2010 NATIONAL COMMUNICATION PARTNERSHIP

The right to host the 2010 World Cup brings South Africa a unique opportunity that extends well beyond football. The 2010 Tournament itself is FIFA’s event and there are many obligations South Africa must perform on FIFA’s behalf. But there is also much that we can do to take advantage of this opportunity of a lifetime to express and further build unity and pride amongst South Africans; to inspire our youth; to market the country to the world; and to create a communication climate that helps use this chance to speed up development and expand opportunities. 

The 2010 National Communication Partnership initiative is premised on the need for a joint effort around 2010 of communicators across society and in all the many creative and communication disciplines. 

This is both for 2010 itself and because the link between 2010, how we see ourselves and how others see our country and continent can make preparations for 2010 and the event itself a catalyst in the articulation of a vision that unites all of society around common development goals. 

It is informed by an understanding that the country’s communicators do feel a common responsibility to help meet the challenge of translating the unprecedented confluence of encouraging possibilities in our country’s development into united action and of improving our external image and world positioning (and those of Africa). 

The 2010 National Communication Partnership is a partnership of government and private sector communicators who will be working through the International Marketing Council (IMC) and Government Communications (GCIS) in consultation with organisations in the public and private sectors such as the 2010 FIFA World Cup South Africa Local Organising Committee, SA Tourism, and other stakeholders to promote co-ordinated local and international communication to maximise the benefit of hosting 2010, beyond football. It was launched in November 2005, but is only now assuming a public profile following the 2006 FIFA World Cup in Germany. 

Its function is to provide a vision or framework which becomes a point of reference for all who engage in communication in the period leading up to 2010. Its stakeholders are not the broad public but the communicators in their various sectors and formations who communicate directly with the public.
The core message in the current phase derives from that of our bid: 

“Africa’s time has come – South Africa is ready”

Consistent branding will be premised on the brand essence of BrandSA, as developed by the International Marketing Council. 

COMMUNICATION OBJECTIVES OF THE PARTNERSHIP

A national, nation building perspective – using 2010 to articulate a vision of the nation we want to be, and as a catalyst to becoming that nation and achieving our long-term development goals. 

African World Cup – communicating 2010 as an African World Cup, building African solidarity, and working with the rest of Africa as part of international marketing to improve the image of the continent and to promote the region and beyond. 

Leverage for marketing and accelerated development – enhancing development efforts through investment promotion; international marketing; tourism and government programmes. 

Mobilising the nation – mobilising South Africans in all their sectors in preparation for 2010 and as hosts.

Creating a favourable environment – setting the agenda of public discourse concerning South Africa and Africa for a communication environment favourable to the achievement of our objectives.

Learning from the communication experience of others – the experience of other countries hosting major events like this has important communications lessons for us if married with our own perspective and character. 

STRUCTURES

The partnership is championed by a Core Group of activist members broadly reflective of sectors represented by the International Marketing Council, Advertisers, Marketers, Parastatals, Media, market research and Government. It will have effective linkages with the LOC and SAFA. A Task Team drawn from the Core Group drives the process between Core Group meetings.

Periodic consultative workshops serve as a focus for sustaining coherence and coordination through exchange of information and sharing of strategy and plans. The formation of sectoral and discipline groupings within the framework of the partnership is encouraged and the Task Team engages with stakeholder sectors.

