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1. Raesetja Sithole 
Deputy Minister of Small Business Development
Topic: The Future of Small Business in South Africa 

Summary: At the heart of SA’s tourism industry are 
micro, small and medium enterprises. Tourism should 
become a dependable engine for SMMEs if inclusive 
growth, youth jobs and township and rural 
revitalisation are important.

Key Insights
Hurdles that SMMEs face: 
• Market access and visibility, many excellent 

township and rural products remain invisible on 
global platforms and even to domestic travellers.

• Finance and cash-flow, seasonality and long 
payment cycles strain small firms that cannot 
access working capital at affordable rates.

• Compliance and red tape, licensing, grading, 
health and safety, and multiple municipal 
requirements often duplicate effort and cost.

• Skills and standards, quality, customer service, 
digital marketing and data literacy vary widely, 
affecting repeat business and reviews.

• Safety and reliability, perceptions and realities 
around safety, power, water and transport 
reliability influence demand, itineraries and 
insurance.

• Connectivity, digital presence, e-payments and 
basic connectivity still exclude too many township 
and rural businesses from the formal tourism 
value chain.

• The government’s agenda is a coherent national 
entrepreneurship drive. 

• The Cabinet has approved the publication of the 
National Entrepreneurship Strategy and 

or get left behind.

Key Insights
• Some businesses still believe more in the power of 

traditional media platforms and believe social 
media is for influencers and young people.

• Businesses ought to learn how to use digital tools 
to make their businesses successful.

• Some big and successful brands have demised 
after not getting on the digital media bandwagon. 
Some overestimated the value of their brands.

• The Five Ws should always drive a business 
operation. Who, Where, What, When, and Why.

• Successful commercial businesses use social 
media as a foundational tool for success. It’s the 
biggest open market in the world - 5.4 billion 
people. 

• Social media is the business tool of our time. 
Social media users, potential clients, deem a 
business credible if it has a social media presence.

Social media is: 
An amplification tool
A community building too 
A brand-building tool
A search engine
A research tool 

How to leverage social media
• Brand Building: A modern-day business cannot be 

strong if it’s not a brand. How do you stand out as 
a business? You're not just offering a service; 
there is a connection with your brand. It makes 
you stand out from your competitors. Brands are 
important in a tech-enabled space. 

• Community Building: Community is bigger than 

Implementation Plan for public comment. 
• The government is targeting 11 million jobs by 

2030, and 9 million will come out of tourism.
• The Cabinet has approved Entrepreneurship to be 

part of the school curriculum.
• The National Enterprise Bill, which will facilitate 

the establishment of an office of a Small Business 
Ombudsman, is on track.

• Tourism SMMEs are a priority beneficiary, 
especially youth- and women-led enterprises, 
through targeted actions in education and skills, 
innovation and technology, finance and markets, 
regulatory reform, and networking.

• Work is underway through SEDFA to expand 
blended finance, revenue-based financing and 
working-capital instruments that match the 
realities of bookings, seasonality and platform 
payouts.

• Red-tape reduction - 28 pieces of legislation to be 
amended to improve the ease of doing business.

• Digital readiness - with partners, we’re scaling 
practical support so that even a two-person 
homestay can: accept e-payments, appear on 
trusted platforms, respond to reviews, use simple 
CRM tools, and comply with data and safety 
standards.

2. Lebo Lion
Marketing Strategist 
Topic: Leveraging Social Media for Business Growth

Summary: Social media is a powerful tool. A mindset 
change is needed in order to leverage the benefits it 
offers. Businesses that do not have a social media 
strategy or use social media for reach risk not growing 
to their fullest potential. Ride the wave of innovation 

having customers. You are creating evangelists 
who will carry your brand.

• User-generated content campaigns.  
• Brand Ambassadors programmes - a small and 

exclusive community to make your customers 
special. 

• Online Forums and Communities - This allows a 
business to have feedback. Allows owners to 
speak to their communities and consumers.

Community Events
• Be Strategic: Ascertain who you are serving and 

talking to. Use the platform to gain knowledge and 
interact with people. Approach the business in 
terms of what your customers want. Nurture a 
successful partnership: the use of Influencer 
Marketing can elevate a business. It’s a long-term 
strategy. 

• Using the Marketing Funnel as a guide on how to 
get the most reach with social media collaborators 
or influencers

• The Law of Seven -  On average, a marketing 
message on social media needs to be seen at least 
seven times before people remember the brand.

• Interest - You will not get results in one post. Have 
long-term relationships with influence… When 
people have an interest, you push for people to 
have Desire.

• Action and Loyalty at the Bottom of the Funnel. 
Smaller influencers that create Loyalty. Conversion 
requires trust. Before customers can put money 
into a brand, they need people they trust.

• Platform Optimisation - Knowing how to use a 
digital platform, when and for what. Understand 
which demographics use it, what kind of media 
types and social media platforms.

• Data Driven Approach- Using data to make 
informed decisions. 

• Great social media marketing builds a sales 
runway.

• Have a clear call to action, optimise links, simplify 
bookings, and treat DMs as leads.

3. SMME Funding Workshop
Moderator: Mr Septi Bukula (Rendzo Network)
Panellists: Sandile Philip – FNB Commercial Lend Pillar
Veroshen Naidoo – Chief Investment Officer, Business 
Partners Limited
Sabelo Ntshangase – SEDFA North West Provincial 
Manager
Lee- Anne Bac – Advisory Partner, DO South Africa
Kagisho Bapela – Head Services, Strategic Business 
Unit – IDC Topic: Using Social Media to Market Your 
Small Business

Summary: The focus of the discussion was to unpack 
how SMMEs in the tourism industry can access capital 
and unlock funding opportunities. The discussion 
honed in on the financing gaps in the SME space. The 
various panellists introduced themselves and 
explained to the audience about the type of funding 
and financing models followed by their organisations. 
The workshop started with a Q&A that saw audience 
members ask questions to the panellists about 
funding mechanisms, and share their experiences 
about the various funding challenges. 

Key Insights:
Responses to Audience Questions/Queries:
FNB: The feedback from the customers is useful, 
especially where the funders see themselves as 
collaborators. We need to provide feedback on how 

best to position your SMMEs. There is an information 
gap in terms of the criteria used to secure funding. If 
we want the economy to thrive, we need to create an 
enabling environment. It is important to understand 
how banks finance small businesses.
SEFDA: We have identified some inefficiencies in our 
system. When people do not receive help, I suggest 
that they get in touch with their regional managers, 
who are tasked to help them with whatever issues 
they may have. I will find a way to link complainants 
with the relevant officials who will assist until the 
finalisation of applications. We have offices in all the 
regions in the country. There is a 48-hour turnaround 
time.  Pre-funding, which can include feasibility 
studies, the application process and assistance with 
business plans.
IDC: One of the reasons we keep attending these 
events is to collect information. The feedback is useful 
in helping us get a sense of applicants’ needs. The IDC 
is working on bolstering its pre-investment support 
systems. This feedback is crucial in providing us with 
some guidance on how best to improve our service.
Business Partners: Our doors are open to all types of 
financing. Although the tourism industry is still mainly 
in recovery mode following the pandemic. Our 
approach in those instances is not to burden 
businesses by injecting capital while in recovery. It is 
still early days. But the appetite to invest in this sector 
and help it increase its contribution to GDP remains. 
BDO: Financiers are businesses themselves. We need 
to assess risk and calculate return on investment. We 
urge customers and SMMEs to identify the right 
funder for your businesses.Link up with courses on 
how to run a business. When you have more 
information at your disposal, it will be easier to secure 
funding.

SB: The second round of questions delved deeper into 
the many challenges that applicants face when 
seeking funding for their SMMEs
Business Partners: In the past, Business Partners, 
when it was known as the SBDC, used to seek equity 
in the businesses it was funding. In this iteration, it is 
no longer taking ownership of businesses. Business 
Partners is only offering funding options. 
SEFDA: SEFDA has a grant mechanism that can also be 
a way for SMMEs to secure funding. Through these 
programmes, people are trained on how to effectively 
run a business. These grants cater to everyone who is 
at every stage of business. 
FNB: Many DFIs are playing a role in various spaces. 
Some are funding entities that do not meet the 
criteria set by the banks. And some business entities 
will simply not meet the criteria.  Innovation is also 
needed in trying to secure funding, especially at 
various stages of your business’s growth. When we are 
seeking to scale and seeking finance, you might have 
to employ different methods. At some stage of your 
business, non-financial support becomes more crucial.
BDO: It has traditionally been difficult for players in 
this sector to get funding. The pandemic exacerbated 
the situation. Risk is a great challenge for many of the 
funding organisations.  In this instance, DFIs have a 
role to play. It has become even more important for 
SMMEs in the tourism industry to be innovative and 
discover other ways to sustain their businesses and 
secure funding.
SB: Navigating the risks involved in funding Tourism 
SMMEs
SEFDA: We take on the risk on behalf of the bank. We 
not only assist with the pre-investment, but also with 
non-financial support.  Always borrow what is needed 
in the business. 

FNB: During incubation, if we are going to provide 
asset-based funding, we do not want to create stress 
in that business. What you need in that instance is 
grant funding. Traditional funding will not work in 
incubation because there is a serviceability aspect 
that cannot be avoided. We need to ensure that the 
support can assist the business in growing. But the 
business should be able to pay back whatever has 
been loaned without creating stress for the business.

Summary: The various funding organisations 
represented on the panel confirmed that they have an 
online presence. Noting that applications can be 
submitted online and in digital forms. The funding also 
varies from business to business in terms of need and 
size. They encouraged SMMEs to fully understand the 
funding mechanisms that are currently available and 
also conduct a needs assessment suitable for their 
entities. 

4. Speaker: Maggie Sotyu
Deputy Minister of Tourism 
Topic: Closing Address

Summary:  A unified industry voice can show that 
tourism is for all. Leadership in tourism is about more 
than managing destinations - but about shaping 
futures. Domestic tourism remains SA’s strongest pillar 
of resilience. 

When global markets fluctuate and external crises 
threaten, it is local tourists who sustain this sector. But 
to grow the domestic local tourism market, it must be 
accessible, affordable and inclusive.

Key Insights
• The TBCSA Tourism Leadership Conference is a 

gathering that reflects the pulse of a sector that 
continues to shape South Africa’s economic and 
social landscape.

• Tourism is SA’s most human economy - one that 
depends not only on resources and infrastructure, 
but on people, stories, and shared experiences. 
It’s the thread that binds cultures, the bridge that 
connects nations, and the engine that drives 
inclusive growth in communities. 

• As part of reflections, questions must be asked 
about how to lead tourism into its next chapter 
with wisdom, courage, and unity. 

• The Tourism Leadership Conference is more than 
a forum for dialogue - it is also a platform to 
reaffirm collective commitment - that as leaders, 
we will transcend boundaries, harness innovation, 
and work together across government, business, 
and communities. 

• Our task is straightforward: to translate vision into 
action and to ensure that the growth of tourism is 
inclusive, sustainable, and transformative. And to 
translate service into service delivery – the 
touchstone of our industry. 

• The discussion on innovation, digital 
transformation, destination development, and 
sustainable growth positions SA as a destination 
with purpose - one that transforms lives, uplifts 
communities, and contributes to inclusive 
economic growth. 

• SA’s tourism journey cannot be measured solely 
by international arrival statistics. It must also be 
measured in the jobs created for young people in 
rural communities. 

• Industry challenges must be confronted honestly. 
Inequality, lack of access to capital, markets, and 
training, is still limited to many. Leadership holds 
the key to turning these challenges into stepping 
stones.

• The transformation of tourism is about shifting 
realities, creating opportunities to ensure nobody 
is left behind, but is placed firmly on the map of 
opportunity.

• By driving industry data, research, and dialogue, 
the TBCSA provides thought leadership that 
informs both domestic strategies and 
international competitiveness. 

• May we lead with courage, innovate with vision, 
and serve with humility. We leave with a renewed 
beginning for South Africa’s tourism story.
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become a dependable engine for SMMEs if inclusive 
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revitalisation are important.
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• Market access and visibility, many excellent 

township and rural products remain invisible on 
global platforms and even to domestic travellers.

• Finance and cash-flow, seasonality and long 
payment cycles strain small firms that cannot 
access working capital at affordable rates.
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• Some big and successful brands have demised 
after not getting on the digital media bandwagon. 
Some overestimated the value of their brands.

• The Five Ws should always drive a business 
operation. Who, Where, What, When, and Why.

• Successful commercial businesses use social 
media as a foundational tool for success. It’s the 
biggest open market in the world - 5.4 billion 
people. 

• Social media is the business tool of our time. 
Social media users, potential clients, deem a 
business credible if it has a social media presence.

Social media is: 
An amplification tool
A community building too 
A brand-building tool
A search engine
A research tool 

How to leverage social media
• Brand Building: A modern-day business cannot be 

strong if it’s not a brand. How do you stand out as 
a business? You're not just offering a service; 
there is a connection with your brand. It makes 
you stand out from your competitors. Brands are 
important in a tech-enabled space. 

• Community Building: Community is bigger than 
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Implementation Plan for public comment. 
• The government is targeting 11 million jobs by 

2030, and 9 million will come out of tourism.
• The Cabinet has approved Entrepreneurship to be 

part of the school curriculum.
• The National Enterprise Bill, which will facilitate 

the establishment of an office of a Small Business 
Ombudsman, is on track.

• Tourism SMMEs are a priority beneficiary, 
especially youth- and women-led enterprises, 
through targeted actions in education and skills, 
innovation and technology, finance and markets, 
regulatory reform, and networking.

• Work is underway through SEDFA to expand 
blended finance, revenue-based financing and 
working-capital instruments that match the 
realities of bookings, seasonality and platform 
payouts.

• Red-tape reduction - 28 pieces of legislation to be 
amended to improve the ease of doing business.

• Digital readiness - with partners, we’re scaling 
practical support so that even a two-person 
homestay can: accept e-payments, appear on 
trusted platforms, respond to reviews, use simple 
CRM tools, and comply with data and safety 
standards.

2. Lebo Lion
Marketing Strategist 
Topic: Leveraging Social Media for Business Growth

Summary: Social media is a powerful tool. A mindset 
change is needed in order to leverage the benefits it 
offers. Businesses that do not have a social media 
strategy or use social media for reach risk not growing 
to their fullest potential. Ride the wave of innovation 

having customers. You are creating evangelists 
who will carry your brand.

• User-generated content campaigns.  
• Brand Ambassadors programmes - a small and 

exclusive community to make your customers 
special. 

• Online Forums and Communities - This allows a 
business to have feedback. Allows owners to 
speak to their communities and consumers.

Community Events
• Be Strategic: Ascertain who you are serving and 

talking to. Use the platform to gain knowledge and 
interact with people. Approach the business in 
terms of what your customers want. Nurture a 
successful partnership: the use of Influencer 
Marketing can elevate a business. It’s a long-term 
strategy. 

• Using the Marketing Funnel as a guide on how to 
get the most reach with social media collaborators 
or influencers

• The Law of Seven -  On average, a marketing 
message on social media needs to be seen at least 
seven times before people remember the brand.

• Interest - You will not get results in one post. Have 
long-term relationships with influence… When 
people have an interest, you push for people to 
have Desire.

• Action and Loyalty at the Bottom of the Funnel. 
Smaller influencers that create Loyalty. Conversion 
requires trust. Before customers can put money 
into a brand, they need people they trust.

• Platform Optimisation - Knowing how to use a 
digital platform, when and for what. Understand 
which demographics use it, what kind of media 
types and social media platforms.

• Data Driven Approach- Using data to make 
informed decisions. 

• Great social media marketing builds a sales 
runway.

• Have a clear call to action, optimise links, simplify 
bookings, and treat DMs as leads.

3. SMME Funding Workshop
Moderator: Mr Septi Bukula (Rendzo Network)
Panellists: Sandile Philip – FNB Commercial Lend Pillar
Veroshen Naidoo – Chief Investment Officer, Business 
Partners Limited
Sabelo Ntshangase – SEDFA North West Provincial 
Manager
Lee- Anne Bac – Advisory Partner, DO South Africa
Kagisho Bapela – Head Services, Strategic Business 
Unit – IDC Topic: Using Social Media to Market Your 
Small Business

Summary: The focus of the discussion was to unpack 
how SMMEs in the tourism industry can access capital 
and unlock funding opportunities. The discussion 
honed in on the financing gaps in the SME space. The 
various panellists introduced themselves and 
explained to the audience about the type of funding 
and financing models followed by their organisations. 
The workshop started with a Q&A that saw audience 
members ask questions to the panellists about 
funding mechanisms, and share their experiences 
about the various funding challenges. 

Key Insights:
Responses to Audience Questions/Queries:
FNB: The feedback from the customers is useful, 
especially where the funders see themselves as 
collaborators. We need to provide feedback on how 

best to position your SMMEs. There is an information 
gap in terms of the criteria used to secure funding. If 
we want the economy to thrive, we need to create an 
enabling environment. It is important to understand 
how banks finance small businesses.
SEFDA: We have identified some inefficiencies in our 
system. When people do not receive help, I suggest 
that they get in touch with their regional managers, 
who are tasked to help them with whatever issues 
they may have. I will find a way to link complainants 
with the relevant officials who will assist until the 
finalisation of applications. We have offices in all the 
regions in the country. There is a 48-hour turnaround 
time.  Pre-funding, which can include feasibility 
studies, the application process and assistance with 
business plans.
IDC: One of the reasons we keep attending these 
events is to collect information. The feedback is useful 
in helping us get a sense of applicants’ needs. The IDC 
is working on bolstering its pre-investment support 
systems. This feedback is crucial in providing us with 
some guidance on how best to improve our service.
Business Partners: Our doors are open to all types of 
financing. Although the tourism industry is still mainly 
in recovery mode following the pandemic. Our 
approach in those instances is not to burden 
businesses by injecting capital while in recovery. It is 
still early days. But the appetite to invest in this sector 
and help it increase its contribution to GDP remains. 
BDO: Financiers are businesses themselves. We need 
to assess risk and calculate return on investment. We 
urge customers and SMMEs to identify the right 
funder for your businesses.Link up with courses on 
how to run a business. When you have more 
information at your disposal, it will be easier to secure 
funding.

SB: The second round of questions delved deeper into 
the many challenges that applicants face when 
seeking funding for their SMMEs
Business Partners: In the past, Business Partners, 
when it was known as the SBDC, used to seek equity 
in the businesses it was funding. In this iteration, it is 
no longer taking ownership of businesses. Business 
Partners is only offering funding options. 
SEFDA: SEFDA has a grant mechanism that can also be 
a way for SMMEs to secure funding. Through these 
programmes, people are trained on how to effectively 
run a business. These grants cater to everyone who is 
at every stage of business. 
FNB: Many DFIs are playing a role in various spaces. 
Some are funding entities that do not meet the 
criteria set by the banks. And some business entities 
will simply not meet the criteria.  Innovation is also 
needed in trying to secure funding, especially at 
various stages of your business’s growth. When we are 
seeking to scale and seeking finance, you might have 
to employ different methods. At some stage of your 
business, non-financial support becomes more crucial.
BDO: It has traditionally been difficult for players in 
this sector to get funding. The pandemic exacerbated 
the situation. Risk is a great challenge for many of the 
funding organisations.  In this instance, DFIs have a 
role to play. It has become even more important for 
SMMEs in the tourism industry to be innovative and 
discover other ways to sustain their businesses and 
secure funding.
SB: Navigating the risks involved in funding Tourism 
SMMEs
SEFDA: We take on the risk on behalf of the bank. We 
not only assist with the pre-investment, but also with 
non-financial support.  Always borrow what is needed 
in the business. 

FNB: During incubation, if we are going to provide 
asset-based funding, we do not want to create stress 
in that business. What you need in that instance is 
grant funding. Traditional funding will not work in 
incubation because there is a serviceability aspect 
that cannot be avoided. We need to ensure that the 
support can assist the business in growing. But the 
business should be able to pay back whatever has 
been loaned without creating stress for the business.

Summary: The various funding organisations 
represented on the panel confirmed that they have an 
online presence. Noting that applications can be 
submitted online and in digital forms. The funding also 
varies from business to business in terms of need and 
size. They encouraged SMMEs to fully understand the 
funding mechanisms that are currently available and 
also conduct a needs assessment suitable for their 
entities. 
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of resilience. 
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Key Insights
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but on people, stories, and shared experiences. 
It’s the thread that binds cultures, the bridge that 
connects nations, and the engine that drives 
inclusive growth in communities. 

• As part of reflections, questions must be asked 
about how to lead tourism into its next chapter 
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• The Tourism Leadership Conference is more than 
a forum for dialogue - it is also a platform to 
reaffirm collective commitment - that as leaders, 
we will transcend boundaries, harness innovation, 
and work together across government, business, 
and communities. 

• Our task is straightforward: to translate vision into 
action and to ensure that the growth of tourism is 
inclusive, sustainable, and transformative. And to 
translate service into service delivery – the 
touchstone of our industry. 

• The discussion on innovation, digital 
transformation, destination development, and 
sustainable growth positions SA as a destination 
with purpose - one that transforms lives, uplifts 
communities, and contributes to inclusive 
economic growth. 

• SA’s tourism journey cannot be measured solely 
by international arrival statistics. It must also be 
measured in the jobs created for young people in 
rural communities. 

• Industry challenges must be confronted honestly. 
Inequality, lack of access to capital, markets, and 
training, is still limited to many. Leadership holds 
the key to turning these challenges into stepping 
stones.

• The transformation of tourism is about shifting 
realities, creating opportunities to ensure nobody 
is left behind, but is placed firmly on the map of 
opportunity.

• By driving industry data, research, and dialogue, 
the TBCSA provides thought leadership that 
informs both domestic strategies and 
international competitiveness. 

• May we lead with courage, innovate with vision, 
and serve with humility. We leave with a renewed 
beginning for South Africa’s tourism story.
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through targeted actions in education and skills, 
innovation and technology, finance and markets, 
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• Work is underway through SEDFA to expand 
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working-capital instruments that match the 
realities of bookings, seasonality and platform 
payouts.

• Red-tape reduction - 28 pieces of legislation to be 
amended to improve the ease of doing business.

• Digital readiness - with partners, we’re scaling 
practical support so that even a two-person 
homestay can: accept e-payments, appear on 
trusted platforms, respond to reviews, use simple 
CRM tools, and comply with data and safety 
standards.

2. Lebo Lion
Marketing Strategist 
Topic: Leveraging Social Media for Business Growth

Summary: Social media is a powerful tool. A mindset 
change is needed in order to leverage the benefits it 
offers. Businesses that do not have a social media 
strategy or use social media for reach risk not growing 
to their fullest potential. Ride the wave of innovation 

having customers. You are creating evangelists 
who will carry your brand.

• User-generated content campaigns.  
• Brand Ambassadors programmes - a small and 

exclusive community to make your customers 
special. 

• Online Forums and Communities - This allows a 
business to have feedback. Allows owners to 
speak to their communities and consumers.

Community Events
• Be Strategic: Ascertain who you are serving and 

talking to. Use the platform to gain knowledge and 
interact with people. Approach the business in 
terms of what your customers want. Nurture a 
successful partnership: the use of Influencer 
Marketing can elevate a business. It’s a long-term 
strategy. 

• Using the Marketing Funnel as a guide on how to 
get the most reach with social media collaborators 
or influencers

• The Law of Seven -  On average, a marketing 
message on social media needs to be seen at least 
seven times before people remember the brand.

• Interest - You will not get results in one post. Have 
long-term relationships with influence… When 
people have an interest, you push for people to 
have Desire.

• Action and Loyalty at the Bottom of the Funnel. 
Smaller influencers that create Loyalty. Conversion 
requires trust. Before customers can put money 
into a brand, they need people they trust.

• Platform Optimisation - Knowing how to use a 
digital platform, when and for what. Understand 
which demographics use it, what kind of media 
types and social media platforms.

• Data Driven Approach- Using data to make 
informed decisions. 

• Great social media marketing builds a sales 
runway.

• Have a clear call to action, optimise links, simplify 
bookings, and treat DMs as leads.

3. SMME Funding Workshop
Moderator: Mr Septi Bukula (Rendzo Network)
Panellists: Sandile Philip – FNB Commercial Lend Pillar
Veroshen Naidoo – Chief Investment Officer, Business 
Partners Limited
Sabelo Ntshangase – SEDFA North West Provincial 
Manager
Lee- Anne Bac – Advisory Partner, DO South Africa
Kagisho Bapela – Head Services, Strategic Business 
Unit – IDC Topic: Using Social Media to Market Your 
Small Business

Summary: The focus of the discussion was to unpack 
how SMMEs in the tourism industry can access capital 
and unlock funding opportunities. The discussion 
honed in on the financing gaps in the SME space. The 
various panellists introduced themselves and 
explained to the audience about the type of funding 
and financing models followed by their organisations. 
The workshop started with a Q&A that saw audience 
members ask questions to the panellists about 
funding mechanisms, and share their experiences 
about the various funding challenges. 

Key Insights:
Responses to Audience Questions/Queries:
FNB: The feedback from the customers is useful, 
especially where the funders see themselves as 
collaborators. We need to provide feedback on how 

best to position your SMMEs. There is an information 
gap in terms of the criteria used to secure funding. If 
we want the economy to thrive, we need to create an 
enabling environment. It is important to understand 
how banks finance small businesses.
SEFDA: We have identified some inefficiencies in our 
system. When people do not receive help, I suggest 
that they get in touch with their regional managers, 
who are tasked to help them with whatever issues 
they may have. I will find a way to link complainants 
with the relevant officials who will assist until the 
finalisation of applications. We have offices in all the 
regions in the country. There is a 48-hour turnaround 
time.  Pre-funding, which can include feasibility 
studies, the application process and assistance with 
business plans.
IDC: One of the reasons we keep attending these 
events is to collect information. The feedback is useful 
in helping us get a sense of applicants’ needs. The IDC 
is working on bolstering its pre-investment support 
systems. This feedback is crucial in providing us with 
some guidance on how best to improve our service.
Business Partners: Our doors are open to all types of 
financing. Although the tourism industry is still mainly 
in recovery mode following the pandemic. Our 
approach in those instances is not to burden 
businesses by injecting capital while in recovery. It is 
still early days. But the appetite to invest in this sector 
and help it increase its contribution to GDP remains. 
BDO: Financiers are businesses themselves. We need 
to assess risk and calculate return on investment. We 
urge customers and SMMEs to identify the right 
funder for your businesses.Link up with courses on 
how to run a business. When you have more 
information at your disposal, it will be easier to secure 
funding.

SB: The second round of questions delved deeper into 
the many challenges that applicants face when 
seeking funding for their SMMEs
Business Partners: In the past, Business Partners, 
when it was known as the SBDC, used to seek equity 
in the businesses it was funding. In this iteration, it is 
no longer taking ownership of businesses. Business 
Partners is only offering funding options. 
SEFDA: SEFDA has a grant mechanism that can also be 
a way for SMMEs to secure funding. Through these 
programmes, people are trained on how to effectively 
run a business. These grants cater to everyone who is 
at every stage of business. 
FNB: Many DFIs are playing a role in various spaces. 
Some are funding entities that do not meet the 
criteria set by the banks. And some business entities 
will simply not meet the criteria.  Innovation is also 
needed in trying to secure funding, especially at 
various stages of your business’s growth. When we are 
seeking to scale and seeking finance, you might have 
to employ different methods. At some stage of your 
business, non-financial support becomes more crucial.
BDO: It has traditionally been difficult for players in 
this sector to get funding. The pandemic exacerbated 
the situation. Risk is a great challenge for many of the 
funding organisations.  In this instance, DFIs have a 
role to play. It has become even more important for 
SMMEs in the tourism industry to be innovative and 
discover other ways to sustain their businesses and 
secure funding.
SB: Navigating the risks involved in funding Tourism 
SMMEs
SEFDA: We take on the risk on behalf of the bank. We 
not only assist with the pre-investment, but also with 
non-financial support.  Always borrow what is needed 
in the business. 

FNB: During incubation, if we are going to provide 
asset-based funding, we do not want to create stress 
in that business. What you need in that instance is 
grant funding. Traditional funding will not work in 
incubation because there is a serviceability aspect 
that cannot be avoided. We need to ensure that the 
support can assist the business in growing. But the 
business should be able to pay back whatever has 
been loaned without creating stress for the business.

Summary: The various funding organisations 
represented on the panel confirmed that they have an 
online presence. Noting that applications can be 
submitted online and in digital forms. The funding also 
varies from business to business in terms of need and 
size. They encouraged SMMEs to fully understand the 
funding mechanisms that are currently available and 
also conduct a needs assessment suitable for their 
entities. 

4. Speaker: Maggie Sotyu
Deputy Minister of Tourism 
Topic: Closing Address

Summary:  A unified industry voice can show that 
tourism is for all. Leadership in tourism is about more 
than managing destinations - but about shaping 
futures. Domestic tourism remains SA’s strongest pillar 
of resilience. 

When global markets fluctuate and external crises 
threaten, it is local tourists who sustain this sector. But 
to grow the domestic local tourism market, it must be 
accessible, affordable and inclusive.

Key Insights
• The TBCSA Tourism Leadership Conference is a 

gathering that reflects the pulse of a sector that 
continues to shape South Africa’s economic and 
social landscape.

• Tourism is SA’s most human economy - one that 
depends not only on resources and infrastructure, 
but on people, stories, and shared experiences. 
It’s the thread that binds cultures, the bridge that 
connects nations, and the engine that drives 
inclusive growth in communities. 

• As part of reflections, questions must be asked 
about how to lead tourism into its next chapter 
with wisdom, courage, and unity. 

• The Tourism Leadership Conference is more than 
a forum for dialogue - it is also a platform to 
reaffirm collective commitment - that as leaders, 
we will transcend boundaries, harness innovation, 
and work together across government, business, 
and communities. 

• Our task is straightforward: to translate vision into 
action and to ensure that the growth of tourism is 
inclusive, sustainable, and transformative. And to 
translate service into service delivery – the 
touchstone of our industry. 

• The discussion on innovation, digital 
transformation, destination development, and 
sustainable growth positions SA as a destination 
with purpose - one that transforms lives, uplifts 
communities, and contributes to inclusive 
economic growth. 

• SA’s tourism journey cannot be measured solely 
by international arrival statistics. It must also be 
measured in the jobs created for young people in 
rural communities. 

• Industry challenges must be confronted honestly. 
Inequality, lack of access to capital, markets, and 
training, is still limited to many. Leadership holds 
the key to turning these challenges into stepping 
stones.

• The transformation of tourism is about shifting 
realities, creating opportunities to ensure nobody 
is left behind, but is placed firmly on the map of 
opportunity.

• By driving industry data, research, and dialogue, 
the TBCSA provides thought leadership that 
informs both domestic strategies and 
international competitiveness. 

• May we lead with courage, innovate with vision, 
and serve with humility. We leave with a renewed 
beginning for South Africa’s tourism story.
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1. Raesetja Sithole 
Deputy Minister of Small Business Development
Topic: The Future of Small Business in South Africa 

Summary: At the heart of SA’s tourism industry are 
micro, small and medium enterprises. Tourism should 
become a dependable engine for SMMEs if inclusive 
growth, youth jobs and township and rural 
revitalisation are important.

Key Insights
Hurdles that SMMEs face: 
• Market access and visibility, many excellent 

township and rural products remain invisible on 
global platforms and even to domestic travellers.

• Finance and cash-flow, seasonality and long 
payment cycles strain small firms that cannot 
access working capital at affordable rates.

• Compliance and red tape, licensing, grading, 
health and safety, and multiple municipal 
requirements often duplicate effort and cost.

• Skills and standards, quality, customer service, 
digital marketing and data literacy vary widely, 
affecting repeat business and reviews.

• Safety and reliability, perceptions and realities 
around safety, power, water and transport 
reliability influence demand, itineraries and 
insurance.

• Connectivity, digital presence, e-payments and 
basic connectivity still exclude too many township 
and rural businesses from the formal tourism 
value chain.

• The government’s agenda is a coherent national 
entrepreneurship drive. 

• The Cabinet has approved the publication of the 
National Entrepreneurship Strategy and 

or get left behind.

Key Insights
• Some businesses still believe more in the power of 

traditional media platforms and believe social 
media is for influencers and young people.

• Businesses ought to learn how to use digital tools 
to make their businesses successful.

• Some big and successful brands have demised 
after not getting on the digital media bandwagon. 
Some overestimated the value of their brands.

• The Five Ws should always drive a business 
operation. Who, Where, What, When, and Why.

• Successful commercial businesses use social 
media as a foundational tool for success. It’s the 
biggest open market in the world - 5.4 billion 
people. 

• Social media is the business tool of our time. 
Social media users, potential clients, deem a 
business credible if it has a social media presence.

Social media is: 
An amplification tool
A community building too 
A brand-building tool
A search engine
A research tool 

How to leverage social media
• Brand Building: A modern-day business cannot be 

strong if it’s not a brand. How do you stand out as 
a business? You're not just offering a service; 
there is a connection with your brand. It makes 
you stand out from your competitors. Brands are 
important in a tech-enabled space. 

• Community Building: Community is bigger than 

Implementation Plan for public comment. 
• The government is targeting 11 million jobs by 

2030, and 9 million will come out of tourism.
• The Cabinet has approved Entrepreneurship to be 

part of the school curriculum.
• The National Enterprise Bill, which will facilitate 

the establishment of an office of a Small Business 
Ombudsman, is on track.

• Tourism SMMEs are a priority beneficiary, 
especially youth- and women-led enterprises, 
through targeted actions in education and skills, 
innovation and technology, finance and markets, 
regulatory reform, and networking.

• Work is underway through SEDFA to expand 
blended finance, revenue-based financing and 
working-capital instruments that match the 
realities of bookings, seasonality and platform 
payouts.

• Red-tape reduction - 28 pieces of legislation to be 
amended to improve the ease of doing business.

• Digital readiness - with partners, we’re scaling 
practical support so that even a two-person 
homestay can: accept e-payments, appear on 
trusted platforms, respond to reviews, use simple 
CRM tools, and comply with data and safety 
standards.

2. Lebo Lion
Marketing Strategist 
Topic: Leveraging Social Media for Business Growth

Summary: Social media is a powerful tool. A mindset 
change is needed in order to leverage the benefits it 
offers. Businesses that do not have a social media 
strategy or use social media for reach risk not growing 
to their fullest potential. Ride the wave of innovation 

having customers. You are creating evangelists 
who will carry your brand.

• User-generated content campaigns.  
• Brand Ambassadors programmes - a small and 

exclusive community to make your customers 
special. 

• Online Forums and Communities - This allows a 
business to have feedback. Allows owners to 
speak to their communities and consumers.

Community Events
• Be Strategic: Ascertain who you are serving and 

talking to. Use the platform to gain knowledge and 
interact with people. Approach the business in 
terms of what your customers want. Nurture a 
successful partnership: the use of Influencer 
Marketing can elevate a business. It’s a long-term 
strategy. 

• Using the Marketing Funnel as a guide on how to 
get the most reach with social media collaborators 
or influencers

• The Law of Seven -  On average, a marketing 
message on social media needs to be seen at least 
seven times before people remember the brand.

• Interest - You will not get results in one post. Have 
long-term relationships with influence… When 
people have an interest, you push for people to 
have Desire.

• Action and Loyalty at the Bottom of the Funnel. 
Smaller influencers that create Loyalty. Conversion 
requires trust. Before customers can put money 
into a brand, they need people they trust.

• Platform Optimisation - Knowing how to use a 
digital platform, when and for what. Understand 
which demographics use it, what kind of media 
types and social media platforms.

• Data Driven Approach- Using data to make 
informed decisions. 

• Great social media marketing builds a sales 
runway.

• Have a clear call to action, optimise links, simplify 
bookings, and treat DMs as leads.

3. SMME Funding Workshop
Moderator: Mr Septi Bukula (Rendzo Network)
Panellists: Sandile Philip – FNB Commercial Lend Pillar
Veroshen Naidoo – Chief Investment Officer, Business 
Partners Limited
Sabelo Ntshangase – SEDFA North West Provincial 
Manager
Lee- Anne Bac – Advisory Partner, DO South Africa
Kagisho Bapela – Head Services, Strategic Business 
Unit – IDC Topic: Using Social Media to Market Your 
Small Business

Summary: The focus of the discussion was to unpack 
how SMMEs in the tourism industry can access capital 
and unlock funding opportunities. The discussion 
honed in on the financing gaps in the SME space. The 
various panellists introduced themselves and 
explained to the audience about the type of funding 
and financing models followed by their organisations. 
The workshop started with a Q&A that saw audience 
members ask questions to the panellists about 
funding mechanisms, and share their experiences 
about the various funding challenges. 

Key Insights:
Responses to Audience Questions/Queries:
FNB: The feedback from the customers is useful, 
especially where the funders see themselves as 
collaborators. We need to provide feedback on how 

best to position your SMMEs. There is an information 
gap in terms of the criteria used to secure funding. If 
we want the economy to thrive, we need to create an 
enabling environment. It is important to understand 
how banks finance small businesses.
SEFDA: We have identified some inefficiencies in our 
system. When people do not receive help, I suggest 
that they get in touch with their regional managers, 
who are tasked to help them with whatever issues 
they may have. I will find a way to link complainants 
with the relevant officials who will assist until the 
finalisation of applications. We have offices in all the 
regions in the country. There is a 48-hour turnaround 
time.  Pre-funding, which can include feasibility 
studies, the application process and assistance with 
business plans.
IDC: One of the reasons we keep attending these 
events is to collect information. The feedback is useful 
in helping us get a sense of applicants’ needs. The IDC 
is working on bolstering its pre-investment support 
systems. This feedback is crucial in providing us with 
some guidance on how best to improve our service.
Business Partners: Our doors are open to all types of 
financing. Although the tourism industry is still mainly 
in recovery mode following the pandemic. Our 
approach in those instances is not to burden 
businesses by injecting capital while in recovery. It is 
still early days. But the appetite to invest in this sector 
and help it increase its contribution to GDP remains. 
BDO: Financiers are businesses themselves. We need 
to assess risk and calculate return on investment. We 
urge customers and SMMEs to identify the right 
funder for your businesses.Link up with courses on 
how to run a business. When you have more 
information at your disposal, it will be easier to secure 
funding.

SB: The second round of questions delved deeper into 
the many challenges that applicants face when 
seeking funding for their SMMEs
Business Partners: In the past, Business Partners, 
when it was known as the SBDC, used to seek equity 
in the businesses it was funding. In this iteration, it is 
no longer taking ownership of businesses. Business 
Partners is only offering funding options. 
SEFDA: SEFDA has a grant mechanism that can also be 
a way for SMMEs to secure funding. Through these 
programmes, people are trained on how to effectively 
run a business. These grants cater to everyone who is 
at every stage of business. 
FNB: Many DFIs are playing a role in various spaces. 
Some are funding entities that do not meet the 
criteria set by the banks. And some business entities 
will simply not meet the criteria.  Innovation is also 
needed in trying to secure funding, especially at 
various stages of your business’s growth. When we are 
seeking to scale and seeking finance, you might have 
to employ different methods. At some stage of your 
business, non-financial support becomes more crucial.
BDO: It has traditionally been difficult for players in 
this sector to get funding. The pandemic exacerbated 
the situation. Risk is a great challenge for many of the 
funding organisations.  In this instance, DFIs have a 
role to play. It has become even more important for 
SMMEs in the tourism industry to be innovative and 
discover other ways to sustain their businesses and 
secure funding.
SB: Navigating the risks involved in funding Tourism 
SMMEs
SEFDA: We take on the risk on behalf of the bank. We 
not only assist with the pre-investment, but also with 
non-financial support.  Always borrow what is needed 
in the business. 

FNB: During incubation, if we are going to provide 
asset-based funding, we do not want to create stress 
in that business. What you need in that instance is 
grant funding. Traditional funding will not work in 
incubation because there is a serviceability aspect 
that cannot be avoided. We need to ensure that the 
support can assist the business in growing. But the 
business should be able to pay back whatever has 
been loaned without creating stress for the business.

Summary: The various funding organisations 
represented on the panel confirmed that they have an 
online presence. Noting that applications can be 
submitted online and in digital forms. The funding also 
varies from business to business in terms of need and 
size. They encouraged SMMEs to fully understand the 
funding mechanisms that are currently available and 
also conduct a needs assessment suitable for their 
entities. 

4. Speaker: Maggie Sotyu
Deputy Minister of Tourism 
Topic: Closing Address

Summary:  A unified industry voice can show that 
tourism is for all. Leadership in tourism is about more 
than managing destinations - but about shaping 
futures. Domestic tourism remains SA’s strongest pillar 
of resilience. 

When global markets fluctuate and external crises 
threaten, it is local tourists who sustain this sector. But 
to grow the domestic local tourism market, it must be 
accessible, affordable and inclusive.

Key Insights
• The TBCSA Tourism Leadership Conference is a 

gathering that reflects the pulse of a sector that 
continues to shape South Africa’s economic and 
social landscape.

• Tourism is SA’s most human economy - one that 
depends not only on resources and infrastructure, 
but on people, stories, and shared experiences. 
It’s the thread that binds cultures, the bridge that 
connects nations, and the engine that drives 
inclusive growth in communities. 

• As part of reflections, questions must be asked 
about how to lead tourism into its next chapter 
with wisdom, courage, and unity. 

• The Tourism Leadership Conference is more than 
a forum for dialogue - it is also a platform to 
reaffirm collective commitment - that as leaders, 
we will transcend boundaries, harness innovation, 
and work together across government, business, 
and communities. 

• Our task is straightforward: to translate vision into 
action and to ensure that the growth of tourism is 
inclusive, sustainable, and transformative. And to 
translate service into service delivery – the 
touchstone of our industry. 

• The discussion on innovation, digital 
transformation, destination development, and 
sustainable growth positions SA as a destination 
with purpose - one that transforms lives, uplifts 
communities, and contributes to inclusive 
economic growth. 

• SA’s tourism journey cannot be measured solely 
by international arrival statistics. It must also be 
measured in the jobs created for young people in 
rural communities. 

• Industry challenges must be confronted honestly. 
Inequality, lack of access to capital, markets, and 
training, is still limited to many. Leadership holds 
the key to turning these challenges into stepping 
stones.

• The transformation of tourism is about shifting 
realities, creating opportunities to ensure nobody 
is left behind, but is placed firmly on the map of 
opportunity.

• By driving industry data, research, and dialogue, 
the TBCSA provides thought leadership that 
informs both domestic strategies and 
international competitiveness. 

• May we lead with courage, innovate with vision, 
and serve with humility. We leave with a renewed 
beginning for South Africa’s tourism story.
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1. Raesetja Sithole 
Deputy Minister of Small Business Development
Topic: The Future of Small Business in South Africa 

Summary: At the heart of SA’s tourism industry are 
micro, small and medium enterprises. Tourism should 
become a dependable engine for SMMEs if inclusive 
growth, youth jobs and township and rural 
revitalisation are important.

Key Insights
Hurdles that SMMEs face: 
• Market access and visibility, many excellent 

township and rural products remain invisible on 
global platforms and even to domestic travellers.

• Finance and cash-flow, seasonality and long 
payment cycles strain small firms that cannot 
access working capital at affordable rates.

• Compliance and red tape, licensing, grading, 
health and safety, and multiple municipal 
requirements often duplicate effort and cost.

• Skills and standards, quality, customer service, 
digital marketing and data literacy vary widely, 
affecting repeat business and reviews.

• Safety and reliability, perceptions and realities 
around safety, power, water and transport 
reliability influence demand, itineraries and 
insurance.

• Connectivity, digital presence, e-payments and 
basic connectivity still exclude too many township 
and rural businesses from the formal tourism 
value chain.

• The government’s agenda is a coherent national 
entrepreneurship drive. 

• The Cabinet has approved the publication of the 
National Entrepreneurship Strategy and 

or get left behind.

Key Insights
• Some businesses still believe more in the power of 

traditional media platforms and believe social 
media is for influencers and young people.

• Businesses ought to learn how to use digital tools 
to make their businesses successful.

• Some big and successful brands have demised 
after not getting on the digital media bandwagon. 
Some overestimated the value of their brands.

• The Five Ws should always drive a business 
operation. Who, Where, What, When, and Why.

• Successful commercial businesses use social 
media as a foundational tool for success. It’s the 
biggest open market in the world - 5.4 billion 
people. 

• Social media is the business tool of our time. 
Social media users, potential clients, deem a 
business credible if it has a social media presence.

Social media is: 
An amplification tool
A community building too 
A brand-building tool
A search engine
A research tool 

How to leverage social media
• Brand Building: A modern-day business cannot be 

strong if it’s not a brand. How do you stand out as 
a business? You're not just offering a service; 
there is a connection with your brand. It makes 
you stand out from your competitors. Brands are 
important in a tech-enabled space. 

• Community Building: Community is bigger than 

Implementation Plan for public comment. 
• The government is targeting 11 million jobs by 

2030, and 9 million will come out of tourism.
• The Cabinet has approved Entrepreneurship to be 

part of the school curriculum.
• The National Enterprise Bill, which will facilitate 

the establishment of an office of a Small Business 
Ombudsman, is on track.

• Tourism SMMEs are a priority beneficiary, 
especially youth- and women-led enterprises, 
through targeted actions in education and skills, 
innovation and technology, finance and markets, 
regulatory reform, and networking.

• Work is underway through SEDFA to expand 
blended finance, revenue-based financing and 
working-capital instruments that match the 
realities of bookings, seasonality and platform 
payouts.

• Red-tape reduction - 28 pieces of legislation to be 
amended to improve the ease of doing business.

• Digital readiness - with partners, we’re scaling 
practical support so that even a two-person 
homestay can: accept e-payments, appear on 
trusted platforms, respond to reviews, use simple 
CRM tools, and comply with data and safety 
standards.

2. Lebo Lion
Marketing Strategist 
Topic: Leveraging Social Media for Business Growth

Summary: Social media is a powerful tool. A mindset 
change is needed in order to leverage the benefits it 
offers. Businesses that do not have a social media 
strategy or use social media for reach risk not growing 
to their fullest potential. Ride the wave of innovation 

having customers. You are creating evangelists 
who will carry your brand.

• User-generated content campaigns.  
• Brand Ambassadors programmes - a small and 

exclusive community to make your customers 
special. 

• Online Forums and Communities - This allows a 
business to have feedback. Allows owners to 
speak to their communities and consumers.

Community Events
• Be Strategic: Ascertain who you are serving and 

talking to. Use the platform to gain knowledge and 
interact with people. Approach the business in 
terms of what your customers want. Nurture a 
successful partnership: the use of Influencer 
Marketing can elevate a business. It’s a long-term 
strategy. 

• Using the Marketing Funnel as a guide on how to 
get the most reach with social media collaborators 
or influencers

• The Law of Seven -  On average, a marketing 
message on social media needs to be seen at least 
seven times before people remember the brand.

• Interest - You will not get results in one post. Have 
long-term relationships with influence… When 
people have an interest, you push for people to 
have Desire.

• Action and Loyalty at the Bottom of the Funnel. 
Smaller influencers that create Loyalty. Conversion 
requires trust. Before customers can put money 
into a brand, they need people they trust.

• Platform Optimisation - Knowing how to use a 
digital platform, when and for what. Understand 
which demographics use it, what kind of media 
types and social media platforms.

• Data Driven Approach- Using data to make 
informed decisions. 

• Great social media marketing builds a sales 
runway.

• Have a clear call to action, optimise links, simplify 
bookings, and treat DMs as leads.

3. SMME Funding Workshop
Moderator: Mr Septi Bukula (Rendzo Network)
Panellists: Sandile Philip – FNB Commercial Lend Pillar
Veroshen Naidoo – Chief Investment Officer, Business 
Partners Limited
Sabelo Ntshangase – SEDFA North West Provincial 
Manager
Lee- Anne Bac – Advisory Partner, DO South Africa
Kagisho Bapela – Head Services, Strategic Business 
Unit – IDC Topic: Using Social Media to Market Your 
Small Business

Summary: The focus of the discussion was to unpack 
how SMMEs in the tourism industry can access capital 
and unlock funding opportunities. The discussion 
honed in on the financing gaps in the SME space. The 
various panellists introduced themselves and 
explained to the audience about the type of funding 
and financing models followed by their organisations. 
The workshop started with a Q&A that saw audience 
members ask questions to the panellists about 
funding mechanisms, and share their experiences 
about the various funding challenges. 

Key Insights:
Responses to Audience Questions/Queries:
FNB: The feedback from the customers is useful, 
especially where the funders see themselves as 
collaborators. We need to provide feedback on how 

best to position your SMMEs. There is an information 
gap in terms of the criteria used to secure funding. If 
we want the economy to thrive, we need to create an 
enabling environment. It is important to understand 
how banks finance small businesses.
SEFDA: We have identified some inefficiencies in our 
system. When people do not receive help, I suggest 
that they get in touch with their regional managers, 
who are tasked to help them with whatever issues 
they may have. I will find a way to link complainants 
with the relevant officials who will assist until the 
finalisation of applications. We have offices in all the 
regions in the country. There is a 48-hour turnaround 
time.  Pre-funding, which can include feasibility 
studies, the application process and assistance with 
business plans.
IDC: One of the reasons we keep attending these 
events is to collect information. The feedback is useful 
in helping us get a sense of applicants’ needs. The IDC 
is working on bolstering its pre-investment support 
systems. This feedback is crucial in providing us with 
some guidance on how best to improve our service.
Business Partners: Our doors are open to all types of 
financing. Although the tourism industry is still mainly 
in recovery mode following the pandemic. Our 
approach in those instances is not to burden 
businesses by injecting capital while in recovery. It is 
still early days. But the appetite to invest in this sector 
and help it increase its contribution to GDP remains. 
BDO: Financiers are businesses themselves. We need 
to assess risk and calculate return on investment. We 
urge customers and SMMEs to identify the right 
funder for your businesses.Link up with courses on 
how to run a business. When you have more 
information at your disposal, it will be easier to secure 
funding.

SB: The second round of questions delved deeper into 
the many challenges that applicants face when 
seeking funding for their SMMEs
Business Partners: In the past, Business Partners, 
when it was known as the SBDC, used to seek equity 
in the businesses it was funding. In this iteration, it is 
no longer taking ownership of businesses. Business 
Partners is only offering funding options. 
SEFDA: SEFDA has a grant mechanism that can also be 
a way for SMMEs to secure funding. Through these 
programmes, people are trained on how to effectively 
run a business. These grants cater to everyone who is 
at every stage of business. 
FNB: Many DFIs are playing a role in various spaces. 
Some are funding entities that do not meet the 
criteria set by the banks. And some business entities 
will simply not meet the criteria.  Innovation is also 
needed in trying to secure funding, especially at 
various stages of your business’s growth. When we are 
seeking to scale and seeking finance, you might have 
to employ different methods. At some stage of your 
business, non-financial support becomes more crucial.
BDO: It has traditionally been difficult for players in 
this sector to get funding. The pandemic exacerbated 
the situation. Risk is a great challenge for many of the 
funding organisations.  In this instance, DFIs have a 
role to play. It has become even more important for 
SMMEs in the tourism industry to be innovative and 
discover other ways to sustain their businesses and 
secure funding.
SB: Navigating the risks involved in funding Tourism 
SMMEs
SEFDA: We take on the risk on behalf of the bank. We 
not only assist with the pre-investment, but also with 
non-financial support.  Always borrow what is needed 
in the business. 

FNB: During incubation, if we are going to provide 
asset-based funding, we do not want to create stress 
in that business. What you need in that instance is 
grant funding. Traditional funding will not work in 
incubation because there is a serviceability aspect 
that cannot be avoided. We need to ensure that the 
support can assist the business in growing. But the 
business should be able to pay back whatever has 
been loaned without creating stress for the business.

Summary: The various funding organisations 
represented on the panel confirmed that they have an 
online presence. Noting that applications can be 
submitted online and in digital forms. The funding also 
varies from business to business in terms of need and 
size. They encouraged SMMEs to fully understand the 
funding mechanisms that are currently available and 
also conduct a needs assessment suitable for their 
entities. 

4. Speaker: Maggie Sotyu
Deputy Minister of Tourism 
Topic: Closing Address

Summary:  A unified industry voice can show that 
tourism is for all. Leadership in tourism is about more 
than managing destinations - but about shaping 
futures. Domestic tourism remains SA’s strongest pillar 
of resilience. 

When global markets fluctuate and external crises 
threaten, it is local tourists who sustain this sector. But 
to grow the domestic local tourism market, it must be 
accessible, affordable and inclusive.

Key Insights
• The TBCSA Tourism Leadership Conference is a 

gathering that reflects the pulse of a sector that 
continues to shape South Africa’s economic and 
social landscape.

• Tourism is SA’s most human economy - one that 
depends not only on resources and infrastructure, 
but on people, stories, and shared experiences. 
It’s the thread that binds cultures, the bridge that 
connects nations, and the engine that drives 
inclusive growth in communities. 

• As part of reflections, questions must be asked 
about how to lead tourism into its next chapter 
with wisdom, courage, and unity. 

• The Tourism Leadership Conference is more than 
a forum for dialogue - it is also a platform to 
reaffirm collective commitment - that as leaders, 
we will transcend boundaries, harness innovation, 
and work together across government, business, 
and communities. 

• Our task is straightforward: to translate vision into 
action and to ensure that the growth of tourism is 
inclusive, sustainable, and transformative. And to 
translate service into service delivery – the 
touchstone of our industry. 

• The discussion on innovation, digital 
transformation, destination development, and 
sustainable growth positions SA as a destination 
with purpose - one that transforms lives, uplifts 
communities, and contributes to inclusive 
economic growth. 

• SA’s tourism journey cannot be measured solely 
by international arrival statistics. It must also be 
measured in the jobs created for young people in 
rural communities. 

• Industry challenges must be confronted honestly. 
Inequality, lack of access to capital, markets, and 
training, is still limited to many. Leadership holds 
the key to turning these challenges into stepping 
stones.

• The transformation of tourism is about shifting 
realities, creating opportunities to ensure nobody 
is left behind, but is placed firmly on the map of 
opportunity.

• By driving industry data, research, and dialogue, 
the TBCSA provides thought leadership that 
informs both domestic strategies and 
international competitiveness. 

• May we lead with courage, innovate with vision, 
and serve with humility. We leave with a renewed 
beginning for South Africa’s tourism story.
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