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Cape Town Tourism Business Plan: Overview

This document represents the plan for Cape Town Tourism’s enlarged and integrated programme of work, embracing marketing alongside visitor and industry services.  
The plan starts by establishing a clear vision of positioning Cape Town as one of the world’s top ten tourism destinations in terms of economic yield and of developing tourism’s role in: 

· establishing Cape Town as one of the world’s greatest cities to visit, live, work and invest 

· driving economic and social transformation 

· delivering the visible expression of the wider city vision of being celebrated globally for ‘creative freedom’

The simple, bold target is to double the economic impact of tourism on the city by 2015.

The 2010 FIFA Soccer World Cup represents a significant milestone and a major focus for CTT activity over the next two years.  However, the event is not an end in itself, but rather a springboard for sustainable long-term growth and legacy.

The high level vision for tourism in the city provides the focus and framework for nine strategic objectives for CTT’s work.  These objectives translate in turn into a series of programmes.  There are three primary programme areas – Marketing, Visitor Services and Industry Services – and supporting areas of Strategic Planning and Partnership Development (managed by the CEO), Administration & Finance and e-Business.  

CTT will ensure that its work is undertaken on an integrated basis, maximising synergies between, for example, marketing and visitor services; business tourism and leisure tourism; visitor services and industry services.  

Critical to Cape Town Tourism’s success will be its ability to forge effective partnerships with many different players, to maximise the cooperative resources available – for example:

airlines and hotel companies, major attractions and events, travel trade intermediaries, travel

media, other destination organisations (CTRU, SAT,  other regions of Western Cape, other cities in South Africa and abroad, etc), city organisations,  key players in the industry in Cape Town and other major companies. 

Cutting across functional areas of responsibility are six key themes and projects:
· Responsible Tourism

· Transformation & Broad Based Black Economic Empowerment (BBBEE)

· Safety and security

· Reducing seasonality

· 2010 FIFA World Cup™ readiness & legacy

· Engaging the community

The main part of the document sets out the programmes relating to each of the functional areas.  The essence of the strategy for each of the three primary programme areas is as follows:

Marketing: to build a mix of market segments that together will deliver the tourism business that Cape Town requires – good high yield, business all-year-round, with good geographical distribution across the city region and beyond.

Visitor Services: to maximise visitor spending in the city and stimulate widespread distribution of this spending; and to play a key longer term marketing role by maximising visitor satisfaction, in order to stimulate repeat visits and recommendations.

Industry and Community Services: to engage the industry in a common effort to market the destination of Cape Town, through participation in CTT marketing projects and in industry led marketing consortia, to promote specific areas, routes, themes and niche products; and to provide support and advice to businesses to help them to maximise their profitability and investment in the quality of the products and services.

Key principles for CTT’s new marketing programmes are for CTT to:

· Focus on a limited number of activities that it can do well itself, but facilitate action by partners and members as well

· Target a small number of highly productive market segments, to maximise the impact of its budget in delivering additional business to the city

· Maximise the lifetime value of customers of all types.

For each of these areas and for corporate activities, the plan identifies short, medium and longer term priorities and sets out a budget for the next three years, with greater detail for the next year.  The aspiration is to increase overall income from R44m to R66m by 2013, giving a ratio of public to non-public funding of 60:40.  The target ratio varies between the different parts of the budget: 
· Visitor and industry services 50:50 (currently 60:40) and

· Marketing  70:30.

The growth in net income will be used to increase activity, predominantly in joint marketing activities & investment in infrastructure and skills development.  Funding for visitor services will be maintained at current net levels, but operating costs of the VIC network will be reduced through innovative business systems, technology, partnerships and increased commercial income.
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1. Tourism in Cape Town: The Delivery Structure 

In 2004, the tourism delivery structure in Cape Town underwent major change, in parallel with a restructuring of local government: 
· Cape Town Tourism (CTT) was formed as a public-private partnership to undertake the visitor services and industry liaison function for the whole of the city region, replacing the six former local tourism organizations.

· The City of Cape Town outsourced its destination marketing to the newly formed province-wide DMO, subsequently called ‘Cape Town Routes Unlimited’ (CTRU).  
In June 2008, the City took the decision to transfer its funding for tourism marketing to CTT, in order to:
· Ensure that the investment achieves the best return for the city

· Maximise the engagement of the tourism industry and other city stakeholders in the tourism marketing programme for the city, in order to ensure that everyone is spending their money in the most cost-effective way and extend the overall destination marketing budget through a partnership approach.
· Ensure alignment of the development of tourism with other aspects of the economic and social development of the city. 

CTRU will have a continuing responsibility for marketing tourism in the Western Cape.  As Cape Town is the primary brand for the province, it will be important for CTT and CTRU to work together and synergise their resources.  Both CTT and CTRU will need to work closely with South African Tourism (SAT), to influence and support SAT’s work internationally and to ensure that the city and the province benefit to the maximum from SAT programmes.

CTT will also develop strong working relationships and/or partnerships with the other regions of the Western Cape.  Cape Town is important to them as a brand that will attract visitors, particularly from overseas, who will travel well beyond the city.  CTT accepts fully a responsibility to work with other RTOs on joint marketing programmes, domestically and internationally; and to provide opportunities for them to promote their destinations to visitors in Cape Town.

2. The Vision for Tourism in Cape Town
Tourism is a key driver for the social and economic development of Cape Town. It is not just about the direct benefits of visitor expenditure, but about the impact on quality of life for all the people of the city; on the world’s awareness and image of the city; on decisions relating to inward investment across the economy and to the export of goods and services – particularly, but not only, through the impact of attracting key players to conferences and exhibitions here.  

Our vision is that by 2020:
· Cape Town will be celebrated as one of the top ten most iconic tourism destinations in the world, reflected in terms of tourism’s economic impact per head of population
· The skilled and responsible development of tourism will be a driving factor in establishing Cape Town as one of the world’s greatest cities to visit, live, work and invest and as a city leader for Africa.

· The tourism industry will be a real driver in the economic and social transformation of Cape Town and its role fully recognised as such by public and private sectors alike

· Through the deployment of exceptional design, architectural talent and vibrant creative economy, the tourism industry and the public sector together will play a key role in delivering the visible expression of the wider city vision of being celebrated globally as the cultural and creative centre of Africa. 

Our strategic target, to enable the city to achieve this vision, is to double the value of tourism to the economy of the city by 2020.

Achievement of this vision and target is the responsibility not of CTT alone, but of the much wider partnership of organisations that together develop, manage and promote the destination and service the needs of visitors.

The 2010 FIFA Soccer World Cup represents a major milestone for tourism in Cape Town.   For the next two years, particularly in 2010 itself, the City and other host cities in SA will be in the media spotlight.  This represents a challenge, to ensure that Cape Town can match up to the needs of 2010, but also an opportunity to generate awareness and good media coverage, allowing Cape Town to position itself as the party and lifestyle capital of South Africa.

For tourism, the 2010 FIFA Soccer World Cup is not an end in itself, but rather a springboard for long-term growth and legacy; ensuring sustainability will require a comprehensive and long-term approach.  Thus CTT will focus now on both readiness for and legacy from 2010, making sure that all programmes are aligned with the Host City’s 2010 business and marketing plan.
Our vision should not involve growth at any cost.  Quite the contrary: we should strongly support and endeavour to implement the principles of responsible and sustainable tourism set out in the Cape Town Declaration. Given Cape Town’s distance from volume growth markets in Southern Africa, tourism growth should be driven by value, rather volume.
3. Strategic Aims, Objectives and Programmes for Cape Town Tourism

3.1 Aims and Strategic Objectives

The previous section related to the Vision for the development in tourism in Cape Town through to 2020.  In this section, we refer specifically to the work of CTT, for which the following Aims and Strategic Objectives have been defined:

	Aims for CTT deriving from the Vision for 2020

	· To maximise tourism’s economic impact - jobs and income – across the city region
· To stimulate responsible tourism development that will act as a driver in establishing Cape Town as one of the world’s greatest cities to visit, live, work and invest 
· To encourage tourism businesses to embrace transformation 
· To stimulate tourism related action to deliver the vision to establish Cape Town as the cultural and creative centre of Africa, celebrated as one of the World’s most iconic Cities

	

	Strategic Objectives for CTT

	· To optimise tourism volumes and yield for the city economy

· To establish good levels of tourism business all-year-round

· To optimise the distribution of tourism benefits within the city region and beyond 

· To help tourism businesses to become highly competitive, by applying innovation and expertise

· To promote and support transformation by the industry

· To apply innovation, creativity and expertise to making Cape Town a great place to live and to visit and to creating awareness of this nationally and internationally

· To maximise synergies (particularly arising from business tourism) with other sectors of economic development 

· To ensure sustainability and responsibility in every aspect of tourism development

· To encourage action by CTT’s partner organisations within the city to ensure a safe, attractive and welcoming environment 

	


	CTT Programmes (see below)


3.2 CTT’s Programmes

The diagram on the following page sets out CTT’s programmes, within a number of broad areas.  There are three primary programme areas: Marketing, Visitor Services and ‘Industry & Community Services’, of which the last two will be managed together under the heading of ‘Area Operations’.

The supporting programme areas are Strategic Planning and Partnership Development (managed by the CEO), Administration & Finance and e-Business. 
	
	Chief Executive
	Strategic Planning and Partnership Development

	
	
	· Tourism strategy

· Business planning

· Stakeholder relationships

· Patron Partners
·  Research
	· Performance measurement
· Corporate identity

· Destination and corporate branding
· 2010 Strategy 



	Finance and administration
	
	Operations
	
	Marketing

	
	
	Area operations
	e-Business
	
	

	· Finance

· Offices

· HR

· Office management
· Responsible procurement programme
	
	Visitor services
	Industry and community services
	
	
	· Market planning

· Destination awareness

· Leisure Tourism marketing

· Business Tourism marketing

· Events planning and marketing

· Marketing partnerships

· Stimulation of, and support for, industry marketing campaigns

· 2010 destination marketing

· Product development and marketing support

· Responsible tourism 

	
	
	· VIC operations

· Visitor information programmes

· Call centre

· 2010 visitor services programme
· CRM

· Visitor loyalty campaign
· Legible City

	· Membership administration/ services

· Business advice

· Training

· Local promotions and print 

· Engaging the community 

· Safety & security
· Citizen engagement

	· Information management

· Reservations systems

· Destination website(s)

· Corporate website
	
	


3.3 Synergies between programme areas
There are huge synergies to be gained by exploiting the interrelationship between these areas of activity, notably:
The communications life-cycle
Marketing and visitor services should be considered as part of one continuum or life-cycle, communicating with people at different stages in the ‘customer journey’. 
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The Marketing function attracts and converts consumers during the ‘Dream’ and ‘Select’ stages; Visitor Services help them through the ‘Plan’, ‘Book’ and ‘Visit’ stages and then return them to Marketing to attract them back or encourage them to recommend the destination to others. Thus Marketing and Visitor Services must work together in implementing customer relationship marketing (CRM), to exploit the lifetime value of the customer.
Another perspective is to position Visitor Services as the ‘after sales’ or ‘in-destination’ service of marketing, with Visitor Information Centres (VICs) representing the public face of that service.  To fulfil this role, VICs must take on the role of providing knowledge, written information and booking services relating to campaigns and reflect them in display materials, merchandise etc.  Also, knowledgeable VIC staff may be well positioned to assist in promotional activities for particular campaigns.   
A key policy question is how much to invest in communications at each stage in the customer journey.  Over the next two years, in the run up to the 2010 FIFA World Cup, CTT’s primary focus will be on “dream/select” and “plan” phases of the Customer Journey and shift to the “visit” and “recollection” phases of the Customer Journey during the event.

The following table illustrates how net funds might be allocated over the coming years, taking account particularly of the impact of the 2010 FIFA World Cup. 

	Year
% of budget

The 

Customer Journey
	2008
	2009
	2010
	2011
	2012
	2013

	Dream and select
	20
	20
	10
	20
	15
	15

	Plan the trip
	15
	15
	15
	10
	15
	15

	Book
	10
	10
	10
	10
	10
	10

	Visit
	30
	30
	50
	40
	40
	40

	Recollect, recommend and anticipate 
	25
	25
	15
	20
	20
	20


Repeat visits for leisure
It is generally the case that business visitors, particularly those coming as conference delegates, have a high propensity to return as leisure visitors: having seen the city, but without the time to explore it, business visitors are keen to come back in leisure mode with time to enjoy the city to the full.  Thus delegate contact lists become a key asset for leisure tourism e-marketing activity. 

Although the evidence is not readily available, it is likely that the same principle applies to people visiting Cape Town for events, but an important difference is that that there are less likely to be contact lists for spectators at most events.  This being the case, promotion would need to be undertaken at the events themselves; or through the places where people stayed.  CTT’s mobile VICs and events website pages will play an important role in this aspect.
Marketing and visitor services as key elements of services for the industry
The primary service that the industry wants of CTT is the provision of ‘routes to market’, i.e. access to potential customers in their homes or to visitors when they are in the city.   Thus CTT staff who are engaged in providing industry services are key players in engaging tourism businesses in promotional campaigns, publications, etc.  
In practice, VIC staff have regular contact with most members of the industry and are therefore well positioned to deliver a wide range of industry support services, including business and marketing advice (relating, for example, to the Marketing Toolkit and the Opportunities Fund (see Section 5.4) and to marketing opportunities available through CTT, CTRU and SAT.  
This link with the industry enables CTT to extend its marketing reach and spend through an industry network of 2 500+ businesses.
3.4 Partnerships to implement Programmes

Critical to Cape Town Tourism’s success will be its ability to forge effective partnerships with many different players, to maximise the cooperative resources available – for example:
· Operational partnerships/joint marketing agreements with airlines, major hotel companies, main attractions and events

· Operational partnerships/joint marketing agreements with intermediaries, particularly those operating in the electronic sphere, to maximise market reach, where it is cost-efficient to do so
· Strategic and operational partnerships with media – magazines, TV travel programmes, 

· Marketing partnerships with CTRU, SAT (in Johannesburg and abroad), other regions of Western Cape, other cities in South Africa and abroad, etc

· Strategic partnerships with city organisations – notably Accelerate Cape Town, the Cape Town Partnership, Cape Town International Airport, Wesgro, Cape Film Commission, Convenco and the City of Cape Town

· Strategic partnerships with major companies such as ABSA and Vodacom, as per the Patron Partners programme, with benefits tailored to the organisation concerned

· Partnerships with the industry in Cape Town, including major attractions, event organisers, local tourism organisations like Cape Point Route etc. 

· Partnerships with regional and local tourism organisations from other parts of the Western Cape

· Partnerships with visitor attractions, retailers, roadside service stations etc to extend the distribution of visitor information at little or no cost to CTT.

4. Common themes and key projects
4.1 Responsible Tourism 

Cape Town Tourism is committed to playing a pro-active and co-operative role in the equitable development of tourism in Cape Town and the Western Cape.  As part of its Responsible Tourism Programmes, it encourages members to adopt responsible tourism principles in their businesses; it is planning a responsible tourism code for visitors; and it is participating in the 2010 Green Goal Programme. 

4.2 Transformation & Broad Based Black Economic Empowerment (BBBEE) 

Cape Town Tourism is committed to the principles of the Tourism BEE Charter and assists members through dedicated programmes to implement focused empowerment and transformation.  Cape Town Tourism’s BEE membership grew by more than 200% over the past two years.
4.3 Safety and security 

This remains the single biggest reason for people not wanting to visit our destination and is the one of the greatest barriers to tourism growth.  Cape Town Tourism, in conjunction with Provincial and City stakeholders, has developed a Cape Town Visitor Safety Plan with proactive and reactive programmes as well as a dedicated Visitor Support Programme and an Industry Safety Forum.
4.4 Seasonality 

CTT is committed, through creative special offer marketing campaigns, dedicated programmes and leveraging events and business tourism, to continue positioning Cape Town as a value for money and remarkable year round destination.
4.5 2010 FIFA World Cup™ Readiness & Legacy 

For the next two years, CTT will have a strong focus on optimising the opportunities that come with hosting the World Cup in South Africa.  2010 Readiness & Legacy is relevant across all aspects of CTT’s Business Plan, including its Marketing programmes and most importantly, its world-class visitor services.  
Cape Town Tourism is working closely with representatives from FIFA, MATCH, FEDHASA, SATSA, national and provincial government bodies regarding the requirements and plans for the World Cup. Cape Town Tourism is a key participant and coordinator of all the relevant tourism work streams, which include 2010 Accommodation, Visitor Services, Destination Marketing, Responsible Tourism and Tourism Transport work streams. 
Cape Town Tourism has also adopted a 2010 focused Visitor Strategy and aligned its business plans, systems and strategies accordingly.  The objective is to provide a legacy for the World Cup by integrating existing SMME’s and BEE establishments in the accommodation and transport sector, into the official FIFA booking system.  A further objective is to leave a legacy of improved quality and service excellence for tourism businesses, particularly SMME’s. 
4.6 Engaging the community

Engaging the community is a critical area of focus for CTT.  To this end, the following activities will be undertaken:
· Developing and enhancing local media partnerships to provide regular coverage of opportunities for Capetonians to enjoy the visitor attractions of the city – e.g. Cape Talk Radio’s ‘Time Out Tourist’ programme

· Cape Town’s Day, when Capetonians can enjoy other special offers to visit attractions and other amenities of the city.  This is a simple attempt to reduce the barriers that prevent the people of Cape Town from really living and loving their City

· A Cape Town Card for residents with a variety of special offers

· Creation of social networking and user generated content opportunities for residents, to engage them in the promotion of the city 

· VIC services for residents – tickets, books, quality (indigenous) gifts, free or low cost Internet access at quiet times, discount voucher collection point

· Creation of the ‘Legible City’ – working in partnership with the City of Cape Town and other partners to create distinctive, high quality environments to differentiate areas of character and special significance within the city.
5. Marketing 
5.1 Aim 

The aim of the marketing strategy is to reinforce Cape Town’s position as a desirable destination and deliver new business for Cape Town all year round in the most cost-effective way, making best use of a limited budget and positioning its work sensibly in relation to that of CTRU and SAT.  
5.2 The essence

The essence of the strategy is to build a mix of market segments that together will deliver the tourism business that Cape Town requires – good high yield, business all-year-round, with good geographical distribution across the city region and beyond.  
Generation of good business all-year-round leads to a ‘virtuous circle’: 


Cape Town has the opportunity to achieve an excellent mix of segments – and indeed, has already demonstrated considerable success.  At a high level, the ‘influence-able’ segments may be defined as:

· The conference and meetings market: predominantly mid-week, autumn, winter and spring 

· Domestic leisure breaks: predominantly weekend, autumn, winter and spring

· Domestic and international holidays: predominantly in the summer

· Leisure events: variously timed over the course of the year, but with the potential for new events to be developed at off-peak times. 

To maximise success, CTT must influence all of these segments, directly or indirectly.  Arguably, the most important segment is the conference and meetings market, because it is high yield and comes at the time of year when additional business is most needed.  It also has the potential to generate repeat visits for leisure; and to support broader economic development policy, particularly by targeting conferences that will bring to the city key players in particular sectors of the economy that the city wishes to stimulate.

Given the importance of this segment and the fact it is predominantly city based, it is vital for CTT that, working in conjunction with partners, it should have direct involvement with the Cape Town Convention Bureau and give a high priority in the allocation of CTT’s resources to attracting and hosting conferences and meetings.  

The development of new leisure events for the city, at times when the city most needs additional business, is also a key element of the strategy.  CTT strongly supports the creation of a Cape Town Events Council as an interim step towards establishing a new Events Trust for the City and Province.  The development of a commonly owned events strategy is a key requirement. 
In terms of the leisure market, the focus internationally will be on the so called “Next Stop South Africa and Wanderlusters”, predominantly from the UK, Germany, Netherlands and the USA. The Domestic Market is a key focus point in the Strategy with emphasis on the Gauteng, Eastern Cape and Western Cape regions. In terms of SADC countries CTT will focus on Namibia, Kenya and Nigeria.
A key challenge is to understand the lifestyles, travel patterns and needs of different travellers, focus resources on the most appropriate and lucrative ones and present travellers with a value proposition that is different to that offered by competitors.
5.3 Key principles
CTT will apply a set of key principles as the basis for determining future policies.  These are that CTT should: 
· Focus on a limited number of activities that it can do well itself, but facilitate action by partners and members as well
· Target a small number of highly productive market segments, to maximise the impact of its budget in delivering additional business to the city
· Maximise the lifetime value of customers of all types

· Engage, and be supported strongly by, the tourism businesses of Cape Town and by strategic partners
· Complement the work of CTRU, not duplicate it, within the framework of a joint marketing agreement
· Realise to the full the opportunities for Cape Town of working closely with SAT in a direct relationship, in partnership with the other major South African city destinations
· Acknowledge SAT and CTRU’s role in leading on the development of ‘new’ markets and provide strong support to them, as required
· Embrace product development as well as promotional activity, to ensure that the right products are available to meet market needs
· Give special support to SMMEs to understand better the market needs and the best methods of marketing

· Ensure that its product development and marketing programmes are consistent with the principles of sustainability and responsibility in all aspects of its work.
5.4 Mobilising the industry

The first of the principles set out above was: “Be focused on a limited number of activities that it can do well, but facilitate action by others as well“.  This recognises that constraints on CTT’s marketing resources, in terms of time and money, will limit the number of activities that CTT can manage itself.  However, the industry and other players will always have ideas for other projects.  

CTT will encourage members or partners to undertake such projects themselves; working in consortia. There should be a mechanism for providing support to projects that will have a real impact and are consistent with the marketing strategy, through the mechanism of an ‘Opportunities Fund’ – i.e. an amount of money available for bids for good projects from consortia of industry players (e.g. restaurateurs, golf clubs, wine estates, health spas).
CTT will be able to provide other forms of support to these and other marketing activities of members through coverage by travel media, use of the Cape Town brand identity, participation in e-marketing activity, an up to date Marketing Toolkit etc.

It is particularly important and appropriate for member initiatives of this type to target special interest segments such as golf, hiking/biking, birding, adventure sport, wine tourism, cultural tourism etc, with specific offers through relationship marketing. The majority of such activities and experiences will take visitors beyond the city to the other regions of Western Cape.  CTT wholeheartedly supports the idea that such co-operative activities, should extend across regional boundaries; they should be customer focused and deliver the highest quality of experience, wherever that may be found.  
5.5 Priorities for marketing

An overriding priority is for a smooth transition between programmes and activities for Cape Town from CTRU without placing any programmes or delivery upon the joint-action plan in jeopardy.  The priorities are set out on the next page.
	2008

	New activities in 2008

· Cape Town Marketing Toolkit, November 2008

· Cape Town Day, 27 September 2008 

· Launch of Opportunities Fund, October 2008

· Short  term  e-marketing campaigns, including  a consumer newsletter and loyalty programme, activated by December 2008

· Proactive travel media campaign
· 2010 FIFA World Cup tourism marketing programmes – activation by November 2008
· Consumer  Cape Town destination marketing web site – Phase 1 by mid December 2008

· Key source markets programme activation
Major enhancements of existing activities, 2008

· ‘Engaging Capetonians’ programme 

· Enhanced destination and product profiling at WTM

· SMME marketing support and training sessions

· Festive Season Welcome Campaign incorporating the visitor safety programme launched by November 2008.

· Improved coordination of joint marketing and leverage from events, through joint marketing agreements
· Start of improved coordination of business tourism activities within Cape Town with more involvement from the Industry

	

	2009

	Continuing implementation of 2008 priorities outlined above, plus:

· Enhanced access to market through trade and consumer shows – Vakantie, ITB, Indaba
· Priority Joint Marketing Agreements with key stakeholders, the industry and trade 

· 2010 FIFA World Cup Marketing programmes continues 


6. Visitor Services

Cape Town Tourism deals with approximately 3 million enquiries per year through its network of well positioned Visitor Information Centres (VICs) and Call Centre.  CTT’s Visitor Services Strategy and Action Plan are set out in a separate document.  Key aspects are summarised in this section. 

6.1 Aim 

The aim for CTT’s Visitor Services is to unlock the tourism potential of Cape Town, by connecting visitors and residents to the remarkable experiences and vibrant communities of the city and province – and thereby maximise spending in the community and encourage repeat visits and recommendations to friends, relatives and social networks.  
This aim positions Visitor Services as an integral part of the marketing process.
6.2 Visitor Services principles
· To ensure that visitors and residents readily understand the extent and diversity of the attractions of the city region 

· To support CTT’s marketing campaigns, by providing a knowledgeable ‘after sales service’ to visitors in Cape Town.  In essence the VICs must become effective local area marketing platforms.
· To use all visitor services opportunities to maximise visitor spending and optimise its geographical distribution within the city region.

· To ensure the highest standards of service to visitors through enhancements to the services offered to visitors and through personal development, training and accreditation of front-line staff.

· To understand and fulfil customer requirements through active engagement with visitors, formal market research, training in customer handling and sales techniques, etc

· To make the most effective use of available resources, by:

· using e-business to deliver improved services, attuned to evolving market demand
· generating optimum levels of commercial income through entrepreneurial activity
· improving cost-efficiency through various means, including the rationalisation and co-ordination of services

· creating effective strategic and operational partnerships
· gathering and disseminating relevant knowledge as widely as possible through a new Knowledge Centre, responsible for all communications and information management.

· To establish the systems, services and techniques to ensure that sales of the city’s tourism products and services are maximised.
· To work with our partners and members to ensure a safe, responsible, value for money, accessible and welcoming year-round destination.
· To support Cape Town, its tourism industry, leaders and its people, to successfully host the 2010 FIFA Soccer World Cup.

These principles will be translated into meaningful, quantifiable targets within the Visitor Services Strategy and Action Plan.

6.3 2010 Visitor Services 
The requirements of 2010 have major implications for CTT’s visitor services.  Cape Town Tourism’s ability to handle large numbers of information enquiries in a short space of time through its Visitor Centres, Call Centre and the web is critical. 

· The extended stay programme focuses on encouraging visitors to make a holiday out of the World Cup, by packaging the experiences of Cape Town and its surrounding regions in attractive, value for money and tailor-made packages to suit the unique needs of the soccer tourist. 
· Some of the other programmes being implemented include a new range of visitor guides and maps, provision of mobile and electronic Visitor Services, purpose designed web-based information, accessible by smart phone as well as PC or laptop with SMS message services for visitors. 
· CTT will also launch a focused staff training and awareness programme to enhance service delivery and communication to World Cup visitors in particular. 
· The key focus for the next two years is the development and implementation of an information and knowledge management system that will enable CTT to efficiently fulfil enquiries from visitors, travel trade, media and members alike; convert more enquiries into reservations for members; and analyse information and visitor trends so that CTT can understand and deliver directly to the needs of our visitors and members. 

6.4 The Legible City 

The concept of the ‘Legible City’ is to enable visitors to readily understand the extent and diversity of the attractions of the city region and access them easily and safely.”  Through action on the ground (signage, colours, street furniture, murals etc), supported by promotion and interpretational activity, this initiative aims to provide a clear understanding of the distinctive offers of the different parts of the city and to generate a clear sense of place within the city.  

At the heart of the presentation should be a map that defines the destination and plays a key role in navigating and understanding the city - an opportunity for CTT to work creatively with cultural sector.  

6.5 Priorities for Visitor Services action

	2008

	· Marketing and Visitor Services to work together to redefine the role of VICs and other services in helping to fulfil the marketing mandate and implement accordingly

· Development of new information management system

· Review of publications programme
· A new consumer website about Cape Town – first phase by mid-December 2008.
· 2010 Visitor Services Programme accelerated 

	

	2009

	· City centre VIC: improving the experience and commercial opportunities:  i.e.

· Improved sight lines

· More retail/merchandise space and professional display

· VIC network upgrade

· Bringing together all communications and information management functions within a new Knowledge Centre, including the current call centre, which will be positioned as a ‘virtual VIC’
· Implementation of new information management system

· Procurement and implementation of new reservation platform
· Enabling accommodation reception desks to act as VICs, using Web-based services

· Visitor research programmes to be designed and implemented

· Development of a Business Tourism VIC in partnership with CTICC
· Implementation of CRM to be reviewed in conjunction with Marketing 

· Planning and implementation of the Legible City initiative (see Section 6.4)
· Screen based accommodation display and selection 
· Continuing staff training and development 
· 2010 Visitor Services Programme continues

	


	2010 and beyond

	· Visitor Services programme for 2010 FIFA Soccer World Cup delivered
· Digital information and reservation services for business visitors

· Continuing VIC network upgrade
· Mobile info centre(s) for events

· Continuing implementation of the Legible City initiative

· Additional franchising of satellite VIC provision

· Visitor networking centre: pilot a new model VIC, based on Internet access (postcards home, uploading UGC, writing blogs and reviews for CTT site) and café based social networking (c.f. Travel Lounge)

· Proactive information distribution to handheld devices – SMS, location based services

· Content and data implications

· Downloadable tour guides

· Itinerary planning tools

· Exploitation of all opportunities for appropriate commercial development 

· Continuing staff training and development


7. Industry services

7.1 Aims
The aims are:

· To engage the industry in a common effort to market the destination of Cape Town, through participation in CTT marketing projects and in industry led marketing consortia, to promote specific areas, routes, themes and niche products 
· To provide support and advice to businesses to help them to maximise their profitability and investment in the quality of the products and services.

7.2 Industry membership
CTT has close to 2 500 members, making it one of the largest and most representative voluntary tourism membership associations in the world.  Members receive value for their membership fees through innovative visitor and tourism services, business development, local product marketing and now, also destination marketing. Membership benefits are divided into seven areas: affiliation, promotion, business support, sale services, networking, value add and niche promotional programmes.
The Board is elected by members from the industry, alongside representatives from the public sector, to ensure that CTT remains relevant and accountable to the tourism industry.
For the future, CTT will focus on growing corporate and affiliate membership to expand its network beyond the borders of Cape Town and include a larger percentage non-traditional tourism businesses.    
7.3 2010 FIFA World Cup™ Readiness & Legacy 

CTT has established a strong working relationship with all its stakeholders as well as dedicated communication channels to keep its members informed.  CTT is committed to continue working with them to ensure that the 2010 FIFA World Cup™ becomes a legacy for tourism growth and has a real and positive impact on all businesses, small or large.  CTT will continue to lobby, inform and negotiate on behalf of CTT members to ensure that a tourism legacy sustainable well beyond 2010.   
7.4 Promotion of responsible tourism

Cape Town Tourism encourages members to adopt responsible tourism principles in their businesses, addressing the quadruple bottom-line. We are in the process of finalizing simple, practical, but meaningful guidelines that must be implemented by all members.  See Section 4.1.   
7.5 Community engagement

The programme of community engagement outlined in Section 4.6 requires active support and input from CTT’s members.  It will be the role of Industry Services to engage members in this.
7.6 Participation & Transformation 

Cape Town Tourism is committed to the principles of the Tourism BEE Charter and assists members through dedicated programmes to implement focused empowerment and transformation in the context of the Tourism Scorecard.  Between June 2006 and the end of July 2007, Cape Town Tourism’s BEE membership grew by more than 200%.
7.7 Safety and security 

This major barrier to tourism growth has been introduced in Section 7.7.  Cape Town Tourism has put a Members Safety Forum in place as a shared platform with interested members, safety and security agencies, stakeholders and major attractions. 

Amongst the outputs have been a revised Cape Town Safety and Support plan, a strong partnership established with the Police and other safety agencies, a 4 step safety plan distributed to all members, delivery of visitor safety tips leaflets, updated visitor collateral, activities regarding visitor safety in Table Mountain National Park, a series of workshops and manual for tourism owners and staff to support them in dealing with visitor safety incidents and the media. 

7.8 Market intelligence – two way process with industry

There is a need for a Tourism Business Monitor that will provide:

· Tourism businesses with timely information to benchmark their own performance 

· CTT and its partner organisations with up-to-the minute information about the performance of the industry – essentially, daily or weekly sales figures, forward bookings and measures of change, together with a means of assessing business confidence and obtaining views on specific issues relating to the industry

· Monthly and annual performance information for strategic review of Cape Town’s performance and as an input into economic impact models.

· Short to medium term forecasts for use by CTT and the industry.

The proposition is to develop Internet based systems through which tourism businesses can record their basic sales information online on a regular basis.  This will be designed and implemented in cooperation with sectoral industry groups.

8. Corporate Activity

8.1 Objectives

· Establish and grow Cape Town Tourism into an organisation of commercial sustainability and operational excellence
· Engage key Stakeholders as true partners in building and growing our Tourism industry
· Work with our tourism partners and members to ensure a safe, responsible, value for money and welcoming year-round destination
· Establish CTT as an organisation of choice for tourism employees, attracting and retaining a team of passionate and dedicated staff through its commitment to skills development and career growth.
· Growth in equity of both Brand ‘Cape Town Tourism’ and Brand ‘Cape Town’ through CTT living the Brand
8.2 Offices
CTT has a well established VIC network consisting of a Head Office in the CBD supported by a local area network of 18 VICs, 3 accredited VICs and an electronic, unmanned foot-print of VICs at key locations throughout Cape Town.
The administration of CTT is divided into 4 local Hub areas namely Central, South, North and East.
· Corporate services, Finances, HR, Marketing, Industry Services and Visitor Services are managed from head Office with Local Area support provided.

· Accreditation Programme to be expanded to grow network on a sustainable basis  

· Mobile VIC Unit to be developed for use at Major Events & Shows

· A Business VIC will open shortly at the Cape Town International Convention Centre

· .The VIC network is constantly reviewed against best practice and upgraded in terms of design, local art & service delivery

· Call centre to be upgraded in 2009 to a Virtual VIC 
8.3 Human resources

A dynamic and energetic team of more than 100 staff under the strategic guidance of a Board, elected by members of Cape Town Tourism, and the Chief Executive Officer, Mariëtte du Toit-Helmbold, makes up Team Cape Town Tourism. 

CTT remains committed to a lean structure with a skilled and well-equipped team, but to enable CTT to deliver upon its new mandate and business plan, the organisation is undergoing a HR Realignment. 

Priority positions have been identified to deliver upon CTT’s new mandate and other positions will be up-skilled.

Staff training and development

Personal Development Plans for all CTT VS staff, setting out a programme of training and development over a three year period
· All CTT staff to be helped and stimulated to ‘live the brand’ of Cape Town
· Reward & Recognition Programme developed 

· Workplace skills plan developed

· Employment Equity Committee established and plan in place with short, medium and long term targets

8.4 Patron Partner programme
CTT has developed a high profile patron partnership model for big business to become preferred partners of CTT and accelerate the achievement of the 2020 tourism vision for Cape Town. This reduces CTT’s dependence on grant funding.

The patron partnership is based on cooperative business. It is not a sponsorship agreement, but rather a business agreement with clear deliverables, measurable benefits and return on investment. 

Patrons are limited to one business per key sector i.e. finance, transport, beverage. Each patron partnership agreement is tailor-made to suit the specific business needs and niche benefits attached. 

8.5 Stakeholder relationships

CTT aims to inspire and guide stakeholder partners to responsibly and passionately live brand Cape Town and participate in building CT into the destination of choice for business, leisure, events and investment.

· Joint Marketing Agreements with all key stakeholders

· A Joint Association of Members Meetings (JAMMs) established to improve alignment btw CTT and  industry associations like SATSA, FEDHASA and SAACI

· Relationship unit managed by CEO at strategic level

· Establish focused communications platforms for Stakeholder partners as a relationship management tool
· Business forums & networks for Stakeholders to inform, educate, engage and inspire about the product of Cape Town and the destination
· Establish and grow a cadre of Ambassadors to support CTT and general tourism initiatives
8.6 Strategy and business planning

From Cape Town Tourism’s inception in 2004, it has been geared for the future and has set the trend in cutting edge visitor services. The Cape Town Visitor Services Strategy is recognised by the UNWTO as a world best.

CTT is dedicated to continual learning, exploring new technology and best practice in visitor services – establishing Cape Town as a centre of excellence in tourism and visitor experience. The new era and marketing mandate is an opportunity to further strengthen brand Cape Town and ensure that Cape Town and its tourism experiences are best show-cased to the world. 

A bold and creative approach, guided by innovative strategy - informed by international best practice and research as well as sound business principles, has positioned Cape Town Tourism as a sustainable and internationally acclaimed tourism organisation, self-generating a major percentage of our own budget annually. 

This approach will not change and Cape Town Tourism will remain an industry led organistion in a dynamic partnership with government.
Joint planning, research, international benchmarking and regular reviews of progress against strategy, targets and trends will continue.

8.7 Performance measurement and benchmarking

Marketing success will be reflected in the performance of Cape Town as a destination, in terms of changes in four key indicators, namely: tourism volume and value, seasonality and geographical spread (through Cape Town and beyond).  Influence on these destination performance factors is the key aim of CTT’s marketing activity.  However, accurate measurement of such performance is extremely difficult.  Also, it will be difficult to separate out the effect of CTT’s activities from other influencing factors – e.g. rate of exchange; SAT and CTRU activity; costs of air travel; security problems, etc.

It will therefore be important for CTT to establish other measures or indicators relating to activities and the outputs and outcomes they deliver.  These can be broadly divided into the following types of measure:
· Activities undertaken

· Achievements directly resulting from the activity: measures readily available to CTT

· Results of surveys of customers and stakeholders, to identify satisfaction with CTT services and impact on their behaviour/operations 

Further work should be done within the next six months to identify suitable measures and to put in place the means of measurement and then to create a Destination Performance Measurement Tool.  Targets may then be set for achievement against these measures.

A key opportunity is to work with other city DMOs to establish best practice exchange and benchmarking.  Potential candidates are: Sydney, Melbourne and Auckland; Vancouver and Orlando; Gothenburg and Barcelona; Durban; Dubai.
In CTT’s Operational Plans, to follow on from the Business Plan, targets will be set for specific projects and programmes – e.g. for Cape Town on Sale.
8.8 Supply Chain Management – responsible procurement programme

CTT will review all of its procurement processes and practices in order to ensure that they are consistent with all legal requirements and that they maintain a balance between being cost-effective, in terms of time and money, fair and equitable to suppliers and supporting local businesses wherever possible.  A Responsible Tourism Procurement Programme will be developed as a practical tourism specific procurement tool for CTT and its industry members.
9. Budgets and Resources

9.1 Sources of income

The following are the anticipated trends in CTT’s main sources of income.  Together with the financial principles set out in Section 9.2, these provide the basis for the budget projections.
The five year budget projection will be concluded by the Board by November 2008.

· City of Cape Town grant funding of R36 million in  2008/09 projected to stay constant in real terms – i.e. allowing for inflationary increases on an annual basis
· City of Cape Town project funding - up to five programmes with special projects defined, e.g.

· Responsible Tourism: Cape Town Campaign & Responsible Procurement Project
· Cruise Liner Tourism Marketing Strategy

· Visitor Safety and Support Programme: CT Tjommies, Training

· Tourism Development and Awareness Programme, including Service Excellence 
· Railway Tourism Programme

· National Treasury 2010 once-off funding via CoCT of R7million – this is still to be confirmed pending approval of 2010 project plans by City
· CoCT 2010 ICT Funding of R2,3million over two yrs

· CoCT 2010 Green Goal Funding (RT) of R700 000 over two yrs

· Patron Partners: projected to grow from R350 000 to R1million over five years
· Membership income: projected to grow from R2million currently with 10% p.a.

· Commercial activities (retail, commission on bookings and ticket sales) – projected to grow by 10% p.a. 

· Member contributions to activities (payments for extra service provided) – projected to grow by 15% p.a. 

9.2 Financial principles

The following are the financial principles underlying the budget projections:

· The aspiration is to increase overall income from R44m to R66m by 2013, giving a ratio of public to non-public funding of  60:40

· Visitor and industry services 50:50 (currently 60:40)

· Marketing  70:30

· The growth in net income to be used to increase activity, predominantly in joint marketing activities & investment in infrastructure and skills development

· Funding for visitor services is to be maintained at current net levels, but operating costs of VIC network to be reduced through  innovative business systems, technology, partnerships and increased commercial income 
















Permanent employment and increased profitability





High levels of repeat business and recommendations





High occupancy and yield all-year round








Investment in staff and facilities (range and quality), and in environment 





Increased customer satisfaction
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