Unpacking our Business Tourism Growth Strategy

By Angeline Lue

In 2005 South African Tourism broadened its strategy to incorporate Business Tourism, having identified the important contribution it could make to increasing foreign arrivals and reducing seasonality. The organisation also recognised its potential to spearhead transformation in the industry by engaging new and different product offerings under the Business Unusual proposition, writes Angeline Lue, General Manager, South African Business Tourism

South African Tourism has since developed the Business Tourism Growth Strategy (BTGS) to further drive its focus and delivery in this segment of the industry.

The BTGS evolved through a number of phases; from answering questions on the organisation’s goals and aspirations to the capabilities and systems that need to be in place for the country to be a global player in the meetings industry. It is designed to promote both transparency in our decision-making processes and greater co-operation between Government and industry in order to grow Business Tourism to South Africa.

It is crucial to highlight the importance of alignment by the industry to the BTGS in terms of insight and research, brand and marketing, product development, lead generation, bidding processes and accreditation and development.

Convention bureaux and the provincial tourism authorities need to do likewise. By adopting and implementing  business processes and service charters that are in line with SA Tourism’s global marketing plan, they will assist in ensuring our effectiveness as a sustainable industry interface, as well 

as their own success on a regional basis.

The Business Tourism Growth Strategy addresses the following issues:

· It provides an overview of the six Government objectives that underpin tourism as a priority economic sector that are pivotal to the delivery of the Accelerated and Shared Growth Initiative for South Africa (ASGISA).

· It contextualises Business Tourism in relation to the Tourism Growth Strategy and the critical questions that need to be addressed.

· It addresses the current role of Business Tourism in driving arrivals to South Africa.

· It is a guide to stakeholders on the sectors where South African Tourism has chosen to play and why. Across the spectrum of Business Tourism (meetings, incentives, conferences and exhibitions) SA Tourism has chosen to focus mainly on the meetings market, and in particular associations’ meetings and inter-governmental conferences. It also identifies the synergy between the incentive and corporate meetings market and its resulting dual strategy to maximise returns from this segment.

· SA Tourism’s approach on winning business in the identified target sectors is through its understanding of the consumer (who is not always the traveller but who sits in a buying process where a number of factors are played out). The first step is to understand who the various consumers are, what is important to them and what they want. This is information that can help the tourism industry to tailor its products accordingly. In addition, SA Tourism provides key evaluation information for potential buyers, focusing on our variety, uniqueness, value for money, cultural diversity and world-class infrastructure. 
Equally importantly, the BTGS emphasises the organisation’s understanding of our competitors and how we hone South Africa’s own messaging and 

our unique selling proposition.
· It details SA Tourism’s role in lead generation through database mining and acquisition and the use of this intelligence to prioritise and target those meetings in the associations, 
Inter-governmental, corporate and incentives sectors, that are the most attractive ones for it to pursue. In addition, it lists SA Tourism’s role in leveraging off special events by providing a link between the industry and the organising committees of such events, to maximise meetings opportunities for the trade.

Product owners deliver the experience in the Business Tourism Industry and are the undisputed experts in providing these offerings. What SA Tourism can and does provide its Business Tourism stakeholders

is:

· Insight and strategic research to help develop the trade.

· A strong brand that unites the country behind the destination and the BusinessUnusual proposition.

· The facilitation of discussions on product development and gaps in the market.

· Identification and liaison with appropriate entities to generate leads.

· Guidance on appropriate marketing content to be included in bidding documentation.

· Accreditation and development through the promotion of the advancement and professionalism of trade organisations.

The Business Tourism Growth Strategy is available from South African Tourism’s head office in Sandton. For more information contact Renette@southafrica.net or visit  www.southafrica.net/businesstourism
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