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ACRONYMS DEFINITION  
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KEY DEFINITIONS  

TERM DEFINITION 

Bidding  The concept of bidding is well-known for associations, corporate as 

well as public-sector events. Where the bid process generally starts 

with identifying a concept and developing it by means of a formal 

proposal. The proposal is submitted to the appropriate party (event 

organiser) and/or delivered by way of a pitch by the interested party to 

host an event. 

Business Tourism  A trip which is undertaken by an individual on behalf of a 

business/company with the purpose of attending a conference, 

meeting, exhibition, event or as part of an incentive. 

Destination  A tourism destination can be defined as a geographic region, political 

jurisdiction, or major attraction that creates a tourism flow in both 

space and time providing visitors with a range of satisfying to 

memorable visitation experiences. A destination can be a whole 

country, a region, an island, a town or city, a village, or a self-contained 
centre or attraction. 

Destination 
Management 
Organisation  

Non-profit organisations aimed at generating tourist visitation for a 
particular area. 

 

Stakeholders  Stakeholders are groups or individuals that may be influenced by or 

influence the decisions, actions, practices, policies or goals of an 

organisation. In tourism, destination stakeholders may be referred to 

as the host (the local community and environment), the industries 

(supplier) and the tourists. 

 



 

JOHANNESBURG TOURISM COMPANY (JTC) NPC 
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 15 of 200 

1 EXECUTIVE SUMMARY 
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1.1 Executive Summary 

In 2015, South Africa joined 194 other nations in committing to a global agreement aimed at 

driving positive change worldwide. This agreement, known as the Sustainable Development 

Goals (SDGs), consists of seventeen goals that serve as a framework to address various 

global challenges. To implement these goals, a collaborative effort between businesses, 

NGOs, governments, media, and higher education institutions is required. 

 

The South African government has embraced the SDGs and incorporated them into its plans 

and targeted developmental programs. Recognizing the importance of development planning, 

the government has prioritized national development goals and created a roadmap to achieve 

them. 

 

In 2012, South Africa adopted the National Development Plan (NDP) 2030, which outlines the 

country's vision and provides a long-term strategy for its realization. The NDP aims to address 

the socio-economic disparities resulting from the country's history of oppression, exploitation, 

and dispossession. Achieving the goals outlined in the NDP requires collaboration between 

national, provincial, and local governments, as well as the private sector and civil society. 

These different spheres of government must work together, aligning their powers, functions, 

planning processes, and budget allocations. 

 

The NDP encompasses 14 key outcomes to be achieved by 2030, including education, health, 

safety and security, economic growth and employment, skills development, infrastructure, 

rural development, human settlements, local government, environment, international relations, 

effective public sector, social protection, and nation building. By focusing on these outcomes, 

South Africa aims to drive sustainable development and create a better future for its citizens. 

 

South Africa, through implementation of the National Tourism Sector Strategy aims to increase 

international visitor arrivals to 15 million by 2030.  The government is working with key role 

players, including the private sector, to implement action plans to achieve this target, wherein 
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the tourism sector is expected to create jobs, increase investor confidence and generate 

revenue for the country.   

 

The Presidency emphasized the need for the government to move away from working in silos 

and introduced a new approach called the District Development Model (DDM). This model 

was subsequently adopted by the cabinet on August 21, 2019. The DDM is designed to 

improve cooperative governance and build a capable and ethical Developmental State.  The 

DDM promotes a collaborative and impact-oriented approach, in which the three spheres of 

government and state entities work together for coherent service delivery and development 

outcomes. It focuses on the municipal districts and metropolitan areas as the key spaces for 

joint planning, budgeting, and implementation. 

 

It has been highlighted that the DDM will help address the triple challenges of poverty, 

unemployment, and inequality. Informed by the National Development Plan (NDP), Integrated 

Urban Development Framework (IUDF), and other government policies and legislations, the 

DDM aims to ensure maximum coordination and cooperation among the national, provincial, 

and local governments. 

 

To implement the DDM, a collaborative process will be undertaken to develop One Plans for 

all 44 districts and 8 Metropolitan Municipalities. These plans will be synchronized with the 

Integrated Development Plans (IDPs) of municipalities. Each district and metro plan will focus 

on managing urbanization, supporting local economic drivers, accelerating land release and 

development, investing in infrastructure, and addressing service delivery in municipalities. 

 

In the context of COVID-19, the objectives of the District Development Model are to foster 

intergovernmental relations, provide an integrated health response, coordinate a government 

response to post-COVID-19 challenges, improve planning paradigms, and maximize impact 

through the development of "One District, One Plan, and One Budget." This approach aims to 

address the challenges of poverty, unemployment, and inequality, with a particular focus on 
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vulnerable groups such as women, youth, people living with disabilities, and issues like 

gender-based violence and femicide. 

 

On 7 March 2025, President Ramaphosa accompanied by the National Executive visited the 

City of Johannesburg for a DDM oversight model engagement and to discuss preparedness 

for the G20 in response to the request made by the City Leadership to the Presidency.  As a 

result of this collaborative intervention, a Presidential Johannesburg Working Group was 

established to focus on improving service delivery and reviving the economic heartland of the 

country by promoting investment and rebuilding confidence in the City.   

 

The Gauteng Provincial Government launched the Growing Gauteng Together (GGT) 2030 

plan in February 2020. This plan outlines the collective vision for the Gauteng City Region by 

2030. The key priorities of the GGT 2030 plan include the economy, job creation, infrastructure 

development, education, skills revolution, health, integrated human settlements, safety, social 

cohesion, food security, building a capable and ethical government, promoting Africa and 

global partnerships, and sustainable development for future generations. The plan aims to 

drive economic growth, improve education and healthcare, create inclusive human 

settlements, enhance safety and social cohesion, and promote sustainable practices. 

Joburg 2040 Growth and Development Strategy offers a clear vision, mission and framing 

paradigm and principles, alongside outcomes, outputs and indicators. Four overarching 

outcomes define the Joburg 2040 GDS. The outcomes are as follows: 

• Outcome 1: Improved quality of life and development-driven resilience for all; 

• Outcome 2: Provide a resilient, liveable and sustainable urban environment - 

underpinned by smart infrastructure supportive of a low-carbon economy; 

• Outcome 3: An inclusive, job-intensive, resilient, competitive and smart economy that 

harnesses the potential of citizens; and 

• Outcome 4: A high-performing metropolitan government that pro-actively contributes 

to and builds a sustainable, socially inclusive, locally integrated and globally 

competitive Gauteng City Region. 
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Furthermore, each outcome is driven by several strategic outputs. The GDS outputs represent 

intervention areas where the City plans to intervene now in order to achieve our desired long-

term outcomes. 

 

Business plans need to drive progress in operational programmes and activities that seek to 

deliver on the GDS output interventions in the short and medium term. These strategic 

directives are represented as outputs below: 

 

Outcome 1 related outputs: 

The following outputs are critical ingredients for this outcome to be realised: 

• Reduce poverty and increase productivity 

• Food security that is both improved and safeguarded 

• Access to knowledge and lifelong learning 

• A society characterised by healthy living for all 

• A safe and secure city 

• A city characterised by social inclusivity and enhanced social cohesion 

 

Outcome 2 related outputs: 

The following outputs are critical ingredients for this outcome to be realised: 

• Sustainable and integrated delivery of water 

• Sustainable and integrated delivery of sanitation 

• Sustainable and integrated delivery of energy 

• Sustainable and integrated delivery of waste 

• Improved eco-mobility 

• Sustainable human settlements 

• Climate change resilience and environmental protection 

 

Outcome 3 related outputs: 

The following outputs are critical ingredients for this outcome to be realised: 
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• Job-intensive economic growth 

• Promotion and support to informal and micro businesses 

• Increased competitiveness of the economy 

• A spatially just and integrated City 

 

Outcome 4 related outputs: 

• The following outputs are critical ingredients for this outcome to be realised: 

• Partnerships, intergovernmental & international relations 

• A responsive, accountable, efficient and productive metropolitan government 

• Financially sustainable and resilient city 

• Meaningful citizen participation and empowerment 

• Guaranteed customer and citizen care and service 

 

A ‘Smart’ City of Johannesburg, that is able to deliver quality services to citizens in an efficient 

and reliable manner (cross cutting output). Under the Government of Local Unity, the city is 

continuing its focus on 11 mayoral priorities. These priorities include good governance, 

financial sustainability, energy mix, sustainable service delivery, infrastructure development, 

job creation, safer city, active citizenry, sustainable economic development, green economy, 

and smart city. The city aims to promote transparency, manage finances responsibly, develop 

a sustainable energy mix, deliver efficient services, invest in infrastructure, create job 

opportunities, improve community safety, engage citizens, foster economic development, 

support green practices, and utilize technology for a smarter city. These priorities demonstrate 

the city's commitment to effective governance, sustainable practices, and the well-being of its 

residents. 

 

In the last two financial years, the City of Joburg has faced various disasters, including floods 

and gas explosions. These incidents have posed significant challenges and required 

immediate attention from the city's authorities. The city authorities have acknowledged the 

importance of preparedness and are taking proactive measures to enhance infrastructure 

management and risk mitigation strategies. They are committed to improve disaster response 
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capabilities to ensure the safety and well-being of residents. By prioritizing these concerns, 

the city aims to effectively address and mitigate the impact of future disasters, demonstrating 

a strong commitment to the welfare of its residents. 

 

Based on the provided context and guiding principles, it is crucial for departments and entities 

within the City of Joburg to be empowered to ensure alignment in the finalization of the 2023/24 

business plans. This alignment should encompass the following aspects: 

 

National and provincial imperatives 

• Growth and Development Strategy – particularly outputs and roadmap 

• The City’s strategic priorities and programmes 

• The CoJ’s High Impact Programmes – Area based development 

• Climate change 

Economic Recovery 

By ensuring alignment with these key factors, the City of Joburg can enhance its ability to 

address challenges, promote development, and effectively respond to the needs of its 

residents. 
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Johannesburg 2040 Growth and Development Strategy offers a clear vision, mission and 

framing paradigm and principles, alongside outcomes, outputs and indicators for strategic 

planning in the City of Johannesburg. Four overarching outcomes define the Johannesburg 

2040 GDS wherein tourism seeks to contribute towards an inclusive, job-intensive, resilient, 

competitive and smart economy that harnesses the potential of citizens which is outcome three 

(3).  Tourism sector in its muti-faceted strives towards stimulating economic growth to effect 

multipliers related income towards GDP contribution and sustained job creation.  Tourism in 

the city is often associated with critical success factors, viable for rebound of the economy 

because of its versatility.  

 

The City has confirmed eleven Mayoral Priorities underpinned by a multiple of Strategic 

Interventions to guide the strategic planning process leading to the development of 2024/25 

Business Plans, Service Delivery and Budget Implementation Plan (SDBIP) and Integrated 

Development Plan (IDP).  This is the guiding framework of the Johannesburg Tourism 

Company (JTC) 2025/26 Business Plan.   
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Tourism as a key economic sector in the City contributes towards realisation of Mayoral 

Priority Nine (9): Sustained Economic Growth through the promotion of business and leisure 

tourism. It asserts that Government must do everything possible to create an environment for 

economic growth so that entrepreneurs and businesses can invest and create the jobs that 

will continue to make Johannesburg the City of Opportunities. This will bring jobs and 

investment to the local economy. 

 

The City of Johannesburg has strongest representation in the main tourism industries as well 

as the largest share of international tourists.  It caters to all types of tourists and offers products 

and activities ranging from the like of mass tourism to that of the smaller niche markets.  All 

these figures prove why this city is one of the most prominent tourism nodes in South Africa.  

The City boasts a variety of natural attractions, which provide a balance between the busy city 

life and the more relaxed natural scenes. Natural areas/attractions tend to be vulnerable to 

tourist overuse and overdevelopment and for this reason the City in its new tourism demand 

and supply driven strategy has identified eight (8) Niche Development Areas for 

diversification of its supply (offering) base namely: 

 

(i) Sports Tourism 

(ii) Medical Tourism 

(iii) Business Tourism  

(iv) Events and Lifestyle Tourism 

(v) Heritage and Cultural Tourism  

(vi) Tourism Real Estate Tourism 

(vii) Rail/Transport Tourism 

(viii) Mining Tourism 

 

One of the strongest draw cards of the City is its ‘diverse offering’ relating to MICE activities, 

tourism experiences, tourism investment opportunities and more importantly its vibrant culture 

and people. The City is not only home to a vast range of corporates, but it also caters to 

diverse travel motives. The City’s cultural and heritage attractions enhance its tourism 

competitiveness and gives depth to its ‘brand’. The City of Johannesburg boasts a variety of 
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high impact conferencing and events venues that support the business and meetings industry 

demand. The upkeep and maintenance of these conference venues are crucial for delivering 

products and services of highest quality. These venues should strive to contribute towards the 

positioning of the City as a premium business and lifestyle destination.  

 

This Business Plan outlines the Key Interventions and Projects that will be undertaken by the 

Johannesburg Tourism Company (JTC).  This plan further highlights how the draft budget is 

appropriated to support these projects/programmes.  In order to measure the success of the 

work of JTC, a set of key indicators and targets are contained to ensure service delivery by 

the Entity.  
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2 INTRODUCTION 
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2.1 Introduction 

This document sets out the design and conceptualisation of the City’s business planning 

process and provides meaningful and adequate data as well as information to support and 

promote strategic, operational and service delivery objectives. The following organising 

principles drive business planning in the CoJ: 

• Business planning is the process through which the City’s core departments and 

Municipal Entities respond to the City’s plans and priorities/programmes and translate 

these into a 12-months operational programme 

 

• It is primarily an operationally focused planning tool informed strategically by the SDF, 

IDP and GDS 2040 (NDP, GGT 2030) 

 

• It is also informed by the inputs of communities, political priorities, as well as the 

emerging issues from other spheres of government (ward planning concept) 

 

• It is characterised by measurable indicators and programmes informed by the IDP 

review 

An effective business plan therefore creates the link between the strategic and other high level 

business drivers by providing departments and municipal entities the opportunity to concretize 

these into structured initiatives or projects. These, if successfully implemented, will achieve 

the strategic objectives set for the planning period. 

 

The business plans inform the budget process as it defines the projects (including unit costs 

and assumptions), which when accurately costed and consolidated with standard recurring 

expenditure and revenue will constitute the budget. In addition to giving operational effect to 

the period of strategy, the business plans will also perform the function of the departmental or 

municipal entity Service Delivery Budget Implementation Plan (SDBIP). The SDBIP 

finalisation and submission follows the budget finalisation. As such, the business plan initially 

informs but is later updated with final figures stemming from the budget process. 
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3 STRATEGIC INTERPRETATION 
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3.1 Introduction  

The dynamics in South African cities are constantly changing and challenging, making it 

difficult to predict the future and how municipal governments should respond. New information 

on the economy, society, and the environment is constantly emerging, leading to different 

perspectives on development. Disruptions like economic downturns and pandemics further 

compound the challenges faced by cities. Additionally, policy and strategy experiences in other 

spheres of government and adjacent municipalities are continuously evolving, requiring the 

City to consider new strategic approaches. 

 

Given these circumstances, no long-term City Strategy can withstand the test of time. 

Therefore, a five-year review cycle is important to capture rapid shifts and ensure the City's 

plans remain relevant. The 2011 Growth and Development Strategy (GDS) 2040 was aligned 

with the Integrated Development Plan (IDP), a medium-term plan subject to annual review. 

This practice continues, enabling the effective translation of the GDS into medium-term 

operational planning and budgeting. The IDP and GDS are assessed every five years before 

the start of a new term of office, including an evaluation of the outcomes of the previous GDS. 

 

While the 2011 GDS outlined the right commitments, progress has been slow in many 

respects, leading to emerging challenges. The City's first-ever long-term GDS was introduced 

for the 2011-2016 term of office, alongside the medium-term IDP, through a single process. 

Although South African municipalities are legally obligated to develop medium-term IDPs and 

aligned annual plans and budgets, the City recognizes the value of long-term planning. The 

IDP serves as a tool for incremental five-year planning, supported by annual revisions, to 

achieve long-term goals. Departmental business plans provide detailed operational planning 

for the upcoming financial year. However, without a long-term perspective, delivery against 

far-reaching developmental goals could be jeopardized. The GDS frames the IDP by outlining 

long-term ambitions, strategies, and prioritized areas of focus. 
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Dynamics of strategic planning 

 

The below presents the City’s strategic planning process. As can be seen from the following 

process plan, the GDS led to the GDS Roadmap, which in turn informs the Integrated 

Development Plan (IDP). The IDP works in conjunction with Municipal Owned Entities (MOEs) 

and Business Plans from each department, known as SDBIPs, which in turn inform 

Performance Management. Each of these components contributes to the overall strategic 

planning processes in the City of Johannesburg. 
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3.2 Vision  

To be a leading business and lifestyle tourist destination in Africa 

3.3 Mission  

To position Johannesburg as a competitive business and lifestyle tourist destination that offers 

diverse experiences. 

3.4 Tagline  

To position Johannesburg as a competitive business and lifestyle destination that offers 

diverse experiences. The tagline for the Joburg is reflected below, illustrates that 

Johannesburg is a place to visit, to work and to play: 

 

Visit. Work. Play. 
 

 

3.5 Strategic Objectives 

The Johannesburg Tourism Company strategic objectives are: 

(i) To position the Johannesburg as a business and lifestyle tourist destination on a global 

scale.  

(ii) To promote Johannesburg as a destination of business opportunities, lifestyle and 

entertainment.  

(iii) To improve destination performance by increasing number of visitors coming to 

Johannesburg and increased tourism spend. 

(iv) To enhance attractiveness of Johannesburg as a destination and diversify its offering 

base through extensive tourism development. 

(v) To enhance the City’s competitiveness through constant innovation, upgrades, and 

expansion of product offerings.  
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(vi) To ensure sustainable financial performance and growth.  

(vii) To enhance customer service, stakeholder engagement and increased communication 

effectiveness. 

(viii) To provide business enablement through technology. 

3.5.1 Strategic Interventions 

The underpinning strategic interventions depicts the City’s new approach to tourism guided by 

its first independent strategy with good balance between supply and demand, approved in 

2021.  The long-term thinking is to unlock tourism economic potential by implementing the 

following primary niche development areas:   

i. Sports Tourism 

ii. Medical Tourism 

iii. Business Tourism  

iv. Events and Lifestyle Tourism 

v. Heritage and Cultural Tourism (including Township Tourism) 

vi. Tourism Real Estate 

vii. Rail/Transport Tourism 

viii. Mining Tourism 

 

Additional niche development areas to be explored through the Tourism Master Plan 

formulation are aviation, film and shopping.   

 

These were identified through a participative tourism sector process to support the City’s 

economic growth objectives. The city focuses its strategic approach to development and 

promotion using these specific niche categories where tourism products can be packaged and 

promoted to highlight outstanding tourism experiences within these special interest categories. 
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3.6 Values 

3.6.1 Organisational values  

(i) Empowerment: Create an environment conducive to growth and development for our 

people 

(ii) Integrity: Act with integrity by maintaining the highest standards for accountability, 

serving with respect, honesty and trustworthiness.  

(iii) Recognition: Be an organisation that values its own people by ensuring fairness of 

systems and processes, being supportive as well as recognising and rewarding 

performance. 

3.6.2 Performance values  

(i) Innovative: Leveraging of resources and partnerships to optimise delivery to our 

stakeholders and being responsive to change.  

(ii) Ethical (good corporate governance): Encapsulating the principles of 

integrity, transparency, and accountability. 

(iii) Customer focus: Providing services and solutions in a manner that is efficient, effective 

and responsive. 

3.7 Mandate 

3.7.1 Johannesburg Tourism Company Mandate and Functions 

The tourism industry has been identified as one of the immediate priority sectors. The 1996 

White Paper on the Development and Promotion of Tourism confirmed South Africa’s 

approach to tourism as one which is “government led, private sector driven and community 

based”, and grounded in cooperation and close partnerships between all stakeholders.  

 

Tourism is an inter-related system of supply and demand factors (the tourism market), and a 

broad range of societal / environmental influences. Together, these comprise the tourism 

system. The tourism market is composed of both supply (an industry) and demand (an 
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activity). These are linked through marketing, research, distribution, global and national 

tourism organisations and transportation. 

• The supply side of tourism focuses on the most fundamental resources that attract tourists 

to regions and what the tourism industry brings to the tourist: the natural and cultural 

resources.  

• The demand side of tourism comprises those needs and motivations that drive individuals 

to become tourists.   

• The tourism distribution system focuses on distributing tourism from the tourism sectors to 

the potential tourist. Tourism distribution can therefore be defined as the extension of the 

number of points of sale or access away from the location at which the services are 

performed. 

 

Objects of local government in Schedule 4 Part B of the Constitution of South Africa outlines 

local tourism as a responsibility mandated by the constitution to local government in line with 

section 152. (1) On the objects of local government with a focus on promoting social and 

economic development is relevant to tourism. In addition, the Municipal Structures Act, No. 

117 of 1998 on Powers and Functions of municipalities put emphasis on local tourism as a 

legislated function wherein “local tourism” is stipulated as a municipal function as a result 

“promotion of tourism for the area of a municipality” is a municipal function.  

 

Government’s recognition of the critical importance of tourism in the economy is evident in the 

sector’s inclusion as one of the priority areas in the initial Industrial Policy Action Plan (IPAP, 

2007), the New Growth Path (NGP, 2010) and the National Development Plan (NDP, 2030). 

The sector is expected to make the requisite contribution to job creation and the continued 

growth of the economy. In the NDP tourism is identified as a highly labour-intensive industry 

which stimulates the development of small businesses, and which generates foreign direct 

investment and significant export earnings. Emphasis is placed on increasing the number of 

tourists entering South Africa and the amount spent; the availability of tourism infrastructure; 

positioning South Africa as a regional shopping and business centre; and ease of access by 

air and travel facilitation through favorable visa regimes.  
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Johannesburg Tourism, working towards improving the lives of citizens living in Johannesburg 

through inclusive growth in tourism. The policy mandates governing Tourism include the 

National Development Plan, New Growth Path, National Tourism Sector Strategy, and 

Gauteng Tourism Sector Strategy, Johannesburg Tourism Sector Strategy and related Acts 

and by-laws necessary for tourism. 

 

The National Development Plan, which aims to eliminate poverty and reduce inequality by 

2030, recognises tourism as one of the main drivers of job creation and economic growth 

through marketing South Africa both domestically and internationally.  Most importantly, in City 

of Johannesburg Tourism Strategy outcomes aim at positioning the city as a leading business 

and lifestyle destination in Africa.  

 

The City of Johannesburg Metropolitan Municipality has as one of its legislative objectives as 

promotion of tourism which is derived from Municipal Systems Act 32 of 2000, it entails the 

development, planning, promotion, facilitation and implementation of tourism activities that 

seek to stimulate tourism economic growth in the City.  

 

The JTC is modelled as a Destination Management Organisation [DMO], which is a leading 

organisational entity that facilitates partnerships with various authorities, stakeholders, and 

professionals to achieve a unified mission towards a destination’s vision. JTC as a 

Destination Management Organisation employs a broad and holistic management 

approach which includes planning, developing, managing, marketing, and coordinating 

tourism amalgams such as access, attractions and activities, amenities and ancillary 

services and ambience. The entity is primarily tasked to ensure a good balance between 

tourism supply and demand in the destination, the destination must try to draw attention 

from both international and domestic visitors and private tourism markets, thereby prepare, 

and enhance offering diversification to respond to market needs to ensure destination 

competitiveness and attractiveness to achieve differentiation.  

 

https://www.e-unwto.org/doi/pdf/10.18111/9789284420841
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A destination’s competitiveness and attractiveness emanate from the use of effective, 

sustainable strategies and is based upon a balance of interests of all stakeholders inside 

the tourist destination. 

 

JTC as a destination management organisation is able to perform the function assigned by 

the City more efficiently and cost effectively for the benefit of the destination, citizens and 

businesses. The entity undertakes the following core municipal tourism functions on behalf 

of the City: 

• Tourism Development  • Tourism Integrated Planning 

• Destination Management • Research, Strategy and Policy 

• Business Tourism/MICE Tourism 

(Convention Bureau) 

• Provision of Tourism 

Infrastructure 

• Visitor Services/ Information 

Services 

• Research, Strategy, Regulation 

and Monitoring 

• Destination Marketing • Participative Local Government 

• Destination Events  • Product and Skills Development 

• Tourism Investment Linkages • Linkages and Coordination  

 

The entity also undertakes the following municipal support functions in collaboration with 

key core departments and municipal entities: 

• Integrated Environmental Management 

• Provision of Infrastructure 

• Public Health and Safety 

• Land Use Allocation 
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• Investment Promotion  

• Enterprise Development 

• Facilities, Attraction, Nodal, Precinct Management 

• Participative Local Government 

• Linkages and Coordination 

 

The roles and responsibility for each intervention is detailed in the sections that follow. 

 

3.7.2 Tourism Management - Roles and Responsibilities  

Table 1: Tourism Management  

Area Roles and responsibility  

(1) Planning and 
Policy- making 

• Partner in the implementation of national and provincial policies, 

strategies and objectives 

• Formulate tourism policies, strategies and plans 

• Implement appropriate regulatory framework 

• Ensure adoption of integrated tourism sector plan across metro 

• Formulate strategies and frameworks. 

• Conduct tourism research. 

• Establish strategic partnerships with other key role players and 

strategic partners. 



 

JOHANNESBURG TOURISM COMPANY (JTC) NPC 
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 37 of 200 

(2) Institutional 
Linkages and 
Coordination 

• Ensure the involvement and facilitation of previously disadvantaged 

persons in   tourism 

• Ensure a common purpose with government, business, public 

institutions, labour and community across metro/ municipality 

• Promote and support local tourism associations and local tourism 

organisations  

• Ensure the participation of local tourism associations and local tourism 

organisations in decision-making 

 

3.7.3 Tourism Development - Roles and Responsibilities  

Table 2: Toursim Development  

Area Roles and responsibility  

Tourism 
Development - 
Destination 
Development and 
Management 

• Facilitate implementation of priority tourism development projects 

• Implement tourism development programmes 

• Spearhead tourism development framework 

• Facilitate and support the development and empowerment of previously 

disadvantaged   persons or communities 

• Ensure the development of tourism management depth and appropriate 

skills within municipal tourism functions & structures 

• Spearhead capacity building programmes 

• Establish a tourism business advisory network to encourage and stimulate 

entrepreneurship 

• Promote responsible tourism practices and report on progress 

• Spearhead industry transformation 

• Develop new tourism products 

• Enhance and maintain existing tourism products to preserve 

attractiveness of the city. 

• Create opportunities for jobs. 
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• Create opportunities for SMMEs and tourism businesses. 

• Establish new tourism sub-sectors. 

 

3.7.4 Destination Development and Management - Roles and Responsibilities  

Table 3: Destination Development and Management 

Area Roles and responsibility  

Destination 
Development and 
Management 

Core Function 

• Coordinate municipal tourism support and programmes 

• Monitor tourism development 

• Ensure regional coordination and support 

Support Municipal Tourism Functions 

• Facilitate integrated responses to visitor safety  

• Ensure and monitor compliance with appropriate environmental 

and heritage management legislation in respect to tourism 

development and operations 

• Facilitate and promote integrated spatial and land-use planning 

and development in support of tourism 

• Spearhead integrated tourism signage framework 

• Facilitate and promote investment promotion 

• Facilitate provision and maintenance of attractions and facilities 

• Facilitate tourism investment linkages in the city. 

• Facilitate a systemic coordinated approach in the city in relation 

to tourism. 

• Facilitate tourism planning in the city. 

• Strengthen sector institutional framework and necessary 

alignment  

• Coordinate tourism safety. 
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3.7.5 Tourism Marketing - Roles and Responsibilities  

Table 4: Tourism Marketing 

Area Roles and responsibility  

Destination 
Marketing 

• Lead Joburg tourism marketing strategy & brand management 

• Implement destination promotion campaigns and initiatives 

• Coordinate public and private marketing resources & establish 

public and private marketing partnerships 

• Facilitate product packaging & development with regions 

• Coordinate and manage tourism information provision 

• Undertake and disseminate research on relevant tourism 

matters 

• Coordinate internal marketing drive & promotion of service 

culture 

• Monitor tourism marketing and promotional campaigns 

• Maintain a centralised database of products and services 

• Grow Joburg’s leisure tourism market share. 

• Create destination brand identity. 

• Advance destination competitiveness. 

• Create global destination positioning.  

• Pre-empt destination packaging and related distribution. 

• Support emerging and signature destination events. 

• Grow events in the city. 

• Grow visitor numbers to Johannesburg.  

• Create opportunities for jobs. 

• Create opportunities for SMMEs and tourism businesses. 

 

  



 

JOHANNESBURG TOURISM COMPANY (JTC) NPC 
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 40 of 200 

3.7.6 Business Tourism - Roles and Responsibilities  

Table 5: Business Tourism  

Area Roles and responsibility  

Business Tourism • Facilitate enabling environment for Meetings, Incentives, 

Convention, Exhibitions and/or Events (MICE) to take place in 

the city. 

• Support Municipal Tourism Functions 

• Facilitate business tourism activities with associations and 

Professional Conference Organisers (PCO) to secure MICE 

activities. 

• Support PCO and Events to stage MICE activities in the city. 

• Bid for competitive international events with impactful socio-

economic factors. 

• Manage MICE environment in the city.  

• Creating enabling environment for landing of MICE activities.  

• Support MICE venues across the city. 

• Grow Joburg’s business tourism market share globally. 

• Manage and operate Johannesburg Convention Bureau. 

• Create global business tourism identity for Johannesburg. 

• Grow visitor numbers to Johannesburg. 

• Create opportunities for jobs. 

• Create opportunities for SMMEs and tourism businesses. 

• Manage visitor services. 

• Manage visitor information centres. 
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3.8 Rationale 

The City of Johannesburg has established the municipal entity only: -    

• as a mechanism to assist the municipality in the performance of its functions or powers; 

and  

• if the municipality has demonstrated that: -   

 the function or power will be performed more efficiently by a separate structure in order 

to achieve the strategic objectives of the municipality; and   

 The municipal entity will benefit the destination, citizens and businesses. 

 

The reasons for this the establishment of the JTC includes, but is not limited to:  

• Ensuring operational flexibility to achieve efficiency, agility and precision in decision 

making in relation to the function.  

• Eliminating of bureaucratic processes associated with municipality practices against 

the competitive world. 

• Enabling quicker responses to real time opportunities and thereby increase visitor 

numbers for the benefit of destination economic development. 

• Benefiting from external private sector partnerships with ensured goodwill cultivated by 

brand promise. 

• Benefiting from external experts, using the vehicle as a single point of destination 

coordination. 

• Generating more economic impact from sector activities by removing barriers of entry 

with creating more jobs and SMME opportunities. 

• Improving global competitiveness for the city through appropriate destination 

positioning and promotion. 
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Accordingly, the City has demonstrated that there are justifiable reasons for the 

establishment of a municipal entity; that is: 

JTC as a destination management organisation will be able to perform the 
function assigned by the City more efficiently and cost effectively for the benefit 

of the destination, citizens and businesses. 

3.8.1 Destination Management Organisation Approach 

Destination Management Organization (DMO) is the leading organisational entity that 

facilitates partnerships with various authorities, stakeholders, and professionals to achieve a 

unified mission towards a destination’s vision. Destination management is a broad and holistic 

management process that includes managing, developing, marketing and coordinating 

tourism amalgams such access, attractions and activities, amenities and ancillary services 

and ambience.  

 

In terms of both supply and demand approaches, the destination must try to draw attention 

from both visitors and private tourism markets by preparing and enhancing offerings to 

respond to market needs to ensure destination competitiveness and attractiveness. A 

destination’s competitiveness and attractiveness comes from the use of effective, sustainable 

strategies based on a balance of interests of all stakeholders inside the tourist destination. 

Within any tourism destination, the public sector designs the destination’s core identity with 

the mandate of growth and advancement of the sector; the private sector delivers the desire 

for future development with different goals and accountabilities; and the destination 

stakeholders are the entities connected together by travel experiences or through the tourism 

industry. 

 

The DMO emerges as a key player in the development, marketing and management of tourism 

at the destination level with various functions assigned. Depending on the potential needs, 

these functions may include strategic planning, management and implementation of the 

destination tourism policy and strategy, tourism development, tourism marketing, crisis 

https://www.e-unwto.org/doi/pdf/10.18111/9789284420841
https://www.solimarinternational.com/what-we-do/strategic-planning/
https://www.solimarinternational.com/what-we-do/tourism-development/
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management, quality improvement and assurance, workforce development, and sustaining 

the cultural heritage of the destination. A destination with an effective management plan 

usually possesses a high capacity for undertaking innovations and trends, while being more 

resilient to potential challenges and disruptions – something more important than ever in the 

time of Covid-19. 

 

Some advantages of having an effective destination management organisation are listed 

below:  

• Establishing a competitive edge: Developing the destination’s attractions and 

resources in a way that highlights its authenticity and characteristics will enable it to 

thrive. Ensuring positive visitors’ experiences, allowing tourists to push their limitations 

and venture outside their comfort zone, will deliver an excellent quality experience in a 

destination.  

 

• Ensuring sustainability: encouraging responsible tourism practices to preserve 

destinations for visitors and locals alike. Income generated from tourism can stimulate 

the destination’s development of new infrastructure and transport services, upgrade the 

skills of rural workers, and provide funds for natural, cultural, and historical resources to 

be managed in a more sustainable way. As a result, visitors will receive more authentic 

and engaging experiences–all while knowing they are having a positive impact on the 

destination. Additionally, good destination management can help avoid social and 

cultural conflicts and prevent tourism from negatively affecting local values. 

 

• Building a tourism culture in the destination: Communicating with the local 

community in a destination and listening to local residents’ voices is necessary to 

sustaining a tourism destination in the long term. DMOs are responsible for engaging 

local communities to ensure that tourism development is a mutual benefit between 

tourism stakeholders and citizens in the destination. This strategy is also vital for DMOs 

to preserve the cultures and natural character of destinations. 

 

https://www.solimarinternational.com/what-we-do/workforce-development/
https://www.solimarinternational.com/cultural-tourism-learning-hour/
https://www.solimarinternational.com/cultural-tourism-learning-hour/
https://www.solimarinternational.com/solimar-team-favorite-cultural-tourism-moments/
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• Limiting the impact of over tourism: focused in on “over tourism” as “Tourism that 

has moved beyond the limits of acceptable change in a destination due to quantity of 

visitors, resulting in degradation of the environment and infrastructure, diminished travel 

experience, wear and tear on built heritage, and/or negative impacts on residents.” 

DMOs should help destinations raise awareness about the negative impacts of over 

tourism and manage the growth of tourism responsibly and intelligently. 

 

• Building a strong brand identity: DMOs increasingly realise that the value of a 

destination brand is strongly linked to the value of the destination. Without diversifying 

the destination’s tourism sources, it is almost impossible to understand the target market 

and its needs. Therefore, the destination brand identity is an essential driver to 

implement successful marketing strategies to the target market. By consistently 

conveying brand loyalty, tourists regularly return to the destination and become “free 

advertising” for a DMO: sharing with friends the value they saw in a destination, far 

beyond the time they spent in it. 

 

DMOs operate within a destination and are usually non-profit organisations aimed at 

generating tourist visitation to a particular area and provide essential leadership. DMOs are 

responsible for developing a unique image and marketing the destination, coordinating most 

public and private tourism industry constituencies, providing information to visitors as well as 

to lead the overall tourism industry within a destination. The domains of tourism destination 

management include the following activities: 

 

• Leading and coordinating many constituent elements of the tourism sector and ensure 

service coordination, which includes local, civic, political, business and visitor industry 

representatives in order to achieve a single voice for tourism. Therefore, it should be 

leading and coordinating all the shareholders’ tourism activities within the destination.   

 

• Marketing the destination: all the marketing efforts a DMO should make to attract 

visitors to the destination. This includes the destination’s management, development 

and promotion, unbiased information and facilitation of tourism activities. 

https://solimarint.wpengine.com/what-we-do/destination-marketing/branding/
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• Fulfilling both a leadership and advocacy role for tourism within a destination in 

which it serves. The DMO needs to be a visible organisation that draws attention to 

tourism so that citizens of the destination understand the significance of the visitor 

industry. 

 

• Ensuring the development of an attractive set of tourism facilities, attractions, 

events, programmes, services and other related wide range of offerings an image that 

will help position and promote the destination as a competitive one in the experiences 

that it offers.  

 

• Assist visitors through the provision of visitor services such as pre-visit information, 

and additional information on arrival to ensure that a seamless customer experience is 

created. 

 

• Serving as a key liaison to assist external organisations, such as tour operators, 

meeting planners, joint marketing representatives in markets and travel agents who are 

working to bring visitors to the destination.   

3.9 Legislation and Policy Environment 

The Constitution of the Republic of South Africa identifies the legislative responsibilities of 

different levels of Government. In additional to National Legislation, the Johannesburg 

Tourism Company as a municipal entity will need to comply with a number of laws and 

regulations. There are a number of circulars and guidelines that have been implemented in 

terms of the various acts. The table below lists some of the key acts, regulations and 

guidelines and is by no means an exhaustive list. 
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Table 6: Key Legislation  

LEGISLATION  

NATIONAL 

Constitution of the Republic of South Africa, 1996 (Act No.108 of 1996) 

Tourism Act, 2014 (Act No.3 of 2014) 

Tourism Act 1993 (Act No.72 of 1993) 

Companies Act  

Companies Act Regulations  

LOCAL GOVERNMENT 

Local Government: Municipal Finance Management Act,  

Local Government: Municipal Systems Act, 2000 (Act No.32 of 2000) 

Local Government: Municipal Structures Act 

Municipal Investment and Municipal PPP Regulations – Gazette No.27431, 1April 2005 

Cost Containment Regulations   

Municipal Regulations on Financial Misconduct Procedures and Criminal Proceedings 

SUPPLY CHAIN MANAGEMENT 

Local Government: Municipal Supply Chain Management Regulations Gazette No.27636, 

30 May 2005 
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LEGISLATION  

Preferential Procurement Policy Framework Act (PPPFA) 

PPPFA Regulations  

Municipal Finance Management Act, Circular No.68 Unauthorised, Irregular, Fruitless and 

Wasteful Expenditure 

Local Government: MFMA Act, Circular No.76 

Broad-Based Black Economic Empowerment Act, 2003 (Act No. 53 of 2003) 

LABOUR LEGISLATION AND REGULATIONS  

Labour Relations Act  

Employment Equity Act, Code of Good Practice: Human Resource Policies and Practices 

Employment Equity Amendment Act, 2013 (Act No. 47 of 2013) 

Employment Equity Regulations 

Municipal Staffing  

TAXATION LEGISLATION AND REGULATIONS 

Income Tax Act 

Value – Added Tax Act, (Act No. 89 of 1991) 

OTHER LEGISLATION AND REGULATIONS  

National Small Business Act, 1996 (Act No. 102 of 1996) 
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LEGISLATION  

Co-operatives Act, 2005 (Act No.14 of 2005) 

Hazardous Substance Act, 1973 (Act No. 15 of 1973) 

Public Audit Amendment Act, 2018 (Act No. 5 of 2018) 

POLICY/GUIDELINES/CODES 

Code of Good Practice for employment and conditions of work for Special Public Works 

Programmes 

Guidelines for the Implementation of Labour Intense Infrastructure Projects under the 

expanded Public Works Programme, 3rd Edition 2015 

Generally Recognised Accounting Practices  

Generally Accepted Compliance Practises Framework 

King IV Code on Corporate Governance 

National Treasury Public Sector Risk Management Framework 
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4 GOVERNANCE AND OVERSIGHT  
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4.1 Board Members  

The Joburg Tourism Company (“JTC”) is governed by a Board of Directors appointed by the 

City of Johannesburg Municipality.  A new Board of Directors were appointed on 31 July 2024.   

The Board of Directors of the JTC is ultimately accountable and responsible for the 

performance and affairs of the Entity and regards good corporate governance as pivotal to the 

success of its business, stakeholder relations and the ability of the Entity to deliver on its social 

responsibility obligations. The Board of Directors fully subscribe to the principles of good 

corporate governance and regards these as fundamentally important to the business success 

and sustainability of the company. These include the King IV principles. 

JTC applies a combined assurance model, which seeks to optimise the assurance obtained 

from management, internal and external assurance providers while fostering a strong ethical 

climate and mechanisms to ensure compliance. The Board, through the Audit and Risk 

Committee, is ultimately accountable for the system of internal controls, designed to identify, 

evaluate, manage and provide reasonable assurance against material misstatement and loss.  

JTC has an independent Internal Audit Unit, which reports functionally to the Audit and Risk 

Committee of the Board and administratively to the Chief Executive Officer. The Unit carries 

out its functions in accordance with an approved Internal Audit Plan. 

In addition to CEO’s responsibilities as an accounting officer, the CEO is administratively 

responsible for the following functions: 

• Internal Audit 
The internal audit function by design remains independent in the JTC environment, however 

the function reports to the Accounting Officer administratively and reports to the Audit and Risk 

Committee functionally.  Legislatively it undertakes to submit necessary reports to the Audit 

and Risk Committee of the Board of Directors. As part of its ongoing campaign to ensure 

compliance, regular audits are conducted and reviews undertaken to support the JTC in its 

quest to adhere to legal and legislative compliance.  
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• Company Secretariat 
The Company Secretary (Cosec) reports to the Accounting Officer administratively and reports 

to the Board functionally, whereas it plays a crucial role in ensuring the entity complies with 

legal, regulatory, and corporate governance standards. They manage communication 

between the board of directors and shareholders, advise on legal and ethical matters, and 

oversee compliance with laws such as the Companies Act. Responsibilities include preparing 

meeting agendas and minutes, managing shareholder relations, filing legal documents, and 

maintaining statutory records.  

• Monitoring and Evaluation 

In following the approved central CoJ Performance Management System, a function that 

resides with the office of the CEO and which is compliant with the provisions of the Municipal 

Finance Management Act (MFMA) the Board has a responsibility for the governance of risk, 

through formal processes which includes the system and process of risk management as 

stated in the King IV™ Code reports. In conjunction with Board, JTC has adopted a formal 

process on risk management, with quarterly reporting to Board and the COJ Group Risk 

Assurance.  Performance Management is monitored by the Board through its committee 

systems and forms part of key strategic planning sessions. 

4.1.1 Board Members  

On 1 March 2023, the shareholder appointed a new Board of Directors for the entity.  

Table 7: JTC Board of Directors – 31 July 2024 

NO. NAME ROLE APPOINTED 

(i)  Nandipha Zonela Chairperson of the Board of Directors 31 July 2024  

(ii)  Gugu Bridgette Sithole 
 

Non-Executive Director 01 March 2023 

(iii)  Katlego Bogatsu Non-Executive Director  01 March 2023 

(iv)  Dikeledi Portia Mabusela Non-Executive Director 01 March 2023 

(v)  Palesa Ramafikeng Non-Executive Director 01 March 2023 
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NO. NAME ROLE APPOINTED 

(vi)  Rirhandzo Lovemore 

Ribombo 

Non-Executive Director 01 March 2023 

(vii)  Khomotso Robina Pheeha Non-Executive Director  01 March 2023  

(viii)  Sydney Johannes Monaise Non-Executive Director  01 March 2023 

(ix)  Masechaba Euginia 
Motloung 
 

Non-Executive Director 31 July 2024 

(x)  Charlotte Kebabetswe 
Manthosi 
 

Non-Executive Director 31 July 2024 

(xi)  Manini Amelia Vilakazi Non-Executive Director 31 July 2024 

Table 8: JTC Executive Directors – 31 July 2024 

NO. NAME ROLE APPOINTED 

(xii)  Thandubuhle Mgudlwa Chief Executive Officer  1 October 2023  

(xiii)  Nselelo Nxasana 
 

Chief Financial Officer 1 November 
2023 

 

4.1.2 Board Committees 

The Johannesburg Tourism Company constituted Board Committees with regard to the skills, 

expertise and experience of members apropos the respective Committees’ mandates.  Where 

appropriate or necessary, independent external professionals with relevant skills and 

expertise may be co-opted as permanent members of the Committees to assist or bolster the 

Committees where there is a shortage of such skills or expertise.  Such co-opted professionals 

shall have the status of invitees to the Committee, shall not form part of the quorum for 

meetings and shall have no voting rights. 
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The Board has established three (3) committees, and these are:  

• Audit and Risk Committee  

• Remuneration, Social, Ethics, Transformation Committee 

• Tourism Business Committee 

The tables below refer to the three Board Committee compositions. The following explains 

their roles: 

• C = Chairperson 

• M = Member 

Table 9: JTC Board committee compositions (Non-excutive directors) 

Member  ARC 

(5) 

REMSET 

(5) 

TOURISM 
BUSINESS (5) 

(i) Ms. Nandipha Zonela 
(Chairperson) 

  M 

(ii) Ms. Gugu Sithole   C 

(iii) Mr. Sydney Monaise  C  

(iv) Mr. Katlego Bogatsu   M 

(v) Ms. Palesa Ramafikeng   M 

(vi) Mr. Lovemore Ribombo   M 

(vii) Ms. Khomotso Pheeha  M  

(viii) Ms. Euginia Motloung  M  

(ix) Ms. Charlotte Manthosi  M  

(x) Ms. Manini Vilakazi  M  

(xi) Ms. Portia Mabusela C   
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Table 10: JTC ARC – Idependant Audit Committee Members  

Member  ARC (5) 

(i) Mr. Leslie Kwapeng M 

(ii) Ms. Aeysha Seedat M 

(iii) Adv. Cawe Mahlati M 

(iv) Mr. Dingane Khesuoe M 

 

The ARC also includes a non-executive director from the Board appointed as Chairperson. 

Refer to table above. 

 

The Audit and Risk Committee (ARC is hereby constituted as a statutory committee of the 

Company in respect of its statutory duties in terms of Section 94 of the Companies Act and 

Section 166 of the MFMA, King IVTM and the CoJ Policy on the Governance of Board of 

Directors and Independent Audit Committee Members of Municipal Entities and as a 

committee of the Board in respect of all other duties assigned to it by the Board. 

 

The Committee has an independent advisory role with accountability to both the Board and 

the Shareholder. The Committee does not assume the functions of management, which 

remains the responsibility of the executive directors, prescribed officers and other members 

of management but will have the following responsibilities: 

 

The Remuneration, Social, Ethics and Transformation (REMSET) Committee is responsible 

for the development and implementation of the Business Code of Conduct and Ethics and any 

other policies necessary to ensure the JTC’s image and reputation are protected through the 

proper conduct of all persons involved in or associated with the JTC. Development of human 

capital strategy that links the core business of the Company to its present and future human 

resource choices. Recommend the development, review and consideration of policy measures 

aligned to the human capital strategy.  
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Tourism Business Committee (“TBC”) is a committee of the Board of Directors established 

with the role of guiding and assisting the Board of Directors to exercise its oversight role of 

ensuring that the JTC strategy fits into the thrust of the SDA; directing and guiding the 

Company in respect of strategy and policy formulation, implementation, monitoring and 

evaluation; guiding the Company on alignment of resources in relation to implementation of 

approved strategies. 

4.1.3 Board Meetings  

JTC Board meetings will comply with the requirements of the Companies Act and the City. 

Approval for meetings other than the ordinary board meetings will have to be sought from 

the shareholder. 

The Board will meet at least six times approximately in each financial year and may convene 

additional meetings as and when necessary, in line with the Group Shareholder Policy. In 

addition to the rules of procedure set out in the Board Charter, meetings and proceedings of 

the Board will be governed by the MOI of the Entity and the Group Shareholder Policy. The 

quorum necessary for the transaction of business shall be 50% + 1 member of the Board. 

In the absence of the Chairperson of the Board the meeting shall be chaired by any other Non-

executive Director appointed by the majority vote of those Directors present at a duly 

convened meeting. From time to time, the Non-executive Directors of the Board shall meet 

with the Company Secretary without any members of Executive Management being present.  

4.2 Executive Director Appointments 

The Chief Executive Officer and Chief Financial Officer were appointed on 1 October 2023 

and 1 November 2023 respectively.  
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Table 11: Executive Appointments 

NO. NAME STATUS NAME APPOINTED RESIGNATION  
(i)  Chief Executive 

Officer 
Filled Thandubuhle 

Mgudlwa  
1 October 2023 
 

n/a 

(ii)  Chief Financial 
Officer 

Filled Nselelo 
Nxasana 

1 November 2023 n/a 

 

  



 

JOHANNESBURG TOURISM COMPANY (JTC) NPC 
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 57 of 200 

5 MANAGEMENT AND 
ORGANISATIONAL STRUCTURES 
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5.1 Overview 

The entity, comprises the following support and frontline functions:  

• Office of the Chief Executive Officer 

• Finance Services 

• Corporate Services 

• Convention and Visitor Services Bureau 

• Tourism Strategic Services 

• Destination Marketing and Events 

5.2 High Level Organisational Design  

The Council delegates authority in terms of section 59 of the Municipal Structures Act the 

approval the organogram and staff establishment to the City Manager and then to Executive 

Mayor in terms of section 56 of the Municipal Systems Act. 

 

The figure below reflects the JTC high-level organogram of the approved JTC structure.  Stall 

from DED have been placed in positions within the JTC structure.  Grading of the job 

descriptions is underway.   

 

The JTC high level structure consists of four (4) departments that report to the Chief Executive 

Officer.  The departments are: 

• Finance Services  

• Corporate Services  

• Tourism Strategic Services (Tourism Development, Convention Bureau and Visitor 

Services) 

• Destination Marketing and Events 

• These include strategic support functions located in the Office of the CEO. 
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Figure 1: JTC High Level Organogram  

 

  



 

JOHANNESBURG TOURISM COMPANY (JTC) NPC 
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 60 of 200 

 

 

 

 

6 MAYORAL TOP PRIORITIES: 
CHANGING THE STATUS QUO 
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6.1 City Strategic Roadmap 

The figure below represents the GDS outcomes and priorities as agreed by the GLU 

administration. 

 

Figure 2: GDS Outcomes and Mayoral Strategic Priorities 

6.2 GDS Outcomes and Outputs and Roadmap  

In terms of the outcomes-based planning approach JTC’s planning and programmes aligns 

directly to outcome number 3, relating to job creation and building a competitive economy.  
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Table 12: GDS Outcomes 

GDS OUTCOMES GDS OUTPUTS 

(1) Improved quality of life and 

development-driven 

resilience for all. 
 

(1) Reduce poverty and increase productivity  

(2) Food security that is both improved and safeguarded 

(3) Access to knowledge and lifelong learning 

(4) A society characterised by healthy living for all 

(5) A safe and secure city 

(6) A city characterised by social inclusivity and 

enhanced social cohesion 

(2) Provide a resilient, liveable, 

sustainable urban 

environment – underpinned 

by smart infrastructure 

supportive of a low carbon 

economy  

(1) Sustainable and integrated delivery of water 

(2) Sustainable and integrated delivery of sanitation 

(3) Sustainable and integrated delivery of energy 

(4) Sustainable and integrated delivery of waste 

(5) Improved eco-mobility 

(6) Sustainable human settlements 

(7) Climate change resilience and environmental 

protection 

(3) An inclusive, job-intensive, 

resilient, competitive and 

smart economy that 

harnesses the potential of 

citizens  

(1) Job-intensive economic growth 

(2) Promotion and support to informal and micro 

businesses 

(3) Increased competitiveness of the economy 

(4) A ‘Smart’ City of Johannesburg, that is able to deliver 

quality services to citizens in an efficient and reliable 

manner (cross cutting output) 

(4) A high performing 

metropolitan government that 

proactively contributes to and 

builds a sustainable, socially 

inclusive, locally integrated 

(1) Partnerships, intergovernmental & international 

relations  

(2) A responsive, accountable, efficient and productive 

metropolitan government 

(3) Financially sustainable and resilient city 

(4) Meaningful citizen participation and empowerment 
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GDS OUTCOMES GDS OUTPUTS 

and globally competitive 

Gauteng City Region  

(5) Guaranteed customer and citizen care and service 

 

Accordingly, the following 11 Mayoral Priorities were determined by the Government of Local 

Unity (GLU): 

Table 13: Mayoral Priorities 

PRIORITY  PRIORITY  

Priority 1: Good Governance Priority 7: Safer City 

Priority 2: Financial Sustainability Priority 8: Active Engaged Citizenry 

Priority 3: Energy Mix  Priority 9: Sustained Economic Growth 

Priority 4: Sustainable Service Delivery Priority 10: Green Economy 

Priority 5: Infrastructure Development & 

Refurbishment 

Priority 11: Smart City 

Priority 6: Job Opportunity and Creation  

 

The following organising principles drive business planning in the Johannesburg Tourism 

Company: 

• Business planning is the process through which JTC responds to the City’s plans and 

priorities/programmes and translate these into a 12-month operational programme. 

• This is primarily an operationally focused planning tool informed strategically by the 

IDP and GDS (NDP, GGT 2030). 

• It is also informed by the inputs of communities, political priorities, as well as the 

emerging issues from other spheres of government (ward planning concept). 

• It is characterised by measurable indicators and programmes informed by the IDP 

review. 
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• This business plan therefore is the link between the strategic and other high level 

business drivers and concretizes these into structured initiatives or projects. These, if 

successfully implemented, will achieve the strategic objectives set for the planning 

period. 

 

The business plan informs the JTC budget as it defines the projects, which when accurately 

costed and consolidated with standard recurring expenditure and revenue will constitute the 

budget. In addition to giving operational effect to the period of strategy, the business plans will 

the operations of the JTC.  

6.3 Alignment of Mayoral Priorities 

Tourism as a critical sector contributes directly to Priority 9: Sustained Economic Growth of 

the GLU Priorities.  It also contributes indirectly to other priorities.  The importance of tourism 

as key economic sector supports these priorities.  This alignment is contained in JTC key 

objectives as listed below:  

(i) To position the Johannesburg as a business and lifestyle tourist destination on a global 

scale.  

(ii) To promote Johannesburg as a destination of business opportunities, lifestyle and 

entertainment.  

(iii) To improve destination performance by increasing number of visitors coming to 

Johannesburg.  

(iv) To enhance attractiveness of Johannesburg as a destination and diversify its offering 

base through extensive tourism development. 

(v) To enhance the City’s competitiveness through constant innovation, upgrades and 

expansion of product offerings.  

(vi) To ensure sustainable financial performance and growth.  

(vii) To enhance customer service, stakeholder engagement and increased communication 

effectiveness.  

(viii) To provide business enablement through technology. 
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6.4 JTC Key Performance Areas (KPA) 

• Mayoral Priority 9: Sustained Economic Growth (Tourism is one of the key strategic 

interventions of this mayoral priority – see figure below).   

• Mayoral Priority 6: Job Opportunity and Creation (secondary for JTC focus) 

• Strategic Intervention for the City: Promotion of business and leisure tourism as 

important job creators.  

Key Performance Areas (KPA’s)  

• Increase in number tourists coming into Johannesburg. 

• Enhance tourism supply through development of new niches 
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7 SITUATIONAL ANALYSIS   
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7.1 Tourism Situational Analysis in Johannesburg 

As defined by the United Nations World Tourism Organisation (UN WTO), a trip refers to travel, 

by a person, from the time they leave their usual residence until they return to that residence. 

This is usually referred to as a round trip. S&P Global likes to narrow this definition down to 

overnight trips only, and only those made by adult visitors (over 18 years). Also note that the 

number of "person" trips are measured, not household or "party trips".  The economical and 

statistical data below are reported and published on a calendar year basis.   

 

The main purpose for an overnight trip is grouped into these categories: 

• Leisure / Holiday 

• Business   

• Visits to friends and relatives 

• Other (Medical, Religious, etc.) 

TABLE 1. Number of trips by purpose of trips - City of Johannesburg Metropolitan 
Municipality, 2013-2023 [Number  Percentage] 

 Leisure / 
Holiday 

Business Visits to 
friends and 
relatives 

Other 
(Medical, 
Religious, 
etc) 

Total 

2013 1,210,000 612,000 3,270,000 366,000 5,450,000 
2014 1,140,000 575,000 3,210,000 342,000 5,270,000 
2015 1,020,000 536,000 2,990,000 326,000 4,870,000 
2016 989,000 546,000 2,880,000 341,000 4,750,000 
2017 988,000 523,000 2,760,000 341,000 4,620,000 
2018 969,000 494,000 2,620,000 314,000 4,390,000 
2019 817,000 482,000 2,380,000 274,000 3,960,000 
2020 462,000 340,000 1,600,000 137,000 2,540,000 
2021 382,000 376,000 1,370,000 106,000 2,240,000 
2022 526,000 567,000 1,760,000 153,000 3,000,000 
2023 672,000 702,000 2,310,000 179,000 3,860,000 
 
Average Annual growth 
2013-2023 -5.68% 1.38% -3.41% -6.93% -3.39% 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
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© 2024 S&P Global. 
 

In City of Johannesburg Metropolitan Municipality, the Business, relative to the other tourism, 

recorded the highest average annual growth rate from 2013 (612 000) to 2023 (702 000) at 

1.38%. Visits to friends and relatives recorded the highest number of visits in 2023 at 

2.31 million, with an average annual growth rate of -3.41%. The tourism type that recorded 

the lowest growth was Other (Medical, Religious, etc) tourism with an average annual growth 

rate of -6.93% from 2013 (366 000) to 2023 (179 000). 

 

CHART 1. TRIPS BY PURPOSE OF TRIP - CITY OF JOHANNESBURG METROPOLITAN MUNICIPALITY, 2023 
[PERCENTAGE] 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
© 2024 S&P Global. 
 
 

The Visits to friends and relatives at 59.78% has largest share the total tourism within City of 

Johannesburg Metropolitan Municipality. Business tourism had the second highest share at 

18.18%, followed by Leisure / Holiday tourism at 17.41% and the Other (Medical, Religious, 

etc) tourism with the smallest share of 4.63% of the total tourism within City of Johannesburg 

Metropolitan Municipality. 

Visits to friends and 
relatives

Business

Leisure / Holiday

Other (Medical, 
Religious, etc)
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7.2 Origin of Tourists 

In the following table, the number of tourists that visited City of Johannesburg Metropolitan 

Municipality from both domestic origins, as well as those coming from international places, 

are listed. 

TABLE 2. Total number of trips by origin tourists - City of Johannesburg Metropolitan 
Municipality, 2013-2023 [Number] 

 Domestic tourists International tourists Total tourists 
2013 4,090,000 1,360,000 5,450,000 
2014 3,910,000 1,360,000 5,270,000 
2015 3,640,000 1,230,000 4,870,000 
2016 3,380,000 1,370,000 4,750,000 
2017 3,230,000 1,380,000 4,620,000 
2018 3,000,000 1,400,000 4,390,000 
2019 2,600,000 1,350,000 3,960,000 
2020 2,090,000 448,000 2,540,000 
2021 1,900,000 338,000 2,240,000 
2022 2,200,000 800,000 3,000,000 
2023 2,640,000 1,220,000 3,860,000 
 
Average Annual growth 
2013-2023 -4.26% -1.13% -3.39% 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
© 2024 S&P Global. 
 
 

The number of trips by tourists visiting City of Johannesburg Metropolitan Municipality from 

other regions in South Africa has decreased at an average annual rate of -4.26% from 2013 

(4.09 million) to 2023 (2.64 million). The tourists visiting from other countries decreased at 

an average annual growth rate of -1.13% (from 1.36 million in 2013 to 1.22 million). 

International tourists constitute 31.50% of the total number of trips, with domestic tourism 

representing the balance of 68.50%. 
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CHART 2. TOURISTS BY ORIGIN - CITY OF JOHANNESBURG METROPOLITAN MUNICIPALITY, 2023 
[PERCENTAGE] 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
© 2024 S&P Global. 
 
 
 

7.2.1 Bed Nights by Origin of Tourist 

A bed night is the tourism industry measurement of one night away from home on a single 

person trip.  The following is a summary of the number of bed nights spent by domestic and 

international tourist within City of Johannesburg Metropolitan Municipality between 2013 and 

2023. 

TABLE 3. Bednights by origin of tourist - City of Johannesburg Metropolitan 
Municipality, 2013-2023 [Number] 

 Domestic tourists International 
tourists 

Total tourists 

2013 13,800,000 10,500,000 24,300,000 
2014 13,200,000 11,300,000 24,500,000 
2015 12,400,000 11,400,000 23,800,000 
2016 10,100,000 14,100,000 24,300,000 

Domestic tourists

International tourists
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2017 8,260,000 16,000,000 24,300,000 
2018 6,080,000 16,400,000 22,500,000 
2019 3,950,000 15,100,000 19,000,000 
2020 2,170,000 4,800,000 6,970,000 
2021 1,840,000 3,940,000 5,780,000 
2022 2,240,000 10,100,000 12,300,000 
2023 3,160,000 16,200,000 19,300,000 
 
Average Annual growth 
2013-2023 -13.70% 4.43% -2.25% 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
© 2024 S&P Global. 
 
 

From 2013 to 2023, the number of bed nights spent by domestic tourists has decreased at 

an average annual rate of -13.70%, while in the same period the international tourists had an 

average annual increase of 4.43%. The total number of bed nights spent by tourists 

decreased at an average annual growth rate of -2.25% from 24.3 million in 2013 to 

19.3 million in 2023. 
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CHART 3. Growth In Tourism (Using Bednights) By Origin - City Of Johannesburg Metropolitan 
Municipality, 2013-2023 [Number] 

 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
© 2024 S&P Global. 
 
 

From 2013 to 2023 the number of bed nights spent by international tourists overtook the 

number of bed nights spent by domestic tourists. This is as a result of negative growth in the 

domestic tourists compared to the positive growth seen in the number of bed nights spent by 

international tourists in City of Johannesburg Metropolitan Municipality. 

 

7.2.2 Tourism Spending 

In their Tourism Satellite Account, StatsSA defines tourism spending as all expenditure by 

visitors for their trip to the particular region.  This excludes capital expenditure as well as the 

shopping expenditure of traders (called shuttle trade).   The amounts are presented in current 

prices, meaning that inflation has not been considered. 

 

It is important to note that this type of spending differs from the concept of contribution to 

GDP. Tourism spending merely represents a nominal spend of trips made to each region. 

TABLE 4. Total tourism spending - City of Johannesburg, Gauteng and National Total, 
2013-2023 [R billions, Current Prices] 

 City of Johannesburg Gauteng National Total 
2013 37.8 84.6 253.3 
2014 41.1 92.2 275.4 
2015 37.4 84.7 253.9 
2016 40.3 91.5 277.6 
2017 38.3 87.6 264.0 
2018 41.9 95.7 293.2 
2019 56.2 127.5 411.3 
2020 31.7 72.2 241.5 
2021 37.0 83.2 290.8 
2022 58.3 130.4 452.9 
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2023 61.8 137.6 477.7 
 
Average Annual growth 
2013-2023 5.05% 4.99% 6.55% 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
© 2024 S&P Global. 
 
 

City of Johannesburg Metropolitan Municipality had a total tourism spending of R 61.8 billion 

in 2023 with an average annual growth rate of 5.1% since 2013 (R 37.8 billion). Gauteng 

Province had a total tourism spending of R 138 billion in 2023 and an average annual growth 

rate of 5.0% over the period. Total tourism spending in South Africa increased from 

R 253 billion in 2013 to R 478 billion in 2023 at an average annual rate of 6.5%. 

 

Another interesting topic to look at is tourism spending per resident capita. To calculate this, 

the total amount of tourism spending in the region is divided by the number of residents 

living within that region.  This gives a relative indication of how important tourism is for a 

particular area. 

TABLE 5. Tourism spend per resident capita - City of Johannesburg Metropolitan 
Municipality and the rest of Gauteng, 2013,2018 and 2023 [R Thousands] 

 2013 2018 2023 
City of Johannesburg R 8,224 R 8,013 R 10,717 
Ekurhuleni R 5,723 R 6,214 R 7,788 
City of Tshwane R 7,359 R 7,207 R 9,484 
Sedibeng R 2,838 R 2,657 R 4,001 
West Rand R 3,619 R 4,101 R 4,568 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
© 2024 S&P Global. 
 
 

In 2023, City of Johannesburg Metropolitan Municipality had a tourism spend per capita of 

R 10,700 and an average annual growth rate of 2.68%, City of Johannesburg Metropolitan 

Municipality ranked highest amongst all the regions within Gauteng in terms of tourism 

spend per capita. The metropolitan municipality that ranked lowest in terms of tourism spend 
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per capita is Sedibeng with a total of R 4,000 which reflects an increase at an average 

annual rate of 3.49% from 2013.  

 

7.2.3 Tourism Spend as a Share of GDP 

This measure presents tourism spending as a percentage of the GDP of a region. It provides 

a gauge of how important tourism is to the local economy. An important note about this variable 

is that it does not reflect what is spent in the tourism industry of that region, but only what is 

spent by tourists visiting that region as their main destination. 

TABLE 6. Total spending as % share of GDP - City of Johannesburg, Gauteng and 
National Total, 2013-2023 [Percentage] 

 City of Johannesburg Gauteng National Total 
2013 6.6% 6.5% 6.5% 
2014 6.7% 6.6% 6.7% 
2015 5.7% 5.7% 5.7% 
2016 5.7% 5.7% 5.8% 
2017 5.1% 5.1% 5.2% 
2018 5.3% 5.3% 5.5% 
2019 6.7% 6.7% 7.3% 
2020 3.8% 3.8% 4.3% 
2021 4.1% 4.0% 4.7% 
2022 6.0% 5.9% 6.8% 
2023 5.9% 5.8% 6.9% 

Source: South Africa Regional eXplorer v2473. 
Data compiled on 22 Apr 2024. 
© 2024 S&P Global. 
 
 

In City of Johannesburg Metropolitan Municipality, the tourism spending as a percentage of 

GDP in 2023 was 5.93%. Tourism spending as a percentage of GDP for 2023 was 5.80% in 

Gauteng Province, 6.85% in South Africa. 
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7.3 Strategic Marketing Initiatives 

Targeting key markets is most effective when using the right message, through the right 

channels and at the right time. The main target market in the Johannesburg is the business- 

and leisure traveller. The Johannesburg has significant potential to target this identified 

audience but can also broaden their target markets to heritage and culture, medical, tourism 

real estate, events and lifestyle and sport visitor markets. 

 

The figure provided below illustrates the intended market profiling requirements for 

Johannesburg.  

Figure 3: Strategic marketing initiatives 

Source: Urban-Econ, 2019 

 

The target market portfolio for the Johannesburg as segmented in the four main categories 

indicated in the figure above. This defines the identified target market, the messaging and the 

main channels that will be used to reach each of the identified markets. It further elaborates 

on the priority core markets that have been identified for the city.  Underpinning these main 

categories is the following key source markets for Johannesburg in the global market share.   
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The table below identifies the international (long-haul) target markets for Johannesburg. 

These markets have great spending power and mainly spend on tourist-related activities when 

visiting the Johannesburg.  

International Target Markets 

Key Source  Markets Segment Purpose Marketing intention 

Key Source Markets 
USA 
 

 

The average length of stay 14.7 
days  
Average spend R19,581 

Natural Attractions, Cultural 
and Heritage, Social 

Maintain segment 

UK 
 

 

The average length of stay 14.9 
days  
Average spend R18,891 

Shopping, Social, Natural 
Attractions 

Maintain segment 

German

 
 

The average length of stay 18.9 
days  
Average spend R19,149 

Social, Cultural and 
Heritage, Natural 
Attractions 

Maintain and grow 
the segment 

Emerging Markets 
France 

 

The average length of stay 18.7 
days  
Average spend R17,435 

Social, Cultural and 
Heritage, Natural 
Attractions 

Maintain and grow 
the segment 

India 

 

The average length of stay 27 
days  
Average spend R16,963 

Shopping, Social, Cultural 
and Heritage, Natural 
Attractions 

Grow segment 

China 

 

The average length of stay 18.2 
days  
Average spend R16,686 

Leisure, 
Business travel and MICE 

Develop segment 

 

The European and American markets are largely leisure-based and are more interested in the 

natural and cultural beauty of South Africa rather than its urban living and modern 
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infrastructure. Many visitors to the city only use it as a secondary destination and do not stay 

the full period of their holiday. The main attractions visited by these markets relate to major 

struggle icons such as Nelson Mandela, Desmond Tutu, Gandhi and the cultural heritage of 

South Africa’s people. Thereafter, they travel to more natural-based areas.  

 

The Asian markets travel for business and social purposes, focusing more on the modern 

attractions of South Africa, which makes the Johannesburg an ideal destination in terms of 

shopping, business and social activities. These markets are also more likely to stay longer in 

the Johannesburg as their primary destination. The international long-haul markets are highly 

valued and spend more time partaking in tourism-related activities. Therefore, Johannesburg 

needs to invest in these markets to motivate prolonged stays, increased spending and return 

visits.  

Regional Target Markets 

These travellers do not necessarily visit Johannesburg for leisure purposes and are more likely 

visiting for business or other reasons such as shopping or medical care. The following table 

identifies the regional target markets for the city:  

Key Source Markets Segment Purpose Marketing intention 

Key Source Markets 
Mozambique 
 

 

The average length of 
stay 13.6 days  
Average spend R3,527 

VFR, Shopping, Social, 
Nightlife, Heritage and Cultural 

Maintain segment 

Lesotho 

 

The average length of 
stay 13.1 days  
Average spend R2,507 

VFR, Shopping, Social Maintain segment 

Zimbabwe 

 
 

The average length of 
stay 4.9 days 
Average spend 
R11,275 

VFR, Business, Shopping, 
Social 

Maintain and grow 
the segment 

Emerging 
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Key Source Markets Segment Purpose Marketing intention 

Nigeria The average length of 
stay 23.3 days  
Average spend 
R21,163 

MICE, VFR, Holiday, Social, 
Shopping, Night Life, Natural 
Attractions 
 

Grow segment 

Kenya 

 

The average length of 
stay 17.1 days  
Average spend 
R12,797 

MICE, VFR, Holiday, Social, 
Shopping, Night Life, Natural 
Attractions 
 

Develop segment 

Other SADC 

 

The average length of 
stay 10.7 days 
Average spend 
R11,121 

VFR, Business, Shopping, 
Social, others 

Investigate segment 
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7.4 SWOT Analysis 

The table below contains the SWOT analysis that informed the JTC 2024/25 Business Plan.  

  Strength Weakness Opportunity Threat 

Technology/I
CT 

 Connectiv
ity 

 General 
Accessibil
ity  

 Coverage at 
tourism hubs 
(Wi-Fi) 

 Mobile VICs 
 Partnerships with 

events 
 Capitalise on 

technology as a 
marketing platform 

 Capitalise on being 
an “early adopter” of 
latest technology 

 Harness the power 
of social 
influencers—
bloggers, vloggers, 
and other online 
personalities 

 Lack of 
infrastructur
e 

 Increased 
data costs 

Safety and 
Security 

 None  Perception of 
being an 
unsafe 
destination 

 Decline in 
confidence 
from product 
owners 

 Safety and 
Awareness 
campaigns 

 Visible policing 
 Tourist Police at 

tourism hubs 
 Job Creation 

 Increased 
Crime 

 Decline in 
tourist 
numbers 

 Shorter 
LOS 

Infrastructur
e 

 Strong 
existing 
infrastruct
ure base 

 Dilapidated 
 Lack of 

Maintenance 

 Revitalise tourism 
infrastructure 

 Remodel old building 
to serve a new 
functional purpose 

 Create and enabling 
environment for 
tourism to flourish 

 Safety 
hazard to 
residents & 
Tourists 

 Infrastructur
e backlogs 

  

  Strength Weakness Opportunity Threat 

Visitor 
experience 

 Variety of 
offerings 

 All-in-one 
experienc
e 

 Lack of 
aesthetic 
appeal/cleanli
ness 

 Lack of 
adequate 
service 
provision 

 Language 
barriers- tour 
guides 

 Invest in product 
developments that 
are visually 
appealing, weird and 
wonderful 
structures/murals/gar
dens. Millennials 
want to capture that 
perfect photo for 
social media 

 Safety and 
Security 

 Overcrowdi
ng 



 

JOHANNESBURG TOURISM COMPANY (JTC) NPC 
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 81 of 200 

  Strength Weakness Opportunity Threat 

Institutional 
Arrangement

s 

 HR 
 Framewor

ks and 
Structures 
are there 

 Capacity & 
Skills 

 No clarity on 
roles & 
responsibilitie
s 

 Training and Skills 
development 

 Restructure 
institutional 
frameworks to 
increase effective 
functioning 

 Lack of 
Implementa
tion 

 Communica
tion 
problems 

Sustainabilit
y 

 Policy 
Environm
ent 

 Lack of 
Awareness 

 Encourage and 
Implement green 
Initiatives- energy 
saving/green 
infrastructure etc. 

 Effective Planning & 
Implementation 

 Urbanisatio
n 

 

7.5 PESTEL   

PESTEL refers to analysis of Political, Economic, Social-Cultural, Technology, Environmental 

and Legal factors. Environmental scanning has been conducted through taking into account a 

number of attributing factors within certain aspects covered in the tourism strategy. The 

tourism environment is affected by the macro-environment factors such as political (and legal) 

forces, economic forces, socio-cultural forces and technological forces which are highlighted 

as follows: 
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Table 14: PESTEL Analysis  

Area Analysis  

Political Factors 
(Legal) 

• Executive Mayor and or the MMC of the Economic Development 

Portfolio must be involved and participate in tourism activities to 

achieve goodwill. Participation should also include engaging 

tourism organised business for cooperation and collaboration in 

recognition of the City’s approach to tourism.  
• The political leadership to establish a safe and stable political and 

economic environment for tourism to flourish in cities. 

Economic Factors • Transformation in the tourism sector to grow an inclusive and 

sustainable tourism economy through: 

 Good corporate and cooperative governance 

 Strategic partnerships and collaboration 

 Innovation and knowledge management 

 Effective stakeholder communications 

• City of Johannesburg had a total tourism spending of R 39.7 billion 

in 2021 with an average annual growth rate of 2.3% since 2011 

(R 31.7 billion). 

Social Factors • Tourist safety plays a very important role in the visitor experience 

and also in the establishment of a destination’s image. Destinations 

should create safe and clean environments in which tourists can 

move. Should a destination be branded as unsafe due to high 

levels of crime, tourism will certainly be negatively affected.  

• These instructions are very important as to maintain standards of 

providing a clean and safe natural landscape where residents and 

tourists can spend quality time. This also contributes towards the 

sustainability of the sites and the implementation of responsible 

tourism initiatives. 

• Preservation of diverse cultures and restore dignitary of host the 

city as a host destination. 
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Area Analysis  

• Cross-cultural exchange experiences and improved livelihoods. 

Technological 
Factors 

• The technological age that we live in demands that the CoJ remain 

updated with technology advancements, especially those that 

facilitate tourism and travel through better access to information.  

• In terms of network provision, the City is adequately covered. Major 

service providers such as Vodacom, MTN and Cell-C are well 

represented throughout the City regions. Effective network 

coverage means that all other digital platforms are dependent on 

the net and operational and that the City is connected and 

accessible to the rest of the world. 

• MobiApp- as part of Joburg Tourism’s core mandates – relating to 

access to information as well as embracing international 

technological trends and remaining competitive in the digital 

sphere – Joburg Tourism has developed a mobile app, Visit 

Joburg, that provides information on all the regions, places to stay, 

and things to do in the City. 

• Website - with millions of internet users accessing the world-wide-

web from their computers, phones, tablets, and even their watches, 

website development should be the cornerstone of your business’ 

marketing plan. It is one of the strongest marketing tools and often 

the first place people visit to get relevant information. The CoJ 

redeveloped their website to be more user-friendly, mobile-friendly 

and appealing. 

• For Wi-Fi to continue growing, more spectrum is required. Wi-Fi is 

not only a cost-effective solution for both suburban and township 

areas, but it also plays a fundamental role in key areas such as 

making tourism destinations and businesses more accessible, 

which ultimately increases competitiveness. The city has 
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Area Analysis  

embarked towards extensive roll out for Wi-Fi connectivity to 

enable the smart city. 

Environmental • Protecting And Conserving Various Aspects of The Environment Is 

One Of The Top Priorities In Infrastructure Development And 

Consumer Trends. Similar To Staying on Top Of Technological 

Advancements, Tourism Destinations Can’t Afford To Not 

Acknowledge Negative Environmental Impacts And Actively 

Implement Sustainable Practices Within All Relevant Industries.  

• Eco-Friendly Services and Products Have Become A Strong 

Motivating Factor For Tourists When It Comes To Planning A Trip, 

Booking Accommodation And Deciding Which Activities To 

Participate In.  

• Environmental Awareness Is Being Actively Advocated All Over 

The Work And Should Be Reflected Within Cities. 

Legal  • The City is a custodian and implementer of legislative frameworks 

relevant to local government to guide tourism in the City. 

• Bylaws have an important function and specify the various systems 

that affect operations. Bylaws contain provisions relating to proper 

conducts in affairs, the duties of those who are in control and the 

responsibilities of other relevant stakeholders. 
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8 CORE BUSINESS STRATEGIC 
FRAMEWORK 
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8.1 City’s Approach to Tourism 

Underpinning the strategic interventions, is the tourism niche development areas that were 

identified by the participative tourism sector to support the City’s tourism growth objectives. 

The city focuses its strategic approach to development and promotion using these specific 

niche categories where tourism products can be packaged and promoted to highlight 

outstanding tourism experiences within these special interest categories. 

 

8.2 Identified Niches to Drive Tourism 

Tourism is an inter-related system of supply and demand factors (the tourism market), and a 

broad range of societal / environmental influences. Together, these comprise the tourism 

system.  The tourism market is composed of both supply (an industry) and demand (an 

activity). These are linked through marketing, research, distribution, global and national 

tourism organisations and transportation.  

 

Underpinning the above integrated approach, is the tourism niche development areas that 

were identified by the participative tourism sector to support the City’s tourism growth 

objectives. The city focuses its strategic approach to development and promotion using these 

specific niche categories where tourism products can be packaged and promoted to highlight 

outstanding tourism experiences within these special interest categories. 
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Figure 4: Niche Markets 
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8.3 Anchor Projects 
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8.4 Strategic Interventions 

Table 15: JTC Strategic Interventions 

Strategic 
Programme 

Statement  Key Projects 

Convention and 
Visitor Services 
Bureau 
 

To attract and support Meetings, Incentives, Conferences 
and Exhibitions and/or Events (MICE) coming to 
Johannesburg for improved economic impact, through the 
bidding processes and support of local SMMEs to be able to 
stage organized meetings. This will result to an increase of 
the number of visitors coming to Johannesburg with 
achieved tourism multiplier effect. To ensure ease of access 
by tourists into the destination.   
 

• MICE bidding and support programme, supporting 
business events hosted in Johannesburg.  

• MICE - Meetings Africa 

• Mobile Visitor Information Centre (VIC) 

• Establishment of Visitor Information Centre (VIC) in 
Soweto (Kliptown Precinct, Hector Peterson 
Museum) and Lanseria/ OR Tambo International 
Airports. 

Tourism 
Development and 
Commercialisation 

To enhance the attractiveness and competitiveness of 
Johannesburg as a destination through diversification, 
constant innovation, upgrades and expansion of the City’s 

• Thabo Mbeki Presidential Library World Heritage 
Site.   
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Strategic 
Programme 

Statement  Key Projects 

 tourism product offerings or base. To unlock tourism supply 
and enable growth.  

 

• Development of Tourism Master Plan  

• Air-Access Partnership/ Collaboration 

• Pre-feasibility study for establishment for Tourist 
Market (with related tourism services) in Newtown 

• Establishment of destination safety unit under 
JMPD operations. 

• Tourism Investment summit  

• Joburg Exhibition 

• Support to Liliesleaf farm (in collaboration with the 
National Department of Arts and Culture/ Freedom 
Park) 

• Tourism and Hospitality alternative energy support. 
In collaboration with the IDC and National 
Department of Tourism  



 

JOHANNESBURG TOURISM COMPANY NPC (JTC)  
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 99 of 200 

Strategic 
Programme 

Statement  Key Projects 

• Pre-feasibility study for establishment of City owned 
ICC.  

• Developing a Business Model for a City owned 
Travel Agency  

Destination 
Marketing & 
Events 

 

To generate demand for tourism thereby increase domestic 
and global market share for Johannesburg. To increase 
tourist numbers arriving in Johannesburg and improve 
tourism spend. To create favourable image and create good 
destination brand for Johannesburg globally.   

 

• Continuously embarking on aggressive destination 
marketing drive. 

•  Joburg Positioning- to both domestic and 
international markets as a globally competitive all-
year-round tourism and lifestyle destination. 

• Destination Events- to increase tourism market 
share to stimulate economic growth.  

• Sports Tourism Partnerships- with various sports 
clubs (cricket, soccer, rugby) for destination 
reputation management, destination brand image 
and brand awareness 
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Strategic 
Programme 

Statement  Key Projects 

• Destination Brand Identity- through effective brand 
activation and awareness 

• Elevate digital presence and improve destination 
digital promotion  

• Destination reputation management 

• Destination Citizenry Campaign (Punting Visit. 
Work. Play destination tagline) 
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9 IMPLEMENTATION PLAN 
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9.1 Priority Programmes 

In the 2025/26 financial year the JTC seeks to implement the following Priority Programmes  

in line with the Tourism Strategy outcomes to ensure a systematic coordinated approach for 

this sector.  The sections 8.2 to 8.5 below unpacks the interventions into specific projects for 

implementation.  These projects have been submitted budget consideration.  Following this, 

interventions highlighted in section 8.6 were prioritised in terms of the final budget allocation 

to the Johannesburg Tourism Company for the MTREF 2025/26 – 2027/28. 

9.1.1 Tourism Investment Summit/Conference  
 

The main objective of the Tourism Investment Summit is to promote the destination and 

tourism industry as a ‘Tourism Investment Destination’ and provide a common platform for the 

public, private sector and the investors' to discuss tourism investment possibilities in the 

tourism industry. 

 

The Summit will allow both domestic and international investors to identify city-specific tourism 

investment possibilities in the segment unique to Johannesburg. The City can also 

simultaneously showcase their strengths to the international investors in a bid to invite tourism 

investments for sprucing up their tourism infrastructure. Secondarily, the summit will 

consolidate or take stock of public and private sector investment. They will culminate to 

packaging and/or multi-packaging of tourism investment opportunities in Johannesburg.     

 

9.1.2 Development of the Johannesburg Tourism Master Plan  

The objective of the Tourism Master Plan is to provide guidelines and make recommendations 

to enable the Johannesburg Tourism Company to develop a functioning tourism system 

through the application of its defined tourism strategy and specific actions. 

 

Tourism is an inter-related system of supply and demand factors (the tourism market), and a 

broad range of societal / environmental influences. Together, these comprise the tourism 

system. 
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The tourism market is composed of both supply (an industry) and demand (an activity). These 

are linked through marketing, research, distribution, global and national tourism organisations 

and transportation.  

 

• The supply side of tourism focuses on the most fundamental resources that attract tourists 

to regions and what the tourism industry brings to the tourist: the natural and cultural 

resources. 

• The demand side of tourism comprises those needs and motivations that drive individuals 

to become tourists.  

• The tourism distribution system focuses on distributing tourism from the tourism sectors to 

the potential tourist. Tourism distribution can therefore be defined as the extension of the 

number of points of sale or access away from the location at which the services are 

performed.  
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9.1.3 Establishment of Destination Safety Unit under JMPD Operations 

 

The purpose of the establishment Destination Safety Unit guided by the City Safety Strategy 

and Tourism Strategy is to foster a sector focused collaboration in addressing issues of 

tourism safety in a more coordinated manner in order to provide an enhanced visitor 

experience and in the long term to change perceptions of Johannesburg as an unsafe 

destination.  

 

It asserted in various data sources that tourism safety has been consistently identified across 

several studies, media and crime reports as a challenge which threatens tourism growth and 

therefore, foreign direct investment, visitor spend and employment. Effective crime prevention, 

combating and changing negative perceptions can contribute significantly to economic growth 

by promoting investment and tourism.  Crime prevention includes investigations that lead to 

conviction, as convictions would serve as deterrence to further crime.   

 

The Tourism Strategy require the cooperation of all stakeholders in the coordination and 

implementation of the strategy interventions. Participative tourism should be key to ensure 

that the process is inclusive of all role players within the destination. The City should make 

provision for financial and human resources to ensure the successful implementation of the 

destination safety intervention. 

9.1.4 Air-Access Partnership/ Collaboration 

 

Air Access Partnership seeks to increase and improve airline access for both passenger and 

charter services into and out of Johannesburg and Africa, by focusing on the establishment of 

new routes, expanding routes and retaining current routes. They will be achieved by facilitating 

in a collaborative manner through;   

• Develop business cases for new and existing routes 

Using a data-led approach, we supply airlines with relevant data analysis on route 

development through credible destination data sources. 

• Airline route support and development 

Through ongoing monitoring of route performance and all services connected to the 

Johannesburg network, we offer route-stimulation initiatives. 
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• Marketing and communications support for airlines 

By leveraging key partnerships and channels, we help with promotional activities for both 

inbound and outbound markets. 

• Policy and regulation advocacy 

By engaging with public and private sector collaborative partners to lobby for increased 

liberalisation of routes with the South African Civil Association, Airports Company South Africa, 

Department of Tourism, South African Tourism, Board of Airlines and African Airline 

Association, South African Embassies (Foreign Missions) to support increased travel 

initiatives. 

9.1.5 Pre-feasibility study for establishment of City owned ICC  
 
The first City Owned International Convention Centre (ICC), as envisioned, would act as an 

economic generator and a valuable asset to the City, hosting conventions, tradeshows, 

public/consumer shows, conferences, meetings, exhibitions, sports 

tournaments/competitions, civic events, and other events of both international and domestic.  

An important goal of the facility would be to attract global and domestic events to the area that 

presently cannot be accommodated by existing local facilities, providing new visitation and 

related economic impact in the local area.  Much of the quantifiable economic impacts and 

non-quantifiable benefits the convention centre provides in any local community and to its 

residents would not be possible if it were not for the initial (and, oftentimes, ongoing) 

investment by a public sector partner.  The study will set basis of strategic planning to enable 

decision makers with the information necessary to strategically plan for Johannesburg future 

in the convention industry through the establishment of the Johannesburg ICC, with a focus 

on protecting and growing its competitive position in the evolving domestic, regional and 

international convention/conference industry.  This facility will become a MICE sector enabler 

in Johannesburg with an aim to stimulate economic growth through business tourism.  

This research will provide direction not only as to the facility components that may be 

supportable from market demand perspectives, but also the visitor amenities surrounding 

Johannesburg’s potential new convention/conference facility, including hotel support. The 

pre-feasibility study will assess the some of the following components: 

 



 

JOHANNESBURG TOURISM COMPANY NPC (JTC)  
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 106 of 200 

• Market feasibility – the facility’s ability to attract and support levels of event activity and 

patronization that are consistent with or in excess of industry standards.   

• Financial feasibility – the ability of the facility to “break-even” or generate an operating 

profit focusing only on direct facility-related operating revenues and expenses.  

• Economic spending – the facility’s ability to generate new spending activity in the local 

community (i.e., direct and indirect spending that is attributable to out-of-town visitors that 

would not otherwise occur in the local area).  

• Tax generation – the ability of the facility to generate new tax revenue for the local area 

(i.e., tax revenue resulting from direct, indirect and induced spending that is attributable to 

out-of-town visitors that would not otherwise occur in the local area). • 

Costs/benefits/return on investment – the facility’s ability to generate new revenues (i.e., 

from taxes, operating income and ancillary facility related revenues, etc.) in excess of 

quantifiable facility-related costs (i.e., construction costs, operating costs, marketing costs, 

public sector contribution, etc.).  

• Intangible benefits/public good – the ability of the facility to represent an important 

resource for the local community, regardless of financial or economic concerns.  These 

types of benefits add to the local community’s “quality of life” in the same way that libraries, 

museums and recreational parks do, without consideration of the economic impacts that 

the facility might generate. 

 
The market success of a convention facility can be partially attributed to the characteristics 

of the industry as a whole.  In order to assess the current and future strength of the market 

with regard to event activity that could utilize a new Joburg ICC, it is important to evaluate 

the industry trends from a national, regional and international perspective.   

 

9.1.6 Pre-feasibility study for establishment for Tourist Market in Newtown or 
Conhill 

 
The study that would determine if; 

• there is sufficient demand and supply to support all year-round tourist market in Newton 

or Conhill that can operate effectively.  
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• the City provides a viable site, based on the land that is available, adjacent uses, access, 

and the JTC’s vision for activating the property. 

• the preferred development scenario for the public market is a standalone project, or part 

of a mixed-use development. 

 

The study will demonstrate support for using such a market to support the local food 

movement, provide entrepreneurship opportunities for small businesses, and energize the 

economy in a currently underserved part of the City. 

 

9.1.7 Establishment of Visitor Information Centre (VIC) in Soweto (Kliptown 
Precinct, Hector Peterson Museum) and Lanseria/ OR Tambo International 
Airports 

 

The JTC intends to embark on the establishment of a Visitor Information Centre (VIC) in 

Soweto (Kliptown Precinct, Hector Peterson and Lanseria/ OR Tambo International Airports 

as gateway nodes and distribution points. A Visitor Information Centre (VIC) is a physical 

location that provides tourist information to visitors who tour in the vicinity of the place or area, 

and they are usually located within the municipal area. VICs play an important role within the 

tourism industry, as they serve as vital first points of contact and provide value-adding services 

to visitors. 

 

Visitor Information Centres can either be privately owned or Government owned. Privately 

owned VICs are directly owned and run by the local community through an organisation 

separate from the official (local) governmental institutions of the area, but with the full 

knowledge and sometimes even funding from relevant (local) government institutions. The 

government owned VICs are owned by a municipality and get funding for daily operations from 

the municipality. 

 

Tourists perceive Visitor Information Centres (VICs) as important in the provision of tourist 

services at the destination. The main information they need relates to attractions, timing and 

travel information. Modern tourists prefer a combination of traditional sources of information 

in a form of written information (brochures), verbal information (face-to-face) as well as 
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electronic information (Internet, Cell Phone Applications etc.). However, there is a growing 

trend in travellers using the Internet as a source of information and to make reservations for 

various tourism products e.g. accommodation, car hire etc. 

9.1.8 MICE Bidding and Support Programme 

 

Johannesburg Tourism Company (JTC) mandate was broadened to incorporate the 

Johannesburg Convention and Visitor Services Bureau (JCVSB) which focuses on promoting 

the City as an attractive destination to the lucrative business events market. The aim is to 

maintain the sustained growth of the number of international business events (meetings, 

incentives, conferences and exhibitions) attracted to Johannesburg.  The Johannesburg 

Tourism Company recognises the need to improve its ability to coordinate and support bidding 

for international conferences and business events. The establishment of the MICE Bidding 

and Support Programme is part of the City of Johannesburg tourism strategy aiming at growing 

the city’s business events industry which key to Johannesburg’s global competitiveness.  

 
Johannesburg Tourism Company’s (JTC) MSP main objective is to contribute towards JTC’s 

goals and targets, including:  

• Contribute towards achieving our growth strategy targets.  

• Achieve inclusive growth opportunities for business within the MICE industry.  

• Contribute towards creating opportunities within the African and Global market.  

• Creating regional spread opportunities and ensuring the spread of business events across 

Johannesburg.  

9.1.9 Tourism and Hospitality Green Energy Support 
The Green Tourism Incentive Programme (GTIP) is an initiative of the Department of Tourism 

with a key objective of encouraging and assisting privately-owned tourism enterprises to adopt 

responsible tourism practices through installing solutions to reduce their energy and water 

consumption and costs. 

 

The GTIP was initially launched in 2017 and reviewed in 2021 resulting in additional benefits 

to the tourism sector for the installation of solutions for the sustainable management and 

usage of electricity and water. Managed by the IDC, financial assistance under the GTIP is 
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provided in the form of a grant of up to R1million to qualifying small and micro tourism 

enterprises for the installation of energy and water efficiency solutions. 

The Johannesburg Tourism Company will collaborate with IDC and/or NDT towards 

implementation of the Green Tourism Incentive Programme (GTIP). 

IDC and/or NDT towards implementation of the Green Tourism Incentive Programme (GTIP): 

• The Green Tourism Incentive Programme (GTIP) covers the full cost for a new resource 

efficiency audit as well as the full cost for reviewing an existing audit 

• The GTIP will appoint an assessor from its approved panel to conduct resource efficiency 

audits to determine the best possible solutions to be implemented. The assessor will also 

review existing audits where applicable 

• The GTIP offers grant funding on a sliding scale from 50% to 90% of the total cost of the 

approved energy and water efficiency solutions up to a capped amount of R1 million. 

• The GTIP will cover the VAT portion for non-VAT registered enterprises; in the event of 

the enterprise registering for VAT and claiming such costs related to the project, the 

enterprise will be expected to pay back the VAT portion to the GTIP. 

9.1.10 JTC towards implementation of the Green Tourism Incentive Programme 
(GTIP): 

 

• To cover the balance that the applicant will be liable for upon approval by IDC (either 

through JTC resources or from other reputable funding institutions) 

• The support will not cover the VAT portion for VAT registered enterprises; this will be 

covered by the applicants as they may claim it back 

• The GTIP will cover the VAT portion for non-VAT registered enterprises; in the event of 

the enterprise registering for VAT and claiming such costs related to the project, the 

enterprise will be expected to pay back the VAT portion to the GTIP 

• The grant funding will be paid directly to IDC and/or NDT. 

9.1.11 Joburg Exhibition 

 

The City of Johannesburg is the most advanced commercial city in Africa and the engine room 

of the South African and regional economy. It is a city with a unique, African character, and 
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world-class infrastructure in telecommunications, transportation, water and power, health 

care, and educational facilities 

 

Joburg Exhibition will be an iconic business and leisure trade show, owned by Johannesburg 

Tourism Company, with the specific objective of creating market access for our vast array of 

tourism products. Joburg Exhibition will be a 3-day trade show preceded by a dedicated 

Business Opportunity Networking Day (BONDay) which seeks to create a platform for thought-

leadership, knowledge sharing and obtaining the latest in global trends and local insights. The 

BONDay programme is developed in close collaboration with the global tourism organisations, 

continental experts as well as industry associations. 

 
The trade show exists to provide the ideal platform for Joburg tourism exhibitors to showcase 

their offerings to international and local buyers, destination marketing companies and leisure 

tourism services partners. It is the most formidable platform on the continent for you to meet 

face-to-face with the most influential buyers in the world, and to gain access to Joburg’s 

excellence and its endless possibilities. These are the business opportunities and quality 

connections that will shape Joburg’s tomorrow. 

 

The trade show takes place in the Host City of Johannesburg, synonymous with its 

contemporary living, corporate buzz and vibrant lifestyle.  The Johannesburg Tourism 

Company will play host to Joburg Exhibition, where delegates can look forward to the leading 

business and lifestyle destination, with the Sandton Convention Centre as the world-class 

Host Venue for the show. 

 

9.1.12 Developing a Business Model for a City owned Travel Agency  
A travel agency is a retail business, that sells travel related products and services to 

customers, on behalf of suppliers, such as airlines, car rentals, cruise lines, hotels, railways, 

sightseeing tours and package holidays that combine several products. In addition to dealing 

with ordinary tourists, most travel agencies have a separate department devoted to making 

travel arrangements for business travellers and some travel agencies specialize in commercial 

and business travel only.   
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The scope and range of travel agency operations would depend on the size of an agency. If 

the company is large in size, the range of activities will be more comprehensive. In this case 

the agency will have specialised departments, each having to perform different functions.  

 
9.1.13 Thabo Mbeki Presidential Library World Heritage Site Listing 

Thabo Mbeki Foundation revealed a 5,400-square-metre Thabo Mbeki Presidential Library 

which will comprise two levels with one concealed below ground. The upper level will be 

housed within the rammed-earth domes that are designed to evoke a collection of traditional 

African granaries which will serve as a type of storehouse for grains. 

 

The Presidential Library is set to be built in the suburb of Riviera, wherein it will pay homage 

to South Africa’s second post-apartheid president, Thabo Mbeki with a primary objective to 

celebrate ancient and contemporary African history. The eight domed structures to be built 

from rammed earth will distinguish the Thabo Mbeki Presidential Library and enable its 

positioning as a “Mecca of Africa” competitively, which will become a must see land mark 

feature in Africa locate in South Africa, a unique selling feature.  

9.1.14 Support to Lilliesleaf Farm (in collaboration with the National Department 
of Arts and Culture/ Freedom Park) 

 

This intervention to support Liliesleaf Farm is a sequel to implementation approved tourism 

strategy wherein heritage and culture is one of the impactful identified tourism niche 

development areas alongside other seven identified niches which are primarily aimed at 

expanding and growing the tourism sector in the city for improved economic performance. The 

strategy has classified the Liliesleaf Farm as a tourism drawcard for heritage tourism in 

Johannesburg, located in Region E. Liliesleaf offers heritage tourism service to tourism 

attracted by the Johannesburg Tourism Company in order to stimulate economic growth 
9.1.15 Sports Tourism 

 

This unique niche product is gaining momentum throughout SA and has been identified as 

providing an exciting opportunity to market cities as preferred tourist destinations. The 

successful hosting of a sports tourism event can lead to substantial increases in visitation and 

tourism revenue, as well as to a sense of heightened pride among the community members 

https://www.dezeen.com/tag/rammed-earth/
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in the host city. South Africa is considered one of the top countries in the world for hosting 

sports competitions, thanks to a wonderful track record for delivering as a host nation for global 

sporting events.  

 

In Johannesburg, soccer is extremely popular, with Orlando Pirates and Kaizer Chiefs among 

South Africa's most popular teams. Clashes between these two teams often take place at the 

magnificent FNB Stadium – the stadium where the 2010 FIFA World Cup final was played. 

One of the main rugby stadiums in South Africa is Ellis Park in Johannesburg where the 

Springboks won the Rugby World Cup in 1995. The Wanderers Club in Johannesburg is the 

official home of Gauteng cricket.  

 

The Johannesburg Tourism Company has embarked on a cricket collaboration to turn-around 

sports tourism in Johannesburg and the same will be done with rugby and soccer etc. The 

focus for collaboration will be on the following areas to unlock sports tourism: 

• Using sports as pulling factor thereby; increase visitor numbers 

• Destination brand awareness:  

• Reputation management (to improve reputation of the destination and its destination 

brand). 

• Offsetting the cost of stadium light towers at stadia to enable more events taking place. 

• JOC Costs (consists of JMPD, EMS and JRA services etc).  

• Exposure as a destination for events, tours and other commercial activities: 

 

9.1.16 Destination Events 

 

This form of tourism represents the social- and leisure aspects of events, as well as packaging 

Johannesburg as a lifestyle brand. For the City to achieve this, it needs to figure out what kind 

of customer it wants to connect with, then adjusts its image, voice, and marketing strategies 

to form deeper connections with that specific target market. 

  

 The event industry is a dynamic and fast-growing sector with obvious synergies with tourism. 

When appropriately hosted, events have the potential to expand the visitor economy, provide 
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media exposure, promote development, and stimulate infrastructure upgrades which include 

the emergence of new partnerships. Well-planned events are now widely accepted by most 

event attendees as a developmental and marketing strategy from which destinations can gain 

economic benefits and strategic competitive advantages. It is therefore important for event 

organisers, destination managers, tourism planner/managers to fully understand the events 

attendees’ perceptions of events tourism. This will in the long term ensure the sustainability of 

events. 

 

Events have a role to play in enhancing destination attractiveness and competitiveness 

because they add to the mix of attractions, but equally, this highlights that events can only 

strengthen destination attractiveness with the support of quality event-specific and supporting 

infrastructure, and effective marketing and promotion In order to grow and ensure success in 

this industry, Johannesburg should devote considerable resources to developing, attracting 

and supporting major events as part of a wider strategy to increase visitor numbers and 

expenditure. It is imperative for the City to support events with a meaningful economic impact 

to stimulate economic growth and state benefits of staging events in a host destination. 

Challenges in this regard include funding, effective governance, and the ability to accurately 

evaluate the economic, social, environmental, and other added value of tourism events 

9.1.17 Destination Marketing 

 

The main goal of destination marketing is to identify the unique selling points of a destination 

and through that, define the destination’s brand image which is used to position the destination 

in the minds of its target markets.  

 

Destination marketing embodies the concept of collaborative marketing and coordination 

between different stakeholders to achieve a single goal, which in the case of Johannesburg is 

to increase the number of tourists and their spending impact on the city as a whole. The 

benefits of destination marketing are to: 

• Create a competitive edge that will make the Johannesburg more appealing than other 

competitors, versus just selling a single product that will not be able to compete on an 

international scale 

• Coordinate long-term marketing and management goals for all involved stakeholders. 
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• Improve access to major travel and trade markets for all products in the Johannesburg 

• Alleviate financial, resource and capacity constraints for Johannesburg management and 

products 

This allows for a more inclusive marketing plan that not only promotes the city but develops 

the Johannesburg into a destination with diverse offerings that promotes the destination. 

9.1.18 Tourism Development 
 

Tourism development ensures effective tourism supply with identified priority areas and 

related programmes as well as projects for tourism development in Johannesburg, based on 

the identification of opportunities and constraints.  It identifies regional linkages and 

interprovincial opportunities. It ensures links with national, provincial and local government 

policies and plans. 
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9.2 Approved Projects and Programmes for MTREF 2025/26 – 2027/28 

The table below outlines the approved MTREF 2025/26 – 2027/28 for outmost implementation by JTC in its quest to undertake the function on behalf 

of the City of Johannesburg for envisaged growth in tourism.  The implementation of the underpinning strategic interventions is in line with the 

Tourism Strategy outcomes and recommendations to ensure a systematic coordinated approach.  This ensures a good balance between demand and 

supply for tourism in Johannesburg.   

 

Programme Project Name 
New/ Existing 

Project  
 

Procurement 
Process 

Indicative 
Budget  

Indicative 
Budget  

Indicative 
Budget  

2025/26 2026/27 2027/28 
R'000 R'000 R'000 

Destination 
Marketing & 
Events  

Destination Events (Signature and 
Lifestyle) 
To bolster tourism market share to stimulate 
economic growth. To increase visitor 
volumes. To address seasonality problem. 
To support or produce Lifestyle Events with 
Johannesburg identity and character.  

Existing Regulation 36 
Section 110 
Section 67 

 

7 764 7 860 8 214 

Convention and 
Visitor Services 
Bureau 

MICE bidding and support programme 
Supporting business events hosted in 
Johannesburg. Support includes bidding 
and hosting fees for conferences  

Existing Regulation 36 
Section 110 

 

8 000  8 080  8 444 
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Destination 
Marketing & 
Events  

Sports Tourism Partnerships- with various 
sports clubs (cricket, soccer, rugby) for 
destination reputation management, 
destination brand image and brand 
awareness 
- Gauteng Lions Cricket R3 million (Funded)  
- Lions Rugby R2 million (Funded) 
- Kaizer Chiefs R1 million (activation- 
Soweto Derby Experience) (Funded) 

Existing Regulation 36 
Section 67 

6 000 6 060 6 333 

Destination 
Marketing & 
Events  

Joburg Positioning- to both domestic and 
international markets as a globally 
competitive destination. 
- Tour Operator Collaboration 
- Above the line and below the line 
advertising 
- Digital Advertising  
- Joburg Today Destination Profiling 
Collaboration 
- Tourism Campaigns (Global, Regional and 
Domestic) 

Existing Open Tender 
RFQ 

Regulation 36 
Section 110 

 

4 000 4 040 4 222 

Convention and 
Visitor Services 
Bureau 

Participation in Business and Leisure 
Tourism Travel Trade Platforms 

Existing Open Tender 
RFQ 

Regulation 36 
Section 110 

0 0 0 

Convention and 
Visitor Services 
Bureau & 
Destination 

Travel and Subsistence - Local and 
International Travel 

Existing Open Tender 
RFQ 

700 707 739 
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Marketing & 
Events  

Convention and 
Visitor Services 
Bureau 

Destination Familiarisation 
(Visitor and SMME Information Services) 

Existing Open Tender 
RFQ 

 

795 803 839 

Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Tourism Investment Conference/Summit 
Phase 1:  Tourism Investment Packaging 
2025/26 financial year  
Phase 2: Staging Investment Conference/ 
Summit 2026/27 

New Regulation 36 
Section 110 
Section 67 

750 757 792 

Convention and 
Visitor Services 
Bureau 

Tour Operator Collaboration (with global 
distribution channelling and reach)  
Collaboration for development and 
distribution of tour packages with 
collaborative partners (private/public sector)" 

New Regulation 36  
Section 67 

1 250 1 262 1 319 

Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Route Tourism (Identification, Mapping, 
Packaging of tourism routes). Tourism 
signage on the routes. 

New Open Tender 
RFQ 

 

1 000 1 010 1 055 

Tourism 
Commercialisation 

Pre-feasibility study for establishment of City 
owned ICC 

New RFP 
Regulation 36 
Section 110 
Section 67 

1 000 3 642 3 715 
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Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Air-Access Partnership/ Collaboration New Regulation 36 
Section 110 
Section 67 

1 000 1 010 1 055 

TOTAL 32 259 35 231 36 727 

 

9.3 Unfunded Projects for MTREF 2025/26 – 2027/28 

The following projects have been identified as critical to fulfilling the mandate of the Johannesburg Tourism Company. However, due to budget 

constraints, these projects have not been allocated funding in the current Medium-Term Revenue and Expenditure Framework (MTREF) for the 

2025/26 – 2027/28 period. While these initiatives align with the strategic objectives of the entity and are essential for enhancing service delivery, and 

operational efficiency, their implementation is contingent upon securing additional funding. 

 

The absence of budget allocation for these projects presents a challenge to achieving the entity’s long-term goals. Therefore, alternative funding 

sources, including external grants, public-private partnerships, and cost-saving measures, will be explored to for their implementation. 
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Programme Project Name Procurement 
Process 

Proposed 
Budget  

Proposed 
Budget  

Proposed 
Budget  

2025/26 2026/27 2027/28 

R'000 R'000 R'000 

Convention and 
Visitor Services 
Bureau 

Business Tourism Strategic Partnership for 
MICE, MICE Joint Bidding and Tourism 
Investment Conference  
- Collaboration with SAACI  

Regulation 36 
Section 110 

3 570 3 642 3 714 

Convention and 
Visitor Services 
Bureau 

MICE - Meetings Africa  
Bid-partner with SA Tourism and Gauteng 
Tourism Authority as Johannesburg is the 
Host city for the past 17 years. Hosted in 
Sandton Convention Centre.   

Section 110 2 081 2 123 2 165 

Convention and 
Visitor Services 
Bureau & 
Destination 
Marketing & 
Events  

Joburg Branded Uniforms 
Will be worn at Trade shows and exhibitions 
by client facing staff  

RFQ 612 624 637 

Destination 
Marketing & 
Events  

Destination Citizenry Campaign (Punting 
Visit. Work. Play destination tagline) 

Open Tender 
RFQ 

 

6 060 6 121 6 243 
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Destination 
Marketing & 
Events  

Destination Brand Identity/ Campaign- 
through effective brand activation and 
awareness 

Open Tender 
RFQ 

Regulation 36 
Section 110 

 

3 060 3 121 3 184 

 Destination 
Marketing & 
Events  

Destination reputation management 3 060 3 121 3 184 

 Destination 
Marketing & 
Events  

Destination digital promotion  2 550 2 601 2 653 

 Destination 
Marketing & 
Events  

Destination Technological Access Open Tender 
RFQ 

Section 110 

439 448 457 

 Destination 
Marketing & 
Events  

Destination Flagship Events  
To produce destination flagship events e.g. 
Joburg Experience, Soweto Experience etc 
Destination positioning/ ownership rights.  

Regulation 36 
Section 110 

 

30 000 30 601 31 213 

 Destination 
Marketing & 
Events  

Destination Brand Activation Stand  Open Tender 
RFQ 

 

3 000 500 510 

Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Development of Tourism Master Plan  Open Tender 
RFQ 

 

1 561 1 592 1 624 
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Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Developing a Business Model for a City 
owned Travel Agency  

Open Tender 
RFQ 

Regulation 36 
Section 110 

0 2 000 0 

Tourism 
Commercialisation 

Tourism Research (Economic Data 
Subscription/ Membership fees) 
-Pilot Visitor Surveys   
-Economic Data 
-Statistical Data 

Regulation 36 
Section 110 

 

3 000 3 060 3 121 

Tourism 
Development  

Tourist Guide Development Programme  Open Tender 
RFQ 

Regulation 36 
Section 110 

 

2 000 2 040 2 081 

Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Development Tourism Sector Plans for 
Tourism Real Estate, Heritage & Culture, 
Sports, Mining, Rail, Medical Tourism. 
- To ensure systematic organisation of 
tourism activities  
- To unpack these niches to sub-sectors  
- Map out potential, unpack opportunities 
and rationalise actions 

Open Tender 
Section 110 

 

3 500 1 500 1 530 

Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Joburg Exhibition Open Tender 
 

15 000 15 607 15 919 
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Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Heritage Support  
- Support iconic heritage attractions, 
facilities, products and precincts i.e. 
Liliesleaf farm, Thabo Mbeki Presidential 
Library, ConHill, Drill Hall, 1976 Route, 
Kliptown, Credo Mutwa, Museums, Theatres 
etc.. 

Regulation 36 
 

6 000 3 060 3 121 

Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Pre-feasibility study for establishment of City 
owned ICC  

Open Tender 
RFQ 

Section 110 
 

3 500 3 642 3 715 

Tourism 
Commercialisation 

Tourism and Hospitality alternative energy 
SMME support. In collaboration with the IDC 
or National Department of Tourism  

Regulation 36 
Section 110 

 

5 000 5 202 5 306 

Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Pre-feasibility study for establishment for 
Tourist Market (with related tourism 
services) in Newtown 

Open Tender 
 

2 000 2 081 2 123 

Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

Establishment of destination safety unit 
under JMPD operations. 

Section 110 
 

30 000 30 601 31 213 

Tourism 
Development 
(Unlocking 

Joburg Inbound Vocational Programme 
(experiential training) 

Regulation 36 
Section 110 

 

15 000 15 300 15 606 
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potential to 
stimulate growth) 
Tourism 
Development 
(Unlocking 
potential to 
stimulate growth) 

SMME Capacity Building Programme   Open Tender 
RFQ 

Regulation 36 
Section 110 
Section 67 

3 000 3 060 3 121 

TOTAL   143 993 141 647 142 440 

 

 

 

 

9.4 SI 01: Convention and Visitor Services Bureau 

Strategic Programme Convention and Visitor Services Bureau 

Key Priority Sustained Economic Growth 

Statement | Issue 
To attract and support Meetings, Incentives, Conferences and Exhibitions and/or Events (MICE) coming to 

Johannesburg for improved economic impact, through the bidding processes and support of local SMMEs to be able 
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to stage organized meetings. This will result to an increase of the number of visitors coming to Johannesburg with 

achieved tourism multiplier effect. To ensure ease of access by tourists into the destination.   

Funding Status Partially Funded 

Projects Progress Timelines Benefit | Beneficiaries Responsibility Dependencies 

MICE bidding and 
support programme 
Supporting business 
events hosted in 
Johannesburg. 

Support includes bidding and 

hosting fees for conferences. 
 

2025/26 - 

2029/30 

City of Johannesburg  

Tourism Enterprises  

Community  

JTC MICE Event 

Organisers 

MICE - Meetings Africa  

 

JTC is the bid-partner with SA 

Tourism and Gauteng 

Tourism Authority as 

Johannesburg is the host city 

2025/26 - 

2029/30 

 

City of Johannesburg  

Sandton Convention Centre 

Tourism Enterprises  

 

 JTC 

 

SA Tourism 

Gauteng Tourism 

Authority 

South African 

National 

Convention 

Bureau 
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SAACI (Southern Africa 
Association for the 
Conference Industry) 
collaboration 

• Tourism investment 

conference 

• MICE joint bidding 

• Business Trade  

2023/24 - 

2026/27 

City of Johannesburg JTC SAACI 

Mobile Visitor 
Information Centre (VIC 

Mobile VIC is under 

construction and due for 

completion in the current 

financial period  

2023/24 - 

2026/27 

Tourists and Visitors   JTC Group Finance   

Establishment of Visitor 
Information Centre (VIC) 
in Soweto (Kliptown 
Precinct, Hector 
Peterson Museum) and 
Lanseria/ OR Tambo 
International Airports 

New Project  2024/25 - 

2026/27 

Lanseria/ OR Tambo 

International Airports 

Soweto Community  

Tourist and Travelers  

 JTC Airports Company 

South Africa 

(ACSA)  
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9.5 SI 02: Tourism Development and Commercialisation 

Strategic Programme Tourism Development and Commercialisation 

Key Priority Sustained Economic Growth 

Statement / Issue To enhance the attractiveness and competitiveness of Johannesburg as a destination through diversification, 

constant innovation, upgrades and expansion of the City’s tourism product offerings or base. To unlock tourism 

supply and enable growth.  

Funding Status Partially Funded 

Projects Progress Timelines Benefit / Beneficiaries Responsibility Dependencies 

Development of Tourism 
Master Plan  

The process for the 

appointment of service 

provider has been concluded    

2024/25 - 
2027/28 
 

COJ | Tourism Enterprises | 
Businesses | Citizens | 
Tourists 

 JTC Appointed service 
provider    

Heritage Support  
- Support iconic heritage 
attractions, facilities, products 
and precincts i.e. Liliesleaf 

Collaborative agreement has 

been entered into with the 

Thabo Mbeki Foundation 

2024/25 - 

2027/28 

Community   

Educators and Researchers 

Scholars  

 JTC Thabo Mbeki 

Foundation 

Heritage Sites  
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farm, Thabo Mbeki Presidential 
Library, ConHill, Drill Hall, 1976 
Route, Kliptown, Credo Mutwa, 
Museums, Theatres etc.." 

Thabo Mbeki Foundation 

Heritage Sites  

SMME Capacity Building 
Programme   

New Project 2025/26 - 
2027/28 
 

  Shareholder 

approval   

Air-Access Partnership/ 
Collaboration 

New Project  2025/26 - 

2027/28 

 COJ  

Tourists  

Destination  

 JTC Shareholder 

approval   

Airports Company 

South Africa 

(ACSA)  

Pre-feasibility study for 
establishment for Tourist 
Market (with related tourism 
services) in Newtown 

New Project  2025/26 - 

2027/28 

Newtown Community 

Tourism Enterprises  

 JTC  Shareholder 

approval   

Airports Company 

South Africa 

(ACSA)  
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Establishment of destination 
safety unit under JMPD 
operations. 

New Project  2025/26 - 

2027/28 

Community 

 Tourism Enterprises 

 JTC JMPD 

Tourism Investment summit  New Project  2025/26 - 

2027/28 

COJ | Tourism Enterprises | 

Businesses | Citizens | 

Tourists 

 JTC Strategic 

investment 

partners  

Joburg Exhibition New Project  2025/26 - 

2027/28 

COJ | Tourism Enterprises | 

Businesses | Citizens | 

Tourists 

 JTC Group Comm | 

Group Finance | 

SAT | GTA | Other 

City Departments 

| Other 

Stakeholders 

  

Joburg Inbound Vocational 
Programme (experiential 
training) 

New Project    Shareholder 

approval   
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Tourism and Hospitality Green 
Energy Support.  

In collaboration with the IDC and 

National Department of Tourism  

New Project  2025/26 - 

2027/28 

COJ  

City Power  

Tourism Enterprises  

 JTC Shareholder 

approval   

National 

Department of 

Tourism  

IDC 

Pre-feasibility study for 
establishment of the City 
owned ICC  

New Project  2025/26 - 

2027/28 

COJ  

Tourism Enterprises  

 JTC Shareholder 

approval   

Developing a Business Model 
for a City owned Travel Agency  

New Project ( 2024/25 - 

2027/28 

City of Johannesburg 

Departments and entities  

National and Provincial 

Departments  

 JTC Shareholder 

approval   

Tourism Research (Economic 
Data Subscription/ Membership 
fees) to S&P Global 

-Pilot Visitor Surveys   
-Economic Data 
-Statistical Data 

New Project 2024/25 - 
2027/28 

Tourism Enterprises 
Travelers and Tourists 
Community 

JTC Shareholder 

approval   

Academic 

Institutions 
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 Industry 

Associations 

Route Tourism  
(Identification, Mapping, 
Packaging of tourism routes). 
Tourism signage on the routes. 
 

New Project 2024/25 - 
2027/28 

Tourism Enterprises 
Travelers and Tourists 
Community 

 Shareholder 
approval   

Tourist Guide Development 
Programme 

New Project 
 

2025/26 - 
2027/28 
 

Tourists 
Tourist Guides 
Community  
Educational Institutions 
Travel Agencies 
 

 Shareholder 
approval   
Tourism Guide 
Associations 
Tour Operators 
and Travel 
Agencies 

Development Tourism Sector 
Plans for Tourism Real Estate, 
Heritage & Culture, Sports, 
Mining, Rail, Medical Tourism. 
- To ensure systematic 
organisation of tourism 
activities  
- To unpack these niches to sub-
sectors  
- Map out potential, unpack 

New Project 
 

2024/25 - 
2027/28 
 

Community 
Tourism Enterprises 
Travelers and Tourists 
 

 Shareholder 
approval   
Academic 
Institutions and 
Research 
Organizations 
Industry 
Associations 
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opportunities and rationalise 
actions 
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9.6 SI 03: Destination Marketing & Events 

Strategic Programme Destination Marketing & Events 

Key Priority Sustained Economic Growth 

Statement / Issue To generate demand for tourism thereby increase domestic and global market share for Johannesburg. To increase 

tourist numbers arriving in Johannesburg and improve tourism spend. To create favourable image and create good 

destination brand for Johannesburg globally.   

Funding Status Partially Funded 

Projects Progress Timelines Benefit / Beneficiaries Responsibility Dependencies 

Joburg Positioning and 
Profiling- to both domestic 

and international markets 

as a globally competitive 

destination.  Forging of 

tour operator and media 

collaborations..    

Continuously embarking on 

aggressive destination 

marketing drive. 

  

2025/26 - 
2027/28  

COJ/Tourism Enterprises/ 

Businesses/ 

Citizens/Tourists/ Destination/ 

  

  

JTC  Group 

Communication | 

South African 

Tourism | 

Gauteng Tourism  
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Destination Events 
(Signature and Lifestyle) 
To bolster tourism market 

share to stimulate 

economic growth. To 

increase visitor volumes. 

To address seasonality 

problem. To support or 

produce Lifestyle Events 

with Johannesburg identity 

and character. 

Ongoing, partnering and 

collaborating on lifestyle 

events that will promote 

Joburg as one of the best 

lifestyle destinations in Africa.  

2025/26 - 
2027/28  

Tourism Enterprises/ 

Businesses/ 

Citizens/Tourists/ 

Destination/  

JTC Meeting, 

Incentives, 

Conference and 

Events organizers  

Sports Tourism 
Partnerships with various 

sports clubs (cricket, 

soccer, rugby, horse and 

car racing) for destination 

reputation management, 

destination brand image 

and brand awareness 

JTC will enter into 

partnerships with sports clubs  

2025/26 - 
2027/28  

COJ/Tourism Enterprises/ 

Businesses/ 

Citizens/Tourists/ Destination/ 

Sports clubs 

JTC Board Approval  

Supply Chain 

Management 

legislative 

compliance 
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Destination Brand 
Identity- through 
effective brand activation 
and awareness 

The entity continuously 

makes use of various 

platforms to promote the City 

of Johannesburg as the ideal 

tourist destination for 

business and leisure 

2025/26 - 
2027/28 

  

COJ/Tourism Enterprises/ 

Businesses/ 

Citizens/Tourists/ Destination/ 

  

  

JTC 

JTC Budget 

availability  

Destination digital 
promotion  

Destination reputation 
management 

Destination Citizenry 
Campaign (Punting Visit. 
Work. Play destination 
tagline) 
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9.7 Other IDP: Convention and Visitor Services Bureau 

Other IDP Programme Convention and Visitor Services Bureau 

Key Priority Sustained Economic Growth 

Statement / Issue To attract visitors to Joburg by participating in domestic, regional, international trade shows as well as emerging (e.g. BRICS 

countries) and core (e.g. USA, Europe, Asia, Regional and Africa Diaspora) market engagements and to partner and incentivize 

tour operators to bring group tours to Johannesburg. To partner with tour intermediaries (tour operators, travel agents and 

wholesalers) in packaging destination offerings for inbound market. To host influencers, media and tour intermediaries when 

promoting Johannesburg.  

Funding Status Partially Funded 

Projects Progress Timelines Benefit / Beneficiaries Responsibility Dependencies 

Participation in Business 
Tourism Activities 

Ongoing – JTC continuous to 

participate in various 

platforms such as Meetings 

Africa etc.   

2025/26 - 
2027/28  

COJ | Tourism Enterprises | 

Businesses | Citizens | 

Tourists 

JTC JTC | Board of 

Airlines | SATSA | 

FEDHASA | 

TBCSA | Tourism 
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Destination 
Familarisation 
(Visitor and SMME 
Information Services) To 
facilitate organised 
business."  

Ongoing – JTC hosts 

familiarisation trips on a 

quarterly basis. Hosting is a 

marketing tool with the aim 

being to promote 

Johannesburg as a leisure 

and business destination. 

2025/26 - 
2027/28  

COJ | Tourism Enterprises | 

Businesses | Citizens | 

Tourists 

  

JTC Associations |   | 

SAT | GTA | 

Group Finance | 

Industry Partners | 

Private Sector  

Development of tour 
packages with 
collaborative partners 
(private/public sector) 

New Project  2025/26 - 
2027/28  

COJ | Tourism Enterprises | 

Businesses | Citizens | 

Tourists 

JTC 
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10 KEY PERFORMANCE INDICATORS 
(KPI’S) 
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The section below summarises the Key Performance Indicators for the entity for the FY 2025/26 financial year. Annexure A has the detailed KPI with 

quarterly targets. 

10.1 Group Corporate Key Performance Indicators  

Key Performance Indicator 
Baseline (Audited 

2023/24) 
2025/26 Target 

Lead 
Department/ 

Entity 

(1) Number of visitors coming to Johannesburg 4 037 537 visitors1 4.3 million JTC 

(2) Economic impact generated through MICE activities 
hosted 

New Indicator2 R110 million  JTC 

(3) Total tourism spending in Johannesburg3  New Indicator R30 billion JTC 

 

1 AG Audited actual was preferred by GSPCR against the planned target for 2024/25 which is 4.1 million visitors. 
2 GSPCR advised that this be treated as a new indicator due to a review of wording. The actual on the previously worded KPI was R199 million (audited actual that 
could be treated as a baseline) against the planning target for 2024/25 which is R105 million of economic impact generated with was in line with the initial 
description.   
3 tourism spending is defined as all expenditure by tourists for their trip to the City, excluding capital expenditure as well as the shopping expenditure of traders 
(called shuttle trade). 
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10.2 Entity Key Performance Indicators  

Key Performance Indicator Baseline 

(Audited 

2023/24) 

2025/26 Target  

(4) Advertising value equivalent (AVE) generated 

through destination promotion activities 

R26.831m4 R30 million 
JTC 

(5) Number of MICE activities secured through bidding 
and support   

New Indicator5 4 
JTC 

(6) Number of SMMEs supported through tourism 

related activities 

3676 380 SMMEs supported by the JTC  
JTC 

 
4 AG Audited actual was preferred by GSPCR against the planned target for 2024/25 which is R28 million of AVE generated. 
5 New indicator that will be audited for the first time in 2024/25, there is only an opportunity to include the audited actual during the mid term adjustment.   
6 AG Audited actual was preferred by GSPCR against the planned target for 2024/25 which is 370 SMME’s supported. 
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Key Performance Indicator Baseline 

(Audited 

2023/24) 

2025/26 Target  

(7) Number of youth trained on tourism related 

programmes 

1727 170 youth trained tourism-related programmes 
JTC 

(8) Number of Expanded Public Works programmes 

(EPWP) work opportunities created through 

tourism related activities  

4648 270 EPWP work opportunities created through 

tourism related activities JTC 

(9) Number of leisure signature and lifestyle events 

supported 

99 8 leisure signature and lifestyle events 
JTC 

 
7 AG Audited actual was preferred by GSPCR against the planned target for 2024/25 which is 160 youth trained.  There is no dedicated budget for this intervention 
and is based on collaborations.  
8 AG Audited actual was preferred by GSPCR against the planned target for 2024/25 which is 250 work opportunities.  This target is a grant dependent strategic 
intervention.  The PEP grant was reduced from R20 million to R11 million for 2023/24 and further reduced to R7 million for 2024/25. 
 
9 AG Audited actual was preferred by GSPCR against the planned target for 2024/25 which is 7 events.  The budget for events has not increased but the demand for 
support is high and as result the scope is getting broader driven by current sector trends.   
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Key Performance Indicator Baseline 

(Audited 

2023/24) 

2025/26 Target  

(10) Number of initiatives undertaken to unlock tourism 
supply in the City.  

710 711 engagements with organised business through 
the JBF tourism sub-committee  

(11) Facilitate tourism sector key role player 

engagements 

4 4 
JTC 

  

 
10 AG Audited actual was preferred by GSPCR against the planned target for 2024/25 which is 6 initiatives. 
11 There is limited budget for execution because the activities are dependent on collaborations. 
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10.3 Operational Key Performance Indicators  

Key Performance Indicator Baseline 2024/25 2025/26 Target 
(12) % Spent on operating budget against approved operating 

budget   

95% 95% 

(13) % Spent on capital budget against approved capital 

budget 

95% 95% 

(14) % Spent on repairs and maintenance to PPE 8% 8% 

(15) % Reduction in unauthorised, irregular, fruitless and 

wasteful (UIFW) expenditure incurred citywide 

50% 50% 

(16) % of valid invoices paid within 30 days 100%  100%  

(17) % Resolution of Internal Audit findings  95% resolution of Internal Audit findings 

(cumulative) 

95% resolution of Internal Audit 

findings 

(cumulative) 

(18) % Resolution of AG findings  95% resolution of AG findings 

(cumulative) 

95% resolution of AG findings 

(cumulative) 

(19) % Implementation of the strategic risks’ management 

action plan 

85% 85% 

(20) % Achievement of service standards 85% 85% 
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10.4 Service Standards 

No Core Service Definition  Service Level Audit Evidence  

(1)  Visitor Information and 

Enquiries 

Visitors enquiring about useful tourism information  Response within 24 hours E-mail/s walk-ins at the VIC  

(2)  Destination promotion to 

unlock the tourism market 

To promote and position the City through various tourism 

platforms and activities as a leading business and lifestyle 

destination in Africa.  

Quarterly Pre-approval reports & Post 

reports 

(3)  Secure MICE (Meetings, 

Incentives, Conferences 

and Exhibitions or Events) 

To lure business events into Johannesburg through bidding 

and support interventions/ 

Quarterly • Post reports  

• Award/Confirmation letters 

from awarding bodies / PCO’s 

/ Associations / Corporates / 

Meeting Planners / Event 

organisers.  

(4)  Stakeholder Complaints To respond to in a timely manner to stakeholder complaints. Response within 24 hours E-mail/s walk-ins at the VIC/ 

media platforms 

(5)  Product Development To provide SMME support, facilitation of training and market 

access through tourism related activities. 

Quarterly • SMME Forms 

• Attendance registers   
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No Core Service Definition  Service Level Audit Evidence  

(6)  Product Development To conduct site visits to Johannesburg tourism products to 

monitor compliance with tourism sector service standards 

Quarterly  • Site visit form  

(7)  Staging events to bolster 

Joburg Market Share  

Staging emerging signature and leisure events to increase 

visitor numbers in the City.   

Quarterly  • Pre-approval reports 

• Post-approval reports  
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11 FINANCIAL IMPACT 
 

  



 

JOHANNESBURG TOURISM COMPANY NPC (JTC)  
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 147 of 200 

11.1 Summary – MTREF Budget Allocation 

As reflected in the table below, JTC’s indicative operational budget is as follows R107 million (FY 

2025/26); R111 million (FY 2026/27) and R116 million (FY 2027/28).  

JTC is also indicative capital expenditure budget of R1,2 million (FY 2025/26); and capital 

expenditure of R2,7 million (FY 2026/27) and R2,7 million (FY 2027/28)  

Table 16: Summary Budget  

Overall Budget Adjusted Budget 
2024/25 
(000s) 

Indicative  
Budget  
2025/26 
(000s) 

Indicative 
Budget 
2026/27 
(000s) 

Proposed 
Budget 
2027/28 
(000s) 

Municipal Subsidy  (90 651)  (100 089)  (103 780)  (108 450) 

Internal revenue (Interest 
Income) 

 (6 200)  (6 485)  (6 783)  (7 088) 

PEP Grant  (7 000)    

Total Operating Revenue  (103 851)  (106 574)  (110 563)  (115 538) 
Expenditure 98 390  101 996  105 778   110 538 

Internal expenditure 5 461 4 578 4 785 5 000 

Total Operating 
Expenditure 

103 851  106 574 110 563 115 538 

     
Capital Budget 1 835   1 247 2 670 2 653 

 

 



 

JOHANNESBURG TOURISM COMPANY NPC (JTC)  
BUSINESS PLAN  
FINANCIAL YEAR 2025/26 

 

Page 148 of 200 

11.2 OPEX Budget Allocation 

The table below reflects expenditure budget per major line items 

Table 17: Summary of JTC MTREF Operational Budget Allocation  

GFS Classification Adjusted Budget 
2024/25 
(000s) 

Indicative  

Budget 

2025/26 
(000s) 

Indicative  

Budget 
2026/27 
(000s) 

Indicative  

Budget 
2027/28 

(000s) 

Salaries  58 250 61 366 64 649 67 558 

Depreciation 2 474 2 588 2 707 2 829 

Inventory consumed 331   334  337  352    
 

Contracted Services 5 836 5 894 5 953 6 221 

Other Expenditure 31 499 31 814 32 132 33 578 

Direct Expenditure  98 390  101 996  105 778   110 538 
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GFS Classification Adjusted Budget 
2024/25 
(000s) 

Indicative  

Budget 

2025/26 
(000s) 

Indicative  

Budget 
2026/27 
(000s) 

Indicative  

Budget 
2027/28 

(000s) 

Internal Transfers 5 461 4 578 4 785 5 000 

Total Expenditure  103 851  106 574 110 563 115 538 

 

During the year, the JTC because of spending patterns the JTC reallocated funds between the other expenditure and contracted 

services line items, which resulted in an increase in other expenditure and a decrease in contracted services.
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The table below reflects how the JTC allocated the budget to the various line items.  

Table 18: Summary of JTC MTREF Operational Budget Allocation  

Details  Indicative 
Budget 
2025/26 
(000s) 

Indicative  
Budget 
2026/27 
(000s) 

Indicative 
Budget 
2027/28 
(000s) 

Salaries  61 366 64 649 67 558 
Depreciation 2 588 2 707 2 829 
Inventory consumed 334  337  352    
Contracted Services 5 894 5 953 6 221 

Day to Day 5 894 5 953 6 221 
Other IDP 0 0 0 
Strategic Interventions 0 0 0 

Other Expenditure 31 814 32 132 33 578 
Day to Day 93 94   98  
Other IDP 4 395   4 439   4 639 
Strategic Interventions  27 325   27 598 28 841 

Total Direct Expenditure   101 996  105 778   110 538 
Internal Transfers 4 578 4 785 5 000 
Total Operational Expenditure   106 574 110 563 115 538 
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11.3 Capex Budget Allocation 

The table below reflects the capital budget allocation with key projects for the MTREF. Currently the JTC plans to fund the capital 

budget via its cash reserves. As stated above, JTC was allocated a capital expenditure budget of R1,8 million during the 2024/25 

adjustment budget process; which was decreased to a capital expenditure budget of R1,2 million (FY 2025/26) and increased to  

R2,6 million (FY 2026/27) and R2,6 million (FY 2027/28) for the MTREF outer years. 

Table 19: Summary of JTC MTREF Capital Budget Allocation  

Classification   

Adjusted 
Budget 
2024/25 
(000s) 

Indicative  

Budget  

2025/26 
(000s) 

Indicative 
Budget 
2026/27 
(000s) 

Indicative 
Budget 
2027/28  

(000s) 

Destination Brand Activation Stand 0 220 500 500 

Tourism ICT 105 110 500 500 

Movable Assets 605 219 400 0 

Establishment of MICE Bidding Centre 0 0 570 0 

Tourism Website MobiApp and WIFI Connection 0 0 500 550 
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Classification   

Adjusted 
Budget 
2024/25 
(000s) 

Indicative  

Budget  

2025/26 
(000s) 

Indicative 
Budget 
2026/27 
(000s) 

Indicative 
Budget 
2027/28  

(000s) 

Mobile VIC'S 0 0 0 0 

Visitor Information Centres (VICs) e.g. Lanseria, OR Tambo 

International Airport, Hector Peterson Museum, Kliptown Precinct. 
0 698 0 0 

Office Space and Meeting Facilities Repurposing and Partitioning 375 0 200 1 103 

Replacements of 2 lifts (Once off) 0 0 0 0 

Restoration Auditorium (Once off) 750 0 0 0 

Grand Total 1 835 1 247 2 670 2 653 

 

With regards to the current year (2024/25) adjusted budget, the savings on the Visitor Information Centres has been reallocated to the 

procurement of Moveable Assets such as office furniture required for the JTC’s staff members, especially the newly appointed staff 

members.   
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11.4 Strategic and Other IDP Initiatives Budget Impacted 

The table below reflects the projects (strategic initiatives and other IDP) for the JTC. These are aligned to the Mayoral Priorities in 

terms of Economic Growth and Financial Sustainability. In summary over the MTREF, JTC has an operational expenditure budget of: 

• FY 2025/26 R107 million.  

• FY 2026/27 R111 million and 

• FY 2027/28 R116 million. 

Table 20: Summary Funding for Strategic and Other IDP Initiative - Opex 

Classification  

Indicative  

Budget 

2025/26 
(000s) 

Indicative  

Budget 
2026/27 
(000s) 

Indicative  

Budget 
2027/28 

(000s) 

Strategic Interventions 27 325 27 598 28 841 

Other IDP 4 395 4 439 4 639 

Grand Total 31 720 32 037 33 480 
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Table 21: Summary Funding for Strategic and Other IDP Initiative – Capex 

Classification  

Indicative  

Budget 

2025/26 

(000s) 

Indicative  

Budget 

2026/27 

(000s) 

Indicative  

Budget 

2027/28 

(000s) 

Strategic Interventions    

Destination Brand Activation Stand 220 500  500 

MICE Bidding Centre 200 570 0 

Grand Total 420  1 070  500  

 

The table below reflects the funding status of the various projects that the JTC wishes to embark during the MTREF. 

Table 22: Funding Summary – Strategic and Other IDP Initiatives  
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 Description / 
Programme 

Funding 
Status 

Operational Expenditure Indicative Budget Capital Expenditure Indicative Budget 
Ref FY 2025 | 26 

(R000s) 
FY 2026 | 27 

(R000s) 
FY 2027 | 28 

(R000s) 
FY 2025 | 26 

(R000s) 
FY 2026 | 27 

(R000s) 
FY 2027 | 28 
(R000s) 

SI 01 Convention and Visitor 

Services Bureau 

Partially 

Funded 
9 700 9 797     10 238 200 570 0 

SI 02 Tourism Development 

and Commercialisation 

Partially 

Funded 
 4 000  4 040   4 222  

   

SI 03 Destination Marketing 

& Events 

Partially 

Funded                                                       
14 164 

                                                      
14 325  

                                                      
14 969  220 500 500 

Other 
IDP 

Convention and Visitor 

Services Bureau 

Partially 

Funded 
   3 395 3 429  3 583 

   

Other 
IDP 

Destination Marketing 

& Events  

 

Partially 
Funded 

                                                         
1 000  

                                                         
1 010  

                                                         
1 055     

 Total Expenditure   32 259 32 601 34 067 420 1 070 500 
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Table 23: Procurement Process to be applied – Strategic and Other IDP Initiatives  

Ref Description / Programme Funding Status Procurement 
Process Opex 

Procurement 
Process Capex 

SI 01 Convention and Visitor Services 
Bureau 
 

Partially funded  MFMA section 110 
Regulation 36 
Open Tender  

Request for Quotes 

Open Tender  
Request for Quotes  

SI 02 Tourism Development and 
Commercialisation 
 

Partially funded Not applicable Not applicable 

SI 03 Destination Marketing & Events 
 

Partially funded  Tender  
Request for 
Quotation 

Regulation 36 

Not applicable 

IDP Convention and Visitor Services 
Bureau 

Partially funded  MFMA section 110 
Open Tender  

Request for Quotes 

Not applicable 

11.5 Budget: Day to Day Expenditures 

The table below reflects day-to-day expenses for the entity and includes items like audit fees, 

printing and stationery etc. Capex includes the purchase of payroll system as well as 

Information Technology equipment that would be required for the officials and the entity to 

operate. These cost would have to be reviewed over the MTREF as the entity develops a more 

realistic base of its operations 
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Table 24: Summary of operational expenditure day-to-day costs  

GFS Classification  Indicative  
Budget 

2025/26 
(000s) 

Indicative  
Budget 
2026/27 
(000s) 

Indicative  
Budget 
2027/28 

(000s) 

Day to Day    

Salaries  61 366 64 649 67 558 

Depreciation 2 588 2 707 2 829 

Inventory consumed 334 337 352 

Contracted Services 5 894 5 953 6 221 

Other Expenditure 93 94 98 

Internal Transfers 4 040 4 222 4 412 

Grand Total 74 315 77 962 81 470 

 

The table below reflects the day to day capital expenditre for the JTC. Day to day capex includes 

the purchase of IT as well as furniture and equipment that would be required for the officials and 

the entity to operate. 
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Table 25: Summary of capital expenditure day-to-day costs  

Classification   

Indicative  

Budget  

2025/26 
(000s) 

Indicative 
Budget 
2026/27 
(000s) 

Indicative 
Budget 
2027/28  

(000s) 

Tourism ICT 110 500 500 

Movable Assets 219 400 0 

Tourism Website MobiApp and WIFI Connection 250 500 550 

Office Space and Meeting Facilities Repurposing and 

Partitioning 
248 200 1 103 

Grand Total  827  1 600  2 153  
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12 COMMUNICATION AND 
STAKEHOLDER MANAGEMENT 
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12.1 Key Stakeholder  

Key external stakeholders include:  

• South African Tourism (SAT)  

• Gauteng Tourism Authority (GTA)  

• Gautrain Management Agency 

• Brand SA 

• South African Airways 

• South African Tourism Service Association (SATSA)  

• Gauteng Tour Operators Association (GATOA)  

• Tourism Associations across the City who collaborate and provide inputs into the Tourism 

directorate projects and programmes 

• Private Sector Key Role Players  

 

Internal stakeholders include all COJ departments and entities. The following departments and 

entities are those that would play a more direct role in the tourism sector: COJ departments and 

entities specifically:  

 

• Johannesburg Development Agency (Development of precincts),  

• Johannesburg City Parks & Zoo,  

• Community Development (Development of recreational spaces)  

• JRA (Development and maintenance of roads),  

• Pikitup (Cleaning of the City),  

• City Power 

• Public Safety  

• Economic Development   

• Johannesburg Property Company 
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12.2 Communication Plan 

Table 26: Communcation Plan 

No. Stakeholder Objective  Power/ 

Influence 

Interest Mode Of 
Communication 

Frequency Responsible 
Department 

(i)  Tourism Associations 

across the City  

 High High Meetings Quarterly Tourism 

Strategic 

Services  

(ii)  National Department of 

Tourism (NDT) 

Intergovernmental 

relations  

Moderate High Formal meetings  By invitation  Tourism 

Strategic 

Services 

(iii)  South Africa Tourism 

(SAT) 

Collaborations Moderate High Formal meetings  Ad/hoc Destination 

Marketing 

and 

Convention 

Bureau and 

Visitors 

Services 



Johannesburg Tourism Company  
Business Plan  
Financial Year 2025/26 

 

Page 162 of 200 

No. Stakeholder Objective  Power/ 

Influence 

Interest Mode Of 
Communication 

Frequency Responsible 
Department 

 Gauteng Department of 

Economic Development 

Intergovernmental 

relations  

Moderate High Formal meetings  By invitation  Tourism 

Strategic 

Services 

(iv)  Maintaining 

Intergovernmental 

relations and 

project alignment  

High High Meetings and 

emails 

By invitation  Tourism 

Strategic 

Services 

(v)  Partnership High High Emails 

Meetings 

Annually  

(vi)  GGDA 

Access to 

incoming 

delegations 

Information 

exchange 

High High Emails 

Meetings 

Quarterly Destination 

Marketing 

and 

Convention 

Bureau and 

Visitors 

Services 
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No. Stakeholder Objective  Power/ 

Influence 

Interest Mode Of 
Communication 

Frequency Responsible 
Department 

(vii)  Gauteng Tourism 

Authority 

Intergovernmental 

relations  

Moderate High Formal meetings  By invitation  Destination 

Marketing 

and 

Convention 

Bureau and 

Visitors 

Services 

 University of 

Johannesburg  

 

Draw on tourism 

expertise 

High High Emails, 

Meetings, 

Project Steering 

Committee 

Ad hoc Tourism 

Strategic 

Services 

 University of Pretoria Draw on tourism 

expertise  

Medium High Email, 

telephonic and 

face to face 

meetings  

Ad hoc Tourism 

Strategic 

Services 

(viii)  Embassies and 

consulates 

Information on 

potential investors 

from overseas 

High High Targeted 

meetings 

Yearly meeting 

plus emails if 

needed 

Destination 

Marketing 

and 
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No. Stakeholder Objective  Power/ 

Influence 

Interest Mode Of 
Communication 

Frequency Responsible 
Department 

Convention 

Bureau and 

Visitors 

Services 

(ix)  To improve 

stakeholder 

engagements. 

Participate in 

inward delegation 

missions 

Moderate Moderate Emails 

Meetings 

Workshops 

Seminars 

Quarterly Destination 

Marketing 

and 

Convention 

Bureau and 

Visitors 

Services 

(x)  Gauteng Tour Operators 

Association 

To Collaboration  

Moderate 

High Formal meetings  Ad/hoc Convention 

Bureau and 

Visitors 

Services 

 Other Municipalities in 

Gauteng (i.e. Tshwane 

Metro, Ekurhuleni  

To align the plans 

and initiatives 

Low Moderate Emails, 

meetings  

As and when 

necessary/required 

Tourism 

Strategic 

Services 
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No. Stakeholder Objective  Power/ 

Influence 

Interest Mode Of 
Communication 

Frequency Responsible 
Department 

 Metro, Mogale City and 

Midvaal) when Reviewing 

Regional Economic 

Development Plans 

with bordering 

municipalities 

(xi)  Other City’s Departments 

and Entities (i.e. 

Development Planning 

Department, JDA, 

Transport Department, 

CRUM- Regional Offices) 

when Reviewing 

Regional Economic 

Development Plans 

To align the plans 

with other City’s 

plans and 

programmes 

High High Emails, 

Meetings, 

Project Steering 

Committee 

As and when 

necessary  

Tourism 

Strategic 

services 
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13 RISK ASSESSMENT
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13.1 Introduction  

Risk management is an integral part of the company’s strategic planning processes. It is also 

embedded in day-to day operational activities with primary aim of ensuring that uncertainties are 

managed to achieve the company’s strategic objectives. JTC has established and maintains a 

system of risk management in accordance with the Municipal Finance Management Act, Treasury 

Regulations, the King IV Code, and best international practice standards.  

The Board of Directors of JTC is committed to an effective and sound risk management system 

and practices that will protect its employees, assets, and the public against any potential adverse 

risk events. Oversight over governance and effective management of risk is the responsibility of 

the Audit & Risk Committee which is a subcommittee of the Board of Directors. The committee 

recommends risk strategies and policies that need to be set, implemented, monitored, and 

reported. Risks which may impact on the achievement of the strategic objectives are identified 

and monitored on an ongoing basis in relation to risk treatment strategies. New emerging risks 

are escalated as and when they are identified to all governance structures for consideration prior 

to being included in the risk register. 

13.2 Risk Assessment Methodology Overview 

The JTC has adopted the City’s Risk Management Framework for the purposes of risk 

management. The function of risk management is located within the Office of the Chief 

Executive Officer. The Senior Manager: Audit, Risk Compliance and Performance is responsible 

for this. 

There are two types of risks, namely 

• Strategic Risks which can be City wide and entity specific; and  

• Operational Risks.  

Strategic risks are those that arise from the fundamental decisions that directors take concerning 

an organisation’s objectives. Essentially, strategic risks are the risks of failing to achieve these 

business objectives.  These risks have a high-level impact on the business overall. 
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Operational risk is the risk of loss resulting from ineffective or failed internal processes, people, 

systems, or external events that can disrupt the flow of business operations. Day to day but Board 

needs oversight as this could affect overall entity objectives. 

 

Risks can be grouped into various categories for managing, for example: 

• Financial • Political  

• Human Capital • Socio-Economic 

• Technological  • Environmental  

• Regulatory Compliance • Stakeholder  

 

The following figure reflects the City’s Risk Management Framework 

Figure 5: Citys Risk Management Framework 

 

The following table reflects the City’s and JTC risk exposure levels, and the response required 

Step 1: 
Establishi

ng the 
context

Step 2: 
Risk 

Assessme
nt

Step 3. 
Risk 

Treatment

Step 4: 
Monitorin

g & 
Advisory

Step 5: 
Reporting
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Table 27: Approach to risk exposure 

EXPOSURE LEVEL ASSESSMENT  ACTION   

Very High: 

[20 – 25] 

Unacceptable Requires immediate attention from the Board, Executive 

Management Team, City or Shareholder on 

implementation of corrective measures  

High: 

[12 – 19] 

Unacceptable Implementation of improvement opportunities and 

validation of current controls 

Medium: 

[6– 11] 

Acceptable Evaluation and improvement of current controls 

Low: 

[1 – 5] 

Acceptable  Validation and optimisation of controls 

 

13.3 Strategic Risk Register 

JTC developed the Strategic Risk Register in conjunction with JTC Board and Audit and Risk 

Committee (sub-committee of the Board).  

Table 28: JTC Strategic Risk Register  

This table outlines the strategic risk with the inherent risk rating as well as residual risk rating for 

the entity.  

SR 
# Risk Description 

Board approved 
Rating 

Q1 
Residual 
Risk 
Rating 

Q2 
Residual 
Risk 
Rating 

Q3 
Residual 
Risk 
Rating 

Risk 
Movement 

Inherent 
Risk 

Residual 
Risk 

01 Potential decline in 
visitor numbers 

Very 
High 

High High High High 
 

02 Negative Perception of 
Destination 

Very 
High 

High High High High 
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SR 
# Risk Description 

Board approved 
Rating 

Q1 
Residual 
Risk 
Rating 

Q2 
Residual 
Risk 
Rating 

Q3 
Residual 
Risk 
Rating 

Risk 
Movement 

Inherent 
Risk 

Residual 
Risk 

03 Slow adoption of 
technologies to support 
to Joburg Tourism 

Very 
High 

High High Medium Medium 
 

04 Financial Sustainability 
of the JTC 

Very 
High 

High  High High High 
 

05 Non-compliance with 
legislation and policies 

Very 
High 

Medium High High Medium 
 

06 Theft, Fraud and 
corruption 

Very 
High 

High High High Medium 
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14 AUDIT STATUS 
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14.1 Internal Audit  

The Internal Audit Function (IAF) mandate stems from Section 62(1) (c) (ii) of the MFMA that 

requires that the Accounting Officer ensure that the institution has and maintains a system of 

internal audit operating in accordance with any prescribed norms and standards.  

 

Furthermore, Section 165(1) requires that each municipal entity must have an internal audit unit 

subject to subsection (3). Section 165(2) requires that the internal audit unit of a municipal entity 

must prepare a risk-based audit plan and an internal audit programme for each financial year. 

 

The primary objective of the IAF is to provide a comprehensive service to ensure adequate 

measures and procedures are in place for sound economic, effective and efficient management 

as required by the MFMA, Companies Act, Public Audit Act and King IV. 

 

JTC has an independent Internal Audit Unit, which reports functionally to the Audit and Risk 

Committee of the Board and administratively to the Chief Executive Officer. The Unit carries out 

its functions in accordance with approved Internal Audit Plan. 

 

The scope of work of Internal Audit is to determine whether JTC governance, risk management 

and control processes as designed and presented by management is adequate and functioning 

in a manner that ensure that: 

• Risks are appropriately identified and managed; 

• Financial and operational information is accurate, reliable and timely; 

• Employees’ actions are in compliance with the applicable laws and regulations; 

• Resources are acquired economically and used efficiently and effectively; 

• Assets are safeguarded; 

• Monitor the resolution of the Auditor General findings. 
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In developing its work plan, the Internal Audit Unit follows a risk-based approach, considering the 

following: 

• Strategic focus areas as contained in the Business Plan; 

• Strategic risk register and operational risk registers; 

• COJ Group Internal Audit requirements; 

• Prior years’ external and internal audit findings; 

• Legislative requirements. 

 
The Internal Audit Plan is subject to approval by the Audit and Risk Committee.  

14.2 External Audit  

The JTC has achieved an unqualified audit opinion with findings during 2022/23 financial year. 

The Auditor General South Africa (AGSA) has accompanied the unqualified audit opinion with 11 

audit findings. 

Rating  Number 
of 
findings 

Percentage Explanation 

 06 58.33% Matters that will be reported in the auditor’s report and 
should be addressed urgently 

 04 33.33% Matters that should be addressed to prevent material 
misstatements in the financial statements or material 
findings on the annual performance report and compliance 
with legislation in future; also includes matters that 
significantly affected company performance 

 01 8.33% Matters that do not have a direct impact on the audit 
outcome or a significant impact on auditee performance, but 
were communicated to assist with improving processes and 
mitigating risks 

Total 11   
 

END OF DOCUMENT 
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ANNEXURES
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ANNEXURE A:  
KEY PERFORMANCE INDICATORS 
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ANNEXURE A 1: DEFINITION OF THE KEY PERFORMANCE INDICATORS (KPI) 

To attract a greater number of visitors, a destination has to maintain its past levels of tourism marketing and constantly increase the quality and quantity of its 

tourism marketing offerings. To ensure that our tourism destination marketing efforts are impactful, there needs to be focused domestic and international 

marketing campaigns. These are based on quality market research and a clearly defined competitive advantage that distinguishes Johannesburg as a 

destination brand among so many other similar destination brands internationally. 

Table 29: Technical Indicator Descriptions for JTC Corporate and Entity Indicators 

KPI 
NO 

INDICATOR 
TITLE SHORT DEFINITION PURPOSE / 

IMPORTANCE 

SOURCE / 
COLLECTION OF 

DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

C
A

LC
U

LA
TI

O
N

 
TY

PE
 

R
EP

O
R

TI
N

G
 

C
YC

LE
 

N
EW

 IN
D

IC
AT

O
R

 

D
ES

IR
ED

 
PE

R
FO

R
M

A
N

C
E 

1 Number of 
visitors coming to 
Johannesburg  
 

The KPI measures the increase in 
the number of international and 
domestic visitors travelling to 
Johannesburg for business, leisure 
and visiting friends and relatives.  

The KPI will achieve 
positive economic 
impact into City’s 
economy through direct 
spend from visitor 
arrivals.  The facilitated 
and systematic approach 
to tourism by the City 
results to indirect 

Data sources are in the 
form of tourism 
statistics report from 
IHS Markit Regional 
eXplorer (S&P Global). 
 

Assimilated from 
Statistics SA 
tourism satellite 
account.   

Limited 
segregation of 
tourism stats 
to the local 
government 
level.   

In
de

pe
nd

en
t r

ep
or

t 

An
nu

al
 

N
/A

 

4.
3 

m
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KPI 
NO 

INDICATOR 
TITLE SHORT DEFINITION PURPOSE / 

IMPORTANCE 

SOURCE / 
COLLECTION OF 

DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

C
A

LC
U

LA
TI

O
N

 
TY

PE
 

R
EP

O
R

TI
N

G
 

C
YC

LE
 

N
EW

 IN
D

IC
AT

O
R

 

D
ES

IR
ED

 
PE

R
FO

R
M

A
N

C
E 

spinoffs to enable 
economic growth.   

2 Economic impact 
generated 
through MICE 
activities.  
 

This KPI measures the economic 
impact generated through MICE 
activities in the form of implemented 
Bids. It further measures supported 
MICE activities implemented through 
collaborative arrangements.   
 
The KPI relates to implementation of 
bids won and supported through 
collaborating with Professional 
Conference Organisers, Meeting 
Planners, Event’s Organisers, 
Associations, Destination 
Management Companies and Sector 
Key Role Players. 

To improve tourism 
sector performance 
through MICE related 
activities.   

 

Data sources are in the 
form of the following:  

• Delegate 
registration 
systems or  

• MICE activity 
post report. 

Business traveler 
average spend 
(R6 400 per 
international 
conference/ 
exhibition 
delegate) or 
(R3 200 per 
national 
conference or 
association 
meeting delegate) 
x number of 
delegates (for 
MICE travel by 
purpose). 

Accurate 
number of 
delegates 
attended can 
only be 
retrieved from 
registration 
systems 
and/or post 
the MICE 
activity.   M

IC
E 

ac
tiv

iti
es

 o
ut

co
m

e 
re

po
rts

 

An
nu

al
 

N
/A

 

R
11

0m
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Technical Indicator Descriptions (Departmental Indicators) 

KP
I 

NO 

INDICATO
R TITLE SHORT DEFINITION PURPOSE / 

IMPORTANCE 

SOURCE / 
COLLECTION 

OF DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

C
A

LC
U

LA
TI

O
N

 
TY

PE
 

R
EP

O
R

TI
N

G
 

C
YC

LE
 

D
ES

IR
ED

 
PE

RF
O

RM
AN

CE
 

3.  Total tourism 
spending in 
Johannesburg  

Tourism spending is defined as all expenditure by 
tourists for their trip to the City, excluding capital 
expenditure as well as the shopping expenditure of 
traders (called shuttle trade) 

Tourism spending 
differs from the 
concept of 
contribution to GDP. 
It merely represents 
a nominal spend of 
trips made to the 
City. The amounts 
are presented in 
current prices, 
meaning that 
inflation has not 
been taken into 
account. 

Data sources are in 
the form of tourism 
statistics report from 
IHS Markit Regional 
eXplorer (S&P 
Global). 

 

Assimilated from 
Statistics SA tourism 

satellite account.   

Limited 
segregation of 
tourism stats to 
the local 
government level.   

In
de

pe
nd

en
t r

ep
or

t 

An
nu

al
 

R
30

 b
illi

on
 

4.  Advertising 
value 
equivalent 
(AVE) 
generated 
through 
destination 
promotion 

The KPI measures AVE achieved through public 
relations to ‘measure’ the benefit to the City and 
destination from media coverage received via 
media releases, campaigns, sponsorships, events, 
partnerships, collaboration, trade, consumer & 
roadshows, activations and other marketing 
activities undertaken by JTC.  

To measure Return 
on Investment on 
rand value output 
out of capital input 
towards advertising.  

A quarterly media 
monitoring reports 
on destination 
marketing activities 
implemented.   
 

AVE = Cost to buy an 
ad * editorial 

multiplier 

The AVE outcome 
can only be 
measured through 
accredited media 
monitoring 
instrument.   

In
de

pe
nd

en
t r

ep
or

ts
 

Q
ua

rte
rly

 

30
 m
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KP
I 

NO 

INDICATO
R TITLE SHORT DEFINITION PURPOSE / 

IMPORTANCE 

SOURCE / 
COLLECTION 

OF DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

C
A

LC
U

LA
TI

O
N

 
TY

PE
 

R
EP

O
R

TI
N

G
 

C
YC

LE
 

D
ES

IR
ED

 
PE

RF
O

RM
AN

CE
 

5.  Number of 
MICE 
activities 
secured 
through 
bidding and 
support   

This KPI measures the number of MICE activities 
secured through bidding and support.   
 
These can be achieved through bidding for MICE 
activities to the global bodies and producers.  The 
enabler for bidding and support is to get into 
collaborative arrangements with Professional 
Conference Organisers, Meeting Planners, Event’s 
Organisers, Associations, Destination Management 
Companies and Sector Key Role Players 
 

Bidding for/ and 
supporting MICE 
activities to attract 
business tourists in 
order to effect 
tourism multipliers 
in order to stimulate 
economic growth.  

MICE Bid Award 
Letters and/or 
endorsement 
letters/SLA. 

Based on bids won 
and support 
approved.   

Delays in the Bid 
award process 
and release of 
information from 
partners (where 
there is non-
disclosure 
agreements) 

Bi
ds

 w
on

 a
nd

 s
up

po
rt 

le
tte

rs
 

An
nu

al
 4 

6.  SMMEs 
supported by 
the JTC 
through 
tourism 
related 
activities 

This indicator measures the number of SMMEs 
supported by the JTC through tourism related 
activities.  

The support 
involves a basket of 
services that 
include, inter alia, 
participation in 
events markets, 
MICE value chain 
activities, SMME 
support, access to 
markets and 
training or 
workshops. 

List of SMMEs with 
details of the 
support rendered 
obtained from 
Associations and 
Opportunity Centres 
or through 
Partnership 
Programmes. 

SMME opportunities 
created through 
tourism related 
activities. 

Sourcing of 
SMMEs to be 
supported is 
dependent on 
partners/ 
associations and 
opportunity 
centres. Ev

en
t o

ut
co

m
e 

re
po

rts
 

Q
ua

rte
rly

 

38
0  
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KP
I 

NO 

INDICATO
R TITLE SHORT DEFINITION PURPOSE / 

IMPORTANCE 

SOURCE / 
COLLECTION 

OF DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

C
A
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U

LA
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O
N
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R
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O
R
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N

G
 

C
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D
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O
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7.  Number of 
youth trained 
through 
tourism 
related skills 
development 
programmes 

This indicator measures the number of youth who 
received travel, tourism and hospitality related 
skills training through JTC tourism programmes. 

The indicator is 
aimed at training 
youth to be able to 
participate in the 
tourism industry 
with possessing 
appropriate skills 

Youth participants 
are sourced from 
City unemployment 
databases/Ward 
unemployment/Univ
ersity/Association’s 
lists. 
 

Youth training 
opportunities created 
through tourism 
related activities. 
 

Training reports 
are dependent on 
third parties, 
rolling out training.    

In
de

pe
nd

en
t t

ra
in

in
g 

re
po

rts
 

An
nu

al
 

17
0  

8.  Number of 
EPWP work 
opportunities 
created 
through 
tourism 
related 
activities 

This indicator measures the number of work 
opportunities created under the Expanded Public 
Works Programme (EPWP).  

EPWP creates 
works opportunities 
for improved 
livelihoods. This 
focuses in 
employing youth 
through tourism 
related activities.  

Youth participants 
are sourced from 
City unemployment 
databases, ward 
employment lists 
and other 
collaborative 
partner databases.   

EPWP opportunities 
created through 
tourism related 
activities, 
 

EPWP reports are 
subjected to data 
verification for 
validity.  

EP
W

P 
re

po
rts

 

Q
ua

rte
rly

 

27
0 
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KP
I 

NO 

INDICATO
R TITLE SHORT DEFINITION PURPOSE / 

IMPORTANCE 

SOURCE / 
COLLECTION 

OF DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

C
A

LC
U

LA
TI

O
N

 
TY

PE
 

R
EP

O
R

TI
N

G
 

C
YC

LE
 

D
ES

IR
ED

 
PE

RF
O

RM
AN

CE
 

9.  Number of 
emerging and 
signature 
leisure events 
supported 

This KPI measures support on events that attract a 
high number of visitors to Johannesburg. Events 
that attract a wide range media spectrum, 
particularly international and national media. 
Events that provide Johannesburg with positive 
marketing and public relations opportunities. 
Events that demonstrate a positive economic, 
social and environmental impact. Events that 
support Johannesburg’s facilities and Strategic 
Assets. Events that address seasonality in 
Johannesburg.  Events that apply responsible 
and/or sustainable tourism principles. Events that 
create opportunities for SMMEs. Events that create 
job (direct or indirect) opportunities. Events that 
leaves legacy from the hosting of the event.    
 

To increase visitor 
numbers. 
 
To create 
employment 
opportunities. 
 
To create 
favourable image 
for the destination.  
 
To address 
seasonality factor. 

Approval 
report/Post event 
reports 

Economic Impact= 
number of festival 
goers * average 
leisure visitor spend 

Events post 
reports are 
produced by 
visitors.  

Ev
en

ts
 p

os
t  

 re
po

rts
 

Q
ua

rte
rly

 8  

10.  Number of 
initiatives 
undertaken to 
unlock 
tourism 
supply in the 
City.  

The supply side of tourism focuses on the most 
fundamental resources that attract tourists to 
regions and what the tourism industry brings to the 
tourist: the natural, cultural and man-made 
resources with reference to supply base. 
 

To stimulate sector 
growth in order to 
diversify offering 
base.   

Tourism Strategy GDP Input/Tourism 
Strategy 
Implementation 

Outcomes and 
recommendations 
dependent on 
study outcomes.  

St
ud

ie
s/

Pr
oj

ec
t 

re
po

rts
 

Q
ua

rte
rly

 7 
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KP
I 

NO 

INDICATO
R TITLE SHORT DEFINITION PURPOSE / 

IMPORTANCE 

SOURCE / 
COLLECTION 

OF DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

C
A

LC
U

LA
TI

O
N

 
TY

PE
 

R
EP

O
R

TI
N

G
 

C
YC

LE
 

D
ES

IR
ED

 
PE

RF
O

RM
AN

CE
 

11.  Facilitate 
tourism sector 
key role 
player 
engagements 

The KPI ensures that, the Institutional Framework 
for Johannesburg addresses the urgent need for 
ensuring optimal alignment of stakeholders within 
the City involved in the management, delivery and 
support of tourism. This will be achieved through 
an institutional model that addresses all spheres of 
public sector activity, ongoing private sector 
stakeholder engagement as well as the provision of 
platforms for labour and affected communities. The 
tourism sub-committee as a platform for the 
aforementioned will be established within the 
Johannesburg Business Forum. 

The JBF sub-
tourism committee 
serves as a platform 
to exchange views 
between the public 
and private sector. 

Tourism Strategy 
Institutional 
Framework 
Terms of 
Reference/Agendas  
Meeting attendance 
registers 

Tourism Strategy 
Institutional 
Framework 

Functionality 
dependent on 
organised 
business effective 
participation  

M
ee

tin
g 

M
in

ut
es

 

Q
ua

rte
rly

 4  
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ANNEXURE A 2: CORPORATE KEY PERFORMANCE INDICATORS  

Table 30: Corporate KPI’s  

KPI 
NO KPI INTERVE-

TION 

20
23

/2
4 

B
A

SE
LI

N
E 

20
24

/2
5 

B
A

SE
LI

N
E 

2025/2
6 

TARG
ET 

QUARTELY TARGETS TOTAL 
BUDGET ‘000 BUDGET PER QUARTEY ‘000 

MEANS OF 
VERIFICATION LE

A
D

 
D

EP
T/

M
E 

SU
PP

O
R

T 

C
LU

ST
E

R
 

Q1 Q2 Q3 Q4 CAP
EX OPEX Q1 Q2 Q3 Q4 

1.  Number of 
visitors 
coming to 
Johannesbur
g  

Implementa
tion of the 
Tourism 
Strategy 

4 037 
537 

4.1 
million 

4.3 
million  

N/A N/A N/A 4,3 m N/A R4m R1m R1m R1m R1m Number of visitors 
coming to 
Johannesburg  JT

C
 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED
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KPI 
NO KPI INTERVE-

TION 

20
23

/2
4 

B
A

SE
LI

N
E 

20
24

/2
5 

B
A

SE
LI

N
E 

2025/2
6 

TARG
ET 

QUARTELY TARGETS TOTAL 
BUDGET ‘000 BUDGET PER QUARTEY ‘000 

MEANS OF 
VERIFICATION LE

A
D

 
D

EP
T/

M
E 

SU
PP

O
R

T 

C
LU

ST
E

R
 

Q1 Q2 Q3 Q4 CAP
EX OPEX Q1 Q2 Q3 Q4 

2.  Economic 
impact 
generated 
through 
MICE 
activities 
hosted 

Implementa
tion of the 
MICE 
Support 
Programme 
(to enable 
MICE 
bidding and 
support) 
 
Participatio
n in 
domestic 
and global 
business 
trade 
shows. 

R199 
million12 

R105 
million  

R110 
million  

Progr
ess 

Repo
rt 

Prog
ress 
Rep
ort 

Progr
ess 

Repo
rt 

R110 
m 

N/A R4m R1m R1m R1m R1m Economic impact 
generated 
through MICE 
activities hosted 

JC
T 

Ec
on

om
ic

 G
ro

w
th

 

D
ED

 

 
12 The adjusted planning target during mid-term was R100m economic impact; however, there was overachievement as a result of the strategic partnership (collaboration) with 
the Southern African Association for the Conference Industry (SAACI) whilst the entity was compelled to revise the baseline to reflect 2023/24 actual performance on the KPI. 
Due to budget limitations the partnership could not be renewed any further and there was no additional budget for the MICE (Meetings, Incentives, Conferences and 
Exhibitions) Support Programme, therefore it became ideal to remain with the initial business plan scheduled targets in the current and outer years.  
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KPI 
NO KPI INTERVE-

TION 

20
23

/2
4 

B
A

SE
LI

N
E 

20
24

/2
5 

B
A

SE
LI

N
E 

2025/2
6 

TARG
ET 

QUARTELY TARGETS TOTAL 
BUDGET ‘000 BUDGET PER QUARTEY ‘000 

MEANS OF 
VERIFICATION LE

A
D

 
D

EP
T/

M
E 

SU
PP

O
R

T 

C
LU

ST
E

R
 

Q1 Q2 Q3 Q4 CAP
EX OPEX Q1 Q2 Q3 Q4 

3.  Total tourism 
spending in 
Johannesbur
g 

Implementa
tion of the 
Tourism 
Strategy 

New 
Indicator 

New 
Indicator 

R30bn N/A N/A N/A R30 
bn  

N/A R3,85
m 

R1m R1m R1m R850
k 

Evidence: 

Independent IHS 

Markit Regional 

explorer (S&P 

Global) report  

MOV: 

CEO signoff. 

JT
C

 

Ec
on

om
ic

 G
ro

w
th

 

D
ED
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ANNEXURE A 3: ENTITY PERFORMANCE INDICATORS  

Table 31: Entity KPI’s 

KPI 
NO 

KEY PERFORMANCE 
INDICATOR 

IN
TE

R
VE

N
TI

O
N

 

20
23

/2
4 

B
A

SE
LI

N
E 

20
24

/2
5 

B
A

SE
LI

N
E 2025/

26 
TA
R

GE
T 

QUARTERLY TARGETS TOTAL 
BUDGET ‘000 

BUDGET PER 
QUARTERLY ‘000 MEANS OF 

VERIFICATIO
N LE

A
D

 
 

 
SU

PP
O

R
T 

C
LU

ST
ER

 

Q1 Q2 Q3 Q4 CAPEX OP
EX Q1 Q2 Q3 Q4 

4.  Advertising value 
equivalent (AVE) 
generated through 
destination promotion 

Implementation 
of the Tourism 
Strategy 

R28 
m 

R28 
m 

R30 
m 

R6 m R10 m R10 
m 

R4 m N/A R1,
795
m 

R50
0k 

R50
0k 

R50
0k 

R29
5k 

Evidence: 
Omnicor 
Report 
 
MOV: 
• CEO signoff 
 

JT
C

 

Ec
on

om
ic

 G
ro

w
th

 

D
ED

 

5.  Number of MICE 
activities secured 
through bidding and 
support   

Implementation 
of the MICE 
Support 
Programme  

N/A 3 4 Prog
ress 
Repo

rt 

Progre
ss 

Report 

Progr
ess 

Repor
t 

4 N/A R4
m 

R1
m 

R1
m 

R1
m 

R1
m 

Evidence:  
MICE Bid 
Award Letters 
and/or 
endorsement 
letters/SLA. 
MOV: 
CEO letter of 
confirmation 

JC
T 

Ec
on

om
ic

 G
ro

w
th

 

D
ED
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KPI 
NO 

KEY PERFORMANCE 
INDICATOR 

IN
TE

R
VE

N
TI

O
N

 

20
23

/2
4 

B
A

SE
LI

N
E 

20
24

/2
5 

B
A

SE
LI

N
E 2025/

26 
TA
R

GE
T 

QUARTERLY TARGETS TOTAL 
BUDGET ‘000 

BUDGET PER 
QUARTERLY ‘000 MEANS OF 

VERIFICATIO
N LE

A
D

 
 

 
SU

PP
O

R
T 

C
LU

ST
ER

 

Q1 Q2 Q3 Q4 CAPEX OP
EX Q1 Q2 Q3 Q4 

6.  SMMEs supported by 
the JTC through 
tourism related 
activities 

SMMEs 
supported by the 
JTC through 
tourism related 
activities 

360 370 380 100 100 100 80 N/A - - - - - Evidence: 
Approval 
reports 
/MOU’s 
 
MOV: 
• List of 

SMMEs with 
details of the 
support 
rendered/ 
DED: SEF 
participation 
forms for 
SMMEs/Reg
isters. 

JT
C

 

Ec
on

om
ic

 G
ro

w
th

 

D
ED

 

7.  Number of youth 
trained through tourism 
related skills 
development 
programmes 

Youth trained 
through tourism 
related skills 
development 
programmes 

150 160 170 N/A N/A N/A 170 N/A - - - - R10
0k 

Evidence: 
Approval 
reports 
/MOU’s 
 
MOV: 
• Certification 
• Attendance 

registers 

JT
C

 

Ec
on

om
ic

 G
ro

w
th

 

D
ED
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KPI 
NO 

KEY PERFORMANCE 
INDICATOR 

IN
TE

R
VE

N
TI

O
N

 

20
23

/2
4 

B
A

SE
LI

N
E 

20
24

/2
5 

B
A

SE
LI

N
E 2025/

26 
TA
R

GE
T 

QUARTERLY TARGETS TOTAL 
BUDGET ‘000 

BUDGET PER 
QUARTERLY ‘000 MEANS OF 

VERIFICATIO
N LE

A
D

 
 

 
SU

PP
O

R
T 

C
LU

ST
ER

 

Q1 Q2 Q3 Q4 CAPEX OP
EX Q1 Q2 Q3 Q4 

8.  Number of Expanded 
Public Works 
programmes (EPWP) 
work opportunities 
created through tourism 
related activities 

EPWP work 
opportunities 
created through 
tourism related 
activities 

240 250 270 30 90 80 70 N/A TB
D 
(+- 
R3,
5m) 

 500
k 

R1,
5m 

R1,
5m 

Evidence: 
Approval 
reports 
/MOU’s 
 
MOV 
• Quarterly 

report 
• List of 

beneficiaries 
Copies of 
employment 
contracts/ID 
copies/Registe
rs 

JT
C

 

Jo
b 

C
re

at
io

n 

D
ED

 

9.  Number of leisure 
signature and lifestyle 
events supported 

emerging and 
signature leisure 
events 

6 7 8 2 2 2 2 N/A R5,
1m 

R1.
1m 

R1
m 

R1
m 

R2
m 

Evidence: 
Approval 
reports 
/MOU’s 
 
MOV: 
• Approval 

reports/Post 
event 
reports 

JT
C

 

Ec
on

om
ic

 G
ro

w
th

 

D
ED
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KPI 
NO 

KEY PERFORMANCE 
INDICATOR 

IN
TE

R
VE

N
TI

O
N

 

20
23

/2
4 

B
A

SE
LI

N
E 

20
24

/2
5 

B
A

SE
LI

N
E 2025/

26 
TA
R

GE
T 

QUARTERLY TARGETS TOTAL 
BUDGET ‘000 

BUDGET PER 
QUARTERLY ‘000 MEANS OF 

VERIFICATIO
N LE

A
D

 
 

 
SU

PP
O

R
T 

C
LU

ST
ER

 

Q1 Q2 Q3 Q4 CAPEX OP
EX Q1 Q2 Q3 Q4 

10.  Number of initiatives 
undertaken to unlock 
tourism supply in the 
City.  

Tourism 
Development 
initiatives 
implemented 

N/A 6 7 1 2 2 2 N/A R2,
75
m 

R1
m 

R1
m 

R50
0k 

R25
0k 

Evidence: 
Approval 
reports 
/MOU’s 
 
MOV: 
• Implementat

ion approval 
reports/SLA
s 

• Progress 
reports/Studi
es or plans 

JT
C

 

Ec
on

om
ic

 G
ro

w
th

 

D
ED

 

11.  Strengthen Tourism 
Sector Institutional 
Framework 

Engagements 
with organised 
business 
through the JBF 
tourism sub-
committee 

4 4 4 1 1 1 1 - N/A - - - - - Evidence: 
meeting 
invitations and 
agendas 
 
MOV: 
• Approval 

report/ 
• Terms of 

Reference/ 
• Meeting 

attendance 
registers 

JT
C

 

Ec
on

om
ic

 G
ro

w
th

 

D
ED
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ANNEXURE A 3: OPERATIONAL KEY PERFORMANCE INDICATORS   

KEY PERFORMANCE INDICATOR 

B
A

SE
LI

N
E 

20
23

/2
4 

2025/26 

TARGET 

QUARTERLY PERFORMANCE 
TARGETS 

2024/25 BUDGET PER PROJECTS R000 

TOTAL BUDGET QUARTERLY BUDGET 
TARGET 

Q1 Q2 Q3 Q4 CAPEX OPEX Q1 Q2 Q3 Q4 

(1) Percentage spent on operating budget against approved 
operating budget   

Not 

applicable as 

operations 

commenced 

on 01 July 

2022 

95% 25% 50% 75% 95% - - - - - - 

(2) Percentage spent on capital budget against approved capital 
budget 

95% 25% 50% 75% 95% - - - - - - 

(3) Percentage of spent on repairs and maintenance to property, 
plant and equipment. 

8% 0% 4% 6.4% 8% - - - - - - 

(4) Percentage reduction in unauthorized, irregular, fruitless and 
wasteful (UIFW) expenditure incurred citywide 

50% 40% 30% 20% 10% - - - - - - 

(5) Percentage of valid invoices paid within 30 days 
100% 

 
100% 

 
100%  

 
100%  

 
100%  

 
- - - - - - 

(6) Percentage resolution of Internal Audit findings  
95% resolution of 

Internal Audit 
findings 

(cumulative) 

10%  
  
  

  

30%  
  
  

  

70%  
  

  

95%  
  
  

  

- - - - - - 
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KEY PERFORMANCE INDICATOR 

B
A

SE
LI

N
E 

20
23

/2
4 

2025/26 

TARGET 

QUARTERLY PERFORMANCE 
TARGETS 

2024/25 BUDGET PER PROJECTS R000 

TOTAL BUDGET QUARTERLY BUDGET 
TARGET 

Q1 Q2 Q3 Q4 CAPEX OPEX Q1 Q2 Q3 Q4 

(7) Percentage resolution of AG findings  
• Quarter 1: 95% of the previous AG letter must be 

resolved 
• Quarter 2: 95% of the previous AG findings must be 

resolved as we only getting a new AG letter in 
November every year while tracking the previous AG 
letter 

• Quarter 3: 50% of the Current/NEW AG letter finding 
must be resolved. 

• Quarter 4: 95% of the AG findings must be resolved 
as the new AG letter would have been with 
management for period of + 6 months. 

Not 

applicable as 

operations 

commenced 

on 01 July 

2022 

95% resolution of AG 
findings  

(cumulative) 

95 %  95%  50%  95%  - - - - - - 

(8) Percentage implementation of the strategic risk management 
action plan  

85%  85%  85%  85%  85%  - - - - - - 

(9) Percentage achievement of service standards*  85% 85% 85% 85% 85% - - - - - - 
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ANNEXURE A 4: OPERATIONAL INDICATOR DEFINITION  

 

KPI SHORT DEFINITION SOURCE / 
COLLECTION 

OF DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

CALCULATION 
TYPE 

REPORTING 
CYCLE 

NEW 
INDICATOR 

DESIRED 
PERFORMANCE 

(1) Percentage operating 
budget spent against 
approved budget 

Operational costs spent by the 
organization against the allocated 
budget the organization against the 
allocated budget. The objective is to 
improve, stabilize and sustain a 
positive financial position 

Financials Actual 
costs/Allocated 
budget *100 

None Cumulative Monthly No 95% 

(2) Percentage capital 
budget spent against 
approved capital 
budget 

The Capex spent on projects 
against the approved budget. The 
objective is to improve, stabilize and 
sustain a positive financial position 

Financials Total Capex spend 
divide by the budget 
Capex spend* 100 

None identified Cumulative Monthly No 95 %  

(3) Percentage of spent on 
repairs and 
maintenance to 
property, plant and 
equipment. 

It measures the level of Repairs & 
Maintenance to prevent breakdowns 
and interruptions to service delivery. 

Financials Total Repairs and 
Maintenance 
Expenditure/ 
Property, Plant and 
Equipment and 
Investment Property 
(Carrying value) x 
100 

None identified Cumulative Monthly Yes 8% 

(4) Percentage reduction in 
unauthorized, irregular, 
fruitless and wasteful 

Percentage reduction on UIFWE 
compared to the previous financial 
year AG finding. 

Financials The UIFW 
Expenditure closing 
balance of the 
current financial year 
against (will be 
compared with) the 

None Non-Cumulative Quarterly/ Annually No 50% 
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KPI SHORT DEFINITION SOURCE / 
COLLECTION 

OF DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

CALCULATION 
TYPE 

REPORTING 
CYCLE 

NEW 
INDICATOR 

DESIRED 
PERFORMANCE 

(UIFW) expenditure 
incurred citywide 

closing balance of 
the previous financial 
year. 

(5) Percentage of valid 
invoices paid within 30 
days  

It measures the percentage of valid 
invoices paid within 30 days. The 
objective is to increase the number 
paid within 30 days 

Financials Total number of 
invoices processed 
for the 
month/Number of 
invoices paid within 
30 days *100 

None identified Non-cumulative Monthly No 100% 

(6) Percentage resolution 
of Internal Audit 
findings  

It measures the number of audit 
findings resolved against the total 
number of audit findings issued by 
the internal audit  

Internal 
Audit 
Reports 

Total number of 
internal audit findings 
resolved/total 
number of internal 
audit findings 
(excluding findings 
that are less than 60 
days)*100 

None identified Cumulative Annually Yes 95% 

(7) Percentage resolution 
of AG findings  

It measures the number of audit 
findings resolved against the total 
number of audit findings issued by 
the AGSA 

Internal 
Audit 
Reports 

Total number of 
Auditor General 
findings 
resolved/total 
number of Auditor 
General findings 
(excluding findings 
that are less than 60 
days)*100 

None identified Cumulative Annually Yes 95% 

(8) Percentage 
implementation of the 
strategic risk 

The percentage of strategic risk 
action plans implemented compared 

Governance 
Report; 
Strategic 

Number of 
implemented 
strategic risk action 

None identified Cumulative Monthly Yes 85% 
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KPI SHORT DEFINITION SOURCE / 
COLLECTION 

OF DATA 

METHOD OF 
CALCULATION 

DATA 
LIMITATION 

CALCULATION 
TYPE 

REPORTING 
CYCLE 

NEW 
INDICATOR 

DESIRED 
PERFORMANCE 

management action 
plan  

to total number of strategic risk 
action plans. 

Risk Plan; 
Strategic 
Risk 
Register and 
Audit Report 

plans divided by total 
number of strategic 
risk action plans 
multiplied by 100 

(9) Percentage 
achievement of Service 
Level Standards (SLS) 

The percentage of Service Level 
Standards achieved of the total 
approved number of Service Level 
Standards 

SLS report The number of KPIs 
achieved in the 
Service Level 
Standards 
Agreement against 
total no of Service 
Level Standards 
achieved multiply by 
100 

None identified Non-cumulative Monthly No 85% 
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ANNEXURE A 5: Five (5) Year JTC Indicators and Targets  

Table 32: 5 Year JTC Indicators and Targets 

KPI 
# 

Strategic 
Objective 

Key 
Performance 

Area 

Key Performance 
Indicator 

Intervention 2020/21 
Baseline 

2021/22 
Baseline 

2023/24 
Baseline 

2024/25 
Target 

2025/26 
Target 

2026/27 
Target 

Le
ad

 
D

ep
ar

tm
en

t 
of

 E
nt

ity
 

C
lu

st
er

 
Le

ad
 

Su
pp

or
tin

g 
D

ep
ar

tm
en

t 

(1)  To 
stimulate 
the 
Joburg 
economy  

Generate 
demand for 
tourism 

Number of 
visitors coming to 
Johannesburg 

Implementation 
of the Tourism 
Strategy 
 

New 
indicator  

1,5 m  
 

4 037 537 
visitors 

 

4,1 m 4.3 m 4.6 m 

JT
C

 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED

 

(2)  To 
stimulate 
the 
Joburg 
economy  

Generate 
demand for 
tourism 

Economic impact 
generated 
through MICE 
activities  

Implementation 
of the MICE 
Support 
Programme 

New 
indicator  

R31,5 m  
 

R199 030 
400 

R105 m R110 m R115 m 

JT
C

 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED

 

(3)  To 
stimulate 
the 
Joburg 
economy  

Generate 
demand for 
tourism 

Total tourism 
spending in 
Johannesburg 

Implementation 
of the Tourism 
Strategy 
 

New 
Indicator 

New 
Indicator 

New 
Indicator 

New 
Indicator 

R30 bn R34 bn 

JT
C

 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED
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KPI 
# 

Strategic 
Objective 

Key 
Performance 

Area 

Key Performance 
Indicator 

Intervention 2020/21 
Baseline 

2021/22 
Baseline 

2023/24 
Baseline 

2024/25 
Target 

2025/26 
Target 

2026/27 
Target 

Le
ad

 
D

ep
ar

tm
en

t 
of

 E
nt

ity
 

C
lu

st
er

 
Le

ad
 

Su
pp

or
tin

g 
D

ep
ar
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en

t 

(4)  To 
stimulate 
the 
Joburg 
economy  

Generate 
demand for 
tourism 

Advertising value 
equivalent (AVE) 
generated 
through 
destination 
promotion. 

Implementation 
of the Tourism 
Strategy 
(Marketing 
Plan) 
 

New R13, 5 m R26.831 m R28 m R30 m R32 m 

JT
C

 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED

 

(5)  To 
stimulate 
the 
Joburg 
economy  

Generate 
demand for 
tourism 

Number of MICE 
activities secured 
through bidding 
and support   

Implementation 
of the MICE 
Support 
Programme 

New 
indicator  

New indicator  New 
indicator  

3 4 5 

JT
C

 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED

 

(6)  To 
stimulate 
the 
Joburg 
economy  

Generate 
demand for 
tourism 

Number of 
SMMEs 
supported by the 
JTC through 
tourism related 
activities. 

Implementation 
of the Tourism 
Strategy 
 

60  200 367 370 380 390 

JT
C

 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED

 

(7)  To 
stimulate 
the 
Joburg 
economy  

Create 
tourism 
supply 

Number of youth 
trained through 
tourism related 
skills 
development 
programmess 

Implementation 
of the Tourism 
Strategy 
 

60 120 172 160 170 180 

JT
C

 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED
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KPI 
# 

Strategic 
Objective 

Key 
Performance 

Area 

Key Performance 
Indicator 

Intervention 2020/21 
Baseline 

2021/22 
Baseline 

2023/24 
Baseline 

2024/25 
Target 

2025/26 
Target 

2026/27 
Target 

Le
ad

 
D
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tm
en

t 
of

 E
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ity
 

C
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er
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Su
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g 
D
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t 

(8)  To 
stimulate 
the 
Joburg 
economy  

Create 
tourism 
supply 

Number of 
Expanded Public 
Works 
programmes 
(EPWP) work 
opportunities 
created through 
tourism related 
activities 

Implementation 
of the Tourism 
Strategy 
 

110 170 464 250 270 290 

JT
C

 

Ec
on

om
ic

 G
ro

w
th

 

D
ED

 

(9)  To 
stimulate 
the 
Joburg 
economy  

Generate 
demand for 
tourism 

Number of 
leisure, signature 
and lifestyle 
events supported  

Emerging and 
signature 
leisure events 
 

3 5 9 7 8 9 

JT
C

 

Ec
on

om
ic

 
G

ro
w

th
 

D
ED

 

(10)  To 
stimulate 
the 
Joburg 
economy  

Create 
tourism 
supply 

Number of 
Initiatives to 
unlock tourism 
supply through 
strategic 
partnerships and 
planning 

Implementation 
of the Tourism 
Strategy 
 

New 3 7 6 7 8 

JT
C

 

Ec
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 G
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w
th

 

D
ED
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KPI 
# 

Strategic 
Objective 

Key 
Performance 

Area 

Key Performance 
Indicator 

Intervention 2020/21 
Baseline 

2021/22 
Baseline 

2023/24 
Baseline 

2024/25 
Target 

2025/26 
Target 

2026/27 
Target 

Le
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D
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t 
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 E
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C
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Su
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g 
D
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(11)  To 
stimulate 
the 
Joburg 
economy  

Create 
tourism 
supply 

Facilitate key role 
player sector 
engagements 

Engagements 
with organised 
business 
through JBF 
tourism sub-
committee 
 

New 2 
engagements 

4 4 4 4 

JC
T 

Ec
on

om
ic

 G
ro

w
th

 

D
ED
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