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JOINT MARKETING AGREEMENTS

Aims and Objectives:
* JMA with overseas operators to fund marketing activities in key source markets.
e Target geographical spread, seasonality and transformation.
* Matching funding on 50:50 basis.

Guidelines and Minimum Requirements:
* Set guidelines to inform proposals including projected number of tourists, new itineraries, yearly targets for 3
years.

Return on Investment
* Marketing spend vs Tourist Numbers x Avg Spend x Length of Stay.

Evaluation Criteria and Process
* Proposals evaluation by TOMSA Management Board.
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JOINT MARKETING AGREEMENTS

LIST OF APPROVED CO-OP DEALS:
Page 1/...:
COMPANY INC. SPEND PER | COST ROI BY WHOM GENERATED
PAX PAX
AFRICAN TRAVEL INC 1200 5500 900,000 6,600,000 SMPC
USIT 2000 5000 250,000 10,000,000 DALE PRETORIUS, SATOUR
MARCO TOUR SPAIN 5000 5000 309,000 25,000,000 DALE PRETORIUS, SATOUR
TRAVEL BAG U.K. 2760 6230 256,000 17.194,800 SMPC
AMEXCO 150,000 1,000,000 *** | SMPC
DAILY MAIL 250,000 3,000,000 *** | SATOUR, LONDON
RAINBOW TOURS 262 8500 155,000 2,227,000 SATOUR, LONDON
BRENDAN TOURS 1200 5000 300,000 6,000,000 SATOUR, NEW YORK
COLLETTE USA 660 5000 150,000 3,300,000 SATOUR, NEW YORK
AFRICAN ADVENTURES | 750 5000 126,000 3,750,000 SATOUR, NEW YORK
ADVENTURE CENTRE 600 5000 120,000 3,000,000 SATOUR, NEW YORK
SWAIN U.S.A. 750 5000 150,000 3,750,000 SATOUR, NEW YORK
FUN SAFARIS U.S.A. 1500 5000 192,000 45,000,000 SATOUR, NEW YORK
TATUM INTL 750 15000 134,950 11,250,000 SATOUR, NEW YORK
KZN TOURISM 109,740 3,000,000 DALE PRETORIUS, SATOUR
DER REISEN GERMANY 750 6000 113,793 4,500,000 *** | SMPC
TAUCK TOURS U.S.A. 1000 27000 1,800,000 27,000,000 SMPC
TAIWAN CONSORTIUM | 2080 5500 636,363 11,440,000 SMPC
HONG THAT 2500 4672 611,246 11,682,929 SMPC
SUB TOTALS 23,762 6714,092 | 198,694,729
TOURISM | ¢/ TBCSA
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JOINT MARKETING AGREEMENTS

LIST OF APPROVED CO-OP DEALS:

Page 2/...:
COMPANY INC. |SPEND PER |COST ROI BY WHOM GENERATED
PAX PAX
THOMAS COOK UK. 600 12,000 410,000 7,200,000 | SMPC
TRAVE 2 TRAVEL 4 UK. 1,025 10,726 296,435 10,994,150 | SMPC
AFRICAN PRIDE U.K. 550 18,000 110,000 9,900,000 | SATOUR UK.
VOYAGES JULES VERNE U.K. 900 3,500 1,130,000 8,550,000 | SATOUR UK.
TAGTO GOLF EKPO - UK. 406,250 3,250,000 | SMPC
STRONG MAN PROMO - UK. 780,000 6,099,827 | D. PRETORIUS - SATOUR
KUONI U.K. 750 6,000 608,891 4,500,000 | SMPC
BLUBIRD HOLIDAYS - UK. 1,440 7,350 691,687 11,132,000 | SATOUR UK.
HOLLAND & HOLLAND - UK/USA 286 18,375 472,500 5,255,000 | D.PRETORIUS - SATOUR
TAILORMADE TOURS - UK. 260 23,625 133,875 6,142,500 | SATOUR - UK.
CLASSIC CONNECTIONS - U.K. 500 15,750 163,800 7,875,000 |SATOUR UK.
IMPALA TOURS - HOLLAND 260 12,945 309,040 3,365,918 | SATOUR - AMSTERDAM
HOTEL PLAN - ITALY 484 15,000 202,000 7,260,000 | SATOUR - MILAN
DE JONG INTRA - HOLLAND 700 5,678 191,632 3,974,600 | SATOUR -AMSTERDAM
TANA TRAVEL - UK. 200 7875 76,598 1575000 |SATOUR-UK.
SAGA TRAVEL - UK. 1574 9,975 1144678 15,700,650 | DALE PRETORIUS - SATOUR
COX & KINGS - UK. 224 18,963 317,755 4247712 | SATOUR - UK.
SUNWAY TRAVEL - UK. 262 10,500 181,382 2,751,000 | SATOUR - UK.
TUT - GERMANY 7,708 * 2,270 ** 1,120,000 20,965,760 | ALL
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JOINT MARKETING AGREEMENTS

LIST OF APPROVED CO-OP DEALS:

Page 3/...:

COMPANY INC. SPEND COST ROI BY WHOM GENERATED

PAX | PER PAX
ROTUNDA TOURS - CH 400 14,000 586,000 5,600,000 SMPC

CAPE TOURS - UK. 300 11,025 55,125 3,307,500 SATOUR - UK.
TURISANDA - ITALY 400 10,869 86,956 4,347,600 SATOUR -0 MILAN
BEACHCOMBER - FRANCE 600 30,000 308,400 18,000,000 DIRECT

VIVA TOURS - SPAIN 1,500 12,593 290,875 18,890,625 SATOUR - FRANKFURT
ITALIAN CONSORTIUM 2,000 17,050 310,000 34,100,000 SATOUR - MILAN

ALL OVER TOURS - HOLLAND 120 14,195 47533 1,703,400 SATOUR - AMSTERDAM
DER REISEN - GERMANY 3,750 * 2,550 ** 822,400 9,103,500 ALL

TOTALS 50,555 17,967,904 | 434,486,471

* MODULES
** PER MODULE
*** EDIT
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JOINT MARKETING AGREEMENTS

Tour Cum. PAX Cf:-llm:ib'::i-fn Cum. Namibias Cum. ROI
Operator | 2004-06 NS benefit N$ '
Europe
Airtours 100 198 360 3 136 000 15,8
Germany
Best of 200 514 500 4 950 000 9,6

Group
Dertour 1300 915 922 41 067 000 44,8
Germany

2T 222 149 622 7 007 904 46,8

Germany
FTl Germany 100 135 000 3 150 000 23,3

lkarus 240 139 351 9 072 000 65,1
Germany
Germany
Iwanowski 1 800 750 385 84 564 000 112,7
Germany
Studiosus 790 675 000 27 871 200 41,3
Germany
Thomas

Cook 1080 570 150 26 827 200 471
Germany

TUI

380 416 478 11 704 000 28,1
Germany
Windrose 45 71 100 1 316 000 18,5
Germany
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Wl 900 577 570 35 481 600 61,4
Swiss
Rotunda 1420 559 380 51 120 000 91,4
Swiss
Amex
At 100 145 200 3 960 000 27.3
Jetair 150 220 000 4 250 400 19,3
Benelux
Miles Travel 80 130 000 2 412 000 21,3
Benelux
HDEEB" 150 66 009 3 069 000 46,5
: D':;rf"te 200 118 351 5 808 000 491
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JOINT MARKETING AGREEMENTS

UK
Expert Africa| 627 645 242 11 131 659 17,3
Cox ﬁ:{{i"gs 89 274 456 2 340 789 8,5
Saga UK 675 548 700 14 459 005 26,4
A & Kent UK 68 176 834 2 425 560 13,7
oTC 135 80 930 1181 250 14,6
Kuoni 300 177 000 6 750 000 38,1
VIV 1112 472 000 13 914 677 29,5

Namibia

TE;EELTS 502 257 837 7 339 038 28 5
T“D’gf”"s 1310 319 396 6 368 725 19,9
TOTAL 14125 9349781 | 394 441007 42,2
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UK/IRELAND

* Implement joint marketing agreements and campaigns.

* Need collaboration and input on pre-Indaba hosted fam trips & utilise
TBCSA funds to host trips outside trade-show period.

e Conduct roadshows and training.
e Develop brand ambassadors in the UK for South Africa.

* Improve communication — map UK trade, WhatsApp group, promotion of
hybrid trade/consumer shows.

* Marketing opportunities and events — SA festivals in UK summer, movies filmed in SA,
direct charters to SA.

TOURISM | g7/
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NORTH AMERICA

e Destination training with agencies by hosting events in major cities. Include suppliers, DMCs,
operators, etc.

Work with DMC, tour operators that are Virtuoso, Internova, Signature, etc. and do joint
marketing campaigns.

* Give budget to DMC, tour operators, etc. host FAMs as they will be targeted and have correct
audience. Also will help to showcase right product and areas Americans will visit i.e. no point
having a FAM in KZN for American market. They would need to split between high end and
2/3 star markets.

e Good travel influencers on social media.
* Virtual shows and tour operator roadshows (e.g. Goway).

TOURISM | g7/
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GERMAN SPEAKING EUROPE

Short Term Proposals: Long Term Proposals:

*  Multi city roadshows * Long-term partnerships with global stakeholders.

 Collaborative webinars * OTA-enabled booking platform including a quiz

* Joint marketing campaigns and SME products.

* Mega familiarisation trips * “Experience Africa” campaign in the DACH region.

 Ensure reliable planning for * Marketing optimization through search engines,
Indaba events testimonials, and addressing safety concerns.

e Strategic airline partnerships * Promote beyond South Africa's highlights

to include all provinces and events.
* Evolve campaigns to target digital nomads, gap year
students,
and multi-generational travellers.
* Incentives for long stays.
e Integrating SMEs through DMCs and providing support
for qualification in health and safety, as well as compliance.
e Address barrier challenges.
e Collect industry feedback on SAT requirements.

TOURISM | g7/
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CHINA

* Develop customized marketing material.

e Conduct roadshows and product promotions in 2" & 3™ tier cities.

* Implement influencer marketing that engages macro, micro, and nano influencers across the travel, luxury,
food, and family lifestyle niches.

« Shift digital platforms to Weibo, Douyin (TikTok), Kuaishou and Xiaohongshu (Little Red Book).

 Upgrade current single-entry visa to a multiple-entry visa.

* Enhance safety measures — Sun City, diamond factories, hotels.

e Train Chinese Tour Guides.

* Improve visitor experiences — more flights, faster immigration processing, improve VAT refund process.

* lLaunch digital “Ni Hao SA” campaign to welcome Chinese visitors.

TOURISM | g7/
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INDIA

Joint marketing with key tour operators in India (e.g. Kulin Kumar, Urvi Tours). In the past,
co-branded print and outdoor campaigns—like full shopfront takeovers—very effective.

* Leverage SA cricket’s Nov & Dec 2025 India tour through joint promotions and
media partnerships, as was successfully done before.

e Celebrity & influencer partnerships via film, TV, or social media
(e.g. Fear Factor India in Cape Town) to highlight SA’s adventure appeal.

*  Mega fam trip timed outside peak Indian travel season. Groups could be hosted by top DMCs,
then gather for a showcase event. This could replace the 2026 India roadshow.

Campaigns targeting repeat visitors, encouraging them to explore new regions within SA.
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AFRICA

e Relationship building with the South African Trade.
e Conduct market segmentation on each market & create tactical campaign.
e Relationship building with in country trade — MOUs, WhatsApp groups, roadshows, MegaFams.

* Improve marketing to include high end name brand shopping, increased marketing at airports and
include influencers, bloggers and ambassadors.

* Improve visa processing.

TOURISM | g7/
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ADVENTURE TOURSIM

Marketing Collateral & Campaigns

e Adventure Tourism Digital Content

e Campaign to Promote Credible Adventure Operators

* Leveraging the ATTA (Adventure Travel Trade Association) Platform

Familiarisation Trips / Educationals (FAM)
 Local Trade and Media Education
* |nternational Trade Fam

Exhibition Attendance and Exposure
e Adventure Travel World Summit (ATWS)

Future Plans
e Adventure Travel World Summit (ATWS) hosted in South Africa
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GOLF TOURISM

Marketing Collateral & Campaigns
e Golf Video

* Golf Brochure / Magazine

Familiarisation Trips / Educationals (Fam)
* Annual Golf Fam

Exhibition Attendance and Exposure
* International Golf Travel Market (IGTM)
Cannes, France, 20-23 October 2025

* Hosted Dinner

* South Africa Destination Presentation as part of the IGTM Program
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YOUTH TOURISM

Marketing Collateral & Campaigns
e Youth Tourism Marketing Collateral

* Leveraging the WYSE (World Youth, Student and Educational)
Travel Confederation Platform

Familiarisation Trips / Educationals (FAM)

Exhibition Attendance and Exposure

* World Youth and Student Travel Conference (WYSTC) Lisbon,
Portugal 23 to 26 September 2025

e |CEF Berlin, Germany, 02 to 04 November 2025
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BRAND MARKETING

* Develop a new destination marketing brand

e Harness best creative minds
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Al COUNTRY STRATEGY FOR SOUTH AFRICA

We don’t need more marketing — we need more intelligence
* We've spent years treating marketing as the solution to everything.

* Another campaign. Another awareness push.
Another trade show activation.

We are no longer marketing to the traveller.
* We are marketing to the machine that tells the traveller where to go.

* And machines don’t respond to awareness.

 They respond to data. To structure. To intelligence.
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Al COUNTRY STRATEGY FOR SOUTH AFRICA

So what does “intelligence” look like?

It’s not abstract. It’s practical. It’s measurable. And it’s long overdue 2
It means creating verified, structured, up-to-date information about
every route, region, and operator in this country.

It means turning inspirational content into structured data —

clearly tagged, geo-located, linked, and categorised.

It means building clean, trusted datasets that reflect not just price
and product, but purpose, people, and place.

It means training the machine on the full richness of what South Africa offers —
not just what’s already visible.

The mistake we must not make:

We must not confuse this with “more digital marketing.”

This is not about increasing ad spend. It’s not about targeting
better or writing smarter headlines.
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Al COUNTRY STRATEGY FOR SOUTH AFRICA

A Tourism Intelligence Engine for South Africa
Not a website. Not a booking portal. Not a glossy content hub.

But an Al-powered infrastructure that makes every corner of
South African tourism visible, recommendable, and discoverable —
by both humans and machines.

What Needs to be Done

* Rebuild the Map

* Train the Machine

* Fix the Quote

* Balance the Economics
* Predict the Pressure

Private Sector led — Small Task Force
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