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1.

INTRODUCTION

Kayamandi Development Services (Pty) LTD was appointed by the Frances Baard District Municipality
(further referred to as the Frances Baard DM) to formulate a Marketing and Investment Strategy for the
Frances Baard DM with a focus on promoting integrated and sustainable development in the local
economy.
This Section of the report makes reference to:
Study area
Project background
Goal and composition of the investment strategy
Guiding policies and strategies
Report structure
1.1 STUDY AREA
The Frances Baard District Municipality (DM) is one of five District Municipalities located in the Northern
Cape Province. It is located in the western interior of the country and in the far western portion of the
Province (see Diagram 1.1 below). The Frances Baard DM is bordered by the DM’s of John Taolo
Gaetsewe, Siyanda and Pixley ka Seme to the west and the north. The Frances Baard DM shares its
northern border with the North West Provinces and its eastern border with the Free State. National
roads link the Frances Baard District with countries such as Botswana, Namibia and Lesotho. The
Frances Baard DM consists of four Local Municipalities (LM’s) and a District Management Area (DMA),
these are as follows:

FRANCES BAARD
DISTRICT
MUNICIPALITY

Phokwane LM

Dikgatlong LM

Magareng LM

Sol Plaatje LM

DMA

Main town
Hartswater

Main town
Barkly West

Main town
Warrenton

Main town
Kimberley

Main town
Koopmansfontein

The Frances Baard District is the smallest DM in the Province covering a geographical area of
approximately 12,300 km².
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Diagram 1.1: Study area

Frances Baard
District Municipality

1.2 PROJECT BACKGROUND
Given the key sectors and outcomes of both the Northern Cape Provincial Growth and Development
Strategy (PGDS) and the Frances Baard DM GDS the need for a Marketing Strategy has arisen, that
capitalizes on the local strengths while taking advantage of global trends and opportunities.
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This marketing and Investment strategy is prepared in conjunction with a business investment guide.
The aim of this study is thus twofold. The aim of the Marketing and Investment Strategy is to draw up an
implementation plan with development facilitation actions to enable the District to embark on a focused
and targeted marketing process to pro-actively attract investors. Whereas the aim of the business
investment guide (see separate document) is to compile investment opportunities for potential
investors which can be utilised by the Frances Baard DM and the Local Municipalities to entice investors
to do business in the area.
1.3 GOAL AND COMPOSITION OF THE INVESTMENT STRATEGY
The goal of the Frances Baard DM investment guide and strategy is to formulate guidelines for the
Frances Baard DM for retaining the existing businesses, assisting in their expansion, and attracting new
investment.
In order to achieve the above goal, the Investment Guide and Strategy encompasses the following:
Marketing analysis: a review of secondary documentation and data sources such as Provincial,
District and Local Local Economic Development Plans (LEDs), Integrated Development Plans (IDPs),
Spatial Development Frameworks (SDFs), Growth and Development Strategies (GDS), etc as well as
marketing materials, resources and strategies with the aim of identifying the need for a District level
marketing and investment strategy. A review of the current marketing institutional and
organisational structure of Frances Baard DM and the LMs is also included to determine the state of
readiness to implement a marketing strategy.
Marketing materials: marketing information containing attractiveness and competitiveness of the
Frances Baard DM for the aim of potential investors. The marketing information contains the
marketing investment environment of each sector with priority projects and potential investment
opportunities to entice potential investors. The marketing information contains write-ups of all the
aspects that potential investors would need to know and understand with regards to doing business
in Frances Baard DM such as:
 access to land,
 place marketing,
 infrastructure base,
 government support,
 business premises,
 business support,
 labour force,
 risks,
 market accessibility,
 strategic resources,
 incentives,
 raw materials,
 supporting services,
 logistics platforms, etc
 agglomeration economies,
Marketing and investment strategy: Formulation of vision, strategic thrusts, strategies, programmes,
and projects required in order to be able to realise the vision. Target markets, marketing messages,
competitor review as well as inward and outward missions and appropriate mechanisms for public
relations are included.
Implementation plan and monitoring system: provision is made for the monitoring (and timeous
adjustment) of the achievement of the strategies programmes and projects and associated allocation
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of resources. The phasing mechanism for implementation of marketing actions is outlined. This
includes determining the role of the various actors in the marketing and investment efforts and
developing a capacity building work plan for officials. The financial/funding mechanisms to support
implementation are identified and key performance indicators are defined for monitoring and
evaluation.
Overall, the implementation of the investment strategy and marketing information provides the
following benefits:
A clear understanding of the area’s potential.
Assist in raising the awareness among potential investors of the Frances Baard DM.
Create a working relationship between public sector and local businesses.
Improve regulatory environment of the District with regard to support of local SMMEs and large
companies.
1.4 GUIDING POLICIES AND STRATEGIES
The relevant national, provincial and local strategic and/or policy documents with which this Investment
and Marketing Strategy is aligned, are:
Key National policies and strategies

Accelerated and Shared Growth Initiative for South Africa (ASGISA)

National Industrial Policy Framework and Action Plan (NIPF)

Integrated Manufacturing Strategy (IMS)

National Spatial Development Perspective (NSDP)

Regional Industrial Development Strategy (RIDS)

The Micro-Economic Reform Strategy (MERS)
Key Provincial policies and strategies

Northern Cape Provincial Growth and Development Strategy (NCPGDS)

Northern Cape Integrated Development Plan (NCIDP)

Northern Cape LED (NCLED)

Northern Cape agriculture and agro processing strategy

Northern Cape Manufacturing Strategy

Northern Cape mining and minerals sector strategy

Northern Cape Human Resources Development Strategy (HRDS)

Northern Cape Provincial review 2009

Northern Cape Tourism Master plan

Northern Cape Service Delivery Improvement Plan

Northern Cape Province Jewellery Hub Feasibility Study
Key District and local policies and strategies

Frances Baard DM Growth and Development Strategy

Frances Baard Integrated Development Plan
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Frances Baard Consolidated LED Strategy
Frances Baard Khulis Umnotho LED strategy
Frances Baard Spatial Development Framework
Dikgatlong Integrated Development Plan (IDP), Dikgatlong Integrated LED Programme (LED),
Dikgatlong Spatial Development Framework (SDF)
Phokwane LM IDP, Phokwane LED, Phokwane SDF
Magareng LM IDP, Magareng SDF, Magareng Economic Regeneration and Marketing Strategy
Sol Plaatje LM IDP, Sol Plaatje LED, Sol Plaatje LED Review, Sol Plaatje SDF

The current strategic development context and policy environment for the Northern Cape is
characterized by a strong focus on development. Both National and Provincial government is placing
great emphasis on the development of large-scale manufacturing activities and to promote investment
in these sectors. Tourism development is another strong focus area and localities are encouraged to
utilize and market their unique attributes and to invest in the local tourism sector.
Efforts are also being intensified to address unemployment and the shortage of skills in the country.
These are priority issues in all national, provincial and local development strategies.
The Frances Baard Marketing and Investment Strategy needs to take the priorities identified in the
aforementioned strategies into account and focus on the development and facilitation of activities that
increase value addition to primary commodities and promote a broader-based and labour-absorbing
industrialization path. The unique strengths and attributes of the area need to be utilized to its full
potential and greater awareness created in order to attract both domestic and foreign investors.
1.5 REPORT STRUCTURE
Aside from this introductory Section, the remainder of this report is structured into the following
Sections:
Section 2: Investment support framework
Section 3: Investment Promotion Strategy
Section 4: Marketing strategy
Section 5: Implementation plan
Section 6: Conclusion
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2.

INVESTMENT SUPPORT FRAMEWORK

The purpose of this Section is to review the investment support framework in the Frances Baard DM.
This Section is aimed at analysing the capability of the Local Municipalities in supporting local businesses
and attracting new investment, as well as reviewing the current support received by local governments
in the Frances Baard DM.
This Section includes analysis of the following aspects:
Local investment promotion capacity overview
Existing business support frameworks and bodies
Business associations and networks
2.1 LOCAL INVESTMENT PROMOTION CAPACITY OVERVIEW
This sub-section reviews the capacity of the Frances Baard DM and it Local Municipalities with regard to
investment promotion and Local Economic Development (LED) implementation and entails an
evaluation of:
Current organisational structures and personnel
Marketing and LED budget
Marketing capacity, materials and marketing drives
2.1.1 CURRENT ORGANISATIONAL STRUCTURES AND PERSONNEL
The below Table provides a detailed description of the organisational structures of the municipalities
with specific reference to marketing and LED.
Table 2.1: Marketing and LED organisational structure
Municipality

Frances Baard DM

LED/Marketing organisational structure
The District is constituted out of four directorates under the Municipal
Manager, namely:
Directorate Finance
Directorate Administration
Directorate Planning and Development
Directorate Technical Services
The District LED Unit falls under the Planning and Development
Directorate. This Directorate is constituted by the following four units:
Town planning
IDP
Geographical Information Systems (GIS)
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LED
Within the LED unit there are the following personnel:
LED manager: with an advance Diploma in Public Management
Tourism officer: with certificates in project management and
management principles
4 Tourism clerks: with the following qualifications
Practical project management, responsible tourism, planning
programme, computer programmes, professional client
service delivery programme
B.Tech Degree in Tourism
Basic project management certificate
Cleaner/tea lady
In other words there is a cleaner, four tourism clerks, a tourism officer,
and the LED Manager. Furthermore, the Northern Cape Department of
Economic Affairs has deployed an official to support the District in its
initiatives. The District currently has three vacancies.
The Frances Baard DM in a partnership with the University of South Africa
(UNISA) has also started a project where the District Municipality deploys
young graduates to the various local municipalities within the District to
give hands-on LED support to the local municipalities. It is hoped that the
local municipalities will retain the graduates and offer them full time
employment.
Capacity in terms of manpower or staff allocation between tourism and
LED is however not ideal and a more equal spread is desired.
The LED unit of the Frances Baard DM has a LED forum. The LED forum has
the following representatives:
Mining sector roleplayers
Business Chambers
Education sector
Agriculture sector
Tourism sector
Funding organisations
Services sector
Infrastructure sector
Department sectors
The LED Forum has been described as having regular quarterly meetings
as well as adhoc meetings when the need arises. However, the LED forum
requires revitalization, as currently limited mining and agriculture sector
roleplayers attend. Regular attendance is only by government
departments, with the exception of the Local Municipalities who show
poor attendance to the District LED forum as a result of capacity
7
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constraints. The challenge with regards to the LED forum is that the
roleplayers do not see the direct benefit and as a result after having
attended LED Forum meetings once or twice do not come again.
Neither the LED unit nor any of the other Departments in the Frances
Baard DM have a dedicated marketing division or personnel.
The District has recently appointed a consultant to apply for funds to
establish a District Development Agency. The District anticipates that the
proposed Development Agency be involved in marketing the District.
The Dikgatlong LM does not have a LED unit. Currently the LED/IDP
manager which is responsible for LED is jointly responsible for IDP and
corporate services. The manager has a matric certificate and short courses
in LED, project manager, leadership, etc.
Dikgatlong LM

Dikgatlong LM does not have an LED forum. It has been attempted to set
up such a forum but roleplayers are reported to attend one or two
meetings and when they see no immediate results or benefits they lose
interest.
The LM does however make use of local farmer corporations and the
Northern Cape Chamber of Commerce and Industry (NOCCI).
Directly under the municipal manager one of the Directorates is LED and
Planning which consists of:
The head of LED and planning
IDP unit
LED division

Magareng LM

The LED and Planning Department is responsible for Local Economic
Development, marketing, investment attraction, job creation and poverty
alleviation, SMME development and promotion, tourism development
and promotion, IDP, youth advisory centre, land acquisition and disposal,
the compilation of policies and planning documents, arrangements for
campaigns and promotions. Currently the head of LED and Planning is
undertaking LED and marketing for the municipality. There is no dedicated
LED or marketing staff, nor is there an official LED unit.
The LED division has the following posts:
LED manager – currently vacant
SMME officer – currently vacant
Tourism officer – currently vacant
In service students – 5 temporary students
Magareng LM used to have a LED forum, however currently they make use
of the IDP forum members and various ratepayers associations and
NOCCI.

8

FRANCES BAARD DISTRICT - INVESTMENT AND MARKETING STRATEGY- FINAL DRAFT

Sol Plaatje LM has 5 directorates directly reporting to the Municipal
Manager, namely:
Finance
Corporate services
Community services
Infrastructure
Strategic Economic Development and Planning
Under Strategic Economic Development and Planning there are 3 units:
Town planning
Urban renewal
LED
The LED unit has the following staff:
Tourism promotion – 4 full-time staff
Area based manager (previously CBD manager) = currently vacant
SMME development – 8 full-time staff
Investment promotion - 1 full-time staff
Temporary in service students – 4 students
Sol Plaatje LM does not have a LED forum.
Sol Plaatje LM

Sol Plaatje is the only municipality in the District that has one person
dedicated to marketing namely the investment promoter.
Sol Plaatje LM also has an economonitor which gives Management and
Council of Sol Plaatje Municipality consistent, accurate and timely data
and estimates on everything Sol Plaatje needs to know to make more
effective regional business decisions and also to assist in identifying
programmes which are achieving the set objectives as per IDP, and
improve on those that are not working. It is a unique analytical tool
providing reliable data on market size and potential for key markets and
economy in Sol Plaatje Municipality developed by Global Insights.
It is also relevant to note that Sol Plaatje LM is in process of constructing
an SMME village in Galeshewe. The intention is that 80% of the space be
availed to house SMMEs in the light manufacturing sector. The village will
use an incubation model where the SMMEs will receive business
management and process support until a point of sustainability upon
which they will exit the village. The total cost of the project is R12million.
This initiative is a partnership between the Sol Plaatje Municipality, the
Department of Housing and Local Government, and the National Treasury.
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Phokwane LM does not have a LED Unit, but only one LED post which falls
under the Development and Planning Directorate under the management
of the IDP and LED manager. The LED manager is also responsible for
corporate services.
Phokwane LM
Phokwane LM does not have an active LED forum, although they do have
community participation.
Phokwane LM does not have a separate marketing division.
Table 2.2 below provides a summary of the staff component of LED in the municipalities.
Table 2.2: Summary of Marketing and LED staff
Component

Frances
Baard DM

Dikgatlong
LM

Magareng
LM

No LED Unit

No LED Unit

Sol Plaatje
LM

Phokwane
LM
No LED Unit

Number of posts in LED
Unit

7

1 LED
manager

1 LED
manager

13

1 LED
manager

Number of vacant posts

3

0

0

1

0

Number of posts
dedicated to
marketing/investment

0

0

0

1

0

Number of temporary
support staff deployed

1

6

5

4

5

Yes meet
quarterly

No

No

No

No

LED Forum

The important observation flowing out of the institutional profile is that the few staff in the local
municipalities, with the exception of Sol Plaatje LM and the Frances Baard DM, points to a lack of
capacity to implement ambitious LED and marketing and investment programmes and projects,
especially when these initiatives fall outside the scope of normal routine municipal service delivery.
Within the Frances Baard DM there is only one person dedicated to LED implementation namely the LED
Manager. There is thus not sufficient staff to address LED issues and promote LED projects. In the
Magareng LM all of the LED unit posts are currently vacant and hence no LED implementation capacity
exists. Both the Dikgatlong LM, Phokwane LM and Magareng LM do not have a dedicated LED unit and
the managers responsible for LED often have to share this responsibility with IDP, corporate services,
etc. Sol Plaatje LM has sufficient staff.
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With the exception of the Frances Baard District, none of the LMs have LED forums and many currently
go to NOCCI for business advice. It has been noted that there is confusion of the LED Roles of the DM
versus the LED Roles of Local Municipalities at a local level which has lead to unrealistic expectations of
the DM.

Only the Sol Plaatje LM has a dedicated investment promoter.
2.1.1 MARKETING AND LED BUDGET
The below Table provides the latest budget of the Frances Baard DM’s LED Unit.
Table 2.3: Frances Baard DM LED Unit Budget and projects
Activity

Description

2009/10
estimate

2011/2012
estimate

LED PROJECTS

LED capacity
building and
value adding and
product
beneficiation.
LED projects with
business plans.

LED
development
and value
adding

Dikgatlong tannery plant
operational plan

R100 000

R80 000

R60 000

Phokwane Biotech review
business plan

R100 000

R80 000

R60 000

Magareng vegetable
processing operational plan

R100 000

R80 000

R60 000

Mining beneficiation (MOA
between Dept. of Economic
Affairs and FBDM)

R80 000

R60 000

Sol Plaatje Call Centre Council
resolution

R80 000

R60 000

R500 000

R500 000

Implementation of the LED
investment and Marketing
strategy (strategy 09/10,
implementation 10/11)
DMA Goat farming BP

LED capacity
building and
value adding and
product
beneficiation
Establishment of
entrepreneurs
with Higher
Learning
11

2010/11
estimate

Magareng small scale
agriculture development
amend BP
Dikgatlong beneficiation of
SMME
Youth Entrepreneurial
Development Project. 28
unemployed graduates to
participate in program over a 3
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Activity
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institutions

Description

2010/11
estimate

2011/2012
estimate

year period
Stipends at R1500 per month
for 12 months
Administration at R200/month
for 12 months
Implementation of the DGDS

LED Capacity
building and
value adding and
product
beneficiation

2009/10
estimate

R504 000

R504 000

R67 200

R74 000

R82 000

R100 000

R500 000

R500 000

R971 200

R2 078 000

R1 432 000

Dikgatlong – Bokamosa
Pebbles Project Business Plan
Dikgatlong –Reetsanang Food
Security Gardens (vegetable
project)
Phokwane brick making
project Business Plan
FBDM BEE Manufacturing
Centre (Dept. of Economic
Affairs) Planning and
upgrading of facility and
Business Plan.

TOTAL

TOURISM / PUBLICITY PROJECTS
Establish tourism information
centre in Magareng

R65 000

Once off

Once off

Establish tourism information
centre in Phokwane

R73 000

Once off

Once off

Establish tourism information
centre in Dikgatlong

R95 000

Once off

Once off

FBDM tourism
strategy
implementation

Tourism strategy planning and
Business Plan and
implementation

R100 000

R500 000

R500 000

Tourism month
celebrations

Tourism schools business plan
competition (annual)

R100 000

R100 000

R100 000

Outreach
program

Farming/demonstration co-op

R20 000

R20 000

R20 000

Tourism product
owners meetings

To inform product owners of
the planned activities of the
Unit. Quarterly basis

R20 000

R20 000

R20 000

Development
and promotion
of tourism
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Activity
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Description

2009/10
estimate

2010/11
estimate

2011/2012
estimate

Indaba trade
expo

To promote and market the
region on a national and
international level

Know your
region campaign

Working tour: for councilors
to observe current projects
and learn about region
(transport and catering)

N12 treasure
route
contribution

As per council resolution

R20 000

R20 000

R20 000

NCTA marketers
meetings

Held once in every tourism
region of the province

R15 000

R15 000

R15 000

Product owners’
Development

SMMEs that are going to
exhibit need to be graded as
per the direct of the Dept. of
Tourism. CIPRO, SARS checks,
etc

R10 000

R12 000

R15 000

Flagship
information
centre

Done in partnership with
Dept. of Tourism,
environment and
Conservation (as per council
resolution)

R300 000

Once off

Once off

2010 public
viewing areas

For the 2010 Soccer World Cup

R573 000

Once off

Once off

2010 business
plan / SMME
support

Stalls, hawkers, security, etc

R20 000

Once off

Once off

Advertising

To GO to Magazine, Kimberley
Meander Magazine, and
advertising tourist attractions,
destinations and products in
the FBD with local advertisers.

R250 000

R262 500

R275 625

National tourism
day celebrations

Activity held by NCTA

R7 000

R8 000

R9 000

Provincial
tourism day
celebrations

Activity held by Department
of Tourism

R7 000

R8 000

R9 000

Gariep festival

Advertising of Regional
Material and Products

R35 000

R40 000

R45 000

R100 000

R120 000

R130 000

Included in transport and catering budget
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Activity

Description

2009/10
estimate

2010/11
estimate

2011/2012
estimate

N12 promotion

Campaign for marketing of
Regional material and
products (council resolution)

R40 000

R45 000

R50 000

Gariep
kunstefees

Gariep kunstefees donation

R100 000

R100 000

R100 000

Tourism / LED
SMME Expo

Exhibition of local SMME
products

R100 000

R150 000

R200 000

R2 050 000

R 1 420 500

R1 508 625

R135 000

R135 000

R575 483

R610 784

R676 506

R3 596 683

R4 109 284

R3 617 131

TOTAL

GRANTS
NCTA
grant

support

Promotion of tourism in the
Northern Cape

R135 000

OTHER OPERATIONAL

TOTAL

GRAND TOTAL

Rental, first aid equipment,
general expenses, personal
benefits, property
management, books and
publications, stationery,
telephone, motor vehicle
usage, entertainment and
accommodation for hosting
and attending eetings/events

As is evident from the above Table, the LED Unit has an approximately R4 million per annum,
approximately half of which is reportedly operational expenditure.
The Frances Baard DM indicated that it has approximately R250 000 per annum available for each of
the LM (thus a total or R1 million) for project implementation. The following are some of the projects
budgeted for:
Dikgatlong tannery plant operational plan
Phokwane Biotech review business plan
Magareng vegetable processing operational plan
Mining beneficiation (MOA between Dept. of Economic Affairs and FBDM)
Sol Plaatje Call Centre Council resolution
DMA Goat farming business plans
Magareng small scale agriculture development amend BP
Dikgatlong beneficiation of SMME
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Dikgatlong – Bokamosa Pebbles Project Business Plan
Dikgatlong –Reetsanang Food Security Gardens (vegetable project)
Phokwane brick making project Business Plan
FBDM BEE Manufacturing Centre (Dept. of Economic Affairs) Planning and upgrading of facility and
Business Plan.
Establish tourism information centre in Magareng
Establish tourism information centre in Phokwane
Establish tourism information centre in Dikgatlong
This budget however mostly rolls-over due to lack of implementation at local municipality level. Which is
why in the next financial years, the District has only budgeted R100,000 for each of the local
municipalities (except Sol Plaatje LM) with a total implementation budget thus totaling R300,000 per
annum. The remainder of the funds are currently being utilised for tourism promotion and development
related to the 2010 World Cup.
The following annual meetings are held by the FBDM LED unit:
4 LED forums
4 tourism product owners meetings
4 LED capacity building meetings
4 tourism capacity building meetings
The following are attended by FBDM LED unit:
6 Provincial LED Forum
4 NC Provincial planning forum
4 EPWP meetings
4 N12 Treasure Route meetings
4 NCTA Marketers meetings
Khulis Umnotho project
Unisa meetings
Durban Indaba
Provincial tourism day celebrations
Gauteng Nepad Summit
National Tourism day celebrations
Furthermore, according to the Frances Baard District Municipality Annual Report 2007/2008 under
spending occurred in respect of special projects in the Local Economic Development Unit to the value of
R1.41 million versus the approved budged of R3.15 million.
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It is relevant to note that the Frances Baard District has budgeted an amount of
R500 000 per annum
for the next two financial years which can be utilised for the
Implementation of this LED Investment and Marketing strategy.
It is also relevant to take note of the following promotional projects or drives budgeted for by the
Frances Baard District:
Establishment of tourism information centres: Dikgatlong, Phokwane, Magareng and Flagship
information centre
Expos: Indaba trade expo, know your region campaign for councilors, Gauteng NEPAD Summit,
National Tourism Day celebrations, Provincial tourism day celebrations, Gariep festival
Local product promotion: Tourism/LED SMME Expo, N12 promotion, NCTA support grant for
promotion of tourism in the Northern Cape
Advertising: To GO to Magazine and Kimberley Meander
2.1.3 MARKETING CAPACITY, MATERIALS AND MARKETING DRIVES
The below Table provides more detailed information regarding the investment promotion capacity of
the Frances Baard DM and the Local Municipalities.
Table 2.4: Municipalities’ investment promotion capacity review
Component

Investment
Promotion
Centre

Frances
Baard DM

No

Dikgatlong
LM

Magareng
LM

Sol Plaatje
LM

Phokwane LM

No

No

No, but Sol
Plaatje LM
has a
dedicated
investment
promoter

No

LED 2003

LED and
marketing
strategy
2005

LED 2004
and 2008
LED review

LED 2004

2006 Led
Strategy

LED/Marketing
Strategy

Khulis
Umnotho
review 2009
NC LED 2009
Marketing
strategy
currently being
undertaken
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Component

Incentive
Package

Frances
Baard DM

Dikgatlong
LM

Magareng
LM

Sol Plaatje
LM

None

No,
although
Magareng
LM has
investment
guidelines
as part of
LED and
marketing
strategy

Yes has
incentive
strategy but
this is not
yet council
approved.

No, although Phokwane
LM has an investment
promotion package
(generic) as part of the
LED.

No

No

No

No

In process
of being
activated

No

Yes

Planned for next financial
year

No

No

No

No

No

Durban Indaba
annually

Attend
Northern
Cape Expo
(Diamante
en Doorings
expo)

Mayor
hosts local
business
breakfasts.

None

ToGOto
magazine
advertisement.

Promotional
material

Kimberley
meander.
Brochures.

Yes

Website

Database of
potential
investors

Marketing
Activities/drives

However, the
website
contains
limited
information
required by
potential
investors

Gauteng
NEPAD summit
ToGOto
magazine
Kimberley
meander.
Xhariep
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Phokwane LM

Showcases
exceptional
art and
talent at

No

Attend
trade
shows
organised
through
the District

Attend
trade shows
organized
through the
District.

Advertised on the Kyknet
TV programme a few years
ago.
Local business listings on:
www.vaalharts.com
Local trade shows such as
the Magogo agriculture
show

FRANCES BAARD DISTRICT - INVESTMENT AND MARKETING STRATEGY- FINAL DRAFT

Component

Frances
Baard DM

Dikgatlong
LM

Magareng
LM

festival

annual
District
Stalls.

Attend
Northern
Cape Expo.

Northern Cape
Expo
(Diamante en
Doorings expo)

Phokwane LM
NK RPO (Rooivleis
Produsente Organisasie /
Red Meat Organisation)
hosts a annual red meat
event.

Planning also
to stage own
show/indaba
to afford local
SMMEs an
opportunity to
exhibit their
own products.
YES

Budget for LED
project
implementation

Budget for
marketing

R250 000 per
annum per
local
municipality
available
Approximately
R250 000 per
annum for
advertising

How are
budgets
allocated

R1.6 million
No

No

No

No

R75 000
over 5 years
from S&LP

No

No

No

Incremental set-up not informed by needs or performance

Lack of
attendance
from LMs at
LED forum

Main
challenges

Poor
relationship
with NC
Development
Agency
Beneficiation
outside of
District mostly

Lack of
serviced
industrial
space
Land claims
Reducing
population
Many areas
are mining
sector
dependent

Water and
electricity
Lack of
public land
Sewer
capacity
constraints

Source: Interviews with the selected LMs during June 2008
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Sol Plaatje
LM

Moratorium
on sale of
public land.
Insufficient
public land
available.
Water and
electricity

Lack of capacity and funds
for maintenance of
government supported
projects.
Water and electricity
Limited to no vacant
serviced industrial space.
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As is noted from the above there is a lack of capacity to undertake research, draw up marketing
materials, undertake investment promotion and project implementation, etc. The only municipality with
a dedicated person to undertake marketing and investment promotion is the Sol Plaatje LM, and not a
single Municipality has a database of potential investors. At the same time, Local Municipalities are
lacking promotional material, and their marketing activities are generally limited to the organisation of
local shows, markets, and Indabas.
Discussions with the Northern Cape Department of Economic Affairs revealed that in many cases,
Frances Baard DM representatives form part of the outward and inward trade and investment missions
of the Province. During these missions, potential projects are marketed. Information regarding potential
projects is usually collected from the LED Strategies of the Local Municipalities and the District
Municipality. At the same time, potential projects need to be packaged in a business plan format, which
is not usually possible for all projects identified in the LED Strategy due to the financial constraint.
Ideally Local Municipalities should be formulating the business plans themselves. However, this is not
possible due to the capacity issues at the Local Economic Development units.
Local Municipalities highlighted that in many cases they are understaffed and lack training and expertise
in identifying development opportunities and compiling business plans. They become dependent on the
projects identified within the LED Strategy, which are not always comprehensive or not updated on a
regular basis.
The other issue that was identified as one of the constraints to the Local Municipalities’ abilities to
market the area efficiently is poor communication of the Local Municipalities with other government
spheres and organisations. In general, there seems to be a lack of communication between the Local
Municipalities and provincial departments and organisations, such as the Northern Cape Economic
Development Agency. Many Local Municipalities also indicated that there is no clear communicating
structure between them, the Frances Baard DM, and provincial departments and organisations.
The Magareng LM is the only municipality that has a marketing component in their current Marketing
and Regeneration Strategy (not adopted by Council). However, the information contained mostly relates
to a description of marketing material/tools that can be developed. This contains information on the
following marketing needs for the region with an indication of the information/component
requirements:
Information brochures for the region and municipality
Brochures for different projects
Internet web page
Publications, newspaper articles and advertisements
Events calendar and planning
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With regards to Incentive Packages only Sol Plaatje LM has an Incentive Strategy (still to be adopted by
Council), while Magareng and Phokwane Local Municipalities have investment promotion packages as
part of their LEDs. Details pertaining to these are as follows:
Table 2.5: Incentive packages
Municipality

Magareng LM

Phokwane LM

Incentive scheme/package
The Magareng Marketing and Regeneration strategy contains guiding principles
for the formulation of an Integrated Incentive Scheme (not yet Council approved).
These include:
Discount benefit scheme:
Land prices
Competitive rates
Renting of municipal property
Rebate of municipal service charges
Property rate incentives for new or expanding businesses
Economic development reimbursement incentives
Phokwane LM has an Investment Promotion Package as Annexure 2 of the
Phokwane LED. This contains generic information on Department of Trade and
Industry (DTI) incentive schemes, namely:
Export Promotion Schemes
Competitiveness Fund
Short-Term Export Finance Guarantee Facility
Export marketing and Investment Assistance Schemes (EMIA)
Life Scheme
Duty Credit Certificate Scheme for exporters of textiles and clothing
(DCCS)
Finance for Export of Capital Goods and Services
Rebate provisions
Low interest Rate Scheme for the Promotion of exports
Other Incentive Schemes.
Sector Partnership Fund
Job Scheme
World Player Scheme
General Tourism Scheme
Economic Empowerment Scheme
Technology and Human Resources for Industry Programme (THRIP)
Accelerated Depreciation
Standard Credit Guarantee Scheme
Emerging Entrepreneur Scheme
The strategy indicates that the role of the Phokwane Municipality in investment
promotion and facilitation should include the following:
Creation of a package of local or regional incentives and concessions to attract
and support business activities.
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Maintenance of a lobbying capacity for specific programmes, projects, offices,
facilities and other services that may relocate to the area.
Establishment and maintenance of a regional business inventory and
database, including skills base, public owned land, commercial sites, rental
rates, etc.
Provision of relevant and up-to-date information and analysis on the local
business environment.
Creation of a “fast track process unit” in local government for handling
planning, information and regulatory activities.
Branding and promotion of the area as a centre of excellence in this regard.
Development of an Investor Start-up Pack, as joint venture with the Northern
Cape Department of Finance, Economic Affairs and Tourism.
Joint financing of catalytic projects.
Development of catalytic infrastructural projects
Cooperation in regional marketing initiatives: co-financing, presence in
marketing-cum-study tours and hosting of investment conferences.
Political support and lobbying.

Sol Plaatje LM

Sol Plaatje LM has an Investment Policy Strategy (not yet council approved) which
was developed in June 2008. The incentive targets per target sector are:
Target Sector: Agriculture: niche markets
Desired location: Rural Areas
Municipal incentives approach:
Focus on facilitating access to grant/loan funding offered by Land
Bank (e.g. Agri BEE Fund, MAFISA), Department of Land Affairs
(LRAD and CASP).
Land cost concession on municipal land required for land reform
projects where the aim is commercial agricultural development.
Reduction in municipal service contribution cost (water, electricity,
sewage) – SME start ups in commercial agriculture.
Municipal property rates rebate/exemption – SME start ups in
commercial agriculture.
Target Sector: Manufacturing
Agro-processing, New technologies e.g. solar, brown industries, and
mineral beneficiation
Location: Industrial areas
Municipal incentives approach:
Focus on facilitating access to grant/loan funding offered by DTI and
IDC (e.g. CIF, SIP, entrepreneurial mining and beneficiation scheme,
agro industries development finance).
Land concession on municipal land for new business in industrial
areas.
Reduction in municipal service contribution cost (water, electricity,
sewage) – SME start ups and new firms in target sectors.
Municipal property rates rebate/exemption for new business
investing in industrial areas – SME start ups and new firms in target
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sectors.
Special incentives for ‘pioneer firms’ in line with catalyst industries
(green and brown industries).
Target Sector: Tourism
Heritage, Eco-tourism
Primary location (existing): CBD and big hole
Desired location: Galeshewe, rural areas.
Municipal incentives approach:
Focus on facilitating access to grant/loan funding offered by DTI
(e.g. TEP, SMEDP for tourism, tourism development finance).
Reduction in municipal service contribution cost (water, electricity,
sewage) – for SME start ups investing in emerging tourism nodes
including Galeshewe, Platfontein as well as the rural areas.
Municipal property rates rebate/exemption for SME start ups
investing in emerging tourism nodes including Galeshewe,
Platfontein as well as the rural areas.
Special incentives for ‘pioneer firms’ that will catalyse tourism
development in the municipality.
Target Sector: Services
Professional – including education, retail, medical and ICT, Transport and
logistics
Current Primary location: CBD and residential areas and Industrial areas
Desired location: Galashewe
Municipal incentives approach:
Reduction in municipal service contribution cost (water, electricity,
sewage) – SME start ups in township nodes (retail) and new
transport and logistics firms in industrial areas.
Municipal property rates rebate for new business investing in
Galeshewe – SME start ups (retail), and new transport and logistics
firms in industrial areas.
Special incentives for ‘pioneer firms’ that will catalyse development
in the municipality (transport and logistics sector).
Property rates rebates/exemptions targeting business start ups in
specific areas (township business areas, rural areas, and industrial
areas) and sectors. Application in this regard is likely to have a more
significant impact on profitability of business start ups and limited
impact on municipal revenue.
Reductions in municipal service contributions again targeting
business start ups in specific areas (township business areas,
industrial areas) and sectors. Application in this regard likely to
have a significant impact on profitability of individual business and
limited impact on municipal revenue.
Municipal land cost concessions for certain new businesses
investing in target areas (industrial areas, rural areas – linked to
land reform projects).
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Facilitation services in order to access provincial and national
incentives.
‘Special incentives’ to be defined in consultation with certain
‘pioneer firms’ that will catalyse development in certain key
sectors.
Proposed incentive scheme:
General incentives:
A property rates exemption will be offered for the first three years of
operation to SME start up business engaged in certain target sectors
Municipal services contributions: 50% reduction in municipal service
charges (water, electricity, sewage, refuse) will be offered for the first
year of operation after which a 25% reduction will apply for the following
two years to SME start up businesses primarily engaged in target sectors
specified:
Land: Municipal-owned land required for land reform (where the aim is
to utilise land for commercial agriculture) will be transferred to the
beneficiaries of the land reform project for a nominal amount. Municipalowned land within industrial areas of the SPM shall be offered to
prospective investors in agro-processing, mineral beneficiation and /or
green and brown industries at the market rate determined by the
municipality, however transfer and registration costs will be borne by the
SPM.
Access to national and provincial incentives
Discretionary incentives
A summary of business development incentives per area is as follows:
Priority LED area
SPM business development incentives
available
1. Sol Plaatje – Kimberley CBD
Specific facilitation services in relation
to the urban renewal tax incentive.
2. Industrial areas (Kimdustria,
Property rates exemption (100%)
Ashburnham,
Turner,
Reduction in municipal service charges
Fabricia,
Platfontein,
Land concession
Kenilworth)
3. Galeshewe urban renewal
Property rates exemption (100%)
node
Reduction in municipal service charges
4. Other township business
Property rates exemption (100%)
areas
Reduction in municipal service charges
5. Rural areas
Property rates exemption (100%)
Reduction in municipal service charges
Land concession
All areas
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Municipal facilitation of access to
incentives offered by government
Structured package depending on
requirements
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The strategy also has the following incentive:
Business Process Outsourcing and Offshoring (BPO&O) incentive scheme
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The following Table provides more detailed information on the promotional materials utilised by the
Frances Baard DM:
Table 2.6: Promotional material
With regards to websites, the following should be noted:
Dikgatlong LM is in the process of activating their website
Phokwane LM has planned the development of a website for the next financial year.
Magareng LM does not have a website.
The Frances Baard DM Website: www.francesbaard.gov.za

Websites
The Frances Baard DM website has got limited information on each of the four local municipalities
with a link to the Sol Plaatje LM (the only LM with a website).
It also has the following sections:
About us: Limited background information with vision, mission, etc
Our region: Limited regional information with a study area map
Council: Political structure, and community participation information
Departments: With outdated municipal organogram
PMS: short write up on Performance management system
LED: short write-up on LED vision and mission
Documents: PGDS, IDP, newsletters, policies and reports
Registration: for service providers, levy payers, online bulletin
Customer care: short write-up and e-mail register
Links: Numerous links to national and provincial sites
Contacts: Contact details
Tourism: Limited tourism information, vision, and mission as well as a dedicated tourism
website link to: www.francesbaard.gov.za/tourism
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This link has more detailed information on the attractions, services sector listings, important
information (accommodation, restaurants, shopping, tour operators, conferences, times and
entrance fees), annual events (Dunluce art market in November, Gariep festival in September,
Kimberley show in April, Barney Barnato Golf Week, Flea markets, Jones Street Mall), links, and
maps.
The website contains outdated information and besides for the tourism sector has limited to no
marketing related information required by potential investors.
The Sol Plaatje LM website: www.solplaatje.org.za

The Sol Plaatje LM website contains:
Tender: Tender information
Directorates: Contact details of each of the directorates
Services: with no information currently
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Links: with no links currently
Search: linked to Google search and not search within LM website
Useful contacts: with the same contact details of each of the Directorates
Business: with a short description of LED and links to: CBD, investing in Kimberley, SMME,
Tourism Kimberley, Documents, Tenders, useful contacts. All of which do not work.
City administration: with photo of Municipal Manager (who recently resigned) and limited
information on the administrative functions
Council: no information
Our mayor: no information
Investment: no information
Documents: numerous links to documents and information links to: our Mayor, city
management, careers, parks, valuation, waste, Gurp, budget, IDP, Press, notices, reports,
policies, by-laws, water, links, feedback
Services: no information
Tourism Kimberley: no information
FIFA World Cup: background information on FIFA world cup
Press release: no information
Working for Solplaatje: external vacances to be posted in future
The website seems like it is still in the process of being developed and currently does not provide
much information to potential investors.
The Northern Cape Tourism Authority website: www.northerncape.org.za

This website seems purely marketing and promotion driven with key information on tourism in the
Northern Cape as well as detailed information on all the regions within the Northern Cape.
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Specifically for the Frances Baard District detail information is contained on:

Other contents include:
Getting around: Map Navigation data, regions data, cities and towns data, parks and reserves,
routes, tour operators, car rentals, etc.
Unique experiences: man-made, natural, and cultural experiences write-ups
Accommodation: accommodation listings
Adventure: adventure opportunities write-ups
The website also ensures that it has up to date product owners information:

Vaalharts valley website:www.vaalharts.com

Contents:
Vaalharts history
Maps
Classifieds
Agricultural union
Contact details
Business listings: accommodation, Agri-business, Arts and culture, Business, Churches, Cuisine,
Emergency, Health and fitness, Hospitals and clinics, Medical and dental, Places of interest,
Property, Recreation, Safex, Schools, Services , Tours and safaris.
A website on Kimberley: www.kimberley.co.za
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Sponsored by: NOCCI, AEON
Contents:
Business: with business directory searches, NOCCI information, and Advertisements

Emergency and legal: police, medical and legal information
Tourism and recreation: information on places to stay and resorts, restaurants and nightlife,
tours and guides, activities, movies and theatres, television and radio, transport, Kimberley,
and maps
Social: local government, religion, education, clubs, old Kimberlites, Cyber citizens
This website is very much focused on marketing and promotion.
The FBDM quarterly places advertisements in the ToGOto magazine the –
‘the Magazine that takes you places’.
This includes obtaining numerous copies of the ToGOto magazine which is
placed as information centres in the District.

To Go to
magazine

The information placed in these magazines is however mostly tourism related and usually consists
merely of 2 or 3 page write-ups on the District. Even though this does provide valuable marketing
for the District, these quarterly articles lack detailed marketing information required by potential
investors such as business opportunities and information contained in the separate business
information guide developed as part of this study (see separate document).

Getaway
magazine
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To date phone calls have been received by the District with regards to
their advertising in the magazine. The Frances Baard District Municipality
also places advertisements for each of the Local Municipalities in the ToGoTo magazine.

Previous articles with reference to Kimberley have also
been advertised in the Getaway. These include, inter
alia:
48 hours in Kimberley - Extreme Makeover Come
December 2006, Kimberley's Big Hole complex will
re-open with all the pomp and …
The Egerton Trail This river trail on the Upper Orange in the Northern Cape has some daunting
rapids ...
Ghosts and diamonds Justin Fox found that the buzz in Kimberley is still about diamonds,
diamonds, ...
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Numerous marketing and investment promotion initiatives have been spearheaded by the
Northern Cape Department of Economic Affairs. The Department has previously gone to the
following countries to promote the Province and the Districts, inter alia: Malaysia, Singapore,
Dubai, London, France, United States, Netherlands. The Department has numerous promotional
materials such as a DVD on Open for Business with numerous business opportunities,
presentations on Trade and Investment Opportunities in the Northern Cape, Northern Cape Trade
and Investment Presentation, Tourism opportunities video/dvd taken to London, etc.

Northern
Cape
initiatives

The Northern Cape was also part of a delegation that visited the United States and the
Netherlands, which aimed to brand South Africa as a destination for BPO&O. The Sol Plaatje LM
has been identified as the centres for business process outsourcing and off-shoring.

Other

Numerous marketing materials/brochures also exist with information (mostly tourism related) on
the region. These include, inter alia:
The diamond route
Kimberley’s accommodation guide
Diamond fields - FBDM travel guide
The Kimberley meander - guided tours in and around Kimberley
Kimberley Sol Plaatje Municipality – the City that Sparkles!
Pulane tours – Galeshewe Township, Kimberley – one of the oldest townships in South Africa
Top entrepreneurs pocket guide – a pocket guide to the finest Emerging Tourism
Establishments in the Northern Cape
Your Travel Companion – Northern Cape

The above highlights that Municipalities are in need of the following support:
Capacity building and training related to business development, identification of business
opportunities, and investment promotion.
Establishment of a structure of communication between the Local Municipalities, District
Municipality and provincial organisations, particularly, Northern Cape Economic Development
Agency.
Financial assistance with regard to development of Incentive Packages and promotional material.
Preparation and, if possible, participation in the inward and outward Provincial missions
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2.2 EXISTING BUSINESS SUPPORT FRAMEWORKS
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This sub-section outlines some of the support frameworks existing in the country and in the Northern
Cape Province that aim at promoting investment in the region.
2.2.1 THE DEPARTMENT OF TRADE AND INDUSTRY (THE DTI)
The Department of Trade and Industry (the
dti) offers a variety of services to
companies planning on investing in South
Africa. These services include details on
investment opportunities in the country,
guidelines to establishing new businesses,
and development of incentive packages to
facilitate investment.

Contact details of the dti
Tel (locals): 0861-843-384
Tel (international callers): +27 (12) 394 9500
Fax (locals): 0861 843 888
Fax (international callers): +27 (12) 394 9501
Website: www.thedti.gov.za

The aim of the dti is to lead and facilitate
access to sustainable economic activity
and employment to all South Africans. This
will be achieved through attracting higher levels of investment, increased access to local products and
services in international markets and creating a competitive market for domestic and foreign businesses.
The dti offers various incentives to potential investors.
The dti is a group of developing bodies that form part of the Council of Trade and Investment
Institutions. The group is divided into three main clusters, i.e. development finance, regulatory and
specialist services. Some of the major developing bodies included in the dti group are the Industrial
Development Corporation and the Khula Enterprise Finance Limited. These organizations are examined
in more detail below.
2.2.2 THE INDUSTRIAL DEVELOPMENT CORPORATION (IDC)
The IDC is a self-financing state owned development finance institution whose primary objectives are to
contribute to the generation of balanced sustainable economic growth in Southern Africa and to further
the economic empowerment of the South African population, thereby promoting the economic
prosperity of all citizens.
Numerous sectors are supported by the IDC funding.
Contact details of the IDC
Although the IDC reviews each project separately,
funding preferences are given to the following:
Tel: 0860-693-888
Financing fixed assets and the fixed portion of
E-mail: callcentre@idc.co.za
growth in working capital requirements
Website: www.idc.co.za
Projects/businesses which have a significant
developmental impact e.g. rural development
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Empowerment, job creation, township development and value addition.
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The IDC’s primary role is to assist in acquiring finance. In this context, they have developed a wide
variety of products, among which are:
Commercial Loans
Equity
Quasi-Equity
Bridging Finance
Shareware housing
Guarantees
Suspensive sales
Wholesale Finance
Export Finance
Import Finance.
2.2.3 TRADE AND INVESTMENT SOUTH AFRICA (TISA)
Trade and Investment South Africa (TISA)
works under the umbrella of the dti and
Contact details of the TISA
provides investment facilitation services
Tel: 0861 843 384
for inbound investors. Tisa focuses on
Website: www.thedti.gov.za
promoting sectors of the South African
economy that show the biggest growth
potential and marketability, and coordinates provincial initiatives to match investors’ requirements with
opportunities in the provinces.
TISA has three business units, namely:
Investment Promotion and Facilitation. It is responsible for attracting foreign direct investment,
developing and promoting investment by domestic investors, and enhancing government policies
and processes that impact on South Africa's appeal to investors.
Export Development and Promotion. It is responsible for developing and promoting South African
goods and services including specific technical interventions in terms of export advice, matchmaking,
and market intelligence. This business unit aims to increase the competitiveness and export capacity
of South African companies so that they are able to export into various markets. The assistance
provided is in the form of financial or non-financial assistance.
International co-operation. International Operations Unit is responsible for the effective
management and administration of the Department's Foreign Office network.
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2.2.4 SMALL ENTERPRISE DEVELOPMENT AGENCY (SEDA)
SEDA is a government agency
and a member of the dti group.
The mandate of SEDA is to
implement
the
national
government small business
strategy in line with the dti’s
Integrated Small Enterprise
Development Strategy. SEDA
also supports, promotes, and
grows enterprises with a special
focus
on
co-operative
enterprises located in rural
areas.
In general, SEDA aims at
providing information to small
business
and
prospective
enterprisers
that
would
encourage them to start and
build sustainable businesses.

Contact details of SEDA: Kimberley branch
Tel: +27 53 807 8060
Fax: +27 53 807 8069
Website: www.seda.org.za
E-mail: kmanjinja@seda.org.za

Other provincial government /small business institutions
linked to SEDA website is the Northern Cape Provincial
legislature, namely: SMME Development in the Northern
Cape.
Contact details:
Telephone: (053) 83 94000
Fax Number: (053) 83 13668
E-mail: vmothibi@met.ncape.gov.za
Metlife Towers
13th Floor

2.2.5 DEVELOPMENT BANK OF SOUTHERN AFRICA (DBSA)
The Development bank of Southern Africa
(DBSA) is one of several development
finance institutions in South and Southern
Africa. The core business of the
Development Bank of Southern Africa
(DBSA) is the support, both financially and
in a facilitative role, of the creation of
infrastructure to serve South Africa’s needs.

Contact details of DBSA
Tel: +27 11 313 3911
Fax: +27 11 313 3086
Website: www.dbsa.org.za
E-mail: kslabbert@seda.org.za

Its purpose is to accelerate sustainable socio-economic development by funding physical, social and
economic infrastructure. In addition to the primary focus on infrastructure, the DBSA would also attend
to the short and medium term rural finance requirements for the foreseeable future. DBSA’s goal is to
improve the quality of life of the people of the region. The guidance given by the transformation team is
that the DBSA should be a wholesale development finance institution mainly focused on infrastructure.
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2.2.6 NATIONAL DEVELOPMENT AGENCY (NDA)
The National Development Agency (NDA) is a section 3A statutory organisation, which was established
by the National Development Agency Act (Act No. 108 of 1998) in November 1998. Since its inception
the National Development Agency (NDA) has distributed more than R640 million to various communities
located in poor areas in the following
sectors:
food
security,
sustainable
Contact details of NDA NC
livelihoods and community health projects.
Tel: +27 53 831 4828/9
More than 404 773 direct households and 2
Fax: +27 53 831 4824
031 375 individuals have benefited from
Website: www.dbsa.org.za
these projects.
E-mail: northerncapeprovince@nda.org.za

The NDA's interventions are aimed at contributing to job creation and participation of poor communities
in the mainstream economy by strengthening their capacity and fostering social entrepreneurship. The
National Development Agency are mandated to grant funds to Civil Society Organisations (CSOs) for the
purposes of meeting the developmental needs of poor communities, to strengthen the institutional
capacity of CSOs for long term sustainability, to proactively source funds for the NDA, to promote
consultation, dialogue, and sharing of developmental experiences to debate and influence
developmental policy, and to develop strategies to collaborate with local community trusts, foundations
and government clusters.
2.2.7 NORTHERN CAPE DEVELOPMENT AGENCY
The Northern Cape Economic Development Agency (NCEDA) was established through a partnership
between the Northern Cape Provincial
Government
and
the
Industrial
Contact details of NCDA
Development Corporation (IDC). Their
vision is to be the catalyst for the
Tel: +27 53 833 1503
acceleration of sustainable economic
Fax: +27 53 833 1390
growth and development in the Northern
Website: www.ncda.co.za
Cape through efficient and effective use of
E-mail: maryt@ncapeeda.co.za
public sector resources and public/private
partnerships. The generation of relevant
economic development, planning, and the
identification, facilitation of sustainable
and viable projects that contributes
towards economic growth and social development. The NCDA mainly focus on the following sectors:
Agriculture and Agro-Processing (Value Adding)
Mining and Beneficiation
Tourism Infrastructure
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The following services are provided by the NCEDA:
Focus on key projects with creation of spin-off / knock-on effects.
Identification, prioritization, facilitation of planning and implementation of projects.
Advise potential business owners on their business proposals.
Facilitation for funding of projects.
Facilitation of partnerships.
Linkages of potential role-players to follow-up opportunities.
Preparation of financials for business owners.
It is however relevant to note that the Northern Cape Development Agency is in the process of being
dissolved and transformed into a newly developed agency called the Northern Cape Trade and
Investment Promotion Agency which will be funded by DTI. The new agency will have 10 staff and
development will be facilitated in all of the economic sectors, not only mining, agriculture and tourism
as with the previous agency. The new agency will be similar to that of the Gauteng Economic
Development Agency (GEDA).
The trade and investment pillars of the proposed Northern Cape Trade and Investment Agency is as
follows:
Diagram 2.1: Northern Cape Trade and Investment Agency pillars

Source: Northern Cape Department of Economic Affairs, 2009
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2.2.8 OTHER BUSINESS SUPPORT ORGANISATIONS
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The below Table provides an indication of other support organisations and Departments.
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Table 2.7: Other business support Departments and Organisations
COMPANY

TELEPHONE
EDUCATION SECTOR

National Institute of Higher Learning (NIHE)

+27 53 871 1108

FET College

+27 53 839 2000
AGRICULTURAL SECTOR

AGRI NC

+27 53 832 9595
TOURISM SECTOR

SAN Parks

+27 53 832 1852

Northern Cape Tourism Authority (NCTA)

+27 53 832 2657

INFRASTRUCTURE SECTOR
ESKOM

+27 53 830 5911
DEPARTMENT SECTORS

Department of Education

+27 53 839 6500

Department of Agriculture and land reform

+27 53 839 9100

Department of Environmental Affairs and Nature
Conservation

+27 53 807 7416

Department of Housing and Local Government

+27 53 807 9749

Department of Finance, Economic Affairs and Tourism

+27 53 807 7430/7388

Department of Health

+27 53 830 2000

Department of Cooperative Governance, Human
Settlement and Traditional Affairs

+27 53 830 9400

Department of Roads and public Works

+27 53 839 2108

Department of Transport, Safety and Liaison

+27 53 839 1719

Department of Sport, Arts & Culture

+27 53 807 4700

Department of Social Services and Population
Development

+27 53 831 4041
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2.3 BUSINESS ASSOCIATIONS AND NETWORKS
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Within the District there are numerous business associations that promote networking and a coherent
approach to business and development.
The following Table shows other business associations.
Table 2.8: Other business support Departments and Organisations
COMPANY

BRIEF DESCRIPTION

TELEPHONE

NAFCOC

National Federation of Chamber
Commerce To represent black business

and

+27 53 832 4521

FABCOS

To promote the interest of small black
business

+27 53 831 4453

BMF

Black Managers Forum

+27 53 832 6190

SOPOA

Represents the interests of SA commercial
property owners

+27 11 889 8700

NC YCC

NC Youth Chamber of Commerce

+27 71 045 5034

SAWIC

South African Women in Construction

+27 11 708 4850

NCMMA

Northern Cape Mine Managers Association

+27 53 832 7137

SAWIMA

South African Women in Mining Association

+27 11 834 9039

KBSC

Kimberley Business Services Centre

+27 53 831 6696

NCMAC

Northern Cape Manufacturing and Advisory
Centre

+27 53 839 5700

NOCCI

Northern Cape Chamber of Commerce and
Industry (NOCCI). NOCCI promotes or
advertises business. The chamber provides
various
advertising
and
sponsorphip
opportunities and is always open to
proposals and suggestions in this regard:
Chamber faxes
Chamer e-mail
Newsletter
Membership certificate/stickers
Events/functions
Annual banquet and wards function

+27 53 831 1081

COMPANY

BRIEF DESCRIPTION

TELEPHONE
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Business guide
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2.4 SUMMARY
This Section aimed at assessing the capacity of the Local Municipalities with regard to promotion of
investment and development of local economies. It was identified that Local Municipalities, except for
the Sol Plaatje LM, are not adequately equipped to market the area and do not have the human
resource capacity, as well as financial capacity to support such investment promotion initiatives as
incentives packages, marketing activities, investment promotion centres, etc.
It was also identified that besides the capacity problem, Local Municipalities lack a structured
communication network with the District Municipality and provincial organisations. Poor
communication between these governments spheres have detrimental impact on the realisation of local
opportunities as this means that Local Municipalities in many instances are not aware of services that
are made available to them through local, provincial and national organisations.
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3.

INVESTMENT PROMOTION STRATEGY

This Section presents the Investment Development Framework and strategic interventions within which
the Investment Strategy is developed. The vision and mission of the District guide the framework in
which the Investment Strategy is developed. A favourable investment environment is required for any
type of development, regardless of sector or economic project. The success of economic initiatives, to a
degree, is dependent on investment interventions to improve the investment environment. This section
recommends strategic interventions required to improve the district environment in a manner that will
facilitate investment in the Frances Baard District. This Section addresses the following components:
Vision, mission, goals and objectives
Theoretical framework of the investment strategy
Investment environment interventions
Investment thrusts, programmes and actions
3.1 VISION, MISSION, GOALS AND OBJECTIVES
This investment framework provides guidance in order to achieve the Frances Baard District
Municipalities vision of being:
‘… a Municipality with a clear developmental focus to improve
the quality of life of all the communities in the District’.
The mission is: ‘To promote the quality of services and thereby improving the standard of living of all its
communities’ by:
Promoting social and economic development
Promoting the provision of sustainable, affordable and optimal quality of services
The economic, efficient and effective utilization of all available resources
Effective stakeholders and democratic community participation
The District Growth and Development Summit identified long-term development objectives and
strategies to address the development challenges in the District. The District IDP aligns itself to these
strategies and is confined to a five-year implementation horizon. Thus to address the priority issues
various strategic objectives were formulated. The goal and objectives formulated with regards to
economic development include:
‘to support and stimulate the creation of a growing economy
improving the quality of life in the District community’
The objectives are:
To coordinate corporate social investment
To support and promote SMME development
To develop an investment and marketing strategy
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To promote community economic development
To develop a Tourism Master Plan
The Frances Baard LED (2009) also states the following economic vision:
“To build the economic capacity of the Frances Baard District
Municipality as to ensure sustainable economic growth and better
quality of life for all”
This vision entails developing the region through:
Creating an enabling environment for LED
Providing basic services to all citizens
Creating a stable social environment conducive for social development
Job creation with a focus on identified economic sectors through the exploitation of the region’s rich
mineral, agricultural, natural and tourism-related endowments
It is against this background that the investment strategy is formulated. The primary goal of the
Investment Strategy is to formulate guidelines for the Frances Baard DM for retaining the existing
businesses, assisting in their expansion, and attracting new investment. This goal is supported by the
following objectives:
To create a clear understanding of the area’s potential
To assist in raising awareness of the Frances Baard DM among potential investors
To improve the capacity of the District with regard to supporting potential investments
To identify mechanisms to overcome potential obstacles and ensure successful implementation
3.2 THEORETICAL FRAMEWORK OF THE INVESTMENT STRATEGY
Government, economists, international agencies and organizations have reached consensus that the key
to development is first the creation of an environment that is conducive to investment. Across the
world, development strategies are based on the idea of stimulating competitiveness, seen as crucial to
an environment attractive to investors. Only when this environment has been created, can any measure
of success regarding specific project implementation be expected.
As the process of economic globalization picks up pace, shifts have occurred in the relative importance
of critical factors that determine productivity, and hence growth, since productivity lies at the heart of
growth. Central to productivity is competitiveness, which consists of the set of factors, policies and
institutions that determine the level of productivity of an area. Increased competitiveness, through its
impact on the efficiency in the use of available resources, enables productivity levels to be raised.
Productivity levels are the key determinant of rates of returns to investment, which in turn determine
the rate of growth of an economy. Economies that are more competitive are likely to grow faster in the
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Figure 3.1: Relationship between competitiveness and growth and development

Relationship between Competitiveness and
Growth and Development
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medium and long term. The relationship between competitiveness, industrial development and growth
are illustrated in the below Figure.

This strategy is thus located within the framework of the latest competiveness theories, namely the
theories underlying the World Economic Forum’s Global Competiveness Index (GCI). The GCI provides
guidelines to fundamentals that must be in place to attract investment.
Factors that determine the underlying competitiveness of locations are both diverse and numerous. The
World Economic Forum (WEF) continually updates its methodology for measuring competitiveness in
order to keep up with the changing international environment. Presently, the WEF uses a far-reaching
measure of competitiveness, developed by Professor Xavier Sala-i-Martin, a leading expert on growth
and economic development. The new Global Competitiveness Index (GCI) represents almost two years
of collaboration between the Professor, Forum staff, and a broad set of users. It is presently the main
competitiveness index used by the World Economic Forum.
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The GCI provides a holistic overview of factors that are critical to driving productivity and
competitiveness, and groups them into nine strategic thrusts:
Institutions
Infrastructure
Macro economy
Health and primary education
Higher education and training
Market efficiency
Technological readiness
Business sophistication
Innovation
These thrusts and the factors that underlie them are based on the latest theoretical and empirical
research. None of these factors can individually ensure competitiveness. For example, the value of
increased spending on education will be undercut if inflexibilities in the labor market and other
institutional weaknesses make it hard for new graduates to gain access to appropriate employment
opportunities. The most competitive economies in the world are usually those in which concerted
efforts are made to structure policies in an all-inclusive manner that recognizes the importance of a
broad assortment of factors and their interconnection in a proactive way. The thrusts comprising the
GCI will be used as the base for providing guidelines for improving the investment environment in the
Frances Baard District in such a manner that a solid foundation may be laid for the development and
consolidation of investment activities.
The Frances Baard Investment Strategy is thus underpinned by theories of competitiveness. Increases in
competitiveness allows for improvements in productivity of resources, which in turn improves the rate
of return on investment, increasing the attractiveness of investment.
3.3 INVESTMENT ENVIRONMENT INTERVENTIONS
A favorable investment environment is required for any type of development, regardless of sector or
projects details. To a certain degree, the success of specific projects is dependent upon interventions to
improve the investment environment. The Investment Strategy consists of a number of strategic thrusts,
largely based on those underpinning the GCI. Each thrust will consist of a number of programmes,
representing the key components of each thrust in need of addressing. Finally, a set of functional tasks
that are required to implement the programmes will be provided.
The below following Figure illustrates the sequence of strategies.
The thrusts and programmes to enable investment conduciveness are listed in the below Table and
detailed upon there under.
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Figure 3.2 Sequence of strategies
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Table 3.1: Strategic thrusts and programmes
THRUSTS

PROGRAMME

1. Good economic governance,
communication and strategic
partnerships

Improved governance
Human resources management and institutional
transformation
Communication and information interventions

2. Improved municipal service
delivery and economic
infrastructure investment

Improved service delivery (Electricity and water)
Road and transport connectivity

3. Market efficiency and innovation

Increase intensity of local competition
Reducing red tape
Alignment of skills and human resource strategies
Promote product, process, marketing and organisational
innovation

4. Leverage growing and strategic
sectors to optimise investment
opportunities

Business regeneration and development
Key catalytic sector interventions

FRANCES BAARD DISTRICT - INVESTMENT AND MARKETING STRATEGY- FINAL DRAFT

3.4 THRUST 1: GOOD ECONOMIC GOVERNANCE, COMMUNICATION AND STRATEGIC
PARTNERSHIPS
Good governance focuses on sustainability management, community participation, responsiveness to
citizens and co-operative governance.
The District’s role entails the facilitation of local economic development (which is promoted through
investment), by creating an enabling environment. The competitiveness of Frances Baard depends on
the strength of its institutions, and for that reason, it is essential that any factors which may be
hindering the smooth functioning of the municipal institution in creating an enabling environment must
be addressed. A number of challenges impeding the institutional functioning of the DM and its Local
Municipalities have been identified.
Information is also an important determinant of the level of efficiency in a market. Where information is
perfect, conditions of perfect competition are attained. The less perfect the flow and availability of
information, the more likely the potential for markets to fail to produce optimal outcome. Thus it is
important that all (potential) participants should have access to the information that they require to
make optimal decisions.
The following programmes, discussed hereunder seek to correct challenges identified:
Programme 1.1: Improved governance
Programme 1.2: Human resources management and institutional transformation
Programme 1.3: Communication and information interventions
3.4.1 PROGRAMME 1.1: IMPROVED GOVERNANCE
‘Good governance’ principles need to be included in the economic governance structure of the District.
Good governance is an important catalyst for growth. Areas that are growing do not suffer from the
impact of corruption to the same extent than areas suffering from poor economic performance. Poor
governance thus impacts worse on areas already struggling while not necessarily inhibiting growth in
areas already performing well. Good governance in weak regions is thus doubly important.
Municipal strategic efforts to address the condition of poverty focus on providing basic services and run
the risk of crowding out interventions focusing on creating growth.
Institutional capacity through which to implement this strategy through government structures is
limited and requires consideration of wide-ranging partnerships. Frances Baard is not well positioned to
compete for investment based on location, cheap labour, economies of scale and low cost. It has lost
critical economic mass to Bloemfontein over time and is now in a negative bi-polar relationship with
Mangaung in especially service sector growth. Building a partnership with Mangaung to avoid negative
competition in favour of positive co-opetition is desirable.
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Better government service delivery is required in order to have higher levels of public confidence.
The following tasks and initiatives serve as the key aspects in terms of good governance within the
District and local municipalities:
Government Structure:
Improve intergovernmental relations, co-ordination and planning
Develop partnerships (i.e. business sector, NPO’s, NGO’s) and facilitate institutional demarcation
through establishment of economic networks and linkages between entities to ensure coordination
of development activities
Strengthen and build a structured ‘co-opetition’ partnerships with Mangaung and also Sishen Kathu,
Upington, Potchefstroom, Klerksdorp and other strong regional economic centers on the South
Western edge of Gauteng
Undertake higher levels of interaction between communities and local municipalities with quality
customer care facilities and better service delivery with high levels of maintenance, cleanliness and
law enforcement, with associated high levels of public confidence
Government Funding:
Lobby with role players (i.e. public works, international funding organisations, etc)
Provide capital budget for the implementation of the programmes and tasks listed in this strategy
Secure off-municipal budget funding for implementation.
3.4.2 PROGRAMME 1.2: HUMAN RESOURCES MANAGEMENT AND INSTITUTIONAL
TRANSFORMATION
Key initiatives of human resource management focus on the following aspects:
Human Capital Development and institutional capacity building
Review and align the organisational structure to strategic objectives
Protocols and procedures
The below Table provides an indication of the local municipalities in which institutional interventions are
required to eliminate factors that are hindering the smooth functioning of the Municipality in achieving
its mandate. These spatial guidelines were derived from the Local Municipality IDP’s and interviews with
selected personnel.
Table 3.2: Spatial guidelines for implementation of institutional interventions
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Local municipality

Human Capital
Development

Review and align
organisational structure

Protocols/procedures

Frances Baard DM







Dikgatlong LM







Magareng LM
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Local municipality

Human Capital
Development

Sol Plaatje LM



Phokwane LM



Review and align
organisational structure

Protocols/procedures






Many of the local municipalities within the Frances Baard District are faced with the challenges of high
vacancy rates, high staff turnover rates, as well as insufficiently skilled staff. Dikgatlong LM, Phokwane
LM, and Magareng LM do not have an LED unit. These have negative impacts on the effectiveness of
municipalities in performing their functions, as staff is ultimately responsible for carrying out tasks.
Where positions are not filled or are filled by persons lacking requisite skills, service delivery is
compromised.
Due to capacity constraints it is also advised that a dedicated implementation body be established. For
more details on the restructuring of the organizational structure consult the Implementation Section.
Human resource developments of officials in the LED units (and even relevant members from LED
forums) are a prerequisite. The closest LGSETA accredited LED training provider is not within the local
FET college, but in the FET college in de Aar which should be consulted accordingly. Some suggested
training avenues include:
Management
Participation
LED
Marketing
Investment attraction
Data management: the value of data, data collection methods and sources, working with data and
data interpretation.
Sector Analysis: methodologies, role players, SWOT analyses and sector policy analysis
Human resource development of municipal staff in general (i.e. not just LED unit staff) is also required in
order to ensure efficient government service delivery.
To ensure that institutional functions are carried out efficiently, it is essential that procedure manuals be
developed to streamline delivery. This includes clearly differentiating between District and Local
Municipality functions with regards to economic development.
Recommended strategic tasks:
Proactively seek to fill all available positions
Undertake staff survey to determine reasons for high staff turnover rate in order to obtain
suggestions for retention and initiate staff retention actions

45

FRANCES BAARD DISTRICT - INVESTMENT AND MARKETING STRATEGY- FINAL DRAFT

Conduct a staff skills audit to determine skills gaps and required curriculum for training and
undertake vigorous and comprehensive staff training programmes
Develop new staff recruitment methods
Set up a comprehensive list of municipal level economic tasks and functions
Identify needs with regard to availability and/or possible revision of existing manuals
Develop and disseminate procedure manuals for all municipality tasks and functions
Establish a dedicated District level Development Implementation Body
Review and align the District organisational structure to strategic objectives
Timeframes and Participation:
As soon as convenient, Frances Baard District Municipality should meet with all the local
municipalities to discuss how the recommended interventions will be addressed.
3.4.3 PROGRAMME 1.3: COMMUNICATION AND INFORMATION INTERVENTIONS
Improved information flows toward potential investors, entrepreneurs and established businesses, is
essential for the facilitation of investment in the District. It is vital that investors are aware of investment
opportunities and that established businesses are regularly updated regarding changes in technology
and demand. Local businesses that are aware of the existence of local suppliers of raw materials they
use, will save costs if this information is made available.
The below Table provides an indication of the communication/information needs per municipality.
Table 3.3: Spatial guidelines for implementation of communication interventions
Local municipality

Investment
information
desk

Frances Baard DM



Dikgatlong LM









Magareng LM

















Sol Plaatje LM
Phokwane LM



LED forum

Business
directory

Interactive
website





It is critical that the District be able to guarantee the efficient and effective dissemination of information
and expansion of LED knowledge and know-how throughout the region. It is thus advised that an
advisory service centre or investment promotion centre be established. Such a center should:
assist entrepreneurs with market information, requirements and advice,
support entrepreneurs with the removal of procedural and administrative bottlenecks,
facilitate investment,
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Coordinate technological support and finance,
Organise training programmes and seminars
Establish market research facilities
Link producers with markets (or buyers), etc.
Furthermore, gaps exist in the data management systems of the District as no ad hoc surveys get
undertaken (institutional capacity is lacking), there are no municipal databases and spatial data has been
indicated as being inaccessible.
Promotion of the District is also essential. Although mention has been made of databases, it is critical to
note that a definitive body of knowledge has been built up (see separate marketing information
developed as part of study) which needs to be made available to potential investors. Besides overviews
of the District more in-depth profiles of the more interesting opportunities have been developed. There
is thus a lot of data available that needs to be marketed (internet and brochures) to prospective
investors. See marketing strategy elsewhere in report.
A fully representative system of LED Forums is required, from local through to Provincial level, with the
DM LED Forum focusing on District level LED issues, while simultaneously acting as the appropriate link
between the local and provincial spheres.
Recommended Strategic Tasks:
Inventories of all current investment activities, trends, future plans, skills and financial assistance are
required.
Establish a District Advisory Service Centre
A business directory for each municipality should be created to be made available at Local
Municipalities
Frances Baard and Sol Plaatje municipalities have interactive websites, although these require
revision with regard to the contents and investor information contained therein. The other local
municipalities require the development of interactive websites.
Assist with the establishment and revitalisation of municipal LED forums by consulting good working
LED Forums and LED Departments as learning organisations.
Communicate the aims of the LED Forum, as aligned with the Department of Economic Affairs’ Terms
of Reference for District LED Forums.
Timeframes and Participation:
Much information gathering and analysis will have to occur before the information desks, directory
and websites can be implemented. However, given the potential investment and savings that these
projects may generate, it is essential that data gathering and analysis not be drawn-out, and occurs
within 6 months of the acceptance and approval of the Investment Strategy.
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3.5 THRUST 2: IMPROVED INFRASTRUCTURE SERVICE DELIVERY AND ECONOMIC
INFRASTRUCTURE INVESTMENT
Linked to the previous thrust of good governance is municipal service delivery. The rationale for
strategic investment in key economic infrastructure is that this improves productivity and ‘crowds in’
private sector investment. Firms are better able to compete when the quality of infrastructure they are
faced with is high. Improved infrastructure leads to improvements in productive procedures, which
increases productivity. Furthermore, locations equipped with high quality infrastructure are more
attractive to entrepreneurs than those of poor quality. Inadequate infrastructure entails possible cost
and time implications for investors that may divert investment to better-endowed areas.
Despite progress made with addressing services backlogs in the local municipalities a growing need for
investment in bulk services infrastructure is evident. A further high level intervention is to ensure
creation of critical mass in the economy through catalytic provincial government investment in
Kimberley (the Provincial hub). Smaller scale state location investments through a new jail and mental
health hospitals are steps in the right direction but these are still not up and running.
The enabling environment created by power, water, rail and road infrastructure may mean that other,
unrelated activity, such as agri-industry may be established closer to farming nodes than in Kimberley.
This may lower the economic hurdle of the production or adding of value to agricultural produce that
would not be possible was this infrastructure not in place.
The below Table indicates the Local Municipalities that require infrastructure interventions. In terms of
the information gathered from local municipality IDP’s, it is apparent that all of the Local Municipalities
in the study area require some form of infrastructure development.
This thrust is based on the premise that optimal resource utilisation needs to be ensured.
Table 3.4: Spatial guidelines for implementation of infrastructure interventions
Local municipality
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Electricity

Water

Roads and
transport

Serviced industrial
space

Dikgatlong LM









Magareng LM









Sol Plaatje LM







Phokwane LM
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Investment in economic infrastructure and the transport system entails the Districts investment into
strategic infrastructure which includes aspects such as service delivery improvements, the development
of a freight airport, transport corridor, etc.
The following programmes are aimed at addressing this thrust:
Programme 2.1: Improved service delivery (Electricity and water)
Programme 2.2: Road and transport connectivity
3.5.1 PROGRAMME 2.1 IMPROVED SERVICE DELIVERY
Good governance also goes hand in hand with good service delivery. Building a vibrant service economy
is essential and the single most important economic sector common to weak region turnarounds across
the world. This sector is constrained by the limits to government growth. One important approach to
both broaden economic participation and increasing economic activity is to acknowledge both the
importance of the government in the economy as well as the relative inefficiency of government in the
local economy. The District could play an important role in building a sustainable high employment
services economy by unbundling some of its activities to private sector service providers. In particular,
municipal services.
Most formal businesses cannot function without a reliable and sufficient supply of electricity. In terms of
competitiveness, electricity supply is highlighted as an essential element by the GCI. Furthermore, in the
context of growing concern about environmental sustainability, it is not unrealistic to expect that as the
more developed countries increase their renewable energy capacity, more and more non-tariff barriers
will be erected with regard to the type of energy used in the manufacturing process. Countries and
regions that are pro-active in their development of their renewable energy sources will naturally benefit
when such conditions come to pass.
The below Figure shows electricity diversification opportunities in the country and shows that solar
energy and imported gas is mostly considered in the Northern Cape and Frances Baard District.
Here it is also relevant to note that electricity is available throughout the District, but any major new
developments would require considerable upgrade to the supplies which are designed for town and
farming purposes. Numerous potential businesses have already been deterred from implementing
expansion plans due to non availability of electricity services.
Water service delivery is also not on par in the District. The District is located in an semi-arid region and
access to water supplies is critical. Many of the towns are dependent upon abstraction of water from
the Orange River and ground water resources are limited.
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Figure 3.3: Eskom diversification opportunities

Source: Eskom, 2008
The District should engage with the Local Municipalities, National Department of Public Works, Water
Services Authorities, the Department of Water and Environmental Affairs, ESKOM, etc to determine how
the following recommendations and strategic tasks will be implemented:
Establish a municipal services monitor at the District level, whereby the district maintains a clear
investment picture to inform planning, prioritisation and decision-making
Identify and prioritise economic concentrations that do not have access to electricity and water
services
Liaise with local municipalities to consider unbundling state services provision to stimulate a local
service industry
Launch a district-wide infrastructure maintenance and expansion financing strategy towards building
a richer range of infrastructure development alternatives in order to speed up delivery.
Utilise existing inter-governmental structures and local economic development forums to lobby the
responsible authorities to prioritise key logistical infrastructure linkage investment benefiting Frances
Baard
3.5.2 PROGRAMME 2.2 ROAD AND TRANSPORT CONNECTIVITY
Transport infrastructure is of primary importance to economic development as it connects consumers to
suppliers and the labour force to places of employment. The requirement is a transport system that
drives economic growth.
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Connectivity is limited and air and rail access to and within Kimberley and the District is expensive.
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The District has a good network of national roads that links all areas of current economic interest.
Nevertheless, access too many parts of the District is difficult because of the wide spacing of the
infrastructure network. The areas between national roads are covered mainly by gravel roads with
varying conditions.
The District has an airport situated in Kimberley, the capital which does not have port of entry status.
Upgrading of the airport and changing the status to port of entry has been lingering for a few years now.
This project will have a major impact on boosting the economy of the province and enabling easy access
of goods and services to the province and out of the province to the outside world. This matter needs to
be addressed as a priority. Currently the upgrade of the airport is underway.
The District and Province is crossed by a variety of rail lines forming part of Spoornet’s general goods
line network and “independent” rail systems.
The key strategic investment into connectivity infrastructure remains the N12. This road has
deteriorated, to such an extent that this alternative route between Cape Town and Gauteng is no longer
utilised as scale with resultant poor logistical connectivity.
Here it is relevant to note that according to the Frances Baard District SDF (2007), one approach to
enhance FBDM's opportunities derived from the transport system would be to upgrade the N12 to the
same standard as the N1 as there is only a 50km difference between Cape Town and Bloemfontein in
the two routes. Another view is that the N12 should not seek to compete with the N1 but rather seek to
be a specialist route that focuses on destinations and overnight traffic offering a more pleasant and
varied experience than the N1. This approach suggests that the route could be promoted as a tourism
service route similar to Route 62 (R62) in the Southern Cape which is modeled on the legendary Route
66 in the United States. For example, a Battlefields / Diamond Fields Route/treasure route.
The District should engage with the Local Municipalities, National and Provincial Department of
Transport, National Department of Public Works, etc to determine how the following recommendations
will be implemented:
Determine current and future strategic roads and conduct an audit on the state of these roads
Lobby to create better spatial linkages through encouraging SANRAL and other agencies to rebuilding
the N12 in the North West Province (even though it falls outside the District and Province), linking
the region to Gauteng through Potchefstroom.
Overcome freight logistical isolation by supporting manufacturing of low volume and high value
goods.
Lobby for Kimberley Airport to get port of entry status and develop into a freight Airport
Develop a logistics hub in Kimberley
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It is important that these infrastructure interventions be undertaken as speedily as possible, since the
provision of adequate infrastructure crowds in private investment, which will be essential to the
industrial development envisioned.
3.6 THRUST 3: MARKET EFFICIENCY AND INNOVATION
Market efficiency depends on a number of factors, many of which Municipalities are unable to control,
for example, trade barriers, foreign ownership restrictions, and the efficiency of the legal framework, as
these are strictly within the scope of the national government. However, there are certain factors
related to market efficiency that municipalities have the ability to influence. These include the level of
competition intensity in the local market, the time required to start a business, skills leakage, and ease
of access to funding and finance.
Procedure manuals and staff training as recommended in thrust one will facilitate the process of red
tape reduction.
The below Table indicates that all Local Municipalities in the study area require market efficiency
interventions aimed at improving the competitiveness of the business environment. The focus of these
interventions should be on enlarging the consumer and supplier market, improving access to
information, reducing barriers to entry, and improving quality to enable increasing substitutability of
established products.
Table 3.5: Spatial guidelines for implementation of market efficiency interventions
Local municipality

Intensity of competition

Red tape
reduction

Innovation,
technology and
product
development

Frances Baard DM

n.a

n.a

n.a

Dikgatlong LM







Magareng LM















Sol Plaatje LM
Phokwane LM



Innovations result in product, technology, and trade development. Technological advances allow for
cost reductions that imply lower prices, increased demand, and possibly new trade relations as
consumers switch to the purchase of lower priced products. New technology leads to product
improvements and differentiation that have the potential to extend demand. One of the best methods
for stimulating innovation is the promotion of competition. When competition is fierce, firms go all-out
to develop mechanisms that will distinguish their production and products from the masses.
52

FRANCES BAARD DISTRICT - INVESTMENT AND MARKETING STRATEGY- FINAL DRAFT
53

In the context of continued globalization of economic activities, those localities that are able to
continually innovate will become the choice destination of international investors, since innovation is
synonymous with cost savings, the development of niche markets, and higher returns on investment.
The programmes aimed at achieving greater market efficiencies are:
Programme 3.1: Increase intensity of local competition
Programme 3.2: Reducing red tape
Programme 3.3: Alignment of skills and human resource strategies
Programme 3.4: Promote product, process, marketing and organisational innovation
3.6.1 PROGRAMME 3.1 INCREASE INTENSITY OF LOCAL COMPETITION
The development of any sector depends on the demand for its products. Economic theory teaches that
the most significant determinants of demand include price, consumer tastes and preference, and
(disposable) income. Supply is derived from demand; actions must be taken to modify prices, income,
tastes, and preference to stimulate additional demand. Prices are primarily influenced by the
stimulation of competition. When firms compete for sales, they are compelled to charge as low a price
as possible. In general, there exists a positive relationship between price and monopoly power. Thus,
the intensification of competition leads to a reduction in price, which stimulates demand.
Competition also indirectly influences disposable income: when prices are reduced, the purchasing
power of income increases, and hence consumers are able to purchase more goods and services with
the same amount of money they possessed before price cuts, which further stimulates the demand for
commodities.
Since tastes and preferences are subjective, these determinants are more difficult to change. However,
marketing and advertising campaigns that expose consumers to new and/or different products, may
affect the consumers tastes.
Promoting competition reduces prices, which increases demand. Perfect competition refers to the state
in which individual producers have no control over the price that they charge to consumers. This
prevents potential exploitation of monopoly power that could adversely affect society. Perfect
competition occurs when the following conditions are simultaneously attained:
Too many consumers to allow any individual consumer to have an influence over price;
Too many suppliers to allow any single producer to have an influence over price (implicitly: no
collusion);
Perfect information regarding all aspects of production and sales;
The absence of barriers to entry;
Homogenous products.
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Perfect competition is rarely if ever achieved. However the closer an environment moves toward its
simulation the more likely the benefits of such a state will be achieved.
Recommended tasks that can be taken to promote a movement toward the conditions of perfect
competition within the District are:
Determine the most pertinent barriers to new business development and develop a strategy to
address.
Determine the type of information required by businesses and potential investors and develop a
business attraction strategy
Determine the most appropriate products to form the basis of export promotion and import
competition
Enlarge the consumer market: export promotion to increase international consumer based and
labour intensive industries to increase the number of persons with access to income, thus increasing
the domestic consumer market
Promote entrance of new businesses: promote entrepreneurship and ensure an adequate source of
funding
Improve access to information: potential investors should be able to access the marketing
information developed with regard to development potential in all sectors in the District.
Reduce barriers to entry: largely of a financial nature by improving availability of information
regarding funding and assisting in completing funding applications
3.6.2 PROGRAMME 3.2 REDUCING RED TAPE
Red tape or needlessly time-consuming bureaucratic procedures decelerate the pace of development.
Where the local and district municipalities are able to contribute to the reduction of such procedures,
every effort should be made to do this as lengthy procedures are likely to divert investor interest to
areas that have less cumbersome procedures.
Proven approaches frequently adopted by governments to reduce and streamline administrative
procedures include simplification of permits and license procedures and time limits for decision-making.
Recommended strategic tasks include:
The District and Local Municipalities must take stock of all procedures and regulations related to
investment and determine where efficiency improvements and/or changes are required
Plans should be developed to implement required efficiency improvements and/or regulations as
speedily as possible
3.6.3 PROGRAMME 3.3 ALIGNMENT OF SKILLS AND HUMAN RESOURCE STRATEGIES
Strategies supporting inter-generational economic mobility are crucial. Investing in people and their
ability to engage economic opportunities is a priority. Inter-generational economic mobility means
54

FRANCES BAARD DISTRICT - INVESTMENT AND MARKETING STRATEGY- FINAL DRAFT

ensuring that every generation is better off than their parents, it also means that opportunities need to
be created whereby people can incrementally move from the 2nd to the first economy through a ladder
of opportunity.
The alignment of skills and human resource development strategies is mainly concerned with industrybased skills training, improving the intermediate level skills base of the District as well as labour market
training for target groups (focusing on the unemployed, retrenched workers, youth, women, people
with disabilities, etc),
The District is also currently faced by large ‘brain-drain’ to Bloemfontein as a result of a lack of tertiary
educational facilities.
An adequately and appropriately skilled workforce is essential for the competitiveness of an area.
Technology breakthroughs are to an extent dependent upon the possession of an adequately and
appropriately skilled labour force.
Given the extent of low education and skills levels amongst the current potential economically active
population as well as the increasing pace at which the technology changes, it is essential that employers
provide on-the-job training.
Frances Baard’s Investment Promotion Strategy should therefore focus on:
Addressing the lack of accredited tertiary institutions
Expanding and retaining educational facilities (primary, secondary and tertiary)
Conducting a skills requirements assessment
Developing a database of unemployed and their skills levels
Develop a database of employment opportunities, compiled with information regularly provided by
businesses
Assist labour market efficiency by developing a public recruitment agency, that matches
appropriately skilled unemployed individuals with employers who are in the market for hiring
Encourage business to integrate skills strategies into business strategies and plans
Promote mentoring programmes in which ‘veterans’ team up with ‘rookies’ to guide them through
their initial period of employment
Ensure an increase in Frances Baard Districts labour base’s skills profile, through registered
accredited training linked to the National Qualifications Framework (NQF),
Improve the relevance (align with industry needs), effectiveness and cost of skills development
The skills profile of an area affects the mix of economic activities that it may pursue. Therefore, it is
essential that education and training programmes be initiated quickly and on a continuous basis, in line
with the developmental goals of the District. The District should engage with National Department of
Education, Provincial Government of Education, Local Municipalities, Local businesses, Research
Institutions and SEDA, to implement the recommendations made. The District should also engage with
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the Northern Cape Province who has recently undertaken a Northern Cape Skills Audit and a Human
Resources Development Plan.
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3.6.4 PROGRAMME 3.4 PROMOTE
ORGANISATIONAL INNOVATION

PRODUCT,

PROCESS,

MARKETING

AND

Product innovation entails improvements in existing products and/or the development of new products.
One of the best ways for stimulating such innovations is the promotion of competition. When
competition is fierce, firms endeavor to develop product characteristics that will set their product apart
from the masses.
Process innovation entails improvements in the techniques of production. Two principal sources of
process innovation are improvements in labour and improvements in capital. Improvements in the
quality of labour may permit the workforce to work more efficiently, which ultimately improves the
efficiency of production. Improvements in production techniques require new technology. Process
innovation is promoted by an incubator environment that hosts a number of similar and related firms.
Knowledge transfers and sharing are more likely in such conditions; which improves the possibility of
discovering new production techniques.
Marketing plays a large role in the strategic positioning of industries in the local, provincial, national, and
global arena. More effective marketing campaigns lead to a greater awareness of product markets and
new business opportunities that lead to new business attraction and wider demand markets. For more
detail refer to the detailed marketing strategy in the next Section of the report.
Organisational innovation entails improvements in the manner in which firms or collections of firms are
structured. Organisational innovations in the form of cluster complexes have huge potential benefits
based on savings generated by the close proximity of supportive and related firms and industries.
Recommended strategic tasks:
Continuous research of trends in consumer demand through subscribing to an appropriate economic
database and relaying information to businesses and investors - liaise with Sol Plaatje in this regard
as cost sharing could be achieved since Sol Plaatje already subscribes to an economic database which
would be best if ‘managed’ by the District so that all of the LMs can benefit there from.
Communication of changes in trends to businesses and investors
Host international trade exhibitions
Increase the quantity and quality of scientific research institutions by developing innovative
mechanisms for attracting research institutions to the area
Improve businesses’ knowledge of the availability of funding for research and development by
compiling and distributing an inventory of available R&D funding relevant to businesses in the study
area
Promote collaboration between tertiary education facilities and industries
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Any new projects should be implemented in a manner that promotes the development of clusters.
Multiple projects should link with each other and every effort should be made to contain all stages of
production within the boundaries of the District Municipality, where financially feasible.
Compile an inventory of all inputs required by industries operating in the District, which provides
details of suppliers
Develop a clear spatial vision of economic development
The District should actively promote innovation by continuously engaging with the DTI, local
municipalities, local businesses, research institutions and educational facilities.
Timeframes and Participation:
Red tape and bureaucratic procedures should be reduced as quickly as possible in order to prevent a
decelerated pace of development. The Frances Baard DM and the Local Municipalities should participate
to ensure that administrative procedures and time limits for decision-making are reduced and
streamlined.
3.7

THRUST 4: LEVERAGE GROWING
INVESTMENT OPPORTUNITIES

AND

STRATEGIC

SECTORS

TO

OPTIMISE

In order to promote investment into Frances Baard, certain sectors have been identified as needing
special priority focus. These rapidly growing sectors possess economic growth and development as well
as business development and employment opportunities.
The District has recently revised its LED Strategy, therefore this Thrust only touches on key investment
related components of economic development.
This Thrust underlies the importance of promoting both local and international investment in the
Districts economy and is comprised of the following two programmes:
Programme 4.1: Business regeneration and development
Programme 4.2: Key catalytic sector interventions
3.7.1 PROGRAMME 4.1 BUSINESS REGENERATION & DEVELOPMENT
The District needs to catalyse the development of new business opportunities (i.e. agri-industry) as well
as to expand its existing businesses (i.e. manufacturing) and retain the businesses that are considering
relocating outside the District in order to realise its vision.
This requires Business Development Retention and Expansion. Economic growth is driven by three pillars
of economic development. These pillars are:
Existing business,
Existing businesses that are expanding, and
Newly developed businesses.
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Historically, government concentrated on support of new businesses. In other words, the majority of
government policies aimed at the development of an economy through provision of environment
conducive for new business establishment. Thus, the policies overlooked imperative factors of economic
growth, such as expansion and retention of economic activities. Government support of expansion and
retention of businesses is, however, crucial in ensuring job creation in the economy as it secures jobs
that already exist in the economy and generates new employment opportunities within already
established businesses.
Government support of the three pillars of economic growth could be achieved through formulation and
implementation of the Retention, Expansion and Development Framework. The main objective of the
Framework is to improve the quality of life and livability of the area through economic growth that
creates jobs, generates wealth and attracts investments. This framework incorporates three strategies
that are discussed in more detail below.
Retention Strategy
The existing businesses provide current jobs and constitute a tax base for local government. Their
support is, therefore, essential to safeguard the foundation for economic growth. The Retention
Strategy aims at improving the competitiveness of the existing businesses by identifying their needs and
concerns. The Retention Strategy should focus on the following tasks:
Evaluation of businesses in the area and high priority retention targets
Identification of the strengths and weaknesses of the current business climate
Establishment of assistance mechanisms, including marketing, technology and skills development
Expansion Strategy
The Expansion Strategy is directly linked with the Retention Strategy as it focuses on the current
businesses. Its main purpose is to provide necessary support to the local businesses to build on existing
opportunities through their expansion. The main tasks of the Expansion Strategy are as follows:
Linkages with the Retentions strategy
Identification of business expansion opportunities
Development of mechanism to communicate the identified opportunities to businesses
Formulation and implementation of a business expansion incentive programme
Development Strategy:
The Development Strategy concludes the Framework. It aims at attracting new business in the local
economy and maintaining a business climate conducive to future investments. The Development
Strategy focuses on the following tasks:
Identification of new business opportunities, including cluster development
Marketing strategy
Supply - chain development
Skills development
Infrastructure development
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3.7.2 PROGRAMME 4.2 KEY CATALYTIC SECTOR INTERVENTIONS
This programmes focuses on growing certain identified economic sectors, in order to attract investment
into the specific growth clusters. In so doing the District will develop businesses, increase trade levels,
increase sustainable job opportunities and promote economic development.
In addition, the roles and responsibilities of the District in respect of sectoral support are highlighted. It
is critical that the District have a clear understanding of its mandate and the types of interventions that
are thus possible. Given the importance of the District government mandate, this section identifies the
scope of interventions required at the District level to shift negative sector momentums, support repositioning in relation to export and domestic markets, and facilitate operational upgrading.
It is recommended that business attraction in the Frances Baard DM is geared towards attracting
businesses that can capitalise on the local opportunities and create clusters of competing, connected,
and complementary industries. The biggest benefit of clustering is the establishment of linkages
between the interrelated companies, increased competitiveness between the competing industries, and
improved productivity resulting from these relationships.
Clustering of economic activities involves the establishment of an economic infrastructure including the
provision of industrial estates with serviceable sites, financial assistance, and consulting services.
It is also important for the District to ensure permit application processes are dealt with efficiently. Time
taken in issuing various development approvals is the indication to potential investors of the dedication
of the local government to economic development and their interest in attracting new investments.
Timely response with regard to permit applications should be viewed as one of the key components of
local government’s investment strategy. In this context it is recommended that strict competitive
deadlines for permit approvals be adopted and adhered to by the District Municipality. This refers to the
following permits:
Town planning approvals
Site development plan approvals
Building plan approvals
Development approvals
Development agreement signage
In order for the District to assist expediting approvals at a local municipality level it is suggested that the
District design a decision support tool namely a Environmental Management Framework (EMF) which
focuses on ecological, social, economical and institutional indicators, including their sensitivity, extent,
interrelationships and significance within the District. The aim of the EMF is to provide guidance to
government departments, environmental assessment practitioners (EAP’s), as well as developers, as to
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how and where development is desirable or undesirable within specific regions (priority areas) as well as
establish the status quo in terms of environmental, social and economic attributes. Special emphasis is
placed on operational and strategic issues within the three spheres of government. An EMF also
provides applicants with an early indication of the areas in which it would be potentially appropriate to
undertake an activity. An EMF also provides information for all decision making authorities which
support their decision making process and promotes initiatives and development that can be able
secure long term sustainable income. All in all, EMFs are one of the environmental management tools
used to provide a safe and healthy environment. If developed correctly and implemented appropriately,
it will assist in making informed decisions which in turn will assist in the processing of development
applications even faster.
Furthermore, since not all municipalities are capable of managing a financial incentive policy, the
following activities are proposed:
Design and pilot investment incentive in the District and its Local Municipalities by focusing on nonfinancial incentives.
Compare incentive schemes with those offered by other District Municipalities being identified as
competing locations of the Frances Baard DM.
Consult Annexure 1 for Draft Investment Incentives for consideration by the Frances Baard District.
Firms in the District don’t operate in isolation from global and national forces and the value chains in
which they find themselves embedded strongly inform opportunities for growth and development.
Understanding these value chains is also important in respect of attracting new investments and
identifying further value added opportunities within the District. The following clusters, in no particular
order, have been identified as those with the highest potential to attract investment:
Tourism – The District has a rich heritage. It is also the capital of the Province and the gateway to the
province. A variety of monuments, museums, theatres, galleries, historical houses, churches, etc are
available throughout the District. The city of Kimberley came into existence due to the world’s
largest diamond rush. The city has various site seeing opportunities around the historic diamond
mining industry in the Province. Tourism is largely based around the historic mining industry and the
Anglo-Boer War sites; however the District offers other tourism opportunities such as hunting and
eco-tourism. Cluster opportunities in include, inter alia (for detail see Tourism Strategy):
o Heritage tourism
o Tourism routes
o Game hunting cluster
o Mining tourism
o Birding tourism, etc
Provincial hub of administration – Kimberley is the Northern Capes locus of political power. The key
provincial policy and regulation processes are driven from the various government institutions based
in Kimberley. This gives the District regional competitive advantage as a centre of power – where
policy decisions are lobbied, consulted and debated. A further opportunity is government investment
in Kimberley such as the new provincial prison and mental health hospital which is currently being
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constructed. The potential of a provincial/administration cluster also proposes the generation of
various support services (e.g. stationary provision to offices, supplies to hospital and prison).
Agriculture and value-adding Hub - The changing market demands with regards to agriculture are
supported by well-developed infrastructure in the Vaal Harts valley. The main centres of
beneficiation of primary sector products are outside of the District and province. Agro-processing
presents tremendous opportunity for employment creation, since the agro-processing sector is one
of the more labour intensive manufacturing sub-sectors. The opportunity exists to establish light
industrial agro-processing parks in Phokwane, Dikgatlong and Sol Plaatje, in which a variety of agroprocessing activities take place, so as to capture agglomeration savings and stimulate knowledge
sharing and innovation. The Parks should have an incubator in which start-up farmers/groups may
make use of shared equipment for a specified period, before moving on to start their own businesses
in the Park. The Parks should provide a free service centre which provides services such a training
financial management, information on new technology, assistance with finance applications, etc.
Specialisations of parks and agro-clusters could include:
o Field crop farming and processing
o Vegetable, fruit and nut processing
o Livestock farming and processing
o Agro- pharmaceuticals
Here it is relevant to note that Sol Plaatje LM in partnership with the Department of Housing and
Local Government, and the National Treasury, is in process of constructing a light manufacturing
SMME village in Galeshewe.
Diamond beneficiation hub – Even though the current global economic crisis is leading to closing of
mines and retrenchments in the mining sector, mines possess enormous purchasing power, which
the District should attempt to tap into. Efforts should be made to secure contracts for the provision
of inputs currently imported. The key cluster activity in the mining sector which should be supported
by the District is the Diamond Strategy, developed by the Northern Cape Provincial Government,
which intends to maximize diamond beneficiation in the District. The objective of the diamond
strategy is to establish a centre of excellence for diamond cutting and polishing, jewellery
manufacturing and other diamond related services. There are seven priority projects of the diamond
strategy that aim to develop beneficiation in the Frances Baard DM and the Northern Cape:
o Kimberley International Diamond and Jewellery Academy
o Relocation of the State Diamond Trader
o Kimberley Diamond and Jewellery Hub
o Branding Kimberley diamonds and jewellery
o Jewellery manufacturing
o Diamond cutting and polishing
o Tourism: mining tours
BPO&O: Currently, the District and more specifically Sol Plaatje LM is one of the most attractive areas
in the country as far as cost of telecommunications is concerned. Sol Plaatje already has fully fledged
Business Process Outsourcing and Off shoring (BPO&O) sector. The geographical position of the
region is ideal for regional off-shoring. A provincial BPO&O steering committee exists to support the
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development of this sector in the area. The key targeted business sectors are: banking, financial
Services, and insurance.
The recommended tasks and actions include:
Show case successful implementation of LED initiatives in the District and local municipalities to
stimulate business confidence (for both existing and potential enterprises)
Stimulate dialogue over issues and problems within specific sectors (include multi-sectoral issues in a
manner conducive to collective action)
Support cluster learning networks
Disseminate sector and trade intelligence information
Develop a Environmental Management Framework (EMF) for the District in order to expedite
approvals
Establish agro-processing Parks in Phokwane and Dikgatlong modeled on the success of the SMME
village in Sol Plaatje
Undertake attraction of businesses operating within the targeted sectors (agriculture, tourism,
manufacturing, mining)
Promote the District as a favourable location for the targeted businesses and create an awareness of
various development opportunities in the area
Respond efficiently to proposed new development.
Promote and plan the establishment of clusters in the District Municipality.
Modify and undertake council adoption of incentives and support measures (see Annexure 1 for draft
District incentives).
Ensure sufficient provision of serviced industrial space/estates within the local municipalities for
potential investors
Address inaccessibility of information regarding sector opportunities
3.8 CONCLUSION
From the above it can be concluded that Frances Baard’s Investment Strategy is build upon a number of
strategic interventions that will have a positive impact on the investment environment in Frances Baard
District. Recommendations are roughly based on the pillars forming the World Economic Forum’s Global
Competitiveness Index, which provides insight into factors that determine the competitiveness, and
hence the level of investment.
The below Table provides a summary of the Investment Strategy.
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THRUST 1: GOOD ECONOMIC GOVERNANCE, COMMUNICATION, AND STRATEGIC PARTNERSHIPS

63

PROGRAMMES

ACTIONS

Improved
governance

Government Structure:
Improve intergovernmental relations, co-ordination and planning
Develop partnerships and facilitate institutional demarcation through economic networks and linkages between entities
Strengthen and build a structured ‘co-opetition’ partnerships with Mangaung and Potchefstroom, Klerksdorp and S.W of Gauteng
Undertake higher levels of interaction between communities & municipality with quality customer care facilities and better service
delivery with high levels of maintenance, cleanliness and law enforcement, with associated high levels of public confidence
Government Funding:
Lobby with role players (i.e. public works, international funding organisations, etc)
Provide capital budget for the implementation of the programmes and tasks listed in this strategy
Secure off-municipal budget funding for implementation.

Human resources
management and
institutional
transformation

Proactively seek to fill all available positions
Undertake staff survey to determine reasons for high staff turnover. Obtain suggestions for retention and initiate staff retention
Conduct staff skills audit to determine skills gaps & required curriculum for training & undertake vigorous staff training programmes
Develop new staff recruitment methods
Set up a comprehensive list of municipal level economic tasks and functions
Identify needs with regard to availability and/or possible revision of existing manuals
Develop and disseminate procedure manuals for all municipality tasks and functions
Establish a dedicated District level Development Implementation Body
Review and align the District organisational structure to strategic objectives

Communication and
information
interventions

Inventories of all current investment activities, trends, future plans, skills and financial assistance are required.
Establish a District Advisory Service Centre
A business directory for each municipality should be created to be made available at Local Municipalities
Frances Baard and Sol Plaatje municipalities have interactive websites, although these require revision with regard to the contents
and investor information contained therein. The other local municipalities require the development of interactive websites.
Assist with the establishment and revitalisation of municipal LED forums by consulting good working LED Forums and LED
Departments as learning organisations.
Communicate the aims of the LED Forum, as aligned with the Department of Economic Affairs’ TOR for District LED Forums.

THRUST 2: IMPROVED MUNICIPAL SERVICE DELIVERY AND ECONOMIC INFRASTRUCTURE INVESTMENT
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PROGRAMMES
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ACTIONS

Improved service
delivery (Electricity
and water)

Establish a municipal services monitor at the District level, whereby the district maintains a clear investment picture to inform
planning, prioritisation and decision-making
Identify and prioritise economic concentrations that do not have access to electricity and water services
Liaise with local municipalities to consider unbundling state services provision to stimulate a local service industry
Launch a district-wide infrastructure maintenance and expansion financing strategy towards building a richer range of
infrastructure development alternatives in order to speed up delivery.
Utilise existing inter-governmental structures and local economic development forums to lobby the responsible authorities to
prioritise key logistical infrastructure linkage investment benefiting Frances Baard

Road and transport
connectivity

Determine current and future strategic roads and conduct an audit on the state of these roads
Lobby to create better spatial linkages through encouraging SANRAL and other agencies to rebuild the N12 in the North West
Province, linking the region to Gauteng through Potchefstroom.
Overcome freight logistical isolation by supporting manufacturing of low volume and high value goods.
Lobby for Kimberley Airport to get port of entry status and develop into a freight Airport
Develop a logistics hub in Kimberley

THRUST 3: MARKET EFFICIENCY AND INNOVATION
PROGRAMMES

Increase intensity of
local competition

ACTIONS
Determine the most pertinent barriers to new business development and develop a strategy to address.
Determine the type of information required by businesses and potential investors and develop a business attraction strategy
Determine the most appropriate products to form the basis of export promotion and import competition
Enlarge the consumer market: export promotion to increase international consumer based and labour intensive industries to
increase the number of persons with access to income, thus increasing the domestic consumer market
Promote entrance of new businesses: promote entrepreneurship and ensure an adequate source of funding
Improve access to information: potential investors should be able to access the marketing information developed (see separate
document developed as part of this study) with regard to development potential in all sectors in the District.
Reduce barriers to entry: largely of a financial nature improving availability of funding information and assisting in applications
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PROGRAMMES
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ACTIONS

Reducing red tape

The District and Local Municipalities must take stock of all procedures and regulations related to investment and determine where
efficiency improvements and/or changes are required
Plans should be developed to implement required efficiency improvements and/or regulations as speedily as possible

Alignment of skills
and human resource
strategies

Address lack of accredited tertiary institutions
Expand and retain educational facilities (primary, secondary and tertiary)
Conduct a skills requirements assessment
Develop a database of unemployed and their skills levels - liaise with the Province in this regard as they have recently completed a
Northern Cape Skills audit and Human Resources Development Plan.
Develop a database of employment opportunities, compiled with information regularly provided by businesses
Assist labour market efficiency by developing a public recruitment agency, that matches appropriately skilled unemployed
individuals with employers who are in the market for hiring
Encourage business to integrate skills strategies into business strategies and plans
Promote mentoring programmes in which ‘veterans’ team up with ‘rookies’ to guide them through their initial employment
Ensure an increase in the labour base’s skills profile, through registered accredited training linked to NQF
Improve the relevance (align with industry needs), effectiveness and cost of skills development

Promote product,
process, marketing
and organisational
innovation

Continuous research of trends in consumer demand through subscribing to an appropriate economic database and relaying
information to businesses and investors - liaise with Sol Plaatje LM for potential costs savings as the Sol Plaatje LM already subscribe
to an economic database which would be best if ‘managed’ by the District so that all of the LMs can benefit there from.
Communication of changes in trends to businesses and investors
Host international trade exhibitions
Develop innovative mechanisms for attracting research institutions to the area
Compile and distribute an inventory of available R&D funding relevant to businesses in the study area
Promote collaboration between tertiary education facilities and industries
Any new projects should be implemented in a manner that promotes the development of clusters. Multiple projects should link with
each other and every effort should be made to contain all stages of production within the boundaries of the District Municipality
Compile an inventory of all inputs required by industries operating in the District, which provides details of suppliers
Develop a clear spatial vision of economic development
The District should actively promote innovation by continuously engaging with the DTI, local municipalities, local businesses,
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PROGRAMMES
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ACTIONS
research institutions and educational facilities.

THRUST 4: LEVERAGE GROWING AND STRATEGIC SECTORS TO OPTIMISE INVESTMENT OPPORTUNITIES
PROGRAMMES

ACTIONS

Business
regeneration and
development

Evaluation of businesses in the area and high priority retention targets
Identification of the strengths and weaknesses of the current business climate through the undertaking of a Business database and
Business Investment Climate Survey
Establishment of assistance mechanisms, including marketing, technology and skills development
communicate identified opportunities to businesses
Formulation and implementation of a business expansion incentive programme (see Annexure 1)
Identification of new business opportunities, including cluster development
Supply - chain development

Key catalytic sector
interventions

Show case successful implementation of LED initiatives in the District and local municipalities to stimulate business confidence (for
both existing and potential enterprises)
Stimulate dialogue over issues and problems within specific sectors (include multi-sectoral issues in a manner conducive to collective
action)
Support cluster learning networks
Disseminate sector and trade intelligence information
Develop a Environmental Management Framework (EMF) for the District in order to expedite approvals
Establish agro-processing Parks in Phokwane, Dikgatlong and Sol Plaatje
Undertake attraction of businesses operating within the targeted sectors (agriculture, tourism, manufacturing, mining)
Promote the District as a favourable location for the targeted businesses and create an awareness of various development
opportunities in the area through appropriate marketing of the marketing information developed (see separate documentation)
Respond efficiently to proposed new development.
Promote and plan the establishment of clusters in the District Municipality.
Modify and council adoption of incentives and support measures (see Annexure 1 for draft District incentives).
Ensure sufficient provision of serviced industrial space/estates within the local municipalities for potential investors
Address inaccessibility of information regarding sector opportunities
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MARKETING STRATEGY

In developing an implementation plan for investment promotion activities, it is necessary to find
the appropriate balance between the investment promotion principles and aspects, taking into account
important factors such as the investment environment, the comparative advantages of the Frances
Baard District, global developments, and the recognition that these factors change over time. The
implementation of the Investment Promotion Strategy also entails understanding what to promote,
where to promote, and how to tailor and time the message to achieve maximum impact, which will be
discussed in this Section addressing the marketing aspects of implementing the Frances Baard
Investment Promotion Strategy.
Marketing of the District is an essential part of the success of the Investment Strategy. Potential
investors are unaware of the business perspectives offered by the DM, mostly because of the limited
knowledge they have on all the opportunities in the area which decreases the effectiveness of
investment promotion programmes. A component of any Investment Strategy should thus be to
increase the awareness of local opportunities.
The Marketing Strategy is thus the cornerstone of the Investment and Promotion Strategy of the Frances
Baard DM.
4.1 OBJECTIVES OF THE MARKETING STRATEGY
The ultimate aim of the Investment Promotion Strategy is to attract new foreign direct investment to
Frances Baard District. The objectives can be summarised as follows:
To improve and promote the Frances Baard DM image within the investment community as a
favourable location for investment with government workforce dedicated to address the needs of
potential investors. I.e. entails image-building activities.
Create awareness of the Frances Baard’s locational advantages with Kimberley being situated right in
the centre of South Africa, making the District a good location for companies requiring nationwide
distribution and access to markets of Botswana, Namibia and Lesotho. I.e investment-generating
activities.
Make potential investors and stakeholders aware of potential business opportunities in the Frances
Baard District in order to generate investment directly in such sectors as (i.e. investment-generating
activities):
 Agriculture and agro-processing
 Mining and mineral beneficiation
 Tourism
 Retail, trade and services
To provide services to prospective and current investors and create an environment conducive for
their business development. I.e. entails investment- service activities.
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4.2 TARGET MARKET
The target market is both local and international markets. These are described in detail hereunder.
4.2.1 LOCAL TARGET MARKET
Based on the location and main routes to and from the District (see below Figure), various local markets
have been identified.
Figure 4.1: Frances Baard District Municipality in relationship with transport routes and local markets
Distances:
Sishen – Kimberley 250km
Sishen – Upington 250km
Sishen – JHB 600km
Kimberley – Bftn 150km

Source: SDF, 2007
A description of the local markets in terms of the implications of their spatial relationship is as follows:
Bloemfontein: Bloemfontein serves as the provincial service centre for the southern Free State.
Kimberley owes its origins to diamonds and does not have the same kind of geographic service
centre role that Bloemfontein does. Given Bloemfontein's larger population and therefore larger
thresholds as well as its greater range of services and particularly its tertiary education institutions
and University, Kimberley, and therefore to a certain extent Frances Baard District, is vulnerable to
competition from this city located 176 km away from Kimberley.
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Upington: Upington (Siyanda District Municipality) has been pursuing aggressive economic growth
and development facilitation and is seeking to position itself as the premier centre of the Northern
Cape Province by promoting its international airport, irrigation agriculture along the banks of the
Gariep River and its central location within the Province. It is also located on the R27, an important
road link between Gauteng and Namibia although this now competes with the more direct TransKalahari Highway through Botswana.
Sishen–Kuruman: There is considerable expansion of mining activity in the Sishen-Kuruman region
coupled with significant residential and retail expansion in Kathu and Kuruman. Kimberley is the
nearest main centre to this region. However, it doesn't offer the range of goods and services that
Gauteng does and it is not on the main direct route, the R27. Nevertheless, Kimberley airport is of a
higher order than Kuruman / Kathu and many visitors to this region fly in to this airport (or
Bloemfontein) and drive through. Thus, there may be opportunities for Kimberley to position itself as
a major service provider to this region taking advantage of its closer location 250km vs 600km
(Gauteng) and that the direct rail link from Gauteng to Sishen passes through Kimberley.
Gateway to Kalahari: Kimberley is the largest settlement on the fringes of the Kalahari and the
Ghaap Escarpment which forms the edge to this region. The Kalahari is important for minerals
especially in the Sishen region as well as cattle ranching, game farming and hunting. Kimberley has a
far larger range of services and tourism attractions than similarly located towns such as Vryburg. It
should try to position itself so that it is an essential component of a visit to the Kalahari for both
business and holiday travel.
Regional economic centers on the South Western edge of Gauteng: Frances Baard district is situated
approximately 300kms from Gauteng – three to four hours travel by road. The implications of this
spatial relationship for Frances Baard's major economic sectors are as follows:
 Tourism – Frances Baard is located too far from the Gauteng market for weekends away. France
Baard is more suited to three to four times a year getaways. Frances Baard is in competition
with Magaliesberg, Limpopo, Mpumalanga, Drakensberg Natal and requires excellent attractive
unique products. Its location on way to Cape Town needs to be maximised. Frances Baard
however offers stronger tourism attractions based on diamonds, history, gateway to the
Kalahari, etc.
 Warehousing & Distribution – The District is possibly too far for "just in time" distribution. This
suggests potential for warehousing and distribution particularly for strong local demand.
 Service and logistic support to mining – There are major deep level diamond mines, alluvial
diggings and cement within 150km radius of Kimbereley and the Sishen complex beyond 150km
located on R27, to Upington and Namibia. These operations can be serviced by Kimberley which
enjoys locational advantage although lacks wide diversification of Gauteng (450km – 600kms
away) offerings.
 Agriculture – High demand for agriculture in Phokwane and other irrigation areas. The demandR27 has a more direct link to Sishen and Gauteng. Frances Baard is not on the way. Kimberley
should have advantage over Gauteng but depends on extent and range of services (SDF, 2007).
If the Frances Baard District significantly improves its level of urban services, attractiveness of its
settlements and pursues its advantages to add value in the agriculture, mining and tourism fields,
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then it could begin to provide an attractive residential option for "retirees" and "escapees" from
Gauteng. The district offers a location that is not too far away for people with strong social and
economic links in Gauteng but who doesn’t wish to live there.
Kimberley, is situated right in the centre of South Africa, making the District a good location for
companies requiring nationwide distribution and access to the markets of Botswana and Namibia. The
District thus serves as an important services hub for Botswana, Namibia and other prime African
markets. The area acts as a gateway to the rest of Africa which allows for supply of manufactured goods
to more populated provinces and African countries and enables cross border injections of buying power.
4.2.2 INTERNATIONAL TARGET MARKET
The analysis of international trade of the Frances Baard DM, particularly with regard to the main export
partners of the District, assists in identifying countries that create the demand for the local goods and
products. These countries are considered to be potential investors in Frances Baard DM, as they could
be involved in expansion of the local business or investment in new operations in those sectors that
produce and manufacture products that are currently exported to these countries.
The trade balance in the Frances Baard DM accounted for 1.3% of its GGP in 2008 although this needs to
be seen against the backdrop of the economic recession. In 2007 the trade balance which has grown
since 2003 was valued at more than half (55%) of the Districts GGP. This situation is opposite to the one
observed in the rest of South Africa where the trade balance remained negative since 2003. At the same
time, the composition of the District economy is not diversified and many of the sectors are not selfsufficient. Therefore, it is expected that to a large extent goods and products in the Frances Baard DM
are imported not directly from foreign countries but from other Provinces within South Africa.
Figure 4.2 Frances Baard DM International Trade Dynamics (R’million, current prices)

Source: Quantec research, 2008
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In 2007, the international trade of the Frances Baard DM was valued at R7,6 billion in current prices. Of
this, 92% were exports and 8% were imports.
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According to the Quantec database (2009), the main export item of the Frances Baard District in 2007
was precious or semi-precious stones (mostly diamonds) accounting for 99.8% of exports. These are
mostly sold as diamonds unworked or simply sawn, cleaved. Other products exported, in order of
importance, include:
Vegetable products
Base metals & articles of base metal
Vehicles, aircraft, vessels & associated transport equipment
Works of art, collectors' pieces & antiques
Machinery & mechanical appliances
Textiles & textile articles
Raw hides & skins, leather, and leather articles
Miscellaneous manufactured articles
Live animals, animal products
Optical, photographic, cinematographic, measuring, clocks & watches; musical instruments; parts &
accessories thereof
Plastics & articles thereof; rubber & articles thereof
Products of the chemical or allied industries
Footwear, headgear, umbrellas, sun umbrellas, walking-sticks, seat-sticks, whips, riding-crops & parts
thereof; prepared feathers & articles made therewith; artificial flowers; articles of human hair
Articles of stone, plaster, cement, asbestos, mica or similar materials; ceramic products; glass &
glassware
Wood & articles of wood; basketware & wickerwork
The overwhelming majority of exports are sold to Europe (see below Figure) of which more than 99%, is
sold to the United Kingdom. Other European countries, in order or importance, include:
Belgium
Netherlands
Austria
Czech Republic
Germany
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Figure 4.3: Frances Baard District Municipality export flows

98.7%
%%
0.3%
0.1%

The below Table shows the share of export countries of products from the Frances Baard DM.
Table 4.1: Share of export countries (excluding European countries)
Country

Asia

Americas

Africa
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0.9%

Region

Share within
country

Total share (excluding
Europe)

Hong Kong

1%

0.9%

Japan

13%

9.0%

Taiwan

1%

0.5%

Total Eastern Asia

15%

Israel

85%

Total western Asia

85%

TOTAL ASIA

100%

68.0%

Americas

100%

24.6%

0%

0.0%

Total NAFTA

100%

24.6%

Kenya

0.0%

0.0%

Total Eastern Africa

0.0%

Cameroon

0.4%

Canada

57.6%

0.0%
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Country

Region

Share within
country

Total share (excluding
Europe)

Total Middle Africa

0.4%

Angola

6.8%

0.5%

DRC

27.5%

2.0%

Malawi

0.3%

0.0%

Mozambique

20.7%

1.5%

Zambia

43.1%

3.2%

Zimbabwe

1.2%

0.1%

Total SADC

99.6%

TOTAL AFRICA

100.0%

Total excluding European countries

7.4%
100%

Source: Kayamandi calculations from Quantec, 2009
From the above Table it is evident that, other than Europe, other major countries in order of importance
are:
Asia,
America’s
Africa.
Major regions, other than the United Kingdom, in order of importance, are:
Israel,
America,
Japan,
Zambia.
With regards to the African Market it is relevant to note that the District serves as an important services
hub for Botswana and Namibia.
The below Table provides an indication of the export countries per products exported from the Frances
Baard District.
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Table 4.2: Export partners of local products
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Exporting item

Destination

Products of animal origin,

Czech Republic
Malawi
United States

Edible fruit, nuts, peel of citrus fruit, melons

Mozambique
Netherlands

Oil seed, fruits, grain, seed, fruit, etc,

Japan

Tanning, dyeing extracts, tannins, derives, pigments

Kenya

Essential oils, perfumes, cosmetics, toiletries

Angola

Soaps, lubricants, waxes, candles, modeling pastes

Zambia

Plastics and articles thereof

Angola
Zimbabwe

Rubber and articles thereof

Angola
Zambia
Zimbabwe

Raw hides and skins (other than fur skins) and leather

Czech Republic
Malawi
United States

Fur skins and artificial fur, manufactures thereof

Canada
United States

Articles of apparel, accessories, not knit or crochet

Angola
United Kingdom

Footwear, gaiters and the like, parts thereof

Zimbabwe

Glass and glassware

Angola

Diamonds

Belgium
United Kingdom
Hong Kong Special Administrative Region of
China
Israel
Taiwan Province of China
United States

Articles of iron or steel

Angola
Zambia
Zimbabwe

Tools, implements, cutlery, etc of base metal

United Kingdom

Nuclear reactors, boilers, machinery, etc

Angola
Cameroon
Germany
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Exporting item
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Destination
United Kingdom
Zambia

Electrical, electronic equipment

Angola
Cameroon
Zambia

Vehicles other than railway, tramway

Democratic Republic of the Congo

Optical, photo, technical, medical, etc apparatus

Angola
Cameroon

Toys, games, sports requisites

United Kingdom
Zimbabwe

Miscellaneous manufactured articles

Angola

Works of art, collectors pieces and antiques

Austria
United Kingdom
United States

Source: Kayamandi calculations from Quantec, 2009
The below Table provides the destination (possible investors) and the main exporting items (potential
products). These countries are seen as the international target market, and all international marketing
strategies should be focused on them.
Table 4.3: Potential international target markets
Destination

Main exporting item

United Kingdom

Articles of apparel, accessories, not knit or crochet
Headgear and parts thereof
Diamonds
Tools, implements, cutlery, etc of base metal
Nuclear reactors, boilers, machinery, etc
Toys, games, sports requisites
Works of art, collectors pieces and antiques

Israel

Diamonds

United States

Products of animal origins
Raw hides and skins (other than fur skins) and leather
Fur skins and artificial fur, manufactures thereof
Diamonds
Works of art, collectors pieces and antiques

Belgium

Diamonds

Japan

Oil seed, fruits, grain, seed, fruit, etc,

Zambia

Soaps, lubricants, waxes, candles, modeling pastes
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Destination

Main exporting item
Rubber and articles thereof
Articles of iron or steel
Nuclear reactors, boilers, machinery, etc
Electrical, electronic equipment

Democratic Republic of the Congo

Vehicles other than railway, tramway

Mozambique

Edible fruit, nuts, peel of citrus fruit, melons

Hong Kong

Diamonds

Angola

Essential oils, perfumes, cosmetics, toiletries
Plastics and articles thereof
Rubber and articles thereof
Articles of apparel, accessories, not knit or crochet
Glass and glassware
Articles of iron or steel
Nuclear reactors, boilers, machinery, etc

Taiwan Province of China

Diamonds

Netherlands

Wood and articles of wood, wood charcoal

Zimbabwe

Footwear, gaiters and the like, parts thereof
Articles of iron or steel
Toys, games, sports requisites
Plastics and articles thereof

Austria

Works of art, collectors pieces and antiques

Cameroon

Nuclear reactors, boilers, machinery, etc
Electrical, electronic equipment
Optical, photo, technical, medical, etc apparatus

Malawi

Products of animal origin,
Raw hides and skins (other than foreskins) and leather

Czech Republic

Products of animal origin
Raw hides and skins (other than fur skins) and leather

Canada

Fur skins and artificial fur, manufactures thereof

Kenya

Tanning, dyeing extracts, tannins, derives, pigments etc

Germany

Nuclear reactors, boilers, machinery, etc

The above countries are considered to be potential investors in the Frances Baard District, as they could
be involved in expansion of the local business or investment in new operations in those sectors that
produce and manufacture products that are currently exported to these countries.
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Apart from specific target markets (as per above Table) that could be identified for each project or
product in the Frances Baard District, the following stakeholders should also be included in marketing
initiatives:
National: Brokers, Developers, Investors, Professional organizations, Government (local and
national), Chambers of commerce, Trade unions, Statutory bodies, Local communities.
International: Investment brokers, Governments, Trade missions, Ambassadors, and Investors.
The reason for including the above range of stakeholders lies in the fact that one of the objectives of the
marketing program is to inform people of what the District has to offer.
4.3 BRANDING AND POSITIONING
Image building and positioning constitutes a critical factor in the investment promotion pipeline. The
Investment Promotion Management Body should utilise the marketing materials (see separate business
investment guide document) and be guided by this Investment Promotion Strategy to re-brand the
District as a favourable investment destination, mainly through the utilisation of the following ten
marketing techniques:
1. Advertising in Mass Media: The merits of advertising in mass media such as local newspapers,
radio, television, magazines, etc. should be exploited to the advantage of branding the Investment
Promotion Management Body.
2. Participating in Investment Exhibitions: This method of branding yields to higher success,
especially because of human interaction and relationships that are forged between encounters of
people in the events.
3. Advertising in Sector and Industry Media: Advertising is a good tool to build a brand. This
should consist of the Investment Promotion Management Body proliferating information in a form of
magazines, newsletters in companies and other targeted sectors.
4. Conducting Investment Seminars: This method is crucial and it presupposes that the Investment
Promotion Management Body facilitates investment opportunities to the region.
5. Developing a business investment Website: The District municipality has a website although no
body of knowledge regarding business investment opportunities. It is advised that a separate
dedidated marketing website be developed. The website should be very informative and will embody
all interests and values of the Investment Promotion Management Body. The website on its own will
not suffice to market the Investment Promotion Management Body and must therefore be
supplemented by other relevant marketing material developed (see separate business investment
guide developed).
6. Image Reputation: Marketing should concentrate progressively on developing strong brand
reputations to build equity and ownership.
7. Uniqueness Reputation Management: While naturally having a unique and self-contained
context-brand, the Investment Promotion Management Body should acknowledge several factors at
the national context and translate them where possible into a marketing strategy at local context.
8. Management Informal Modes of Communication: Verbal communication and information
propagated through conversation and informal modes impact on how the Investment Promotion
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Management Body will be perceived by prospective clientele and potential investors. This approach
entails motivating the Districts residents of the importance of the area's image and reputation. For
example, attracting tourists, or delegates who come to the area for official purposes such as
conferences, research, etc. should be instilled with positive feelings and are able to give strong
recommendations on return to their home countries. However, if they return with negative
experiences or perceptions, their word-of-mouth comments will severely affect the Districts
reputation.
9. Creation of Investors Friendly Climate: From an investment perspective, is critical to turn raw
data into intelligence for strategic decision-making and identification of key industries and
opportunities. A critical success factor to prospective investor is the provision of reliable information
and research. The easier to access reliable information the quicker to make decision to invest on the
part of potential investors.
10. Follow-up Processes: This entails devising follow-up mechanisms to revive all investment
pledges and economic development treaties agreed upon.
All the branding and positioning aspects as outlined above are necessary for a successful Investment
Promotion Strategy in order to ensure that the Investment Promotion Management Body develops a
unique reputable brand.
More detail on the above techniques are outlined in the next Section.
4.4 MARKETING TOOLS
The following sub-sections provide the DM with tools to use in order to market the area with the target
markets identified. The initial focus of this Section is on promotional information that the DM can use to
make investors more aware of the area. These promotional tools should be directed to the target
markets identified in the previous section.
4.4.1 INTRODUCTORY BROCHURE
The purpose of this brochure is to provide social and economic information about the Frances Baard
DM. A high quality brochure is the first step in showing potential investors government’s dedication in
pro-active approach to business development in the area, professionalism, and high standard of service
offered.
The information required for the brochure has been compiled (see separate business information guide
developed). The document currently has no fancy layout, design, pictures, photographs, etc. Formatting
has purposefully been kept plain and simple to enable ease of utilising data and publishing.
The document thus needs to be compiled into a brochure with copyright obtained for maps, pictures
and photographs, fancy layouts, special messages (e.g. from the mayor, NOCCI, etc), as well as
advertisers, etc.
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The guide developed (see separate document) is for investors who wish to have ready-made
information, which can be used in investment-making decisions. The guide also provides practical
guidelines on how government will support investors. It provides detailed information on sectors and
business investment opportunities per sector in the Frances Baard District for potential investment.
To be effective a brochure must have three fundamental qualities:
It must contain information that the target market wants to know. Too often brochures say more
about the creative skill of their designers than about the information that will assist the reader. The
literature has however been produced on sound knowledge of market needs and this is thus not a
concern.
It must be purposefully distributed into the hands of the target market. Thousands of expensive
brochures and leaflets lie on dusty shelves out of sight of those who need them, or else are scattered
wastefully as junk mail in “mail drops” or press inserts. Before any brochure is produced, the method
of its effective distribution must be planned and later executed.
It must be accurate and up to date. For this reason long print runs should be avoided even if they
appear to present cost savings; they are a false economy. Short print runs also give the opportunity
to refresh the appearance of the literature and sustain the interest of those who read and distribute
it.
4.4.2 SECTORAL STUDIES AND BUSINESS OPPORTUNITIES
The main purpose of the sector studies is to provide detailed information on priority industries in the
Frances Baard DM, their competitive advantages, and business opportunities. This information should
assist potential investors to differentiate the Frances Baard DM from other localities in the Province and
country.
Sectoral studies and business opportunities are included in the business guide write-up. Each sector has
been packaged in such a way that the following information is available per sector:
Overview of sector
Economic overview
Availability of Land and Water
Economic linkages
Availability of Labour
Main Features
Development constraints
Business opportunities
4.4.3 BUSINESS OPPORTUNITIES PORTFOLIO
A business opportunities portfolio has been designed to support sector studies and supply information
on quality investment and partner opportunities in the area (see separate business investment guide
document).
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The business opportunities portfolio consists of a collection of brief profiles of business prospects in the
Frances Baard DM for each priority industry. It needs to be used to market the area to investors. Each
profile serves as a preliminary concept plan that can be given to an investor to indicate the local
opportunities with regard to specific industries and businesses.
4.4.4 BUSINESS DIRECTORY BROCHURE
It is also suggested that a business directory brochure be designed. This purpose of which is to provide a
detailed directory of local businesses, imposing business networking of existing companies in the area.
The target market of the brochure should mainly be businesses that plan to expand or establish a new
company in the area, and therefore, need to identify suppliers and buyers, as well as to know their
competitors. The brochure should contain the following information:
Brief introduction to the Frances Baard DM
Regional road and local street maps
Sector and resources allocation map that would show spatial distribution of economic sectors in the
District and location of mineral resources and other natural resources and major infrastructure, etc
Details of the local businesses grouped according to the sectors. The details should contain
information such as postal and physical address, e-mail, website, contact numbers, operating hours,
main-, secondary- and intermediate products or services offered.
It is suggested that advertising space is sold to cover the costs incurred. The brochure should be updated
on a regular basis (yearly if possible).
4.4.5 ELECTRONIC MEDIA
The business investment information developed (see separate business investment guide) can also be
put on the Internet and CDs.
For the internet, a dedicated website needs to be developed that would include a summary form of the
marketing materials developed (see separate business investment guide), extracts from sector studies,
and a database of local businesses. This portal could also be used to update the business database by
allowing new business and existing businesses to enter or amend their information. The website could
also be used for communication with potential investors requesting them to submit their enquiries. The
website content should be displayed and navigated under the following heading (as guided by the
sections in the marketing materials developed):
Home (main page)
Socio-economy at a glance: demographics, economic indicators, labour/employment & education,
household income, bulk infrastructure and access to municipal services, accommodation, health,
shopping and lifestyle, safety and security
Education (with links to public, private and post-secondary education)
Recreation (with information and links to community sports, leisure and clubs within the city)
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Doing business in Frances Baard District: Why invest in SA, NC and FBDM?, Comparative advantages,
business trade performance, landuse, natural resources, superior infrastructure, quality labour pool,
business incentives, banking and foreign exchange, attractive cost competitiveness, regulatory
environment.
Business Zone (with links to small, medium and large business information and references for key
contacts: like building permits etc)
Strategic economic growth sectors: Agriculture and agro-processing, mining and mineral
beneficiation, tourism, and retail, trade and other sectors,
Business opportunities: Agriculture and agro-processing, mining and mineral beneficiation, tourism,
and retail, trade and other sectors.
Comprehensive support structures: Business support structures, business associations and networks,
government departments
Publications (links to all city publications under the same links as the main links of the website)
Feedback (a link to all relevant email and contact information for the key sectors defined above as
that makes the user feel as if they can be part of community, as well as being able to contact key
personnel with questions, comments, complaints, etc.)
Making contact: key contact details and links to other websites
Search (an availability to search is central to the site as it will allow users to search for specific
information)
This too a large degree depends on the investment promotion body chosen and should the development
agency route transpire then a new website for the agency containing the required marketing
information can be established.
This website will however need to be manned by the investment promotion management body (either
from the District Municipality or a dedicated marketing and investment attraction agency).
It is however important to recognise that the internet has become both friend and foe in the marketing
battle, as the internet can both allow you to expand the breadth of your marketing skills or prove
detrimental if it’s not done effectively. Some key aspects to consider for the website design and data:
Set-Up/Aesthetics: Stick to the KISS (i.e. keep it simple stupid) rule and don’t try to appear too ‘hightech’ and ‘modern’. Include a vertical orientation of the main content bars (as per content section)
that when a mouse is placed upon would outline the choices available to the user according to that
category. In terms of colour schemes, it would obviously be most beneficial to play into the District
existing colour scheme if possible and create a symbol that reflects the agricultural, mining and
tourism background.
Target Audience: Half the battle in creating an effective website is the recognition of who your
audience is and how to target for them. Prospective businesses that fits in within the current
business goals need to be targeted and not the ‘it’ sector but the sector that will result in the best fit
with the District.
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Visuals: Because of the need to make the site dynamic, the use of graphics, photos, web cams, etc is
suggested to provide unobtrusive and interesting visual displays of the District in the past, and in the
present. Charts of relevant statistical data (like education backgrounds, average salary, etc.) should
also be used in order to make the numbers ‘pop’ and come to life.
Engagement: Finally, in order to make the site participatory and engaging, which is two key elements
that are important for local economic development, and extensive feedback section as well as a fun
element to the site, like a daily trivia question, a video link, the daily weather, or a joke written by a
local resident should be included.
A electronic CD could also be developed. The CD should include complete information contained in the
brochure, sector studies, business opportunities portfolios, and business database and should be
properly organised with a menu that links specific items on the CD.
4.4.6 OTHER PROMOTIONAL TOOLS
Various marketing and promotional tools are available. Factors such as budget, time, visibility,
appropriateness in terms of reaching targeted market segments, etc. provide an indication as to which
methods and tools should be utilised.
Using a variety of media will enhance the dissemination of information that will position the District in
good prospects, thus shaping its image and attract potential investors and clientele. The fundamental
principle in this regard is advertising the District as a unique region on its own right.
A mix of media is ideal for the purpose of marketing the District as an investment destination. The type
of audience as well as the cost of the marketing mediums should however be kept into consideration.
For example, newspapers, as compared to radio, are cost-effective in terms of printing costs but
ineffective in terms of reaching the audience in previously disadvantaged areas. On the other hand radio
would be far more effective, yet expensive in terms of time and costs.
The following table provides an overview of the advantages and disadvantages of basic promotional
tools available.
Table 4.4 Promotional tools
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MARKETING METHODS

ADVANTAGES

DISADVANTAGES

NEWSPAPERS

Print advertising is an
effective way to reach the
audience.
The ad has size and shape,
and can be as large as
necessary to communicate as
much of a story as you care to

Have to compete with other ads.
Poor photo reproduction limits
creativity.
A price-orientated medium.
Short-shelf life. The day after a
newspaper appears it is history.
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MARKETING METHODS
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ADVANTAGES

DISADVANTAGES

tell. The distribution of your
message can be limited to
your geographic area. Free
help is usually available to
create and produce your
advertisement.

MAGAZINES

Higher reader involvement
means more attention will be
paid to your advertisement.
Less waste circulation. You
can place your ads in
magazines read primarily by
buyers of your product or
service.
Better quality paper permits
better photo reproduction
and full-colour ads.
The smaller page permits
even small ads to stand out.

Long lead times (generally 90
days) mean you have to make
plans long in advance.
Higher space costs plus higher
creative costs.

RADIO

A good medium for targeting
audience.
Universal medium that’s
accessed at home, work,
while driving. Most people
listen to the radio at some
point during the day.
Permits you to reach the
illiterate audience.
Permits you to target your
advertising funding to the
market most likely to respond
to your offer.
Rates can generally be
negotiated.

Because radio listeners are
spread over many stations, to
totally saturate your market you
have to advertise simultaneously
on many stations.
Radio is a background medium.
Advertising costs are based on
ratings.

BROCHURES

Brochures can be distributed
at target locations i.e.
indabas, municipal offices,
etc.
Provides
in-depth
information to interested
prospects. Can be kept for
reference.

Can
be
expensive
and
unnecessary if distributed to
people who haven’t expressed
interest. Can require vigilance to
continually update its look and
feel, pricing and product
information.

WEBSITES

International as well as
domestic audience can be

Website must be marketed so
investors know is exists.
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MARKETING METHODS

ADVANTAGES

DISADVANTAGES

reached via the medium.
Websites are important tools
from a target marketing
perspective.
Combines text, graphics,
sound and movement to
provide information.
Interesting, useful sites build
loyalty.

Regular updates required.
Can be relatively expensive.

OUTDOOR ADVERTISEMENT

Low cost.
High reach and frequency for
general audiences.
Can be hard to ignore.

Extremely
limited
message
length. Best when paired with
another medium.
Production
cost
can
be
expensive.

ROUTE SIGNAGE

“Branded” on and off site
signage will create awareness
and ease visitor movement
through the area.

This tool is only effective once
visitors are already in the area.

PUBLIC RELATIONS

Exceptionally useful and cost
effective
where
most
segments of the domestic
market is concerned.
TV and Radio is a powerful
medium to create general
awareness.
Builds
credibility
with
investors.
Provides feedback about the
initiatives image and position.

Faulty PR efforts can hurt the
initiative and Municipality.
Can be time consuming.

Source: STP, 2004

The below Table lists types of print and electronic media that could be utilised locally, nationally and
internationally when marketing the Frances Baard District and its business opportunities. To make
effective use of the media selected, the Investment Promotion Management Body must have sufficient
knowledge regarding the technology of each medium to prepare the content and message properly.
Table 4.5 Local, National and International Promotional Mediums
MEDIUM TYPE

LOCAL

NATIONAL

RADIO

Community radio
Radio Temaneng

SA FM
Metro FM

TELEVISION
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Leihlo la Sechaba
SABC1
In the public interest

INTERNATIONAL

CNN International
SKY Television
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MEDIUM TYPE

MAGAZINES

NEWSPAPERS

LOCAL

Tourism Booklets:
- TOP
Entrepreneurs
pocket guide to
the finest
emerging tourism
establishments in
the Northern
Cape
- Diamond fields
travel guide
- The Kimberley
Meander
Adverts for you
NOCCI Quarterly
Volksblad

DFA (Diamond Fields)
Noordkaap

NATIONAL

INTERNATIONAL

SABC 3
Interface SABC 3
Morning Live SABC 2

SABC Africa,
BBC,

ToGOTo
Your travel
companion

Time Magazine
Lonely Planet
Backpacker’s Guide
Daily Sun
The Citizen
Sowetan
City Press
Sunday Times
Financial Mail
Business Day

In order to attract international audience, television and digital technology are ideal. The Investment
Promotion Management Body might choose to advertise its products on international television
channels such as SABC Africa, BBC, SKY TV, CNN, etc. Distribution of digital materials and glossy
magazines to travel agencies will reach travelers and tourists.
4.5 PUBLIC RELATIONS
Information about the Frances Baard DM is very limited and potential investors are not necessarily
aware of its business opportunities. To address this problem, it is recommended that the Municipality
conducts a public relations campaign to generate favourable publicity. The public relations campaign
could be a cost-effective method of raising awareness about the local economy and its potential. In this
regard it is proposed that the following activities are implemented:
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Domestic PR Campaign: The target market that the Frances Baard DM should attract to the area
includes South African and foreign investors. South Africa has headquarters of numerous
international corporations. Thus by conducting a domestic PR campaign, the DM will not only target
potential domestic investors but also foreign investors that have already established their businesses
elsewhere in the country.
International PR campaign: International PR Campaign is aimed at improving business relationships
with the countries that were identified as the target market. This campaign is run through
international media. During inward and outward missions, the Frances Baard DM should capitalise on
the opportunity to talk to the journalists and give them details of one or two major investment
projects taking place in the area.
4.6 INWARD AND OUTWARD MISSIONS
Inward and outward missions include various activities that involve participation in domestic and foreign
seminars, conferences, and exhibitions the purpose of which is to establish business contacts and
promote local business opportunities. Since the DM does not necessarily have financial capacity to
conduct these missions on its own, it is recommended that they actively participate and synchronise
marketing initiatives with Provincial initiatives and missions organised by the Province. This also entails
being fully prepared for these missions in terms of having complete information packages about the
Frances Baard DM.
It is also recommended that the District undertake ‘know your District tours’. There are many
opportunities available locally which many of the local stakeholders and role-players are not aware of. It
is suggested that local LED forum members and other key stakeholders and roleplayers be taken on
know your District tours so that they are able to market the area through word of mouth. These could
be arranged are relatively low cost as attractions and areas visited can charge only costs (not including
profits) as this will assist with marketing of their attraction. It is always good for those promoting the
area to know what must be done, seen, tasted, experienced, etc!
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5.

IMPLEMENTATION PLAN

The task of marketing the District is a task that occupies much of the time of many economic
development officials. It is only by making people and business leaders aware of your community’s
assets, skills and resources that will allow growth and development to occur. This Investment Promotion
Strategy is the start of providing guidance towards mobilising government and the private sector
towards accelerated and shared economic growth, as well as realising the vision and mission of Frances
Baard District, through a developmental system of local government and the rendering of efficient,
effective and affordable services. This Section provides strategic guidelines for the implementation of
the Frances Baard DM’s Investment and Marketing Strategy and includes recommendations regarding
the appropriate institutional framework for implementation as well as priority investment and
marketing actions for implementation of priority projects.
The following sub-sections form part of this Section:
Institutional framework
Implementation guidelines
Preliminary action plan
Medium to long-term investment and marketing actions
Funding mechanisms to support implementation
Monitoring and evaluation
5.1 INSTITUTIONAL FRAMEWORK
Institutional arrangements are extremely important to ensure the successful coordination,
implementation, management and monitoring of initiatives that support investment. Certain structures,
networks and organisational arrangements therefore need to be established as mechanisms through
which the Investment and Marketing Strategy for the Frances Baard District can be successfully
implemented. The following sub-section will therefore focus on the role of municipalities in LED, and
make recommendations towards strengthening the implementation capacity of the District LED Unit.
5.1.1 LED ROLES AND RESPONSIBILITIES
The DPLG National Framework for Local Economic Development promotes a shift to a more strategic
approach to the development of local economies and emphasises the importance of alignment with the
National Spatial Development Perspective (NSDP), the National Industrial Policy Framework and Action
Plan, ASGI-SA and the Provincial Growth and Development Strategies (PGDSs).The role of the District
LED unit relates to the municipal roles and responsibilities, as mentioned including, inter alia:
Coordination and management of Local Economic Development (LED)
Creating an enabling environment
Providing infrastructure
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Building local capacity
Encouraging public participation in LED
Promoting inter-departmental collaboration
Promoting and facilitating public-private-partnerships (PPPs)
Monitoring and evaluating the LED Strategy
Local government is however, not responsible for:
Running of businesses and projects
Creating an unfair advantage for some role-players
Creating new industries
Developing and handing out business plans to potential entrepreneurs
Hereunder are key roles and responsibilities for District Municipalities and local municipalities:
District Municipalities roles and responsibilities:
Establish a LED institution which includes the DM and LMs to foster cooperation and coordinate LED
policies, structures and projects in the district municipality;
Identify “lead” LED sectors within the district that can drive development, by undertaking economic
analysis and studies;
Collect and disseminate information to assist local municipalities with LED interventions;
Identify resource availability (grants available at provincial level, land, infrastructure);
Maintain strong relationship with the province;
Build capacity of LMs in its area to perform their LED functions;
Monitor and evaluate LED strategy within the IDP framework.
Provide assistance to local municipalities in the accessing of funding;
Develop a district-wide LED/Economic Development strategy.
Local Municipalities roles and responsibilities:
Coordinate and manage LED planning within the LM
Implement LED projects
Source funding from government and private sector for the implementation of LED projects;
Establish a LED institution to coordinate LED activities;
Build local capacity over the long term as LED becomes embedded within the municipality’s
priorities;
Encourage and facilitate public participation in LED;
Promote inter-departmental collaboration;
Promote and organise PPPs
Establish sector linkages; and
Monitor and evaluate the implementation of the LED strategy and specific LED projects.
5.1.2 INVESTMENT PROMOTION INSTITUTIONAL FRAMEWORK
The Investment Promotion Strategy and Implementation Plan provide a sufficient basis for future
investment promotion functioning and operational framework, but can however not be effectively
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implemented without a dedicated body, such as a Development Agency or Investment Promotion
Agency/officer, with the sole responsibility of steering the process of promoting investment
opportunities within the Frances Baard District.
The successful implementation of the Investment Promotion Strategy is also dependant on the
coordinated and integrated co-operation between the Investment Promotion Management Body and
the various departments within the Frances Baard District. The Investment Promotion Management
Body should not work in isolation towards their investment goals, but capacity building and teamwork
between the Body and the District should be promoted. This will ensure speedy, improved and
streamlined processes, procedures and approvals between the Body and all departments within the
Frances Baard District.
It is critical that the District be able to guarantee the efficient and effective dissemination of information
and expansion of LED knowledge and know-how throughout the region. It is thus advised that an
advisory service centre or investment promotion centre be established. Such a center should:
assist entrepreneurs with market information, requirements and advice,
support entrepreneurs with the removal of procedural and administrative bottlenecks,
facilitate investment,
Coordinate technological support and finance,
Organise training programmes and seminars
Establish market research facilities
Link producers with markets (or buyers), etc.
Based on the local investment capacity overview, it is deemed necessary that a dedicated investment
promotion body be developed in the Frances Baard District. This can take a number of forms, but based
on the unique situation in the District, it is deemed that the best option in the short-term would be to
have an Investment Marketing Officer that could act as a designated implementation officer for local
economic development in the District. The officer should have the following key focus areas:
The planning and implementation of catalytic economic projects that will contribute to economic
growth and diversification across all economic sectors
Marketing and promotion of the economic opportunities in the District area, including investment
promotion, research, brokerage/matchmaking and aftercare
The provision of Business Support Services
In addressing these focus areas, the officer will be responsible for the identification, planning,
conceptualisation, packaging, implementation, facilitation, development and monitoring of economic
projects and initiatives that are commercially viable and sustainable.
It is anticipated that in the short term an Investment Marketing Officer in the District would ensure that
unnecessary costs with regards to setting up a Development Agency (obtaining funding, business plan,
land and building, staff, etc) can be avoided. Furthermore, besides Sol Plaatje LM, this arrangement is
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also better suited to the local municipalities within the District which have hardly any capacity to
implement even small scale economic projects. The Investment Marketing Officer can thus assist with:
Attracting new business and promoting investment in all sectors of the District economy.
Enhancing District inward investment.
Promoting and developing business efficiencies and competitiveness.
Implementing projects identified in the Investment and Marketing Strategy, LED Strategy, IDP, and
any other strategy or programme that Council deems necessary.
Identification, prioritization, planning facilitation and implementation of projects (large and small)
Advising potential business owners on their business proposals
Facilitating funding attainment of projects.
Facilitating partnerships
Marketing
Preparing financials and business plans for business owners
This will also ensure that the existing Northern Cape Economic Development Agency (which is being
transformed into the Northern Cape Trade and Investment Promotion Agency funded by DTI with a staff
compliment of 10 personnel) can continue focusing on large anchor projects in all of the economic
sectors throughout the Province.
It is deemed vitally important that the proposed Investment Marketing Officer should function as a
Autonomous District champion and as a business support desk and should thus be available at all times
and hence not tied up in bureaucratic meetings and administrative tasks. The task of the Investment
Marketing Officer is to strengthen the capacity of the current LED system and resources in place within
the municipal area, without using a semi-external body. The Investment Marketing Officer is envisaged
to be the focused driver of the investment promotion agenda.
It is thus suggested that the Investment Marketing Officer be situated/placed within the direct support
team of the Municipal Manager. This means that whichever investment opportunities come under
direct attention of the municipal manager can be immediately and directly handed over to the
Investment Marketing Officer. The Investment Marketing Officer can also immediately without delay,
and with sufficient clout, power, and authority attend to problems faced by the business sector (e.g.
electricity cuts).
In the medium to longer term, based on the success achieved with implementation and investment
attraction, the profile of the Investment Marketing Officer can be raised and a separate implementing
arm in the form of a District level Economic Development Agency can be considered. The Investment
Marketing Officer could then become the driver or champion of the LED Agency.
In other words it is considered important that a specific role for the implementation of projects be
created within the direct support team of the Municipal managers, to ensure that initiatives do not
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remain only strategies and identified projects, but are followed through onto the ground. This will, thus,
require than an additional post be created for an Investment Marketing Officer.
It is also deemed essential that if the District has sufficient funding available, that the District consider
immediate appointment of the Investment Marketing Officer. This will enable that the business
investment guide developed (see separate document) can get the attention required as well as enable
effective utilization of the graduates.
5.1.3 EXTERNAL PARTNERSHIPS
It is critical that a collaborative approach is applied for investment promotion. No organization or person
exist in isolation. Provincial governments, municipalities, state-owned entities and civil society must join
forces to work on behalf of continued growth and prosperity. The misaligned planning that exists
between national, provincial and local government must be addressed.
The proposed Investment Marketing Officer and the LED unit of the Frances Baard District cannot
undertake economic development in isolation, particularly in view of capacity and budget constraints.
Better working partnerships need to be forged between the local LED units, the District LED unit and the
Provincial LED unit. Partnerships with support organisations also have a vital role to play and have the
capacity to support local economic development.
The various support organisations that could partner with the officers in the implementation of
investment projects are:
The LED Units of the LMs
The Northern Cape Province
Small Enterprise Development Agency (SEDA)
Sector Education and Training Authority (SETA)
Trade and Investment South Africa (TISA)
Department of Trade and Industry (the DTI)
Integrated Development Corporation (IDC)
Development Bank of Southern Africa (DBSA)
National Development Agency (NDA)
NCEDA (or the Northern Cape Trade and Investment Promotion Agency)
Northern Cape Tourism Authority (NCTA)
Northern Cape Chamber of Commerce and Industry (NOCCI). KBSC
Northern Cape Manufacturing and Advisory Centre (NCMAC)
Northern Cape Mine Managers Association (NCMMA)
Another key partnership is the LED forum.
Some of the local municipalities do not have a LED forum and many of the existing LED forums do not
meet regularly or could do with some strengthening. It is thus suggested that strengthening of the LED
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Forum be undertaken as well as greater synergy and support from the targeted local municipality
roleplayers. The LED forum should comprise the full spectrum of local stakeholders, including all sectors
of the economy, relevant departments and local communities. The main function of the LED forum
should be to ensure multi-stakeholder involvement in coordinating the activities of local stakeholders,
mobilising local resources and commitment to LED and maintaining a common vision for the economic
development of the Municipality.
The role of the LED Forum is not limited to giving inputs into the development of the local LED Strategy,
but should also be involved in the implementation of projects, the monitoring, evaluation and
adjustment of the LED Strategy as local circumstances change, the identification of further opportunities
as they arise, identifying and finding solutions for problems constraining local economic development,
etc. In this respect, the LED Forum could also establish economic/sectoral working committees that
focus specifically on the Agriculture and agro-processing, mining and mineral beneficiation, tourism, and
retail and trade sectors. This will ensure a more focused approach to identifying and addressing issues in
each of these sectors. Such committees could also ensure the forging of business related linkages or
partnerships between the public and private sectors in undertaking local economic development,
providing mentorship and transferring skills.
It is also imperative that Forum members are reminded of their roles and responsibilities, as well as the
benefits of participating in the LED Forum, thereby ensuring that they remain committed to being
involved in local economic development. The effective functioning of the LED Forum may also require
members to undergo LED training, thereby capacitating them to give more informed and valuable inputs
in respect of the local economic development.
It must also be determined who the key stakeholders are, what their interests are likely to be, and the
best way to involve them in the economic activities. The benefits of involving stakeholders include:
Stakeholders bring specialist knowledge and different perspectives making the planning process
more robust
They bring professional, financial and physical resources to the table
They legitimize the process by being involved
They forestall problems by being engaged in the process
Business partners are likely to know much more than local government representatives about the
true state of the competitive position of the community
By involving higher tiers of government, strategies are likely to benefit from their support (including
financial)
Local community representatives are likely to be best informed about local problems and
opportunities that could be addressed by the LED strategy
By involving communities, it is more likely that a volunteer effort could be established to support LED
implementation programs
Jobs and economic growth are created in the private sector. Government is usually merely a
facilitator in this process.
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5.2 IMPLEMENTATION GUIDELINES
The purpose of this sub-section is to provide guidelines for marketing and implementing investment
projects.
5.2.1 INVESTMENT PROMOTION TECHNIQUES
Promotion can be defined as the coordination of all seller-initiated efforts to set up channels of
information and persuasion to sell certain goods and services or promote an idea. Marketing includes
the use of promotional techniques in order to provide information to potential investors, creating an
attractive image of the Frances Baard District as a place to invest, as well as providing services to
prospective investors. The marketing techniques that must be used by the Investment Marketing Officer
to promote investment opportunities are shown below.
Figure 5.1: Promotional techniques for Investment promotion body

Promotional Technique
1. Advertising in general financial media
2. Participating in investment exhibitions
3. Advertising in industry- or sector-specific media
4. Conducting general investment missions from source country
to host country or from host country to source country
5. Conducting general information seminars on investment
opportunities

Phase 1:
Image
Building

Promotional Technique
6. Engaging in direct mail or telemarketing campaigns
7. Conducting industry- or sector-specific investment missions
from source country to host country (or vice versa)
8. Conducting industry- or sector-specific information seminars
9. Engaging in firm-specific research followed by "sales"
presentations

Promotional Technique
10. Providing investment counseling services
11. Expediting the processing of applications and permits
12. Providing post investment services

Phase 2:
Investment
Generating

Phase 3:
Investment
Service

From the above it is evident that in order to ensure the most effective technique for generating
investment directly, the investment promotion body should focus on direct contact with specific firms
within the identified industries as well as including emphasis on personal selling techniques.
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The Investment Marketing Officer should also engage in all three types of investment promotion
activities to varying degrees most of the time, initial focus should however be on image-building
activities, where after the Investment Promotion Management officer should focus on investment
generation techniques and finally on the investment services techniques.
The shift from a focus on image building should be when the Investment Promotion Management officer
feels that appropriate images of the District has been built, in the minds of the larger investment
community, as well as in those of the targeted groups of investors. Once the Investment Promotion
Management officer has shifted from a focus on image-building activities to a focus on investmentgenerating activities, the use of more closely targeted promotional techniques should be utilised. As the
Investment Promotion Management officer moves from an emphasis on image building to an emphasis
on investment generation, the audience of the investment promotion program becomes more sharply
focused.
It is also important to realise that the challenge in selling and marketing concepts and technical
information pertaining to development opportunities in the District is to interpret the information for
the potential investor. Only one key audience, namely potential investors, will determine the scope,
impact and pace of the implementation of development. While the Investment Marketing Officers’ (and
support organisations and public in the wider sense) cooperation and support will be crucial for the
project’s success, the catalyst for development remains INVESTMENT.
Prioritised commercial projects have been packaged as investment opportunities for marketing and
implementation. However, these can be taken to the next step such as feasibilities and business plans. A
critical element of this action is to initiate the process of Investment Brokerage, by the Investment
Marketing Officer including the interpretation and the translation of marketable projects into
implementable action plans. The process of project brokerage can be described where business plans
are prioritised for implementation on an ongoing basis, therefore ensuring a continuous flow of
investment information on bankable opportunities in the area. See below Figures.
Figure 5.2: Investment Brokerage and Matchmaking
Translate opportunities into marketable projects
Translate opportunities into marketable projects

Initial Interaction: potential investors

Focused Matchmaking

Initiate joint venture formulation (PPPs)
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Figure 5.3: Providing information to target audience

business plan

business plan

business plan

Implement
plans

Implement

Monitor &

plans

aftercare

It is also relevant to note that since the majority of investor incentives have a ‘home’ at the local
municipal level (except for the non-financial incentives such as availing investor information packs, etc)
the following aspects are considered to be the role of the District (or the proposed Investment
Marketing Officer) in assisting the local municipalities to implement the incentive scheme (see Annexure
1 for detail):
The District should consider both positive and negative impacts of the incentives on economic
development and inform the applicable local municipality thereof.
District should use a trial period (the initial two years) to evaluate the financial and administrative
impacts of the incentives in real terms; i.e. actual data should be used and not estimates and
assumptions.
The relevance and effectiveness of the incentive should be assessed by the District; i.e. what role did
it play in the investment decision? Did the incentive cause an increased flow of investment to the
targeted areas?
The outcomes of the above should give clear guidance to Council regarding future offering of
incentives.
The District needs to establish joint committees (with District and local roleplayers) to evaluate
applications and make recommendations to the Mayoral Committee.
The District needs to champion the incentives scheme both within and outside of the District,
The District needs to coordinate role players to ensure a smooth process of application for incentives
and involvement of relevant departments to facilitate a recommendation for awarding incentives,
The District needs to ensure approval/award of incentives in an expedited manner by reviewing
municipal regulatory practices that may have a negative impact on business development
The District needs to monitor awarded incentives and the performance of the scheme to ensure that
incentives are achieving intended impacts and are not subject to abuse
The District needs to promote the incentives scheme and the local business environment to potential
investors,
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The District needs to strengthen institutional capacity to provide services in terms of the incentives
scheme (e.g. facilitating access to national incentives) as well as broader investor support (through
enabling business networking, and providing support to potential investors).
5.2.2 PROJECT IMPLEMENTATION GUIDELINES
In this sub-section, general step-by-step implementation guidelines are provided to indicate the steps to
be followed when implementing investment projects. The steps to be covered include, but are not
limited to, the following steps as illustrated in the below Figure and described hereunder.
Figure 5.4: Project implementation process
STEP 1:
Project prioritisation and integration

STEP 2:
Identification of location

STEP 3:
Pre-feasibility and detailed feasibility studies

STEP 4:
Partnership identification and project matchmaking

STEP 5:
Development of business plan(s)

STEP 6:
Municipality budgeting and funding

STEP 7:
Enabling environment and labour market
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STEP 1: INTEGRATION AND PRIORITISATION
Numerous business opportunities were identified in the business investment guide (see separate
document developed as part of this study), however other sources such as the LED strategy of the
District, the PGDS, IDP documents, etc also have recommended projects that would assist economic
development in the Frances Baard District. For this reason the identified projects needs to be integrated
and prioritised in order to effectively allocate District resources and maximise the economic growth and
output potential.
All identified projects cannot be implemented simultaneously. As a result certain projects need to be
prioritised. Nonetheless the proposed Investment Marketing Officer should continue to function as a
one stop business referral desk too. I.e. the Investment Marketing Officer should be responsible for any
potential business investment opportunities as the opportunity arises from the marketing drive
undertaken.
Project prioritisation can be undertaken by engaging stakeholders in the District. The LED forum and
business chambers should be allowed to suggest additional opportunities and to evaluate the projects
already identified in the District.
Typical criteria that can be used to prioritise projects are provided in the Table below:
Table 5.1: Project prioritization criteria
CRITERIA

DESCRIPTION

ECONOMIC DEVELOPMENT POTENTIAL
Sectoral Linkages

Multiplier Effect

Labour Intensity

The extent of significant backward and forward linkages, as well as the
extent of linkages with other projects.
The size of the multiplier effect is examined in terms of GGP. It indicates
the extent to which the project contributes to GGP, household income and
business sales.
Number of sustainable employment opportunities (jobs) created.

SOCIAL DEVELOPMENT POTENTIAL
New skills development

This is evaluated on the basis of techniques used and products
manufactured, e.g. organic cotton is a new skill to teach old farmers.

Mobilization of existing skills

The extent to which existing skills are utilised by the project.

Potential for BEE

The extent of growth in the Human Development Index (HDI).

Potential for SMME
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CRITERIA

DESCRIPTION

PROJECT SUSTAINABILITY AND IMPLEMENTATION
Environmental Impact

The environmental impact of the project on the environment.

Funding and incentives

The availability of funding and incentives for project development.

Implementation readiness

A measure of the extent of studies, lobbying, etc required before the
project can be implemented.

STEP 2: IDENTIFICATION OF LOCATION
Once the project to be implemented has been identified and prioritised, the next step would be to
identify possible locations for the project and compare the best alternatives to identify the ideal feasible
location for the proposed project (development). Taking into consideration the local municipality to
operate in, as well as the city or town and suburb within the town, the following factors should be taken
due cognizance of:
the cost of land
location of the target market (end user)
sources of raw material and other inputs
available resources for production such as utilities and labour
availability of transport for workers, raw materials and final produce
marketability, networking and accessibility
existing activities in that area and agglomeration advantages
possibility of aligning or complementing already-existing programmes
Thereafter, the availability of land is taken into consideration as well as the aspect of land ownership.
STEP 3: PRE-FEASIBILITY AND DETAILED FEASIBILITIES STUDIES
A pre-feasibility study indicates actions that are the precursor to a feasibility and design study. Its main
purpose is to ensure there is a solid basis for undertaking a feasibility and design study.
There are two key applications of a prefeasibility study:
Implementation Design - The most common application indicates the first step in activity
preparation after activity identification is complete. Therefore a pre-feasibility study is undertaken
for selected projects to prepare a design for implementation.
Activity Identification - The second application of a pre-feasibility study indicates application as part
of activity identification. This would typically occur when enough is already known about the
development situation to enable an identification mission to carry its analysis and reporting through
to the standard pre-feasibility study level. In this case the pre-feasibility study undertakes the basic
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analysis and option development work of an activity identification mission as well as information
gathering, design analysis and activity description to the pre-feasibility stage.
The tasks and terms of reference will vary somewhat between these two cases, with the pre-feasibility
study during identification usually needed to start from an earlier stage of analysis and to spend more
time on basic definition and assessment of the initial activity options.
After the pre-feasibility study, a feasibility study is conducted to analyse the viability of an idea or
project in more detail.
A feasibility assessment is essentially comprised of the following factors:
location analysis
initial environmental assessment
market research (which is a demand and supply analysis)
identification and quantification of income streams
identification of potential funding sources
Following the feasibility assessment the development concept is refined and the concrete concept
designing specifics and planning is conducted.
STEP 4: PARTNERSHIP IDENTIFICATION AND PROJECT MATCHMAKING
With the completion of project and location identification as well as feasibility assessments, existing or
potential partnerships should be identified as it could support advantages of agglomeration through
networking and marketability.
The purpose of this step is thus to identify possible partnerships that can be formed. It will also identify
the parties that will be involved with implementing projects. The correct stakeholders, beneficiaries and
project leaders need to be identified.
This step is generally comprised of the following actions:
Hosting an opportunities awareness campaign. This campaign will assist the Frances Baard District to
find interested parties, who will be willing to run with the project by bringing various quotas of the
District population into contact with each other;
Project-specific workshops can follow the initial one to ensure that the interested parties identified
understand the project. At this stage the training requirements, if any, are identified;
Investment matchmaking. The campaigns will also assist to match investors to projects that are
already running in the district, and also to the identified but not yet implemented projects.
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The involvement of the private sector should be regarded as a high priority with establishing sustainable
partnerships and matching similar projects of both the public and private sectors. The LED forum can be
utilised as a tool in private sector involvement.
Private sector involvement can be regulated and managed by means of the LED forum that acts as a
communication medium and mediator between the municipal government and the private sector. The
LED forum could also be involved in the matching of similar private sector projects that will provide
mutual advantages to both projects.
STEP 5: DEVELOPMENT OF A BUSINESS PLAN
Business plans are developed for two purposes: Firstly to provide a project roadmap i.e. to map out
how a project will be executed and secondly, they are required with the application for funding.
Business plans provide details about the project that give funders the liberty to decide whether they
want to invest their money in a specific project.
A business plan should have the following key components:
Description of the Proposed development project
Operational plan – to give a concise, clear and understandable description of the input and capital
requirements, production, operational and logistical strategies and systems that will be applied by
the proposed development
Impact assessment – to assess the project’s impact on levels of economic activity, the increase in
production (GGP) in Rand terms, how the general market will be affected and to analyse potential
risks
Organisational, management and staffing plan – This will show how many people are required to run
the project/business. It will also clarify at what levels they will work, e.g. managerial, administrative,
or operational
Financial plan – Analyses envisaged income and expenditure of the project
Implementation and action plan - to provide clear, functional guidelines with respect to
implementing the preferred development concept
Monitoring, evaluation and mitigation framework – This highlights Key Performance Indicators and
remedial actions to take should KPI’s fail to be achieved
STEP 6: MUNICIPAL BUDGETING AND FUNDING
The District Municipality LED department is also tasked to procure and provide funding for the
promotion of economic development.
Effective communication is required between the Local Municipalities and the District Municipality to
ensure that all economic development related issues at local level are communicated upwards. This will
enable the District Municipality plans to draw up informed budgets for economic development in the
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District. By the same token, the district municipality may need to delegate some responsibilities to the
local municipalities as some of these projects will be located within the borders of one specific Local
Municipality. These should also be communicated to the LMs in order for the LMs to be able to budget
accordingly. Project feasibility studies are most likely to be undertaken by the district using financial
information from the feasibility and business plan stages to draw up municipal budgets.
In this part of the report, recommendations of various cross-cutting functions that are necessary for the
implementation of LED projects are discussed. These include sources of finance, skills procurement and
development as well as other programmes designed to drive economic development initiatives.
Various cross-cutting functions are recommended in this sub-section which is necessary for the
implementation of projects. These include sources of finance, skills procurement and development as
well as other programmes designed to drive economic development initiatives.
Support structures to be addressed in this sub-section are financial assistance and SMME support.
1) FINANCIAL ASSISTANCE
One of the most common challenges faced by entrepreneurs and government departments alike is the
access to funding. There are various institutions that have funds allocated specifically to support
economic development initiatives.
To obtain capital funds from banks many requirements, such as credit-worthiness, entrepreneur’s
assets, time of operation, viability of the business and so forth should be met. Furthermore, banks
charge the prime rate plus a margin. These margins vary from bank to bank and they also depend on the
entrepreneur’s relationship with their bank. As a result many emerging entrepreneurs are unable to
source sufficient funding from mainstream financial institutions. In this section possible funding options
available for businesses in the formal sector, as well as SMMEs, besides those offered by commercial
banks and merchant banks are analysed.
When considering funding sources, the municipality or the entrepreneur needs to look at the following
factors:
Project focus - available funding is normally allocated to strategic industries which assist government
to attain goals such as economic development, job-creation, skills enhancement etc. Industries
indentified to best meet these goals in the South Africa context are clothing and textiles; capital
equipment manufacture and metals beneficiation; chemicals, pharmaceuticals and plastic
manufacture; and forestry and downstream industries that flow from it like paper and furniture
manufacture (IPAP, 2007)
Determine available funds and the shortfall - a business plan is required in order to convince
funders that the project is not a fly-by-night project. Business plans give details about the project
that give funders the liberty to decide whether or not they want to invest their money in the project.
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The entrepreneur should have some equity in order to give evidence of their commitment to the
project. This can be in the form of personal funds, savings, or capital equipment.
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Organisations that may be able to assist entrepreneurs and project leaders in the Frances Baard District
are discussed fully in Annexure 1.
2) SMME SUPPORT
Small and small to medium enterprises are known for their potential to generate job opportunities. The
SMME sector is also one of the key sectors earmarked for growth by the South African Government.
Therefore, the Frances Baard District Municipality needs to be in a position to give mentorship to such
enterprises or at least to direct them to where they can receive assistance. The following mentorship
and funding enterprises listed below are available to provide support to SMME’s in the Frances Baard
District (for more details and contact details see Section 2.2 of this report):
The Small Enterprise Development Agency (SEDA): SEDA is a government agency and a member of
the dti group. The mandate of SEDA is to implement the national government small business strategy
in line with the dti’s Integrated Small Enterprise Development Strategy. SEDA also supports,
promotes, and grows enterprises with a special focus on co-operative enterprises located in rural
areas.
The Department of Labour: The Department of Labour provides support to employers including
SMMEs through legislature that guides employment conditions (Department of Labour website,
2009).
Business Partners: Business Partners is a specialist investment company providing debt and equity
investment, mentorship and property management services to especially SMME’s in South Africa
(Business Partners website, 2009).
Independent Development Trust (IDT): The Independent Development Trust is a development
agency which supports government in managing the implementation of development programmes
that are directed at poverty reduction, employment creation, and local economic development. The
IDT also acts as a link between poor communities and government in meeting resource needs and
invests in enhancing institutional capacity for programme delivery and for sustainable development.
Business Referral and Information Network (BRAIN): The Business Referral and Information
Network provide up-to-date information for business owners on aspects ranging from guidelines on
starting a small business, to where to find finance. The Business Referral and Information Network
locate news on tenders and advise on how to find out about drawing up a business plan.
Council for Scientific and Industrial Research (CSIR): The CSIR, located in Tshwane, Gauteng assists
business owners who want to improve on or develop a product with market-related research and
product testing.
The National African Federated Chamber of Commerce (Nafcoc): The National Federated Chamber
of Commerce represents the interests of black businesses and provides networking and lobbying for
small business members.
The South African Bureau of Standards (SABS): The SABS assists small businesses with accreditation
of products and services with a 50% subsidy from the government.
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Small Business Project: The Small Business Project provides assistance to small businesses through
their Linkage Programme with link-ups and joint ventures with corporate business.
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STEP 7: ENABLING ENVIRONMENT AND LABOUR MARKET
1) ENABLING ENVIRONMENT
The environment indicates the surrounding social and economic activities that have the potential to
influence a specific business. For this reason an enabling environment describes an environment that is
external to a business or any other entity which promotes a sustainable trajectory of market
development (Porteous D, 2006). While most businesses can control internal matters such as finance
and human resources, certain outside factors cannot be changed by private entities.
The availability of sufficient quantity and quality of the following production inputs is required for an
enabling environment that is conducive to business development and expansion:
Skilled labour: For a business to function well, the local population and potential labour market
should be well skilled. This can be achieved if there are sufficient schooling and training in the District
to ensure emerging businesses and entrepreneurs that aim to start a business in the District have
sufficient access to well skilled labour.
Water and sanitation: The availability of sufficient clean and usable water for both human
consumption and industrial uses is imperative. The provision of adequate sanitation facilities goes
hand in hand with the provision of clean water. Water-borne sanitation systems are known to be the
most efficient. However, other sanitation methods that require less water usage are also available to
be utilised in areas where water is not as readily available such as bucket latrines and chemical
toilets. Bio-augmentation products may be used at the sewerage works plant in order to reduce the
amount of water required. The Integrated Algal Ponding System (IAPS), a method of treating
sewerage, can be used in the sparsely populated rural parts of the district (Cambray, G., 2007).
Transport Infrastructure: Efficient road linkages are required to develop an effective distribution
network internal and externally in the District to link businesses in various towns and link the
business and production activities with the rest of the country. Therefore required road upgrades
and maintenance should regularly be investigated to ensure the transport infrastructure in the
District is adequate and conducive to business development and expansion. If a Distribution Hub is to
be set up in the district, the standard of the roads must make it easier for trucks, and people to travel
between different nodes in the district.
Public Transport: The provision of effective, reliable and affordable public transport systems along
key linkage routes is required. The public transport could be implemented to transport labour from
residential areas to places of work as well as raw products (inputs) and final produce between
various locations.
Disaster management: An enabling environment should take possibilities of natural disasters into
consideration. Disaster management strategies ought to be present in every municipality to plan for
the possible occurrence of a natural disaster. A disaster management strategy should indicate how
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emergency services will be deployed as well as assistance to be provided to the local population and
businesses.
The District needs to ensure that these abovementioned factors are sufficiently addressed to provide an
enabling environment conducive to business development. Also see the Investment Promotion Strategy
(in Section 3 of this report) in this regard.
2) LABOUR MARKET
The District hast vast rural area especially within the District Management Area (DMA) with mostly
agricultural areas, selected mining and tourism activities. In addition, the business opportunities
identified will require a sufficient skills base without which the projects cannot take off. Further, existing
businesses need to enhance the skills of the current workforce. This part of the report, seeks to highlight
ways of ensuring that the labour force is appropriately skilled.
In South Africa, SETAs (Sectoral Education and Training Authorities) have the mandate to fulfil JIPSA
objectives, i.e. to ensure that crucial skills are acquired. They are regulated by the Skills Development
Act no. 97 of 1998. There are 23 SETAs in South Africa. However, not all are expected to be fully active in
the Frances Baard District. The below Table shows identified projects and the skills required for the
projects listed as well as for the already present economic activity within the District. The SETAs
expected to be operational in the District are also shown in the Table, together with other stakeholders
that may provide further training or advice.
Table 5.2: Skills requirements in Frances Baard District
BUSINESS OPPORTUNITIES

TRAINING STAKEHOLDERS

AGRICULTURE AND AGRO-PROCESSING
·
·
·
·
·
·
·
·
·
·
·
·
·
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SKILLS REQUIRED

Wheat Processing
Maize Processing
Lucerne processing
Sorghum Processing
Sunflower seed processing
Beer Production
Biodegradable packaging plant.
Groundnut and pecan nut
processing
Grape processing
Jams and dried fruit production
Carrots and Citrus Juice
Production
Olive oil production and
preservation
Sliced, diced and packaged
vegetables

·
·
·
·
·
·
·
·
·
·
·
·
·

Irrigation techniques
Produce-grading
Landscaping
Horticulture
Greenhouse production
Hydroponics production
Food technologists
Electricians
Processing Skills
Machine Operating Skills
Quality Controlling
Artisans & Mechanics
Research Science &
Technology Chemistry and
Bio-chemistry theory and
application
· Separation processes (i.e.

· Agriculture Sector Education
and Training Authority
(AGISETA)
· Department of Agriculture
· Experienced farmers
· Civil and Mechanical
Engineers
· Food and Beverages
Manufacturing Industry Sector
Education and Training
Authority (FOODBEV)
· South African National Halaal
Authority
· Clothing, Textiles, Footwear
and Leather Sector Education
and Training Authority (CTFL)
· South African Health Products
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BUSINESS OPPORTUNITIES
·
·
·
·
·

Bottling plant
Vegetable processing
Meat processing plant
Dairy production
Goat milk and fruit beauty
products production
· Leather works and tannery
· Honey production

extraction of simple
compounds from organisms
for use in industry and
medicine)

TRAINING STAKEHOLDERS
Regulatory Authority
· Manufacturing, Engineering
and Related Services Sector
Education and Training
Authority (MERSETA)

MINING & MINERAL BENEFICIATION

· Mineral recovery of old diamond
heaps
· Small Scale Mining
· Kimberley diamond and jewellery
hub
· Jewellery and gemstone
manufacturing
· Diamond cutting and polishing
plant
· Diamond and jewellery academy
· Manufacturing and supply of
precision tools
· Dimension Stone mining
· Limestone and cement stone
Mining
· Sand Mining

·
·
·
·
·
·
·
·
·
·
·

Surface Mining
Occupational Health
Diamond processing
Electrical Engineering
Mechanical Engineering
Metallurgy
Surface Mining
Rock Engineering
Small scale mining
Financial Management Skills
Health and Safety skills

· Mining companies already
operating
· Mining Qualifications
Authority (MQA)
· Department of Minerals and
Energy
· Financial and Accounting
Services Sector Education and
Training Authority (FASSET)
· The Accounting Standards
Board
· South African Institute of
Chartered Accountants
· Chemical Industries Education
and Training Authority
(CHIETA)
· Manufacturing, Engineering
and Related Services Sector
Education and Training
Authority (MERSETA)

TOURISM
· Game farming and safari cluster
· Outdoor recreational tourism
rental hub
· Adventure route
· Bi-annual sport events
· Farm tours and Farm Stay
· Diamond mine tours
· Untapped opportunity for
accommodation
· Youth outdoor adventure camp
· Hiking trails
· Youth entertainment hub
· Develop small-scale wine route
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SKILLS REQUIRED

· Tourism marketing
· Understanding tourist market
· Development of tourism
packages
· Organisational skills
· Hospitality skills
· Tour guides
· Travel agents
· Tour operators
· Banking and finance
· Health services
· Safety and security
· Legal services

· Tourism, Hospitality and Sport
Education and Training
Authority
· Tourism and Hospitality SETA
(Theta)
· South African Tourism
· Limpopo Tourism and Parks
· Local tourism associations and
tourism boards
· Tourism product owners
· Tourism departments
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BUSINESS OPPORTUNITIES

SKILLS REQUIRED

· San Community cultural village
· Weekend Health and Spa retreats
· Redevelopment of the Wildebeest
rock art centre
· Revival of themed steam train
· Rival of resorts
· Orange River Tourism Route
· N12 Treasure Route

· Design Skills

TRAINING STAKEHOLDERS

RETAIL, TRADE AND OTHER SERVICES
·
·
·
·
·
·

·
·
·
·
·
·
·
·

Art and Craft Production Village
Unique Restaurants
Cleaning and Catering services
Insurance Companies
Health Food Bar
Soft Mining Services
Hard Mining Services
Manufacturing and trade of
Agricultural Necessities

·
·
·
·
·
·
·
·
·
·
·
·
·
·
·
·
·
·

Irrigation techniques
Electricians
Processing Skills
Machine Operating Skills
Artisans & Mechanics
Research Science &
Technology Chemistry and
Bio-chemistry theory and
application
Electrical Engineering
Mechanical Engineering
Financial Management Skills
Caterers
Cleaners
Machine repair skills
Machine operating skills
IT Skills
Fitters and turners
Electricians
Plumbing
Civil engineering
Tour guides
Travel agents
Tour operators
Banking and finance
Safety and security
Legal services

· Clothing, Textiles, Footwear
and Leather Sector Education
and Training Authority (CTFL)
· Manufacturing, Engineering
and Related Services Sector
Education and Training
Authority (MERSETA)
· construction education and
training authority
· Information systems,
electronics and
telecommunications
technologies
· Insurance sector education
and training authority
· Wholesale and retail sector
education and training
authority

Source: The South African Labour Guide and SETA websites

A key problem in the labour market is solving the asymmetric information problem. The asymmetric
information problem can be explained by the following example: there are many employers who know
the type of people they want to employ in their organisation but cannot find them. This asymmetric
information problem can only be properly addressed if adequate information and transparency is
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evident. Ways of bridging this information gap and attracting the required skills to the Frances Baard
District are:
Career and employment expo’s;
Publicising the type of employees sought in the district using media and the internet;
Documentaries/infomercials advertising potential opportunities within the District; and
Educating learners within the district about the opportunities available in the Frances Baard District
to prevent skilled persons from migrating to other regions in search of employment already available
within the Frances Baard DM based on the perceived notion that there are greater employment
opportunities in for instance Bloemfontein.
The Frances Baard DM does not have sufficient capacity and therefore cannot be expected to provide
training in all nine economic sectors. However, they do have an important role in mobilising human
resources in the District in the following ways:
Marketing Opportunities: Marketing the development opportunities within Frances Baard will
ensure that the public (local public as well as the rest of South Africa) will be familiar with the
exploitable opportunities within the district. Such publicity will assist with the mobilisation of
investors and labour to the district.
Municipality as Mediator: The LED officials in the LED unit (local and District) and the proposed
Investment Marketing Officer will have to play a mediating role between potential investors from
outside the District as well as those already present within the District. The DM will be responsible to
convey training needs to tertiary institutions and assist with the organisation of information sharing
and training workshops.
Training PPPs: At government level, it is more cost effective to offer general training, rather than
specialised training, which should be undertaken by the private sector. However, since this private
sector investment provides beneficial skills transfer to specific portions of the population, they may
contribute financial resources and possibly training facilities for specialised private sector training.
This partnership will ensure that there are leaders in those sectors in which training is offered.
However, in the case that there is no leadership in a specific sector in the form of an
entrepreneur/visionary, that sector will fall by the wayside losing the training gained. Therefore,
training and development should be aimed towards sectors where there is leadership and likely to be
continued growth.
Basic education and training:, the municipality’s main responsibility is to ensure that there is
sufficient basic education and training within the District, distributed so that all children of school
going age have access to education. The Department of Education needs to ensure that sufficient
educators are in the district and that resources required by schools are delivered in time.
Business retention and expansion (BR&E): Business retention and expansion along with business
attraction is one of the core objectives to facilitate economic development and forms part of creating
an enabling environment. As an environment is enabling to business development it would
encompass the ability to retain existing businesses and provide opportunities for businesses to
expand. The high importance of business retention and expansion indicates the need for a dedicated
body in the District to be involved only with governing and driving BR & E activities. With regards to
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BR&E the proposed Investment Marketing Officer will thus have the following roles and
responsibilities:
 Championing business retention and expansion and motivating stakeholders to participate
 Organising the task force and steering committee for programmes comprising representatives of
both public and private sectors
 Determining timeframes and scope of business audits and surveys
 Appointing of consultants (if needed)
 Volunteer recruitment
 Overseeing and supporting implementation
 Organisation of community outreach activities
 Development of action plan to address immediate business needs and constraints
STEP 8: PROJECT HANDOVER AND MENTORING
Initially, the LED Unit will assist with initialising projects as discussed above. If appointed, the Investment
Marketing Officer should undertake this.
The idea is that after a year or so, the project should be operated independently by the private sector,
with continued public sector support where necessary and/or applicable. Therefore, project leaders and
the project team should be encouraged to register the project as a business venture. This means that
the role of the District will gradually become a supportive and mentorship role.
Mentorship can also be provided with the establishment of support structures and support from
established private sector businesses. The role of the local and district municipalities is to ensure that
the environment is conducive to business development and expansion providing the District with the
opportunities to attract new investors as well as retaining the existing businesses.
The final step in the implementation process of a project includes the progress and performance
monitoring of the project and the final handover. The purpose of step will be to establish
indicators/proxies for monitoring the development by the new business partners. An indicator can be
defined as a generally acceptable expression that is seen as being representative (quantitatively and
qualitatively) of the aspects that need to be addressed.
Once the requirements are met with, the projects will be handed over.
However, ongoing support will be provided in terms of:
Providing key focus areas for future intervention,
Intervention priorities that will require implementation in the event of pre-identified risks transpiring
Sustainability guidelines
Likely future growth forecasts
The priority future needs of the business
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Realistic general performance indicators, etc
Important milestones will be identified as well as timeframes
Furthermore mentoring should be continuously provided after handover. This implies that continuous
monitoring should occur and as soon as any problems are noted, key specialists should be appointed to
attend to the specific problem within their field of specialisation. This will ensure that problems are
identified and rectified as soon as possible before serious problems are encountered such as business
closure and/or failure.
5.3 PRELIMINARY ACTION PLAN
In order for the implementation of the Investment Strategy to take place in an effective, efficient and
sustainable manner, there are several actions that must be taken by the key role-players. To ensure
optimal stimulation of economic development, job creation, poverty alleviation, SMME development,
human living improvement, etc., the following are essential actions to be taken:
Ensure that the District has capacity to operate and function effectively before commencing any
investment project implementation through the appointment of a dedicated Investment Marketing
Officer
Have a member of council, preferably the LED councilors, focused exclusively on the implementation
of the Investment and Marketing Strategy
Draft project business plans, conduct feasibility studies and utilise expert networking to obtain
sufficient funding sources
Ensure that all necessary financial sources, equipment, human resources, etc. are in place and
available prior to starting with the implementation of a programme and/or project
Set reasonable timeframes and keep monthly/weekly track records to effectively evaluate the
progress of all necessary actions.
Effectively utilise the graduates
The Table below provides key immediate actions and costs (where applicable) for the successful
implementation of the Investment Strategy for the Frances Baard DM.
The light yellow shaded blocks indicate the actions that need to be investigated or researched further,
whereas the darker green shaded blocks indicate when the actions should be implemented.

109

Table 5.3: Implementation plan
Actions

Year 1
1

2

3

Year 2
4

5

6

7

Year 3
8

9

10

11

12

Cost
(in Rand)
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Preparation and launch

Appoint Investment Marketing Officer and set-up special
investment enquiry point at the District.

Establish a special enquiry point/contact person in all LMs for all
enquiries concerning investment policies, applications to invest,
general business enquiries, etc.
Develop and disseminate procedure manuals for all municipality
tasks and functions and the need for LED forums
Assist with the establishment and revitalisation of municipal LED
forums by consulting good working LED Forums and LED
Departments as learning organisations and lobby for more
roleplayers and LMs LED officers to attend regularly.
Public relations: improve intergovernmental and public relations, co-ordination and planning
Hold and attend quarterly District LED forum meetings
Attend all Provincial and LMs LED forum meetings
Conduct general information seminars on investment
opportunities in order to market opportunities, identify additional
opportunities, and add value to existing opportunity write-ups
Undertake ‘know your District’ tours with LED forum and other
key stakeholders and roleplayers to identify business strengths,
weaknesses, District attractions, offerings, etc.
Strengthen and build a structured ‘co-opetition’ partnerships with
Mangaung, Potchefstroom, Klerksdorp and S.W areas of Gauteng

Operating
costs to be
budgeted
from
operational
expenditure.
Salary
package of
R250k –R300k
p.a.

Actions

Year 1
1

2

3

Year 2
4

5

6

7

Year 3
8

9

10

11

12

Cost
(in Rand)

Undertake continued lobbying with role players (i.e. public works,
international funding organisations, etc)
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Marketing strategy
Develop glossy a brochure and CDs of marketing information
developed (see separate business investment guide developed)
and distribute to target market

R200k

Update web with marketing information and contact details and
awareness of Investment Marketing officer/ enquiry point in
order for potential investors as well as existing
investors/businesses to know who to contact for assistance

R50k

Assist Phokwane, Dikgatlong and Magareng LM with establishing
web-sites and including investor friendly information

R150k

Plan and undertake inward and outward missions such as
investment promotion tours and conferences
Update, print, and distribute more brochures and CDs of the
marketing information developed (see separate business
investment guide developed)

Already
budgeted for
R100K p.a

Business retention and expansion
Undertake a business audit and business investment climate
survey and develop/update a complete business database in the
District by utilising the young graduates deployed to the various
local municipalities within the District. Consult with LED forum
regarding questionnaire design, etc. Utilise the Investment
Marketing Officer to undertake this or consider using consultants.

R100k

A business directory for each municipality should be created
based on the audit to be made available at Local Municipalities
and uploaded on the District and LMs web-site. The businesses
should be able to enter the database make changes to their own
business profile so that the database is continuously updated and
maintenance free. The database should also indicate input
requirements by industries operating in the District and provide
details of suppliers.

R100k for
website
upload

Based on audit outcomes investigate which required business

Actions

Year 1
1

2

3

Year 2
4

5

6

7

Year 3
8

9

10

11

12

Cost
(in Rand)

inputs could be locally manufactured and include in investor
opportunities for marketing.
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Launch business outreach activities as informed by the needs of
the business audit
Develop a unemployed skills register by utilising the young
graduates deployed to the various local municipalities within the
District. Liaise with Province regarding recently completed
Provincial skills audit and Human Resources Development Plan.
Assist labour market efficiency by providing recruitment services
that matches appropriately skilled unemployed individuals with
employers who are in the market for hiring
Continuous research of trends in consumer demand through
subscribing to an appropriate economic database and relaying
information to businesses and investors. Liaise with Sol Plaatje LM
in this regard regarding econo-monitor and potential cost savings.
This is best to be ‘managed’ at District level so that all the LMs
can benefit there from.

R100k p.a

Investment brokerage
Take stock of all District and Municipal level procedures and
regulations related to investment and determine where efficiency
improvements and/or changes are required (.e.g. infrastructure
and services provision, permit approvals, etc)
Establish a municipal services monitor at the District level,
whereby the district maintains a clear investment friendly picture
to inform planning, prioritisation and decision-making
Modify and ensure council adoption (District and LM) of
incentives and support measures (see Annexure 1 for draft
District incentives)
Undertake inventory of all current investment activities, trends,
future plans, skills and financial assistance required so as to
identify where to assist and to develop a monitor to track
progress. No existing or future potential investors should be left
in the dark in which event they may decide to locate elsewhere
where they obtain better and prompt assistance.

R50k

Year 1

Actions

1

2

3

Year 2
4

5

6

7

Year 3
8

9

10

11

12

Cost
(in Rand)
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Undertake EMF and municipal land audit and available rental
industrial space (include rental costs, building size, land size, etc)
so that this can be made available without delay to potential
investors and enable speedier decision making

R150k

Ensure sufficient provision of serviced industrial space for
potential investors and identify areas , land and service
requirements for agro-processing parks and other investor
opportunity requirements.
Conclude concept plans, feasibility plans and business plans for
potential investors or priority investment opportunities.

Currently
R100k
p.a.
available per
L.M

Undertake funding applications. Utilise the R100k p.a. available
per L.M (excluding Sol Plaatje LM) for funding of business plans or
for implementation. In order to avoid this funding too
continuously roll-over, the utilization of these funds should be at
the discretion of the Investment Marketing Officer in order to
ensure implementation. Post 2010 and based on the success of
the Investment Marketing Officer, it should again be considered
to increase the R100k to R250k p.a per LM.
LEGEND:

Prior research to be addressed internally/appoint consultant

Implement

The below Table provides a summary of the capital costs involved per actions, excluding the operational costs involved with the appointment of
the Investment and Marketing Officer and excluding the R100,000 per LM (excluding Sol Plaatje LM) available for implementation of projects.
The majority of the priority actions can be undertaken in-house by the Investment Marketing Officer or are already budgeted for (such as
attending and hosting LED forum meetings) and are thus not budgeted for here.
Table 5.4: Summary of capital cost involved with implementation plan
Actions

Cost
(in Rand)

YEAR ONE
Develop glossy a brochure of marketing information developed (see separate business investment guide developed) and
distribute to target market
Update web with marketing information and contact details and awareness of Investment Marketing officer/ enquiry point in
order for potential investors as well as existing investors/businesses to know who to contact for assistance

R200k
R50k
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Actions

Cost
(in Rand)

Assist Phokwane, Dikgatlong and Magareng LM with establishing web-sites and including investor friendly information

R150k

Undertake a business audit and business investment climate survey and develop/update a complete business database in the
District by utilising the young graduates deployed to the various local municipalities within the District. Consult with LED forum
regarding questionnaire design, etc. Utilise the Investment Marketing Officer to undertake this or consider using consultants

R100k

Total YEAR ONE

R500k

YEAR TWO
A business directory for each municipality should be created based on the audit to be made available at Local Municipalities
and uploaded on the District and LMs web-site. The businesses should be able to enter the database make changes to their
own business profile so that the database is continuously updated and maintenance free. The database should also indicate
input requirements by industries operating in the District and provide details of suppliers.

R100k for website upload

Continuous research of trends in consumer demand through subscribing to an appropriate economic database and relaying
information to businesses and investors. Liaise with Sol Plaatje LM in this regard regarding econo-monitor and potential cost
savings. This is best to be ‘managed’ at District level so that all the LMs can benefit there from.

R100k p.a

Update, print, and distribute more brochures and CDs of the marketing information developed (see separate business
investment guide developed)

R100k p.a

Establish a municipal services monitor at the District level, whereby the district maintains a clear investment friendly picture to
inform planning, prioritisation and decision-making

R50k

Undertake EMF and municipal land audit and available rental industrial space (include rental costs, building size, land size, etc)
so that this can be made available without delay to potential investors.

R150k

Total YEAR TWO

R500k

YEAR THREE
Continuous research of trends in consumer demand through subscribing to an appropriate economic database and relaying
information to businesses and investors. Liaise with Sol Plaatje LM in this regard regarding econo-monitor and potential cost
savings. This is best to be ‘managed’ at District level so that all the LMs can benefit there from.

R100k p.a

Update, print, and distribute more brochures and CDs of the marketing information developed (see separate business
investment guide developed)

R100k p.a

Total YEAR THREE

R200k

5.4 MEDIUM TO LONG-TERM INVESTMENT AND MARKETING ACTIONS
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To harness the advantages of local and foreign investment, it is critical that governments have
investment procedures in place that do not unnecessarily increase the costs or risk of doing business, or
constrain business competition (which individually or collectively lower productivity and growth).
Investment facilitation refers to actions taken by governments designed to attract investment and
maximize the effectiveness and efficiency of its administration through all stages of the investment
cycle.
Investment facilitation covers a wide range of areas, all with the ultimate focus on allowing investment
to flow efficiently and for the greatest benefit. Transparency, simplicity and predictability are among the
most important principles. The costs of opacity far outweigh the costs of enhancing transparency.
Investors look for an investment environment that is stable, and that offers international best practice
standards of protection, including the swift and equitable resolution of investment disputes.
A sound investment facilitation strategy ensures that all investment applications are dealt with
expeditiously, fairly and equitably. Investment facilitation also requires creating and maintaining
transparent and sound administrative procedures that apply for the lifetime of the investment, including
effective deterrents to corrupt practices. Finally, investment facilitation is enhanced by the availability of
quality physical infrastructure, high-standard business services, talented and flexible labour forces, and
the sound protection of property rights.
Ongoing marketing and facilitation of investment in economic opportunities is needed for effective,
efficient and sustainable implementation of the Investment and Marketing Strategy for the Frances
Baard District Municipality.
The following long-term actions to ensure investment facilitation need to be taken:
Promote accessibility and transparency in the formulation and administration of investmentrelated policies. Specific actions include:
 Make available all investment-related regulations in clear simple language, preferably in
languages commonly used by business.
 Make available to investors all rules and other information relating to investment promotion and
incentive schemes.
 Ensure transparency and clarity in investment-related laws.
 Encourage on-line enquiries and on-line information on all investment issues.
 Publish and/or make available screening guidelines for assessing investment proposals.
 Maintain a mechanism to provide timely and relevant advice of changes in procedures, applicable
standards, technical regulations and conformance requirements.
 To the extent possible, provide advance notice of proposed changes to laws and regulations and
provide an opportunity for public comment.
Establish stability of investment environments, security of property and protection of investments.
Specific actions include:
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 Establish timely, secure and effective systems of ownerships registration and/or property use
rights for land and other forms of property.
 Create and maintain an effective register of public or state owned property.
 Ensure costs associated with land transactions are kept to a minimum.
 Foster the dissemination of accurate market reputation information including creditworthiness
and reliability.
 Encourage and facilitate the use of arbitration and other means of alternative dispute resolution
for the settlement of international commercial disputes between private parties.
 Facilitate commercial dispute resolution for foreign investors by providing reasonable cost
complaint-handling facilities, such as complaint service centres, and effective problem-solving
mechanisms.
Improve the efficiency and effectiveness of investment procedures. Specific actions include:
 Simplify and streamline application and, registration, licensing and taxation procedures and
establish a one-stop authority, where appropriate, for the lodgement of papers.
 Simplify and reduce the number of forms relating to investment and encourage electronic
lodgement.
 Shorten the processing time and procedures for investment applications.
 Promote the use of “silence is consent” rules or no objections within defined time limits to speed
up processing time, where appropriate.
 Ensure the issuing of licenses, permits and concessions is done at least cost to the investor.
 Simplify the process for connecting to essential services infrastructure.
 Establish and disseminate widely clear and simple instructions and explanations concerning the
application and registration process.
 Facilitate availability of high standard business services supporting investment.
Build constructive stakeholder relationships. Specific actions include:
 Promote backward investment linkages between businesses, especially foreign affiliates and local
enterprises including through the promotion of industry clusters.
 Build strong relations with the Northern Cape Trade and Investment Agency
 Build strong relations with the Provincial LED Unit and Forum
 Build strong relations with the LED units and LED forums of the LMs
Enhance international co-operation. Specific actions include:
 Make use, where appropriate, of international and regional initiatives aimed at building
investment facilitation and promotion expertise, such as those offered by the World Bank,
UNCTAD and OECD.
 Ensure measures exist to ensure effective compliance with commitments under international
investment agreements or twining agreements
 Review existing international agreements (if it exists), to ensure their provisions continue to
create a more attractive environment for investment.
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5.5 FUNDING MECHANISMS TO SUPPORT IMPLEMENTATION
A range of institutions have been identified which could possibly be utilised as potential funding sources.
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The list of potential national funders is illustrated in the below Table. Each of the institutions mentioned
is categorised according to the type of economic support for which they could provide funding for.
Table 5.5: List of potential national funders
TYPE OF SUPPORT

Skills development and support

POTENTIAL FUNDERS

COMMENTS

Department of Labour

Skills support programmes

National Productivity Institute
Dept. of Labour
DPLG

Social plan programme

Local Government

Consolidated
Municipal
Infrastructure Programme

DWAF

Working for water programmes

National
government
departments)

Community economic development

Independent
Trust

(all

Development

Development of the local
capacity of communities and
business ventures

DTI

Incentive packages for SMME
development
Khula provides loans and
guarantees to reduce risk for
SMME’s
Small and Medium Enterprise
Development Programme

Ntsika

Support and funding

DPLG

Social plan fund

ARTPAC

Financial capacity support for
small contractors and artisans

Business Partners

Support services
businesses

NAMAC

Small Enterprise Development
Fund
Business
Referral
and
Information Network (BRAIN)
Franchise
Advice
and
Information Network

Industrial
Development
Corporation (IDC)

Financial
incentives
encourage exports

Dept. of Arts, Culture, Science

GODISA, which strives to create

Small business development
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Poverty relief programmes

for

small

to
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TYPE OF SUPPORT

Technological support

Tourism Promotion

POTENTIAL FUNDERS

COMMENTS

and Technology

economic growth and long-term
employment
opportunities
through the enhancement of
technological
innovation,
improvement of productivity,
sustainability and international
competitiveness of SMME’s

DTI

The Support Programme for
Industrial Innovation

Dept. of Communications

Bridging the
programme

Small Business Project

Private Sector Initiative

Dept. of Environmental Affairs
& Tourism

Tourism related activity benefit

DTI

Tourism development finance

Business Partners

Support services to SMME’s

NAMAC

Coordinates,
monitors
and
activities of MAC’s

Coega
Corporation

Development
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Divide

facilitates,
evaluates

Job creation community-based
projects

CSIR

Conducts
research,
development
and
implementation activities

DTI

Sector Partnership Fund
Support
Programme
for
Industrial Innovation
Competitiveness Fund
Technology
and
Human
Resources
for
Industry
Programme
Competition Policy
Procurement reform
Finance for textile, clothing,
leather and footwear industries

IDC

Low interest loans

Development Bank of South
Africa

Donor funding

Agricultural Research Council

Research

DTI

Agro-industry
Fund

Manufacturing Development

Agricultural Development

Digital

Development

TYPE OF SUPPORT
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Local Economic Development
promotion

POTENTIAL FUNDERS

COMMENTS

DPLG

LED fund for job creation

Khula Enterprises

Equity Fund
Emerging Entrepreneur Fund

DPLG

Consolidated
Municipal
Infrastructure Programme

The following list of international funders provide a variety of funding options, contributing to the
stimulation of economic development and job creation in South Africa:
Multilateral Investment Guarantee Agency (MIGA)
International Finance Corporation
Africa Project Development Facility (APDF)
British Investment in South Africa (BIS)
Danish/South African Business-To-Business Programme (DANIDA)
UK Department of International Development
German Technical Corporation (GTZ)
European Investment Bank
African Development Bank
World Bank
Commonwealth African Investment Ltd (COMAFIN)
Hand-son Training Scheme (HOTS)
Southern Africa Enterprise Development Fund
Foreign Investors such as Anglo Gold, Investec, etc.
Donor Agencies:
 USAID
 United Nations
 EU
 DANIDA
 DFID
It is advisable to seek detailed information on their application criteria and financial limits.

5.6 MONITORING AND EVALUATION
Lastly, a monitoring and evaluation plan is needed so that the District can monitor and evaluate how
well the local economy is performing against set benchmarks.
A set of indicators or proxies to indirectly measure the impact of implementing this strategy have been
designed. These proxies are compiled into a development index for the District. Proxies are based on
readily available and reliable data, which allows for annual measurements. Indicators can help describe
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changes over time with a common base value, identify benchmarks and progress in relation to goals as
well as reflect the status. Indicators are measurements that give us information about the changes in
the condition of something over time. They are useful because they help to express a large quantity of
data or complex information in a simple way.
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Monitoring and evaluation are two separate, but interrelated strategies, which involve the collection of
data and reporting on the findings, allowing the District to assess its performance. The monitoring
component of the Plan involves the continuous collection and analysis of information in order to
compare how well the Strategy is performing against expected results. Results-based monitoring,
therefore, demonstrates whether a project, programme, or policy is achieving its stated goals.
The evaluation component of the Plan involves assessing the information received during the
monitoring process to measure how well investment and marketing is being implemented in the District.
It, therefore, entails analysis of the information and data collected during the monitoring phase. The
evaluation component of the Monitoring and Evaluation Plan assesses the efficiency, effectiveness, and
sustainability of any individual intervention in the local economy, as put forth by the Marketing and
Investment Strategy.
A favorable investment environment is required for any type of development, regardless of sector or
projects details. To a certain degree, the success is dependent upon interventions to improve the
investment environment. In other words interventions focusing on the creation of an enabling business
environment that provides a supportive platform for businesses to develop and existing businesses to
grow and expand is also required. This index is derived from interventions that focus on the
development of quality educational academic and practical training facilities. The number of additional
SMMEs created as well as the number of students enrolled, etc can be used as proxies. Furthermore a
successful investment environment would also see increased overall employment creation in the
economy and also GDP growth, thereby increasing the incomes of local people and improving their
quality of life. Both the overall employment level and GDP for the District is used as proxies for the level
of support given to local businesses. These proxies are used on the basis that the local economy would
grow at a faster rate in a more supportive business environment and, therefore, growth is used as
proxies to measure the level of business support in the District.
The tress index is also used to measure the sectoral composition of economic activity in a region and
gives a good indication of the level of diversification or concentration in the economy. A Tress Index of
zero represents a totally diversified economy, where all sectors of the economy contribute equally to
the economy as a whole. On the other hand, the higher the index (closer to 100), the more
concentrated the economy is in certain sectors. Economies which are concentrated in a small number
of sectors are more vulnerable to exogenous variables such as adverse climatic conditions, commodity
price fluctuations, etc. Therefore, an increase in the Tress Index of a region reflects an increase in the
dependence of the local economy on a single or a few economic activities, which is seen as a negative
trend making the economy more vulnerable.
The following indicators are used as a proxy for the investment enabling environment index to measure
the success of the Investment and Marketing Officer in implementing this index:
Overall GDP
Tress Index for GDP
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Overall employment
Number of tertiary training facilities within the District
The number of students enrolled in tertiary training facilities within the District
Number of new registered SMMEs on the District SMME database
Number of new companies registered with the Companies and Intellectual Property Registration
Office (CIPRO) in the District
The number of projects successfully implemented, the number of direct permanent employment, the
number of indirect permanent employment generated per year, and the amount of money injected into
the District economy as a result of investment gives an indication of how effective the District has been
in implementing this Investment and Marketing Strategy.
The following indicators are used as a proxy for the investment implementation index to measure the
success of the Investment and Marketing Officer in implementing this index:
Number of successfully hosted District LED forums with attendance exceeding 20 roleplayers and
including a variety of sector roleplayers and all four of the LMs attendance
Number of attendance at District LED forums
Number of successfully hosted Local LED forums with attendance exceeding 25 roleplayers and
including a variety of sector roleplayers and a District representative
Number investment events, know your District tours, information seminars hosted annually
Number of investment events/missions attended
Number of businesses assisted with funding applications, business plans, other assistance
Number of businesses successfully attracted and implemented
Number of direct permanent employment created
Number of direct temporary employment created
The R amount invested in the District economy
The R amount utilised for project implementation in Dikgatlong, Magareng, and Phokwane LMs.
In order to monitor and evaluate the effective implementation of the Marketing and Investment
Strategy, a Monitoring and Evaluation Matrix has been developed for the Frances Baard District
Municipality, setting out the two indexes discussed above, as well as providing the baseline data and
indicator goals for each of these indexes. The matrix is provided in Annexure 2. In utilising and
populating the Matrix, the following important aspects should be noted:
The matrix should be ‘populated’ with real values, so that inflation is unaccounted for
The baseline data is for 2008
The 2009/2010 financial year is the first year to be ‘populated’ in the model, and
Once new figures have been inserted, the model needs to be ‘SAVED’ in order for it to automatically
capture the resultant changes
The below Table provides an indication of the monitoring and evaluation matrix developed.
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Table 5.6: Monitoring and evaluation matrix
INDEX

PROXY INDICATOR

BASELINE
(2008)

Investment Implementation Index
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Investment enabling environment
index

Overall GDP

R13 billion

Tress Index for GDP

48.7

Overall employment

98 850

Number of tertiary training facilities
within the District

9

The number of students enrolled in
tertiary training facilities

50

Number of new registered SMMEs on
the District SMME database

178

Number of new companies registered
with CIPRO in the District

2425

Number of successfully hosted District
LED forums annually

3

Number of attendance at District LED
forums annually

80

Number of successfully hosted Local LED
forums annually

1

Number of investment events hosted

1

Number of investment events attended

2

Number of businesses assisted with
funding, business plans, other

2

Number of businesses successfully
attracted and implemented

1

Number
of
direct
employment created

permanent

5

Number
of
direct
employment created

temporary

The R amount invested in the District
The R amount utilised for project
implementation in LMs
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2009/2010

10
R1,000,000
R300,000

2010/2011

2011/2012

6.

CONCLUSION
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This Investment and Marketing Strategy is the start of providing guidance towards mobilising
government and the private sector towards accelerated and shared economic growth, as well as
realising the Districts vision and mission of supporting and stimulating the creation of a growing
economy by improving the quality of life in the District community.
The Investment and Marketing Strategy as well as the separate business investment guide developed
(see separate document) provides a sufficient basis for the Frances Baard District’s future investment
and marketing functioning, but can however not be effectively implemented without a dedicated body,
such as the proposed Investment and Marketing and officer (and eventual Frances Baard Development
Agency) with the sole responsibility of steering the process of promoting investment opportunities
within the Frances Baard District.
The successful implementation of this strategy is also dependant on the coordination and integrated cooperation between the Investment and Marketing Officer and the various departments within the
District and the local municipalities. The Investment and Marketing officer should not work in isolation
towards the Districts investment goals, but capacity building and teamwork should be promoted. This
will ensure speedy, improved and streamlined processes, procedures and approvals.
It must iterated that as new information is gathered, new policies and strategies generated, existing
strategic objectives and plans changed, revised and updated, it will be appropriate and necessary to
update this strategy document and the business investment guide from time to time. This strategy and
the investment guide is therefore regarded as a first attempt to enhance the implementation and
realisation of the Districts Objectives and Plans for the next three years and must therefore be revised
and updated as time continuous.
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