued “sportification” of society, sport tourism is set to play a catalytic role in
sparking global tourism recovery; many experts predict that the next 10 years will be “the decade of sport

tourism”.
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The Inaugural Sport Tourism Conference
In partnership with the Sport Business Group, this groundbreaking event took place at the Sandton Convention

Centre on 5 July 2010, forming part of the five day World Sport Destination Expo, the first global business

exhibition for sport tourism opportunities.

JTC CEO Lindiwe Kwele Addressing the Inaugural World Sports Destination Expo, held at the Sandton Convention Centre during
the World Cup 2010
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World Football House
For the first time in World Cup History, World Football House provided the world’s leading nations and brands
with a dynamic platform to showcase their products and services and to celebrate their respective commercial

assets before the world’s most lucrative audience.

World Travel Awards Africa and Indian Ocean
Timed to coincide with the FIFA World Cup Semi-Final, this event was celebrated excellence amongst the

region’s senior travel and tourism industry professionals.

Soweto Hotel on Freedom Square
A group of Soweto-based artists, Soweto Post 77 Media, assembled to create a visual representation of the
past five decades in South African History. This collage of art was represented across the ten (10) pillars on the

left boundary of Freedom Square, adjacent to the Soweto Hotel.

X —-Homes Johannesburg in Soweto
A production of the Goethe Institute and Hebbel am Ufer, this theatre piece was staged in Pimville and Kliptown
in Soweto.

Africa Day

This concept was born out of love, compassion and commitment to Africa’s development. More importantly, it's
about exploiting Africa’s full potential in a positive way day, to reflect on the progress that has been made and to
plan for the future.

Joburg Rocks Campaigh Elements

Above and below-the- line campaign elements included:

e Television commercials on both DSTV and SABC

e Radio commercials on Metro FM and Five FM

e Print advertising in The Star and City Press.

e Distribution of 100 000 Joburg Rocks campaign brochures, distributed throughout all key tourism and
hospitality locations in Johannesburg.

e Distribution of 120 000 dedicated brochures through the four major toll gates leading into Johannesburg.

¢ Incorporating as many “in—kind” activations, in order to remain within the overall austerity plan of JTC, this
included, complimentary street pole posters, billboards and bus wraps at a reduced price.

e Tourist Information Kiosks (five outdoor and one indoor), specifically designed to reflect the “Joburg Rocks
brand, located at key fan experiences.

e In partnership with Vodacom JTC had an additional five Tourist Information Kiosks, located in key shopping

malls, and at Baggage Claim at OR Tambo International Airport.
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¢ In addition, JTC received four pages of editorial in the “Passport” magazine, a national publication which is
distributed at 41 outlets across the country, including the all major airports, Southern Sun Hotels and Avis
Car Hire.

e The Hyatt Regency Hotel embraced the Joburg Rocks campaign by erecting a massive light that wrapped
the front of their hotel, featuring the “Joburg Rocks” logo.

e Six metro buses, used for the ““Park and Ride” facilities were wrapped with the Joburg Rocks logo.

e Six campaign billboards were strategically positioned around Johannesburg.

e 100 street pole poster adverts were located throughout the City.

Strategic Alliances with African Partners

Kenya Tourist Board “Magical Kenya”

A meeting initiated by JTC CEO, Lindiwe Kwele and the Chief Executive Officer of Kenya Tourist Board at
Indaba in May 2010, led to JTC’s successful securing of a sponsorship of R620 000 from the Kenya Tourist
Board. This sponsorship was secured on the premise of the 2010 Soccer World Cup being an “African Event”;
“Magical Kenya” was invited to partner with JTC on the Joburg Rocks activations, in order to promote Kenya as

a post-event destination.

In keeping with the spirit of being a truly African World Cup, this was a first-time partnership for JTC. JTC also
promoted the Festival of Africa at Melrose Arch where 12 African countries showcased their tourism products,

cultural experiences and business opportunities for the Continent.

Lindiwe Kwele, CEO of the Johannesburg Tourism Company, Miss World Ambassadors and the Kenyan
Tourism Board celebrate JTC’s partnership with KTB.
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PUBLIC RELATIONS AND COMMUNICATIONS

Public Relations and Messaging pre- and during 2010 Soccer World Cup

Hosting the world’s largest sporting spectacle presented the Johannesburg Tourism Company with the
opportunity of undertaking a structured, proactive approach to public relations, messaging and media liaison
during this time in order to capitalize on this unprecedented window of opportunity, where Johannesburg
enjoyed the international spotlight. This enabled the JTC to garner a lot of positive coverage for its work and
efforts - in the wake of negative publicity, caused by malicious leaking of information to the local media on an

ongoing basis over the preceding few months.

the first week of May was dedicated to publicising JTC’s presence at the Indaba, and invited media to a
breakfast reception on Sunday 9 May at the Hilton Hotel Durban, where the From Full Time to Party Time -

Joburg Rocks Campaign was announced and launched to the local and international travel and tourism media.

The breakfast was well attended by some 100 media representatives and industry stakeholders. As part of the
Joburg Rocks campaign announcement, the City’s readiness was highlighted, including JTC’s initiative to
partner with JMPD to train Tourism Cadets, to address the influx of 2010 visitors as well as ensuring tourist

safety &security.

The second and third weeks of May were devoted to inviting media to the 20 Day Celebration in the Countdown
to the Soccer World Cup — held on Friday 21 May in Vilakazi Street. Aside from showcasing the Joburg Rocks
campaign, the public relations messaging around this event was that Joburg is ready, geared and excited to be
welcoming the world to our vibrant city, which is hosting the Lion’s Share of the World Cup Tournament. The
city not only has the infrastructure and attractions to host and thrill visitors, but entertainment, nightlife,
shopping, fashion, food and a great spirit of hospitality. This event was extremely well supported by local and

international media across all sectors — print, electronic and web-based media.

On Monday 24 May, a small media contingent — representing local and international news media — attended the
launch of the joint JTC/Sasol Initiative to Train Forecourt Attendants in Tourism Awareness in Meadowlands,
Soweto. However, this generated an exponential amount of far-reaching international coverage — including

countries diverse as Canada, Japan and Nepal.

During June the content of the Joburg Rocks programme of events was publicised broadly to the local media
[via a media release Rock in Joburg This Winter], positioning Johannesburg as a leading international lifestyle
destination, and utilising the Miss World Joburg Brand Ambassadors to highlight some of these events —
including the launch of the Gautrain, SABC Broadcast Centre at Sandton Convention Centre, as well as

community initiatives like support the Tebogo Home for Special Needs Children in Orange Farm.

JTC participated in a photoshoot with the Miss World Joburg Brand Ambassadors and representatives from the

Kenya Tourism Board [KTB] at the Melrose Arch Hotel, to mark the formation of a strategic partnership between
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the two entities, a first for both organisations. The release and distribution of the JTC’s Ultimate Guides and
Maps was also announced. This was done to coincide with the launch of the Joburg Rocks advertising
campaign during the first week of June, comprising advertising in print [The Star, City Press], Television [SABC
& DSTV Channels] and Radio [MetroFM and YFM], as well as on Metrobuses and BillBoards throughout
Johannesburg.

Other media highlights during the first week of the World Cup included an interview for our CHIEF EXECUTIVE
OFFICER on Breaking Travel News with the Miss World Joburg Ambassadors at the launch of the SABC
Broadcast Centre at Sandton Convention Centre, and a 30 minute interview with Jeremy Thompson, on the
early morning Sky News broadcast from Melrose Arch on Friday 11 June.

On Thursday 17 June, the Chief Executive Officer; Lindiwe Kwele was interviewed at length for a reality
documentary We were there, the journey of global soccer families during World Cup 2010 - an emotional
journey with TV actor and host, Coco Merckel , following the lives of local and foreign fans as they arrive and
navigate their way through the highly anticipated 2010 World Cup in South Africa. We were there not only
creatively captures the excitement and unexpected developments during the tournament through the eyes of
global fans, but also conveys the feverish atmosphere whilst celebrating the universal appeal and exchanges of
the biggest sporting event on the planet, on African soil for the first time. Aside from flighting via the internet on
a website during the World Cup, as well as on local and international television, the production includes a DVD
and a theatre release after the World Cup.

As reported by Newsclip, JTC’s media monitoring agency, the overall coverage reported and analysed
for JTC from from April to May 2010 increased by 256%, in terms of clip count. In terms of AVE
(Advertising Value Equivalent) ratings, there was a 286% increase - with atotal PR value of R4,021,482.
Newsclip reported that PR Value for Coverage of Joburg 2010 Preparations for the period 1 April — 1
July 2010 was R15 million, while Broadcast was over R22 million.

Week 21

Week 20

Week 19

Week 18 W Print

B Broadcast

0 3 6 9 12 15 18

Clip/Insert Count
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*Note: Week 21 (21 May — 27 May) generated the highest coverage during the monitored period due to the coverage on the
launch of the “From Full Time to Party Time - Joburg Rocks" campaign.
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2010 Soccer World Cup Coverage Highlights include:

Friday 11 June
Lindiwe Kwele interviewed at Melrose Arch on Sky News by Host Jeremy Thomson.

Monday 21 June
Lindiwe Kwele interviewed at Melrose Arch on Kenyan National Radio — regarding announcement of partnership

with KTB. This was also covered by Breaking Travel News, a London-based industry publication.

Sunday 27 June
Lindiwe Kwele interviewed in studio by e-News Channel; and Coverage of Miss World Zoo Trot by SABC News.

Wednesday 30 June
AIPS Press Night at World Sport Tourism Expo — Lindiwe Kwele addressed 200 international sports media
covering the World Cup after the Miss World Penalty Shootout Activation; Lindiwe also interviewed for Africa

Facts programme [DSTV’s Africa Magic Channel 115].

Saturday 3 July
Top Billing interviewed Lindiwe Kwele for lifestyle and fashion insert and interviewed and filmed the Miss World

ladies modelling at the Malcolm Kluk Fashion Show at Africa Fashion Week at the Sandton Convention Centre.

Tuesday 6 July
Launch of Alex Tourism Initiative. International and local interviews included: Breaking Travel News, Soweto

TV and Africa Facts [DSTV’s Africa Magic Channel 115].
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Wednesday 7 July

Lindiwe interviewed on Al Jazeera by Sports Presenter George Abou Fayssal.

JTC had prime exposure to some 200 global sports media representatives at the AIPS Reception at Sandton Convention Centre on
Thursday 1 July, as well as at the WSDE held at the SCC on Monday 5 July 2010.

Public Relations Statistics (as of 30 June 2010)
Publications

The following table represents the different publications in which Johannesburg Tourism Company

received mention in terms of the number of clips and PR Value.

24 1,999,995
CITY PRESS Voices 3 400,429
SOWETAN (Late Final) 3 341,977
TIMES THE (First Edition) 2 105,610
EVENT THE 2 81,458
JOBURG EAST EXPRESS 2 29,667
ROSEBANK KILLARNEY GAZETTE 2 17,184
FOURWAYS REVIEW 2 10,019
DAILY SUN Money 1 223,414
SKYWAYS 1 194,650
FINANCIAL MAIL 1 190,259
RAPPORT Rondrits 1 156,851
SOUTHERN AFRICAN TOURISM UPDATE Supplement 1 103,883
DAILY SUN Sun Soweto 1 76,878

119



STAR Supplement A

47,303

TRAVEL NEWS WEEKLY

20,413

TV & RADIO STATIONS

CNBC Africa 1 55,000

Kaya FM 95.9 3 995,670
SA fm 2 80,694
Talk Radio 702/Cape Talk Simulcast 1 79,411
Metro FM 1 39,054
YFM 1 14,070
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VISITOR SERVICES BUREAU (VSB)

Visitor’s Services Bureau Strategy

The goal of the Visitor Services Bureau (VSB) to:

To provide excellent visitors’ services using a variety of media to disseminate information about
Johannesburg

To work with the relevant CoJ Agencies to secure a safe and secure tourist environment

To engage with stakeholders consistently with a view to upgrading existing products and enhancing
current levels of services to visitors

To identify viable opportunities for the development of tourism products and enhance services

To ensure the flow and spread of tourists

To achieve these objectives, focus is placed on:

Tourism Infrastructure Development (Website, mobile, touch screens, road signage, etc)
Information Dissemination

Destination/Nodal Development

Transformation and Redistribution

Tourist Safety and Security

Youth Development

Visitor Services Bureau Highlights

At the core of our strategic objectives, JTC was committed to ensuring that the 2010 Soccer World Cup year

would be one in which the tournament would leave lasting legacy in terms of service excellence, skills

development and transformation.

Training

Integrated Skills Development Programme

e 200 Safety and Security Tourist Cadets were trained in Tourism Awareness/Know Your City in preparation
for the World Cup and beyond. During the World Cup the cadets were deployed at key tourist points around
the city - e.g. tourist attractions like the Vilakazi Street Precinct - to ensure visible policing.
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e JTC partnered with SASOL to train 200 petrol attendants in preparation for the World Cup and beyond. The
launch of the partnership was held on 24 May 2010 at one of SASOL’s sites situated on the tourist routes in
Meadowlands, Soweto. This generated a lot exposure and PR for JTC, as it was covered by various local
and international media.

JTC CEO Lindiwe Kwele pictured with some of the Sasol forecourt attendants trained in tourism awareness and “Know Your
City” information at the launch of the JTC/Sasol partnership in May in Meadowlands, Soweto.

The JTC team pictured with some of the Tourism Information Officers from shopping centres throughout the City, who were
trained up in preparation for the World Cup.

e Approximately 30 information officers from different shopping centres were trained in Tourism Awareness
and Know Your City in preparation for the World Cup

e 650 World Cup volunteers were trained in Tourism Awareness/ Know Your City in preparation for the World
Cup.

e 10 students from Kwa-Bhekilanga and Merniva High Schools in Alexandra Township were trained as tour
guides. The students provided tours during the Football for Hope Tournament that took place in Alex from 3
— 10 July. As residents of Alexandra Township, the students are the ambassadors of the township and other
than earning the skill of being tour guides, this program encouraged a sense of pride about their township
and an appreciation of the value of tourism for Alex.
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During the World Cup, the Miss World Joburg Brand Ambassadors enjoyed a tour of Alex by some of the

the students whom JTC has trained and mentored.

Information dissemination

During the 2009/10 year, information dissemination at the three JTC offices was as follows:

Grosvenor STIC Soweto | Park Station | Total
Corner
Telephone | 515 871 587 1973
Tele-fax 0 0 50 50
Email 209 67 71 347
Walk ins 268 1127 25321 26716
TOTAL 992 2065 26029 29086

The need for additional tourism information offices - especially to service the northern areas - is amply

demonstrated by the fact that most of the services rendered were “over the counter” services.

A three year contract (ending on 30 December 2012) was concluded with PROMCO|MOJA for the
production of the Ultimate Visitors’ Guide and Johannesburg Maps.

Services to distribute information brochures, the Ultimate Visitors Guide and the Joburg Maps were secured
with the Brochure Management Company — with a distribution network covering 250 sites.

The JTC Monthly e-Newsletter is sent directly to the opted-in database (of 5873) which includes the JTC
stakeholder database; it is also published directly on our website, which attracts 487 page views on average.

During the World Cup tourists were able to access information from Information Centres, as well as
Kiosks at the stadiums. Approximately 300 tourists per day visited the information centers, while 500
tourists per day visited the information kiosks at the stadiums seeking information on attractions, transport

and entertainment.

2010 World Cup Call Centre: JTC worked very closely with South African Tourism (SAT) during the World
Cup to ensure that all enquiries relating to Johannesburg were dealt with and handled effectively. SA
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Tourism Call Centre is well-established with experienced multilingual staff and uses a widely advertised
international call centre number (0860 333 999).

o Website: JTC worked very closely with the CoJ office of the CIO to facilitate the integration into the City’'s
infrastructure. As a result of the co-operation with the City, the JTC website was revamped by Dimension
Data.

e During the World Cup period, visits to the JTC website increased significantly compared to the preceding
months. In June 2010 there were 10704 visits, compared to April and May where there were 5210 and 5886
respectively. Of these, there were a total of 26091 page views in June, compared with the 11948 and 13815
page views recorded during April and May respectively.

o Due to the Miss World 2009 event and the need to market Johannesburg as the host city for the pageant,
a microsite for Miss World 2009 [http://www.joburgtourism.com] was activated. The Miss World microsite
was used as a pilot site for data-driven content, based on a content management system. From the
beginning of 2010, the microsite was also used for the purposes of promoting the 2010 Soccer World
Cup. The Miss World microsite featured a full picture gallery and news about the Miss World events,
updated on a daily basis, as follows:

Figure: The JTC Microsite for the Miss World Event

| -
Johannesburg ™ The city with the golden touch!
R >

Home  About Miss World Program  Ticketing Information ~ Competition ~ Forum  Gallery News Contact Us

WG 22520010

A

Follow Miss World 2009

® >

Miss World
Miss Mexico, Perla Beltran Acosta, added glamour to Johannesburg’s Turbine FORAMMESHRG- 2009
Hall when she was named Miss World Top Model. She was wearing a breath-
taking ballgrown designed by Kluk CGdt.

The Miss World Top Model, which showcases seven of South Africa’s leading
designers, is one of five individual fast track events held before the final of the
Miss World Festival on December 12 at Gallagher Convention Centre in Midrand,
with the winners of each of the individual contests automatically going into the

semi-finals.
]ohannesburg ) Y
5 A

TOURISM COMPARY
The designers who showcased their work - Thula Sindi; Kluk CGdT; 13

Schoeman; Marc & Michael; Haroun Hansrot; RIKay and Diamond Face Couture —

each provided magical golden dresses for 12 contestants.

. o ) . o Click to visit Johannesburg Tourism
Perla recently achieved a university degree in engineering and her ambition is
to become a successful husinesswoman. The reason Perla studied enaineerina.

/2] D ing picture http://mi i images/site-imag ilejpg.. @ Internet | Protected Mode: Off ‘v R100%

e Miss World identity featured on the JTC Facebook page. Updated daily, the JTC Facebook page attracted
in excess of 1 220 fans daily, giving a wide global penetration for the marketing of destination Johannesburg
as the host of the event.

124


http://www.joburgtourism.com/

facebook oo

m Miss World 2009 is on Facebook

Sign up for Facebook to connect wth Miss World 2009.

Miss World 2009 =

,VG‘) ‘) wall Info Photos Discussions Boxes Notes »
Miss World iss World 2000 TR

TORAMMESWIRG- 2009

Miss World 2009 contestants are visting Limpopo today and vil be at the Legends

Golf Course
Joburg to host Miss World 2009 21 hours ago
For the second year in a row, the oty D) Héctor, Leonardo and Kristina like this.
of Johannesburg will host the Miss
World pegeent on Saturday, 12
December 2009, o Miss World 2009

fiss Worl
Fans
6 of 1,325 fans See All

EXE

Top Model Fashion Show
73 new p

i)

at 12:00

) Maraiio, Téquila, Alexito and 5 others fike this.

@ Internet | Protected Mode: Off Gy RN% -

e JTC also launched a mobile phone sms competition using a short code with the aim of promoting ticket sales
for the Miss World Final on 12 December 2009. This enabled JTC to capture the contact details of all
participants for future promotional use.

/= Welcome to Johannesburg Tourism - Windows Internet Explorer

‘www joburgtourism.com/
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STAND A CHANCE TO WIN FREE TICKETS <™ .

Miss World 2009 has 1,219 fans
Prizes - 2 x double VIP tickets to Miss World 2009 with flights and 4
accommodation

Closing date : 8 December 2009

Winners will be announced on the Johannesburg Tourism Website

Face book
entries

To qualify for the lucky draw, you must complete the Online Entry Form or SMS the Keyword "missworld” and
your name to 34124. SMS cost R2.00 and Free minutes do not apply.

Ticketing Information
Terms & Conditions apply

Miss World 2009 on Facebook

n

Miss World 2009 Photo Gallery

Miss Mexico wins

= Miss Mexico wins Miss World Top Mode!
Miss World Top Model i exico wi iss World Top del

Miss Mexico, Perla Date : 2009/11/29 05:48:56 PM

Beltran Acosta, added  Miss Mexico wins Miss World Top Model South Africa, Saturday
glamour to November 28 Miss Mexico, Perla Beltran Acosta, added glamour to
Johannesburg’s Johannesburg’s Turbine Hall when she was named Miss World Top

. Turbine Hall when she  Model. She was wearing a breath-taking ballgrown designed by
¥4 was named Miss __READ.
World Top Model. v : :
READ MORE Miss World Beach Beauty Final
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Website Statistics: October to end November 2009:

www.joburgtourism.com website
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During this period:

— 15 127 unique visitors visited the www.joburgtourism.com site

—  With 33 534 page views

— However, the bounce rate was relatively high at 71% indicating that the visitors left the site or “bounced

away” to visit another site.

The profile of visitors was as follows:

wwww joburgtourism.com

Nov 1, 2009 - Nov 30, 2009
Map Overlay 108 - Oct

omparing to: Oct 1, 2008 - Oct 31, 2009

Visits

0 N 3507

17,815 visits came from 170 countries/fterritories

Most of the visits (3 807) originated from South
Africa,

Followed by the USA (1 428)
The UK (965)

Venezuela (427)

Mexico (701)

Vietham (605)

Thailand (390)

South Korea (386)

Germany (349), and
Canada (345)
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A look at the Miss World Microsite, revealed a very interesting picture:

From 19 November 2009, the Microsite:

- Attracted 5 609 unique visitors;

- 23601 page views

- Spending on average 3:25 minutes on the site

- With a

low bounce

Visitors Overview

rate of 47.9%
www.joburgtourism.com so quickly, did so to visit the Miss World microsite.

indicating that

Moy 1, 2003 - Moy 30, 2003
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The origin of visitors to the Miss World Microsite:

sswaorld joburgtourism.com
al

M p Overlay

2
-

Vists

1 T T En

8,671 visits came from 126 countriesiteritories

 Nov 1, 2008 - Nov 30, 2008

®

those who

left

644 came from the USA’

the JTC main

Followed by South Africa, 612,

Thailand 440,
Vietnam, 366,
Venezuela, 273
Puerto Rico, 270
Mexico, 252

South Korea, 218
United Kingdom, 214

Gibraltar, 158.
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Transformation and Redistribution

Training of SMME’s

e Atotal of 16 SMMESs (tour operators and B&B owners) underwent Business SkKills training.

e A total of 53 tavern owners from Soweto were trained in customer services and city by-laws.

Business linkages for SMME’s

The following SMME tour operators were linked for business during the Licensing Executive Society and
SABC’s Commonwealth Broadcasting Association conferences:

e JMT Tours — full day tour and transfers

e Tsheola Dinare — full day tour

e Tsheola Dinare — tour guides

The following SMME received business from JTC during the training period in preparation for the World Cup:

o Corporate Skills Development Services — Training of students, cadets, information staff, SASOL attendants
¢ Alexsan Kopano Trust — Training venue and catering in Alexander Township

e Tsheola Dinare — tours of the city, a segment of Know Your City training

¢ Fhulufhelo Tours and Promotions - tours of the city, a segment of Know Your City training

e Sweet Cleaning and Catering Services

e Elobuntu Contracting & Trading (catering)

Johannesburg Tour Operators

In line with the strategic objective to ensure business distribution and SMME patrticipation in the industry, JTC
facilitated the participation of SMME tour operators in providing tour operation and transport services

during the World Cup at Tent City.

Nodal Development Program: The objective is to develop tourism in the identified nodes in order to ensure
¢ the availability of tourism services and infrastructure
o the flow and spread of tourists

o safety and security within tourism nodes

Development of Vilakazi Precinct: Finalised in December 2009 as initially planned, this project comprises a
collaboration with the CoJ Dept of Arts and Culture in the production of arts and culture precincts within nodes.

This will assist in segmenting the city’s attractions and their areas of concentration.

Tourist Safety and Security: EPWP (Extended Public Works Programme) committed to finance the training of
100 JMPD Tourism Safety and Security Cadets.

e The objective was to train the Cadets in tourism awareness — to understand tourist needs, knowing their city,
ambassadorship and their role in building the image of Johannesburg.
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e The Cadets were then strategically deployed within the identified nodes to ensure visibility.

Tourism Ambassador Program: is an educational program targeting youth studying tourism at matric and
tertiary level. JTC hosted Career Guidance Workshops, targeting two schools in Alexandra Township, with

tourism as subject of study:

The objective was to:

¢ educate students on the benefits of tourism
e encourage a sense of pride about their township
e develop youth as ambassadors of the township for them to recognize the value of tourism for Alex

e create exposure into the operations of the industry and generate as much support for the tourism industry

Support was received from Gauteng Tourism Authority, University of Johannesburg, The International Hotel

School and National Student Financial Aid Scheme.

Public Realm Management

e Tourism Sighage: JRA committed R2.5m to be used for installing brown signs to tourism attractions around
the city. The CoJ legal department developed the necessary tourism signage by-laws. Starting with 15
B&B’s in Soweto, some 122 signs were installed.

SMME Development
The objective is to encourage the development of emerging entrepreneurs and ensure the transformation of the
tourism sector within the City of Johannesburg, focusing on:

- skills development

- quality assurance (grading)

- accreditation of tour guides

- facilitating business linkages

- facilitating access to markets

- exposure to marketing platforms

Exposure to marketing platforms: Three SMMEs (two tour operators and a restaurant owner) from

Johannesburg won the provincial ETEYA semi-final in Sept 2009. One of them participated in the finals held at
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the ITB in Germany in March in 2010. A Johannesburg SMME Travel Agent participated at Soccerex at the
Sandton Convention Centre in November.

Mentorship: Book a Guesthouse is a mentorship programme managed by the Southern South Hotels, in joint
partnership with Johannesburg Tourism Company and other entities. This past year, JTC facilitated the
participation of 22 Johannesburg-based accommodation facilities. The participants received training in the
following elements at Southern Sun hotel facilities:

e Computer Training

e Kitchen Training

e Housekeeping Training

Quality Assurance/Grading: Twenty one (21) Johannesburg guesthouses and B&Bs received star grading
from the Tourism Grading Council. JTC also worked with EMS to provide quality assurance to B&B’s, to
ensuring that they complied with the City’s health and safety requirements, in preparation for the 2010 World
Cup.

Tour Guide Training and Accreditation: JTC facilitated training and accrediation for eleven tour guides.

Business linkages: Through JTC'’s facilitation, five (5) SMMEs received business to provide services during
Miss World 2009 activities.

2010 World Cup Accommodation: JTC worked with a private sector company (WCS Big 5 Promotions) to
facilitate the home stay program in order to increase accommodation for the World Cup. One hundred and
thirteen (113) homeowners from across Johannesburg signed up.

CONCLUSION

As our service delivery report indicates, Johannesburg’s image has been boosted enormously in the
past year. The most crucial of Joburg Tourism Company’s strategic objectives is to continue positioning and
entrenching Johannesburg within the global business tourism market as a venue of choice for conventions,
meetings, incentives and mega-events. This is especially relevant in light of Joburg’s successful hosting of the
lion’s share of the World Cup fixtures and events. This has resulted in a global paradigm shift about Joburg and
issues concerning safety and security, transport, infrastructure, as well as its appeal generally as a destination
for both business and leisure. Now we need to maintain this interest and momentum, encouraging not only
increased business and leisure tourism, but also investment and other business opportunities in the City.
There’s no looking back — our work to take Joburg to the next level has just begun!
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SECTION EIGHT : TOURISM INDUSTRY OVERVIEW

TOURISM INDUSTRY OVERVIEW [All Figures Quoted Sourced from SA Tourism Annual Report 2009]

South Africa continues to outperform global tourism growth, which declined by 4.3% in 2009, while arrivals to
South Africa grew by 3.6%. According to the WTTC, tourism’s contribution to the economy grew by an

estimated 2.7%, resulting in an overall contribution of 7.9% to the GDP of South Africa.

Revenue generated from foreign tourism increased by 7.0% during the same period. Tourism has generated
more foreign exchange earnings since 2003 than gold exports. Gold exports grew by 7.5% between 2003 and

2009, while foreign tourism direct spend grew by 9.6% in the same period.

While the domestic market accounts for 75% of total tourism volume to South Africa, foreign markets contribute
the most to total tourism revenue. Foreign arrivals increase was driven by leisure travel; the average length of

stay dropped, while the average number of provinces visited remained constant.

OVERVIEW OF FOREIGN ARRIVALS IN 2009

e Foreign arrivals* reached an all-time high of 9, 9 million in 2009, with 342,138 more arrivals to South Africa
than in 2008. [*A foreign arrival is defined as a non-resident who stays for more than 24 hours in the country
and excludes “workers” and “contract workers”. Foreign arrivals are published by StatsSA].

e South Africa again outperformed global tourism which declined by -4.3% in 2009.
e This brings the compound average growth rate of arrivals to South Africa between 2002 and 2009 to 6.4%.

e Africa is the largest source of foreign arrivals and the region contributed an additional 4414,294 arrivals, a
growth of 5.6% over 2008.

e The air markets in Africa grew by 3.3% in 2009, continuing its steady growth since 2002. The land markets in
Africa grew by 5.7% in 2009.

e However, in line with global trends, arrivals from overseas markets declined by 4% as the major source
markets of Europe and the USA still suffer the effects of the global financial crisis. Arrivals from the Americas
declined by -6.8 % as a result of declines in Canada (-9.0%) and USA (-8.5%).

e Europe was down -4.1% due to declines from most markets in the region. Italy (7.8%) and UK (0.3%) were
the only core markets that experienced growth in 2009. The flat growth out of the UK was largely a result of
sports events, and in particular the Lions Tour that took place in June/ July 2009.

e Asia and Australasia declined by -3.2 % due to decreases in Australia (-7.5%) and Japan (-10.7%).
However, there was positive performance from China and India which grew by 12.4% and 17.5%
respectively.

e Against the total growth in volume there was also an increase in Total Foreign Direct Spend (TFDS) of R5
billion in 2009, driven by the Africa — land markets and Asia & Australasia regions. Increases in volume and
average spend per day contributed to the increase in TFDS.

e Foreign tourists to South Africa spent fewer nights in 2009 compared to 2008. In 2009, the average length of
stay of a foreign tourist was 7.5 nights compared to 8.2 nights in 2008.
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e The decrease in length of stay was driven by a decrease in both the land and air markets, but mainly by
tourists from land market, which decreased by -6.7% while air markets decreased by 2.9%.

e On average, foreign land tourists visited one province on their trip, while tourists from air markets visited
almost two 2 provinces.

e Gauteng and Western Cape were by far the most popular provinces visited in 2009, accounting for a
combined 62.9% share of all bed nights spent in South Africa.

e There was a slight improvement in the seasonal spread of foreign arrivals in 2009, driven by an improvement
in both air and land markets. Asia & Australasia is the only region where seasonality worsened in 2009.
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Source: SA Tourism Annual Report - Table A December 2009

The illustration above reflects Foreign Arrivals to South Africa, which grew to 9,933,966 in 2009. This
growth was driven by growth in the Africa, Asia, Central and South America Regions

INTERNATIONAL LEISURE MARKET

Joburg dominates the aggregated provincial data. Gauteng has consistently remained the most visited province,
capturing 48% of all foreign visitors to the country with a 30% share of bed nights. This means that
Johannesburg is only a gateway to South Africa; the challenge is to aggressively position Joburg as a place for
both business and leisure, in order to increase length of stay and thereby yield a significant tourism value.

DOMESTIC LEISURE MARKET

Although Joburg currently dominates the provincial tourism market in terms of product offerings, visitor numbers
and spend, an opportunity exists to capture untapped markets with the right product package. Joburg still
maintains its position as South Africa’s 2nd leading domestic tourist destination with 20% of domestic visitors -
compared with KZN’s 35.9%.
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Joburg is currently viewed in the international market as primarily a gateway to SA - and this has a lot to do with

the manner in which we package our offerings to both the domestic and international markets.

For the past five years, Joburg has been home to Meetings Africa, the continent’s premier business tourism
trade show; plans are afoot to secure this trade show permanently, with Joburg playing a significant role as a
host city to reinforce our positioning as a business tourism destination. Retail tourism has a huge potential role
to play in leveraging the destination brand. Over and above this, a number of high profile events offer an

opportunity to further position the brand positively.

Through the successful hosting of the 2010 Soccer World Cup, Joburg has demonstrated its ability to
successfully manage an influx of large numbers of visitors - and is continually using Business Tourism and high
impact events as a catalyst for tourism development. Joburg has a sophisticated product, surrounding natural
tourism attractions within close proximity, direct international flight access and an upgraded transport
infrastructure; it is therefore ideally positioned to take advantage of the continued growth in the international and

domestic tourism platform.

BUSINESS TOURISM YIELD

It is envisaged that the plans set out in this strategic document receive the support and investment to realize the
vision of making Joburg Africa’s premier, world class tourism destination for business, sport, cultural, retail,

lifestyle and leisure.

Gauteng captures the lion’s share of business tourists to the country, particularly from the SADC source
markets, whilst international business tourists are relatively more widespread, with Cape Town, Durban and

Hazyview-Kruger Park being the other major destinations.

2005 research indicates that approximately 61% of all meetings and conferences are held within the province; in
addition Joburg remains the primary shopping/retail tourism destination for SADC and the continent. At face
value therefore, Joburg’s market share appears high; however there is significant room to grow both the length
of stay and average spend. Achieving this requires conversion of the business tourist into a leisure visitor pre-
or post business engagements — hence brand messaging requires a duality that emphasizes competitive

advantages as a business tourism destination primarily and diversity of leisure activities secondarily.

LIFESTYLE

Variety abounds in Joburg (Jozi), exposing the visitor to a multitude of worlds in a day, from shopping for
premium brands, soaking in the unique African history and heritage in the many museums in the city, to
indulging in the pulsating nightlife or home-grown theatre. It is these lifestyle offerings that lend Joburg its

cachet as a cosmopolitan and sophisticated leisure tourism destination.
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LEISURE TOURISM YIELD

Gauteng captures approximately 49% of all arrivals (estimated at over 7 million per annum) to South Africa,
making it the most visited province. It should however be noted that visitation does not necessarily equate to
bed nights, nor is it a reflection of length of stay within the province. Research indicates that on average
international tourists spend only 2 or 3 nights in Johannesburg of a 17-day visit to South Africa; anecdotal
evidence points to the fact that the city is typically utilized as either a gateway to other regions within South
Africa, or as a retail and business destination.

There are two major reasons why the city is viewed as a “get in and get out” as opposed to a “stay, linger and
spend” destination:

e The erosion of destination brand equity due to perceptions of high levels of crime - international tourism
demand is fragile and particularly vulnerable to perceptions.

e Perceived limited competitive or comparative advantage in terms of tourist activities.

e Beyond this there seems to be fragmentation in management and promotion of tourism within the city. As it
stands, Joburg is Africa’s premier international city, but doesn’t have any international ranking. This should
be rectified as a matter of urgency, in order to enjoy a reputation of credibility through the world ranking
process.
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COMPETITOR ANALYSIS

Both the country and the city compete within the global arena for both leisure and business tourists. South
Africa is currently ranked No. 128 by the International Congress and Convention Association (ICCA) in terms of
the number of meetings per country, whilst other long-haul destinations such as Australia and Brazil are ranked

16th and 7th respectively.

Ranking | Country #Meetings Ranking | City #Meetings
1 U.S.A. 595 1 Vienna 160
2 Germany 458 2 Barcelona 130
3 Spain 360 3 Paris 131
4 Italy 350 4 Berlin 129
5 United Kingdom 345 5 Singapore 119
6 France 341 6 Copenhagen 103
7 Brazil 293 7 Stockholm 102
8 Japan 257 8 Amsterdam 98
9 China PR 245 8 Lisbon 98
The Netherlands &

10 Austria 236 10 Beijing 96
34 South Africa 20 128 JOHANNESBURG | 13

In terms of business tourism, key competitors include international associations for conventions, meetings,
conferences and exhibitions.

In terms of leisure tourism, key competitors within the long haul category include:

e Australia
e Brazil

e Thailand
e Kenya

e USA

e Caribbean
e UAE

Within the domestic and regional sphere, key competitors include Cape Town, Durban and Hazyview-Kruger
Park, whose respective competitive advantages lie in their natural attributes of culture, scenery, sun, surf and

safari.

SWOT ANALYSIS

The SWOT Analysis presents an objective assessment of the internal resource base of JTC to successfully
address the significant barriers it has to face in marketing and promoting Johannesburg as a tourist destination
and a world class African city. Although Joburg’s image has benefited enormously, both locally and overseas

due to the successful hosting of the World Cup, the competitive advantage of Johannesburg is still faced by

135



equally significant threats and competition from its national competitors (Cape Town and Durban) and its

international competitors (other long haul destinations including Australia, The Far East, North and South

America).

Destination Joburg :
STRENGTHS

Destination Joburg -
WEAKNESSES

Destination Joburg -
OPPORTUNITIES

Destination Joburg -
THREATS

e Three large stadiums)

e Four biggest
Conference Centres

e Direct Access to JHB

e Upgraded Public
transport infrastructure
networks and road
network

¢ Upgraded Road
Network

e Tourist Safety &
Security

e Diversity & no of rooms
¢ Business Hub

e The People

¢ Captive Audience

¢ Attractive, Diverse &
Sophisticated Product

e Gateway - people leave
immediately

¢ Political Administration

¢ Negative press and
media reports

e Lack of Incentives for
investors

¢ Public transport not
integrated enough

¢ Not enough tourism
signage

e Airport - Immigration,
loss of luggage

¢ Inadequate Tourist
Services

e Capitalise on 2010
¢ Word of Mouth

¢ Global Cities Alliances
- Brazil

e Historical Sites

¢ Higher concentration
learning institutions

e Medical Tourism
e Sports
o Different Sporting
codes
e Training &
Development

¢ Social Networking

e |nstitutional
Stakeholder Relations

¢ Significant National and
global tourism market
to capture

¢ Burgeoning film
industry in the City -
marketing

¢ Development of
Gautrain and BRT

¢ Attracting Diaspora
communities

e Grow business tourism
(KEY)

e |BC

¢ Impact of Volunteers
and sensitizing tourists

e Attractions

e Perception of JHB as
unsafe

¢ Expensive destination
due to price gouging
¢ Long Haul destination

¢ Huge investment of
Emerging Destinations

e Evolution of
Technology

e Perception of Safety
and Security

e Provincial Territories

¢ Inadequate resources
& Tourist Services

¢ Private and Public
sector tourism product
initiatives

e Competition from other
destinations

¢ Public & private
transport services not
well integrated enough

e Airport Services
(immigration)

¢ Greening of MICE
Industry
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EXTERNAL PEST ANALYSIS

The PEST analysis to analyse the dominant Political, Economic, Social and Technological forces and
developments within the environment that may impact the business environment in which the company has to

conduct its business.

PEST is therefore external to the company in that it endeavours to isolate the main forces within the
environment and weigh these in relation to expected or potential performance of the company. PEST provides
inputs into a SWOT analysis where the latter analyses the Strengths, Weaknesses, Opportunities and Threats
from an internal company perspective. Although PEST and SWOT complement each other, the perspectives

are different.

Aside from addressing job creation, poverty alleviation, education, healthcare (and HIV/Aids), housing and
amenities, green issues and fighting crime, it appears that the national agenda for the foreseeable future will be

dominated by:

The aim is not to provide a comprehensive listing and analysis of all the factors affecting public life in SA, but
rather to highlight significant external trends from opinions, media reports, etc that impact the national and local
socio-economic and political environment in which the company as a destination marketing organization,
sensitive to both local and international markets and audiences, has to operate. In an attempt to highlight the

2011 Government Elections

Prioritization of service delivery

Xenophobia threats

Inter-governmental relations

Lack of understanding of economic benefits of Tourism from a political perspective

SAT stance versus International best practice

significance of the factors considered, a dash-board type of assessment was made.

The trends identified through this analysis, indicate the following:

Political

2011 Government Elections

Prioritization of service delivery

Xenophobia threats

Inter-governmental relations

Lack of understanding of economic benefits of Tourism from a political perspective

SAT stance vs International best practice

Economic

Economic crisis

Exchange rate

Oil Price

Disposable income / high cost of living

Lack of Incentives for investors
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Social

Level of unemployment

HIV / Aids

Young economic work force
UBUNTU

Technological

Evolution of E-Tourism
Green Consciousness
Social Networking
Mobile Technology
Satellite links

Internet Connectivity
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SECTION NINE: GLOSSARY OF ABBREVIATIONS & ACRONYMS

ABBREVIATIONS & ACRONYMS UTILISED IN THIS REPORT INCLUDE:

e BEE Black Economic Empowerment

e CEO Chief Executive Officer

e CFO Chief Financial Officer

e DED Department of Economic Development

e EPWP Extended Public Works Programme

e EXSA Exhibition Association of South Africa

e FEDHASA Federated Hospitality Association of Southern Africa

e FIFA International Federation of Association Football (FErench: Fédération Internationale de
Football Association),

e GATOA Gauteng Tour Operators’ Association

e GTA Gauteng Tourism Authority

e |CCA International Congress and Convention Association

e JAMMS Joint Association Members’ Marketing (Forum)

e JDA Johannesburg Development Association

e JMPD Johannesburg Metropolitan Police Department

o JTC Johannesburg Tourism Company

e SAACI South Africa Association for the Conference Industry

e SAT South African Tourism

e SATSA South African Tourism Services Association

e Stats SA Statistics South Africa

e SCC Sandton Convention Centre

e SLA Service Level Agreement

e SMME'’s Small, Medium & Micro Enterprises

e TBCSA Tourism Business Council of South Africa

e TEP Tourism Enterprise Partnership

e TGCSA Tourism Grading Council of South Africa

e TTG TTG Incontri, a leading business to business travel show hosted annually in Italy

e WTM World Travel Market
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