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BACKGROUND

� FEDHASA is the ONLY official VOICE of  the hospitality 
industry, Recognised  by the South African Government since 
1949. Over the years we have grown to incorporate a 
membership base from Southern Africa.

�With industry support (as a member-driven association) 
FEDHASA remains the Umbrella Body for Hotels, FEDHASA remains the Umbrella Body for Hotels, 
Restaurants, Conference Centres, Caterers, Self-Catering 

Accommodation, Home Hosting establishments (B&Bs and 
Guest Houses), Clubs, Taverns, Shebeens, Suppliers, Trainers, 
Consultants and Service Providers to the Hospitality Industry.

•



PRODUCTS AND SERVICES 

COMMUNICATIONS

� Newsletters

� Regular Updates on the FEDHASA web site at www.fedhasa.co.za

EXPOSURE & NETWORKING / SPONSORSHIP OPPORTUNITIES

� Hospitality & Tourism Days, Educational workshops, Member Workshops,
Annual General Meeting/Conference, Annual Golf Day & Social Events

LEGAL ASSISTANCE & CONSULTING SERVICE

RESPONSIBLE TOURISM AWARDS – SOUTHER AFRICAN
�Imvelo Awards – initiated by FEDHASA. Running for the past  4 years ,receives 
entrants from enterprises throughout Southern Africa.



FEDHASA MEMBER BASE

�South Africa 
�Swaziland
�Lesotho
�Mozambique�Mozambique
�Botswana 
�Namibia
�Zimbabwe



SOUTHERN AFRICA’S TIME HAS 
ARRIVED
AFRICA IS READY!!!!!

May 15, 2004 - South Africa wins bid for 2010 World 
Cup



Broader objectives of the 2010 Soccer World Cup Event

In its bid to host the Soccer World Cup in 2010, South 
Africa highlighted the key objectives for the event as:

�Hosting a world-class African World �Hosting a world-class African World 
Cup 

�Ensuring a lasting social African 
legacy through the event

�Leveraging the event to spread 
economic and social benefits beyond 
the boarders of South Africa



WORLD CUP DETAILS

CONFEREDATION CUP DATES:

14 June 2009   – 28 June 2009

WORLD CUP DATES:

11 June 2010 to 11 July 2010

VENUE STADIUM CAPACITY

Bloemfontein Vodacom park 40 000

Cape Town African renaissance 70 000Cape Town African renaissance 70 000

Durban King Senzangakhona 60 000

Johannesburg Soccer city 94 700

Johannesburg Ellis Park 60 000

Nelspruit Mbombela
40 000

Polokwane Peter Mokaba 40 000

Nelson Mandela Bay Port Elizabeth 49 5000

Pretoria Loftus Versfeld 50 0000

Rustenburg Royal Bafokeng Sports Palace 40 0000



WORLD CUP DETAILS…

ACCOMODATION REQUIREMENTS:
2010 ACCOMODATION ESTABLISHMENTS TO BE  STAR GRADED AND 
INSURED 

If you have these basic criteria- then you qualify to provide 
accommodation for the 2010 FIFA World Cup through FIFA’s official 
accommodation contracting company.
accommodation for the 2010 FIFA World Cup through FIFA’s official 
accommodation contracting company.

WHY DO I NEED TO SIGN A CONTRACT?
� FIFA wants to ensure that visiting fans have enough accommodation 
available for each event taking place, and that the accommodation is 
accessible to and from stadiums.

�There are two contract options- one for hotels, and  the for non-hotel 
accommodation. The non-hotel accommodation includes Bed & 
Breakfast, lodges, and self Catering Resorts.



WHAT DO I NEED TO DO?

• You need to provide between 80% and 100% of your rooms (cottages 
or chalets) in your establishment to MATCH to be able to sell to visiting 
fans. The rate which you sell to MATCH should be the net/ discount rate 
and can be based on your winter or summer rates (i.e. non-
commissionable) – and add 16%. This is the rate at which MATCH will 
pay you for your rooms.

• You need to provide MATCH with a photograph of your establishment, 
contact details and a short description to be put onto the global 
FIFA.com website.

WHAT BENEFITS IS THERE IN SIGNING?

• You will be an official accommodation provider for the 2010 FIFA World 
Cup. You will be able to market yourself locally and internationally as a 
contracted accommodation provider for  the 2010 FIFA World Cup.



WORLD CUP DETAILS…
WHY DO I GET PAID?

The contract sets out the payment scheduled. 
All contracted rooms will be fully prepaid for 
by 1 June 2010. Payments are made into a 
central account and will be disbursed only 

once the contracted establishment has fulfilled once the contracted establishment has fulfilled 
its contractual obligations.

CONTACT DETAILS 

Tourism Grading Council 

Web: 
www.tourismgrading.co.za



2010 OPPORTUNITIES
• Employment
• A skills audit by the Department of Environmental Affairs and Tourism found that 

the local tourism industry will require about 80 000 additional workers  to host the 
2010 FIFA World Cup.  The audit indicates that over the next three years, the industry 
will require about 24 100 cooks and chefs, 23 500 waiters and waitresses, 15 000 
cleaners, 7 800 cashiers and 8 000 managerial staff.

• Skills Development
The tourism,hospitality,gaming and sports industries are service industries and 
accordingly these industries are labour intensive ,resulting in a constant need of 
skilled labour. An efficient and growing tourism sector requires that the supply of skilled labour. An efficient and growing tourism sector requires that the supply of 
skills matches the demand. At present with the current event at hand unfortunately 
the stock of skills in the sector does not match the demand.

• Infrastructure
The South African government and the private sector continue to invest in the 
country’s world class infrastructure in order to enhance the country’s position as a 
major competitor in the global meetings industry. Recent developments and current 
initiatives include but just to name a few, Airports Company of South Africa(ACSA) 
has injected R5.2 billion, Two of the country’s convention centres have new additions 
worth R460 million. Several new hotels and lodges with magnificent facilities have 
opened for business throughout the Southern African region. Government has set 
aside an additional R8.4 billion for stadium  construction,as well as R10,7 billion to 
upgrade roads and stations.



2010 OPPORTUNITIES
• Transportation

Work started in 2005 on the Gautrain a R25 billion rapid rail commuter link 
between Joburg,Pretoria and OR Tambo scheduled for completion in 2009.As of 
March 2007 the government implemented  a  taxi recapitalisation programme  
at a cost of R7 billion over seven years. The programme aims to make southern 
African roads safer by replacing 97 000 minibuses.

• Safety and Security
This is one of our greatest challenges as a continent and it is a result of our 
historical legacy of inequality, as a way of  addressing tourist safety and historical legacy of inequality, as a way of  addressing tourist safety and 
security concerns  the South African Police Services(SAPS) and Interpol aims to 
reduce crime by between seven and ten percent on an ongoing basis.South 
Africa strives to develop strong partnerships with all sectors of society in the 
region in the fight against crime .

• Product and Business Development and 
Investment
SADC has worked together to build the region as a tourism destination through 
the creation of cross boarder peace parks that will help assist a more equal 
spread of the benefits of tourist spend across the entire region. These ground 
breaking transfrontier and conservation parks are without doubt making history 
for example the 35 000 square kilometre Greater Limpopo transfrontier park 
boarders SA,Mozambique and Zimbabwe .



2010 OPPORTUNITIES…
Total 35 000 rooms have been contracted by MATCH
Non hotels rooms Signed Up by MATCH  Total rooms 5327

Gauteng
792
Mpumalanga  ( Mozambique and Lesotho)
435
North West  ( Botswana and Namibia)
529 
Free State & Northern Cape ( Lesotho and Swaziland)Free State & Northern Cape ( Lesotho and Swaziland)
655
Eastern Cape
464 
KZN
1349 
Limpopo ( Zimbabwe and Zambia)
368
Western Cape
735

Information provided by Tourism Grading Council of South Africa – 12 May 2008



Key project questions

What strategic 
opportunities are 

available for sports-
tourism 

competitiveness in the 
run-up to and after 

2010?

How should South 
Africa organise and 
position itself to 
maximise tourism 
value from the 

2010 Soccer World 
Cup?

Ensuring sustainability of 
investments

2010?Cup?

Development of 2010 
Tourism Organising Plan

Mapping and competitiveness diagnostic of the 
key elements of the sports tourism industry in 

South Africa



� World class African World Cup
� Lasting social legacy

� Spread benefit to            
continent

� Redistribution and Transformation 
� Sustainable GDP growth
� Sustainable job creation

Broader objectives of 2010 Event Mandate for Tourism

To achieve the 2010 tourism objectives we need to capitalise on 
opportunities presented by the World Cup and address key tourism 

challenges

Position South 
Africa to Achieve 

its Tourism 
mandate and 
broader 2010 
Objectives…

Objectives of the 2010 Tourism Plan
� Contribute to a successful event
� Maximise tourism value from event
� Enable other African countries to benefit

� Brand SA as a tourism destination
� Advance the tourism competitiveness 

agenda

Capitalising on 2010 Arrivals Capitalising on 2010 Arrivals 
and Exposureand Exposure

Addressing Key Tourism Addressing Key Tourism 
Challenges To Deliver the Challenges To Deliver the 

ExperienceExperience

Information and 
Transactional Fulfilment

Tourism-friendly 
Transport and Tourist 

Safety & Security

Marketing and Branding

Skills and Service Levels

Accommodation

Events and Attractions

…  by…

…through 
coordinated 
interventions 
within each 

functional area.



2010 Tourism Organizing Plan Focus Areas

� Create a national content management 
platform

� Create interface to enable transaction 
booking

� Research WC demand to better understand 
profile, perceptions and expectations

� Scale-up SAT call-centre
� Create a 2010 national tourism volunteer 

program
� Identify and utilise opportunities to capture 

information about 2010 arrivals
� Develop a robust  database of available 

products

� Address poor service levels 
and skills shortages at key 
consumer touch points

� Coordinate event planning to 
maximise tourism value from 
the event

� Coordinate development and 
upgrading of attractions

Skills & 
Service Levels Information

Events &
Attractions

2.

3.

12.12.

13.13.

14.14.

15.15.

17..17..

10.10.

11.11.

9.

products

� Engage with key stakeholders in SA 
and neighboring countries to package 
products  for 2010 and to manage 
displacement

� Deliver the brand to convert arrivals to 
brand ambassadors 

� Identify 2010-related opportunities to 
brand South Africa as a world-class 
tourism destination

� Manage displacement� Increase the number of graded establishments

� Identify existing and alternative accommodation for 
short-term spikes in demand

� Ensure sufficient tourism-
friendly public 
transportation to tourism 
focal points

� Ensure completion & 
implementation of a national 
tourism safety plan

SAT / DEAT

Accommodation

Transport 
& Safety

Marketing 
& Branding

1.

17..17..

16.16.

18.18.

5.

6.

7.

8.

4.

SATSAT DEATDEAT



Estimated Total Number of ParticipantsEstimated Total Number of Participants

During the event, the total number of 
foreign arrivals is estimated to be 445,000…
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International PMA FIFA Sponsors Total

Participants without tickets

Participants with tickets

Average tickets per 
spectator

Ratio without 
tickets vs. with 

tickets
2.0 0.5 0.0 0.0 0.15 0.0

1.5 1.0 3.5 3.5 2.0 2.0

*Assuming that  50% of sponsors are foreign arrivals; **Majority of these participants are expected to stay less than one night in a location and thus are 
classified as non-tourists
Note: # of participants with tickets = # of tickets / average tickets per participant; # of participants without tickets = # of participants with tickets x (# without 
tickets / # with tickets); Sponsor tickets are primarily for fans through sponsor sweep stakes
Source:  Monitor analysis based on input from MATCH

Non-tourist 
participants**



Average Spend per Average Spend per 
Arrival (Rand)Arrival (Rand)

X =

Total tourism revenue generated during the event is 
expected be around R11 billion…

Number of Arrivals Number of Arrivals 
(Thousand)(Thousand)

Estimated Total Estimated Total 
Expected Spend Expected Spend 
(Rand million)(Rand million)
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Note:  The expected tourism revenue does not include ticket sales,  spend by participating teams, other spend on sponsorships, merchandising, concessions 
and FIFA  conferences; In addition to the R11bn, spectators from the host provinces will spend an estimated 
R 1.3 billion (non tourism spend); All the numbers are in 2004  constant money terms, i.e. inflation was not taken into account ; International, PMA, FIFA 
& Sponsors spend is on airlift, accommodation, meals, medical, recreation, shopping and transport 
Source: CWC Economic Impact Study, GT 2010 Soccer World Cup Bid Report, Departure Survey, Monitor Analysis
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Latest 2010 Research
• Partnership with GCIS and National Communication 

Partnership
Research Purpose:

• Track international perceptions of 
South Africa’s hosting of the World 
Cup, within general perceptions of 
the country 

• The research includes: 
– Perceptions of the world cup, 

including interest in visiting.
– general country image in 

Sample:  

• Those who have an interest in the Football 
World Cup 

• Regional sample; countries chosen because 
of interest in football. Strong African sample 
because of the imperative for an African 
world cup.  

– North Africa (Egypt, Morocco, Tunisia, – general country image in 
relation to 
developed/developing 
countries – how we measure 
up to competitors 

– Awareness of/familiarity with 
South Africa 

– South Africa in the 
information environment –
how visible is the country; 
where do people pick up 
information on South Africa 

– perceptions of Africa as a 
continent. 

– North Africa (Egypt, Morocco, Tunisia, 
Algeria)

– West Africa (Senegal, Cote d’Ivoire, 
Cameroon, Ghana, Nigeria)

– Central and Southern Africa (DRC, 
Angola, Botswana, Mozambique, 
Zambia) 

– Central and South America (Brazil, 
Argentina, Mexico)

– Europe (UK, Spain, Netherlands, France, 
Germany, Italy, Russia)

– East Asia (China, Japan, Korea)
• Quota (80) per country; random within 

country (n=2488)

Research undertaken every six months – 1st data set – 410 000 foreigners projected for 2010



Commercial Public Viewing Areas

• Events staged for commercial purposes

• Involves admission fees or FIFA commercial sponsors

• Need to apply for FIFA license – Dec 2008 www.fifa.com

• Only FIFA approved sponsors can have branding opportunities at event

FIFA Fan parks

Non-Commercial Public Viewing Areas

• Events staged for non-commercial purposes

• Involves NO admission fees

• Events in pubs, clubs, bars, restaurants fall within this category if there 
is no fee involved for patrons

• Event cannot have association to FIFA & or its marks

• Do not require FIFA license

• SA products can be sold as long there is no branding offered for non 
FIFA sponsors



THANK YOU
ANY 

QUESTIONS?


