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EXECUTIVE SUMMARY 

South Coast Tourism and Investment Enterprise (SCTIE) is mandated to 

1. Drive the economy of the region through positioning it as a tourism and investment 

destination.   

2. Be the official economic development arm,  

3. Proactively identify and unlock the full tourism, trade and investment potential of the 

region.   

 

To grow tourism in the region, focus was placed on both marketing the destination, developing 

new routes and supporting rural tourism development in order to showcase the diversity of the 

destination offerings and experiences.  The destination offerings were communicated through 

utilizing different marketing platforms, including effective engagements on the digital 

platforms.  Efforts were undertaken to drive SMME support, youth support, and creating local 

awareness about the economic benefits of attracting tourists and investors to the KZN South 

Coast. 

 

To position the KZN South Coast as a region to invest in, SCTIE continued to profile the 

regionôs investment potential.  Emphasis or focus was placed on the identified sectors (e.g., 

agriculture, property, etc.) that have the potential to grow and attract investments to the region.  

This is expected to lead towards unpacking and packaging of investment opportunities that 

will be widely marketed nationally and internationally.   

 

While interventions were being put in place to understand the needs of existing and potential 

investors, the process towards supporting the development of greenfield projects continued 

as well.  Engagements were undertaken with local stakeholders, property developers, 

provincial and national departments.  This included the process to develop and strengthen the 

Buy Local Campaign which is aimed at supporting local businesses and sustaining the local 

economy.  The establishment of the One-Stop-Shop (OSS) service continued and the 

application for funds from Trade & Investment KwaZulu Natal (TIKZN) was approved.  A 

Service Level Agreement (SLA) with TIKZN was finalized in September and this will lead to 

finally setting up the OSS office and officially launching it.  

 

The first quarter of 2023/24 financial year was the most difficult period for the entity financially.  

The Parent Municipality continued not to pay the grant amount as committed and still owed a 

significant amount from the previous financial year.  As a result of that, we couldnôt fully 

implement the scorecard, almost couldnôt pay salaries, VAT, rent and creditors and other 

operational commitments.  However, despite the financial challenges, we were able to meet 

some target through cutting corners and working in partnership with stakeholders.   Overall, 

103 targets were set for Q1.  Of those, 87 were achieved (84%), and 16  targets were not 

achieved (16%).  Those not achieved were due to budget constraints as some Municipalities 

failed to pay in full.   
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MARKETING AND COMMUNICATION 

 

TOURISM DESTINATION MARKETING 

Tourism Marketing Objectives 

Å Position the KZN South Coast as a premier beach destination with abundant outdoor 

adventure experiences both on land and in the water.  

Å Continue to drive awareness about the KZN South Coast beaches being open with 

safe bathing conditions in terms of the water quality and highest number of blue flag 

beaches in KZN. 

Å Maximise exposure for the sardine run highlighting the reasons why the KZN South 

Coast is the best place to be for the spectacle. 

Å Expand the geographical footprint by supporting the tourism experiences in rural 

communities. 

Å Increase the number of visitors to the KZN South Coast and increase the length of 

their stay with the #extendyourstay campaign.  

Å Build on the KZN South Coastôs reputation as an accessible, year-round destination 

with great subtropical weather. 

Å Showcase the rich cultural and heritage offerings. 

Å Position the KZN South Coast as a value for money, top family destination.  

 

The following marketing elements were harnessed to maximise marketing efforts: 

¶ Social Media  

¶ Public Relations  

¶ Fam Trips  

¶ VIC Portal  

¶ Newsletter  

 

Brand Positioning 

The following adverts showing the diverse experiences were placed during quarter 1,  

¶ Travel Ideas 

¶ Safari Africa 

¶ Talking Point adverts on the social media platforms 
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Advertising: 
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Seasonal Campaigns 

Winter Campaign 

The campaign spoke to revealing hidden strengths, beauty, and potential in the area, and 

reinforces tourists and investors rediscovering the KZN South Coast.  The focus was to 

promote the KZN South Coast as a premier beach destination, highlighting the fact that we 

retain the highest number of Blue Flag Beaches in the province, with abundant outdoor 

adventure experiences on land and in the water.  The Sardine Run was a major drawcard for 

the winter tourism season.   

 

Spring Campaign 

The focus was on September as the Heritage and Tourism Month allowing us to feature the 

great hinterland tours and experiences.  

Theme:  The theme for the Tourism Month focused on the UNWTO theme ñTourism and Green 

Investmentò ï investing in people, planet, and prosperity.  

Target Audience: Leisure Travel, families, adventures seekers and nature lovers 

 

Due to financial constraints, we were unable to place adverts in Q1.   However, we manage 

to spread the message through social media by creating short clips which focussed on our 

unique selling points. 

 

Sample of Digital Adverts on Social Media platforms: 
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Tourism & Investment Local Awareness Campaign 

The Tourism awareness messaging focused on the Tourism Month, being Spring holiday 

ready and commending the work done by Tidy Towns which all contributes to boosting tourism 

and investment on the KZN South Coast.  

Messaging: The KZN South Coast is ready to welcome visitors to our many beaches which 

are open and safe for bathing. With tourism the lifeblood of our economy, and every visitor a 

potential investor, we all play important roles as ambassadors for this beautiful region. To 

create a more resilient economy, now is the time to #buylocal ï and to encourage visitors to 

support this dynamic KZN South Coast initiative too! 

Focus: Tourism Month, Spring Ready, Clean Up/Tidy Towns, Letôs Buy Local and support 

each other! 

Hashtags: #buylocal #kznsouthcoast #supportlocal #thinklocal  

Target Audience: KZN South Coast Residents and Consumers, Business Owners & Tourism 

Operators 

#extendyourstay campaign. 

Promoting the KZN South Coast as a year-round holiday destination is vital for our tourism 

economy. This continues to be supported through the #extendyourstay digital campaign which 

showcases our óMember Specialsô on the destination site as well as social media posts. Peak 

times like the Easter holidays and public holidays are ideal for encouraging extended vacation 

time.  

 

Campaign Rollout: 

¶ Advertising: Tourist Friendly Awareness Campaign Advert across all social media 

platforms. 

¶ Public Relations: press releases were issued highlighting diverse activities and 

attractions to encourage residents and businesses to #BuyLocal  
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Digital Advertising on social media 
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Trade and Media Fam Trips  

Beach to Beach Hike - 23 June 2023 

Media representatives, tour guides and other stakeholders were invited to experience part of 

the 38km Beach-to-Beach Adventure Hike at the official launch on 23 June. This is a guided 

hike starting from Port Edward to St Michaelôs beaches and was launched to coincide with our 

world-famous Sardine Run as well as the annual humpback whale migration.  The journey 

starts with the Sao Joao Portuguese Monument before heading to Glenmore Beach where the 

remains of the Nightingale Shipwreck can be viewed. Hikers cross the beaches, lagoons, 

estuaries, coastal forests and grasslands, with sightings of animals and seabirds. There are 

several Blue Flag Beaches on the route, as well as one of our three Marine Protected Areas  
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Walk4Africa Fam Trip - 20 July 2023 

We were delighted to welcome The Fossil (aka Desmond Langkilde) and his rescue husky, 

Jaxx, from Walk4Africa.org who are on a charity expedition raising funds for the SPCA and 

Husky Rescue South Africa. They stopped in at The Waffle House in Ramsgate on 20 July, 

which is renowned for its delicious waffles and for being a pet-friendly establishment.  

 

 

 

South Coast Culinary Experience and Cappelloôs Port Shepstone Grand Media Fam Trip 

- 26 and 27 August 

We played host to local media while celebrating the launch of Cappelloôs Restaurant in Port 

Shepstone on 26 and 27 August. This media fam trip, organised by TKZN, was an opportunity 

to showcase both our tourism and investment offerings.  

 

https://walk4africa.org/
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Trade Shows and Exhibitions 

Southern African Association for the Conference Industry (SAACI) Congress 

The SAACI Annual National Congress 2023 took place in Addo in the Eastern Cape from 30 

July to 1 August.  SAACI is a governing body to improve the standards in conference facilities, 

meeting venues and allied services within Southern Africa to improve its global competitive 

advantage with both local and international conference buyers.  The professional association 

promotes sustainability within the business events industry in Southern Africa.   As a 

Destination Management Organization, SCTIE is a member of SAACI and the attendance of 

SAACI Congress is listed in the APP.  Unfortunately, due to financial constraints SCTIE was 

unable to attend. 
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Quarterly Newsletter 

A newsletter was prepared and sent out on 29 May 2023 to members and key stakeholders 

highlighting marketing developments and material. 

 

 

¶ The newsletter was sent to   773 

¶ Number Bounced Back:     04 

¶ Delivered to      769 

¶ Number opened:    195 
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Media Exposure 

Press Releases 

1. The Sardine Run has arrived on the KZN South Coast ï donôt miss any of the action! 

ï 12 June 2023 

2. Uncover hidden gems along the KZN South Coast shoreline with the new Beach-to-

Beach Adventure Hike ï 27 June 2023  

3. Get to the KZN South Coast for the best winter holiday activities and fun! ï 29 June 

2023 

4. Uncover ocean adventure on the KZN South Coast as the Sardine Run action 

continues! ï 28 July 2023 

5. Uncover some of the best school tour attractions on the KZN South Coast ï 10 August 

2023  

6. Uncover the best musical entertainment at the Ugu Maskandi Music Festival 2023 ï 

14 August 2023  

7. 9 Reasons KZN South Coast is Worth Celebrating this Tourism Month ï 21 August 

2023  

8. International film stars head to the KZN South Coast for the 11th Ugu International 

Film Festival ï 29 August 2023  

9. Boost for tourism and job creation with launch of CAppello on the KZN South Coast ï 

30 August 2023  

10. Uncover diverse outdoor adventures on the KZN South Coast this spring! ï 01 

September 2023  

 

Press releases generated coverage from the following radio stations: 

Platform Date Topic 

ENCA 13 June 2023 Fishermen flock South Coast 

East Coast Radio 13 June 2023 Tourism officials on the KZN South Coast prepare 

for influx of visitors 

Hot 102 FM 13 June 2023 Sardine Run 

Lotus FM 14 June 2023 Sardine Run 

SABC News 14 June 2023 Sardine Run in full swing along KZN Coast 
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Press releases generated coverage clippings from the following publications: 
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