AT ANSWER

Itis an error. Part Ahas 27 pages, and Part B has 8

P totalof then actually cutoff, of 31 but only has 27 pages; and Part 8 tpageis 8o 9, 8 pages) pages.
Is there an error and ° H” on page 26 of Part A~ Terms Itis an error. Bidder's declaration is Annexure F
Part A-Ta However, Part C— register on
“all agenci and must submit the BBBEE certifiacte or sworn
Database”. Please indicate whether non-South Afrc: to registerfor this. affidavit
Bidders must submit the documents listed in the.
phase 1 requirements table on Part C. For
International bidder; Confirmation of valid Tax
P 1-PartA, B, and C”. However, 5.1 Status, SBD 1 and SBD 4. SA bidders must include

CSD report

management of the SAT social

The successful bidder will manage the North
America consumer facing social platforms
including, but not limited to: 16: @visitsoutharica,
Threads: @visitsouthafrica, Facebook
VisitSouthAfrica, Twitter/ X: @SouthAfrica,
Pinterest @visitsa and YouTube:

the social t,

Social media is prmarily used to create awareness,
drive consumer engagement and generate demand
for South Africa’s wildife, stunning landscapes,
fich cultural heritage, vibrant ciies, Uifestyle, and

s the goal regions or

SAT markets using our 6 user-centic traveler
piltars: wildlfe safari, active adventure, scenic
outdoors,city lfestyt, cultralroots and coastal
beaches. From budgetto luxury these experiences
are covered across all 9 provinces, as e food and
people.These experiences. American tourits.
oftenvisit more than one province, with Western
Cape, Gauteng, and Mpumalanga being the most
visited provinces.We have also seentraction in
Limpopo, KwaZulu-Natal and Eastern Cape.

We use this intelto focus on showcasing provinces|
where we are aready seeing traction rather than

Yes, butithas been several years since we have.
done so.

focus on?

Key Targets: 1: Wanderluster (WL): A25-49, HHI
$100ks, adventure seeking tavel enthusiast
interested in variety, safari, natural beauty,

A50+, HHI $100k+ OR Retired, culture/ history
enthusiasts interested in safari, natural beauty,
culture, luxury, and food/ wine. We also market o
Black travel and LGBTO* travel audi

outh Afica Tourism?

Unfortunately we cannot

h work?

While they will it be involved n the day-to-day
work o the hub office and its agency of record, SAT|
works closely with the Tourism Business Council
of South Afrca (TBCSA) who represents the prvate
industry o achieve common toursm industry
‘growth objectives, boost raveller confidence in
destination South Afrca and enable a sustainable
"

media tiative?

Aftica'a Travel Indaba is annual event on the hub's

av.
Unfortunately we cannot, The RFP references a
project based approach which will be determined

the Us 3
(consumer and trade)?

inthe RFP

treasury and Tourism,

Doyou rica Tourism brand interest, equity, travel intent, et

Kaizer to advise

Are you open

Al bidders with the requiste capabilities are
welcome to submit

remit?

Digital media planning/ buying is not part of this
RFP scope. It s envisioned that the agency would
undertake paid social campaign planning/ buying
as related to traditional social media platforms
(e.g Facebook Inst:

‘Adherence to the SAT corporate identiy guidelines
is not necessary for the purposes of submtinga
response to the REP at this time.

Tourism brand

athe
distribution channel (raveltrade), using fit-for-
purpose marketing mechanics. These campaigns
il be diven by activtes which aim to generate:
demand for South Afrca’s wildite, stunning
tandscapes, fich

cultural hertage, vibrant cites,Lestyte, and
adventure opportunites. Additionally, they wil
promote sustainable tourism practices to potect
the environment and support local communites.
FY2024/25 will be a continuation of the localised
exceptionalism global strategy thiough campaigns
and activities that have 360°marketing elements to
inspire USA and CAN travelers tovisit South Afica
The business challenge to be addressed for North
Americais to build brand awareness and appeal,
arive brand affinity and impact conversion to
achieve arivals and spend targets. The North
America implementation plan will deliver
inspiration and provide information to consumers
forthem to seek information, consider South
Africa, and book South Afrca. We
simultaneousty willwork o ensure that the
distrbution channel travel trade) is engaged via
various platforms (including virtual) which provide
them with relevant and fresh information to
encourage and

empower way whilst







