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Aims and Objectives:
• JMA with overseas operators to fund marketing activities in key source markets.
• 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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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.

• Conduct roadshows and training.

• 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.



NORTH AMERICA

• 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.

• Good travel influencers on social media.

• Virtual shows and tour operator roadshows (e.g. Goway).



GERMAN SPEAKING EUROPE

Short Term Proposals:

• Multi city roadshows
• Collaborative webinars
• Joint marketing campaigns
• Mega familiarisation trips
• Ensure reliable planning for 

Indaba events
• Strategic airline partnerships

Long Term Proposals:

• Long-term partnerships with global stakeholders.
• OTA-enabled booking platform including a quiz 

and SME products.
• “Experience Africa” campaign in the DACH region.
• Marketing optimization through search engines, 

testimonials, and addressing safety concerns. 
• 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.
• Integrating SMEs through DMCs and providing support 

for qualification in health and safety, as well as compliance.
• Address barrier challenges.
• Collect industry feedback on SAT requirements.



CHINA

• Develop customized marketing material.

• Conduct roadshows and product promotions in 2nd & 3rd 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.

• Train Chinese Tour Guides.

• Improve visitor experiences – more flights, faster immigration processing, improve VAT refund process.

• Launch digital “Ni Hao SA” campaign to welcome Chinese visitors.



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.

• 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.



AFRICA

• Relationship building with the South African Trade.

• Conduct market segmentation on each market & create tactical campaign.

• 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.



ADVENTURE TOURSIM

Marketing Collateral & Campaigns
• Adventure Tourism Digital Content 
• Campaign to Promote Credible Adventure Operators
• Leveraging the ATTA (Adventure Travel Trade Association) Platform

Familiarisation Trips / Educationals (FAM) 
• Local Trade and Media Education
• International Trade Fam

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

Future Plans
• Adventure Travel World Summit (ATWS) hosted in South Africa



GOLF TOURISM

Marketing Collateral & Campaigns
• 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 



YOUTH TOURISM

Marketing Collateral & Campaigns
• 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
 

• ICEF Berlin, Germany, 02 to 04 November 2025 



BRAND MARKETING

• Develop a new destination marketing brand

• Harness best creative minds



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. 

AI COUNTRY STRATEGY FOR SOUTH AFRICA
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So what does “intelligence” look like? 
• It’s not abstract. It’s practical. It’s measurable. And it’s long overdue. 
• 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. 



AI 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 AI-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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