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Consumer Brochure 2026

UNFORGETTABLE PEOPLE & CULTURE » VIBRANT CITIES « ULTIMATE ADVENTURES « EXPERT ITINERARIES
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This 62-page magazine style brochure introduce consumers to the multitude of vibrant tourism offerings found in South Africa. Highlighting our 6 user-centric pillars: NU
wildlife safari, active adventure, scenic outdoors, city lifestyle, coastal beach, cultural roots; this is an informative guide to all things South Africa. m
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Geographic Map 2026

GEOGRAPHIC MAP « ENTRY REQUIREMENTS « WHENTO GO« PACKING CHECXLIST
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Tipped inside the cover of the consumer brochure, but also available as a standalone piece, this fold out map highlights South Africa’s nine provinces and major
cities. Includes a distance table, as well as a guide to flying times to SA. The inside spread features FAQs including: visa requirements, time differences, currency, W
-

suggested packing lists and more.
SOUTH AFRICAN TOURISM
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[llustrated Experience Map 2026

OUR SIX KEY EXPER RATED MAP « FAST FACTS
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This map includes an artist’s depiction of many of the ‘must-see’ places and ‘can’t miss’ activities offered throughout South Africa. Also includes suggested activities/ SN\
experiences (and locations) for each of our 6 user-centric traveler pillars: wildlife safari, active adventure, scenic outdoors, city lifestyle, coastal beach, cultural roots. W
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Digital Assets (Images & Videos) + SA Specialis
Training Course 2026
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Clear all 483 assets found on 10 pages for safari €« < 2710 > » -
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W SA Specialist
The official specialist programme

Pillars

[l active adventure
[l city lifestyle

[l coastal beach
[l cultural roots

[l scenic outdoors Inspiring new ways
[l wildlife plus
ABOUT COURSES WHY SA SPECIALIST CERTIFICATE STATS GETTING STARTED CERTIFIED SA SPECIALIST o o @ @
fﬂ Province
l!..-ﬂ
1@ [ Bl
4

[ Eastern Cape &3 - o v - v
[ Free State e/ SR, . ¥ e e A S 0 " WHAT IS
[l Gauteng N 1 A ! 3 s -

[l KwaZulu-Natal
SA Specialist Is an interactive online learning programme

[l Limpopo
[l Mpumalanga
that will improve your knowledge of South Africa

[l Multiple provinces
[l North West

[ Northern Cape

[l Western Cape

It will equip you with the skills to better sell South Africa as a
tourist gestination

There are two courses:
SA Specialist: Essentials | SA Specialist: Experiences

The digital asset library provides access to free information, images, and video footage that aids in exciting people about travel to South Africa.
http://digitalassets.southafrica.net/

SA Specialist is an interactive online learning program that helps those travel professionals interested in South Africa improve their knowledge of South Africa as a m
tourist destination. https://saspecialist.southafrica.net/us/en SOUTH AFRICAN TOURISM
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Localized marketing campaigns to increase demand

Localized Marketing Campaigns Executed ‘{Wuk ao
Integrated Campaign with TourRadar (Phase 3), Come Find Your Joy Travel planner Quiz — December 2025 - January 2026
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As part of our localized marketing campaigns to increase demand, and build brand affinity to increase conversion, SAT North America continued our B2C marketing
program with adventure booking platform TourRadar. Phase 3 of the campaign launched with a custom Travel Planner Quiz tailored to South Africa’s destination and
tour offerings. This interactive experience guides users to curated search results based on their responses, creating a more personalized path to purchase from the

initial point of engagement. Launched in December ahead of the peak Q1 (Jan-Mar) 2026 booking window, the quiz was designed to build a pool of highly engaged W
and qualified users. These users were strategically retargeted during the January MEGA Sale period with deal-driven messaging, maximizing conversion opportunities -

during a key booking window.

* High level KPI -> Paid Media delivered 92,300 impressions, 2,310 clicks, 61 quiz entries, and a 2.03% CTR (benchmark: 1%)
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Localized Marketing Campaigns Executed / @uk aoq
Integrated Campaign with TourRadar (Phase 3), Come Find Your Joy, Paid Social & Display Ads — December 2025 — March 20§

0 TourRadar © sse X Reels
South Africa is Unforgettable '
F % Cannect with local communities and enjoy i i B .
invigorating outdoor activities and coastal vibes cra‘v'ng len-ewal. beamy and loy‘, Come to South SOUth Af"ca AwaltS:
- Africa and find it all in its wildlife, nature, cities
L o and communities __ ¥ Come Find Your Joy

Learn mare

4. »ilv s
$1.190

L ¢ oToMro voe X
& joy? §

Craving renewal, beauty and joy? Come to South

Craving renewal, beauty and joy? Come to South
Africa and find it all in s wildiife, nature, cities

and communtios O 18 Vibeart ciies thet never slecp Africa and find it all in its wildlife, nature, cities
and communities [ Hg

Thriving communities with warm hearts

Where will your journey take you in SA? W

tourradar.com

Book now
Discover South Africa
‘ ‘ : CofT 217 T = Q A <harec
FIndyourjoyinSouthMﬁca OO ray / comments 4 shares
" ¥ lrowse the best tours in So
= ;- - ond 4 ° N rowse the best tours in So Q0 217 7 comments 4 shares ;.{3’] Like [:j Comment ’C,D Share

As part of our localized marketing campaigns to increase demand, and build brand affinity to increase conversion, SAT North America continued our B2C marketing
program with adventure booking platform TourRadar. Phase 3 audience activation activity was delivered in three waves Dec — Jan (paid social ads), Jan — Feb (paid
display ads) and Feb — Mar (paid social ads), designed to extend reach beyond TourRadar’s existing databases and engage high-intent travelers actively researching
and planning South Africa travel. Across all three waves, paid social and/ or paid display channels were used to build awareness, drive consideration, and reinforce
messaging through retargeting, supporting progression further along the conversion funnel
* High level KPI -> Dec — Jan Paid Social Ads (Meta) delivered 464,500 impressions, 271,800 reach, 20,100 clicks, and a 3.7% CTR (benchmark: 1%); Paid Display
Ads (Google) delivered 462,100 impressions, 11,300 clicks, and a 2.45% CTR (benchmark: 1%) 7
* Jan - Feb Paid Display Ads (Audience Activation) delivered 5.74M impressions, 3,390 clicks, and a 0.06% CTR (benchmark: 0.2-0.5%) SOUTH AFRICAN TOURISM
* Feb — Mar Paid Social Ads (Meta) delivered 1.25M impressions, 289,500 reach, 9,810 clicks, and a 0.72% CTR (benchmark: 1%); Paid Display Ads (Criteo)
delivered 589,500 impressions, 1,630 clicks, and a 0.28%:CTR/(benchimarks: 0.2=0:5%)n Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed

Integrated Campaign with TourRadar (Phase 3), Come Find Your Joy Contest/ Trip Giveaway — January 2026 Wuk aoq
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Want to WIN the trip of a lifetime to South Want to WIN the trip of a lifetime to South Want to WIN the trip of a lifetime to South
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Africa? Africa? Africa?
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As part of our localized marketing campaigns to increase demand, and build brand affinity to increase conversion, SAT North America continued our B2C marketing
program with adventure booking platform TourRadar. Phase 3 of the campaign continued with a high-impact contest giveaway offering travelers the chance to win a

multi-day tour to South Africa for two. This activation generated strong engagement, built destination consideration, and attracted a highly qualified audience. N
Contest participants were strategically retargeted during the critical Q4 booking window, maximizing conversion opportunities during a peak planning and booking
period for long-haul travel.

* High level KPI -> Contest generated 34,700 sign ups; Paid Media delivered 895,800 impressions, 31,800 clicks, and a 2.8% average CTR
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Localized Marketing Campaigns Executed

Integrated Campaign with TourRadar (Phase 3), Come Find Your Joy, January MEGA Sale — January 2026

Mega Sale

Get your travel deal and save up to 70%!
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As part of our localized marketing campaigns to increase demand, and build brand affinity to increase conversion, SAT North America continued our B2C marketing
program with adventure booking platform TourRadar. Phase 3 of the campaign progressed into the January MEGA Sale, leveraging the previously built pool of
engaged and qualified users from the Travel Planner Quiz. This sales tactic featured South Africa across multiple high-impact channels, including TourRadar’s sale
landing page, dedicated email placements, and paid social advertising. The integrated approach combined strong visibility with targeted conversion messaging,
driving traffic to curated adventure offerings and maximizing performance during a peak booking period

* High level KPIs -> Sale Landing Page delivered 178,000 views (107,600 unique users) and 3,530 clicks; Paid Social Ads (Meta) generated 254,000 impressions,

79,300 reach, 4,590 clicks, and a 1.6% CTR; Email campaign delivered 3.22M sends, 40% open rate, and 811+ clicks on South Africa features (0.26% CTR)
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM

>

SOUTH AFRICAN TOURISM



(

Localized marketing campaigns to increase demand CoME B,

Localized Marketing Campaigns Executed ‘{Wuk ao
Integrated Campaign with TourRadar (Phase 3), Come Find Your Joy, Emails — February - March 2026 ‘
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As part of our localized marketing campaigns to increase demand, and build brand affinity to increase conversion, SAT North America continued Phase 3 our B2C
marketing program with adventure booking platform TourRadar. February activity included distribution of our destination-themed dedicated email highlighting

“Come Find Your Joy!” messaging across our six user-centric pillars and showcasing a selection of multi-day tours with a clear call to action to book now to a new set of N

consumers. In March, South Africa was featured in TourRadar’s “Deals for You” email, creating another touchpoint to increase destination visibility. m

* High level KPI -> February Dedicated South Africa email distributed to 194,800 qualified TourRadar consumer clients; (23% open rate; 170 clicks); March Deals
For You email placement distributed to 9.2M qualified TourRadar consumer clients (35% open rate; 2,050 clicks on SA feature)
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Integrated Campaign with TourRadar (Phase 3), Come Find Your Joy Influencer Activation with G Adventures — March 2026
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As part of our localized marketing campaigns to increase demand, and build brand affinity to increase conversion, SAT North America continued Phase 3 our B2C

marketing program with adventure booking platform TourRadar. An influencer-led activation designed to drive authentic destination storytelling and content

showcasing our immersive travel experiences brought a US based travel creator to experience G Adventures’ 10-day “Best of South Africa” itinerary featuring Table

Mountain, Big Five safari experiences in Kruger National Park, along with other cultural and nature-based experiences. Content was distributed across the influencer’s W
Instagram, TikTok, and Facebook, with TourRadar, G Adventures, and SAT integrated throughout. Conversion support included link-in-bio placement and a comment-

to-DM automation driving direct traffic to the TourRadar product page. SOUTH AFRICAN TOURISM

* High level KPI -> 21 content pieces generated 43,464 total views, 28,940 reach, and 362 engagements
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Localized Marketing Campaigns Executed

Integrated Deal-Driven Campaign with Travelzoo (part 2), Come Find Your Joy + tour operator deals — January 2026

TRAVEIZOO

Save up to $3900 on South Africa safari vacations

Why you should go: Stunning scenery is just one of the reasons to visit South
Africa. Seek out the Big Five on safari in the bushveld. Soak in the soaring view of
the Cape Town coastline from atop Table Mountain. Shop in Johannesburg's buzzing
markets.

What's the big deal? We've curated several offers to make this unforgettable
destination an affordable reality in 2026. You'll save up to $3900 compared to similar
trips. There are exclusive promo codes and even a buy one, get one free offer. All
packages include safari game drives at Kruger National Park or private game
reserves. Many also include flights, Cape Town stays and additional tours.
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South Africa
Stunning scenery, can’t-miss cities & safari vacation deals

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
B2C marketing program with Travelzoo, a curated travel deals publisher that connects its members to exclusive travel packages. The destination microsite showcasing

n
!

the “Come Find Your Joy

destination (with link to the destination microsite) in Travelzoo’s “This Week’s Top 20 Deals” email.
* High level KPI -> Two standalone emails distributed to a combined 2.9M Travelzoo members; 13.6M total impressions; 21,795 SA microsite page views; 3,589
clicks to sa.net; 7,345 clicks to tour operator packages; 7;:388,CPGC,clicks; added value,.Top20 Deals email distributed to an additional 5.5M Travelzoo members

TVC and messaging across our six user-centric pillars, featured a selection of six value-for-money packages from local tour operators Great
Value Vacations, Exoticca, Indus Travel, Lion World Travel, Platinum Holidays, and Gate 1. Two standalone emails were distributed to Travelzoo members in the
USA to drive traffic to the microsite, supported by custom placements on the Travelzoo.com homepage. As added value, South Africa was included as a featured

>
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Localized Marketing Campaigns Executed WW”R ao
Integrated Deal-Driven Campaign with Travelzoo (part 3), Come Find Your Joy + tour operator deals — February 2026 *

FLaT AT CATTINATON
South Africa

TRAVELZOO - eme

$1799 & up—South Africa safari vacations, up to $3600 off

We are the club for travel enthusiasts

Why you should go: Stunning scenery is just one of the reasons to visit South
Africa. Seek out the Big Five on safari in the bushveld. Soak in the soaring view of
the Cape Town coastline from atop Table Mountain. Shop in Johannesburg's buzzing
markets.

What's the big deal? We've curated several offers to make this destination an
affordable reality in 2026. Tours start at $1799 per person. You'll save up to $3600
compared to similar trips. All packages include safari game drives at Kruger National / . . . ‘ : .
Park or private game reserves. Many also include flights, Cape Town stays and I < AT . >z B s ‘ - $399 Ter [éfﬁff.'aﬂ-miﬂute stays incl. $210 in perks
additional tours. ST N S 7 - . Bk oy Maren 3

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America completed our

B2C marketing program with Travelzoo, a curated travel deals publisher that connects its members to exclusive travel packages. The destination microsite showcasing

the “Come Find Your Joy!” TVC and messaging across our six user-centric pillars, featured a selection of six value-for-money packages from local tour operators Great

Value Vacations, Exoticca, Indus Travel, Lion World Travel, Platinum Holidays, and Gate 1. A standalone email was distributed to Travelzoo members in the W
USA to drive traffic to the microsite, supported by custom placements on the Travelzoo.com homepage. -

* High level KPI -> One standalone email distributed to 99,008 Travelzoo members; 1.5M total impressions; 4,598 SA microsite page views; 746 clicks to sa.net; SSATHAREIAN JSURLN

3,639 clicks to tour operator packages; 4,163 CPC clicks (CPC clicks delivered as added value)
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Localized Marketing Campaigns Executed

Integrated Booking-Driven Campaign with Expedia (Part 1), Come Find Your Joy + Flights & Hotels — January 2026
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List your property Support Trips

South Africa awaits
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. < Inspiring new ways
Come find your joy

South Africa is more than a place: It's a journey that stirs your soul. With breathtaking landscapes. world-renowned wildlife, a rich tapestry of cultures, and unforgettable
experiences, South Africa invites every visitor to come find your joy. Add the warmth of its people and it's easy to see why travelers fall in love with this extraordinary country

Whether you're an adventure seeker chasing nature’s thrills, a culture enthusiast, or a family looking for delightful experiences, South Africa has something for you. Across 9
unique provinces, embark on awe-inspiring safaris. uncover hidden gems. soak up city life. or dive into outdoor adventures. In South Africa. joy is never far away.

Nature Active adventure Cultural roots Breathtaking scenery Sun-soaked coasts and beaches Vibrant city lifestyle

| wildlife and safari

. Come find your joy in the heart of the wild. South Africa’s safari experiences are

> B deeply personal and unforgettabie. From the roar of a lion echoing in the distance to
i the ground trembling beneath a herd of elephants to the bright eyes of a leopard

| watching from a tree at sunset, every moment immerses travelers in nature at its most

awe-inspiring,

p Safaris are as diverse as the landscapes themselves—bushveld, deserts, forests,

§ wetlands. and even beaches—with options including game drives, guided bush

| walks, and hot air balloon adventures. Days end in luxury lodges or around a

1 S crackling campfire under a million stars, creating connections to the wild that linger
el long after your journey ends

i® Explore with any kind of safari through bushveld, deserts, forests, wetlands, rivers

- and even beaches. And, with perfect days ending in the comfort of luxury lodges or
. campfire stories under a million stars, you can't help feeling like you never want to
leave

Sleeps 6 - 3 bedrooms - 1 bathroom
6.82 mi from Lubumbashi Intl. (FBM)

F @& Kitchen

Mar 15 - Mar 21

Big five hotel
B 7.41 mi from Lubumbashi intl. (FBM)

[ Breskfast included 22 Pool
Mar 15 - Mar 21

6.0 2reviews

Luxueux Appart Golf
Entire apartment

Sleeps 6 - 3 bedrooms - 3 bathrooms
7.52 mi from Lubumbashi Intl. (FBM)

Mar 15 - Mar 21

n Exceptional

3 external reviews O
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B Visit South Africa

From rushed days to relaxed stays
Connect with South Africa's vibrant people
and unique experiences.

Plan now

As part of its localized marketing efforts to drive demand and build brand affinity, SAT North America launched a B2C marketing program with Expedia to reach high-
intent travelers at or near the point of purchase across Expedia’s platform. By bundling Expedia, Portfolio, and Hotels, advertisers gain access to larger, high-intent

audiences that are more likely to engage and convert. The coordinated campaign runs across Expedia, Hotels.com, Orbitz, Travelocity, and CheapTickets, delivering
high-visibility placements including homepage marquee units, search and results pages, infosite placements, and mobile app units across flights, hotels, and vacation

packages in the United States and Canada. The campaignh continues through March 2026.
* High level KPI -> January: 2.4M impressions, 2.4K clicks, 0.10% CTR, $1.7M revenue, ROAS 26, 1,851 room nights, 1,110 air tickets, 2,278 travelers

>

SOUTH AFRICAN TOURISM
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Integrated Booking-Driven Campaign with Expedia (Part 2), Come Find Your Joy + Flights & Hotels — February 2026
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South Africa awaits
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. < Inspiring new ways
Come find your joy

South Africa is more than a place: It's a journey that stirs your soul. With breathtaking landscapes. world-renowned wildlife, a rich tapestry of cultures, and unforgettable
experiences, South Africa invites every visitor to come find your joy. Add the warmth of its people and it's easy to see why travelers fall in love with this extraordinary country

Whether you're an adventure seeker chasing nature’s thrills, a culture enthusiast, or a family looking for delightful experiences, South Africa has something for you. Across 9
unique provinces, embark on awe-inspiring safaris. uncover hidden gems. soak up city life. or dive into outdoor adventures. In South Africa. joy is never far away.

Nature Active adventure Cultural roots Breathtaking scenery Sun-soaked coasts and beaches Vibrant city lifestyle

| wildlife and safari

. Come find your joy in the heart of the wild. South Africa’s safari experiences are

> B deeply personal and unforgettabie. From the roar of a lion echoing in the distance to
i the ground trembling beneath a herd of elephants to the bright eyes of a leopard

| watching from a tree at sunset, every moment immerses travelers in nature at its most

awe-inspiring,

p Safaris are as diverse as the landscapes themselves—bushveld, deserts, forests,

§ wetlands. and even beaches—with options including game drives, guided bush

| walks, and hot air balloon adventures. Days end in luxury lodges or around a

1 S crackling campfire under a million stars, creating connections to the wild that linger
el long after your journey ends

i® Explore with any kind of safari through bushveld, deserts, forests, wetlands, rivers

- and even beaches. And, with perfect days ending in the comfort of luxury lodges or
. campfire stories under a million stars, you can't help feeling like you never want to
leave

Sleeps 6 - 3 bedrooms - 1 bathroom
6.82 mi from Lubumbashi Intl. (FBM)

F @& Kitchen

Mar 15 - Mar 21 We are sold out

Big five hotel
B 7.41 mi from Lubumbashi intl. (FBM)

Breakfast included 28 Pool
(0 =

Mar 15 - Mar 21

6.0 2reviews

We are sold out

Luxueux Appart Golf
Entire apartment

Sleeps 6 - 3 bedrooms - 3 bathrooms
7.52 mi from Lubumbashi Intl. (FBM)

Mar 15 - Mar 21

n Exceptional
3 external reviews ©

We are sold out
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Ad

B Visit South Africa

From rushed days to relaxed stays
Connect with South Africa's vibrant people
and unique experiences.

Plan now

As part of its localized marketing efforts to drive demand and build brand affinity, SAT North America continued our B2C marketing program with Expedia to reach
high-intent travelers at or near the point of purchase across Expedia’s platform. By bundling Expedia, Portfolio, and Hotels, advertisers gain access to larger, high-
intent audiences that are more likely to engage and convert. The coordinated campaign runs across Expedia, Hotels.com, Orbitz, Travelocity, and CheapTickets,

delivering high-visibility placements including homepage marquee units, search and results pages, infosite placements, and mobile app units across flights, hotels, and m

vacation packages and activities in the United States and Canada. The campaign continues through March 2026.

SOUTH AFRICAN TOURISM

* High level KPI -> February: 2.8M impressions, 2.9K clicks, 0.10% CTR, $3.1M revenue, ROAS 39, 2,793 room nights, 1,983 air tickets, 3,915 travelers
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Trade Email Campaign, 5 Things to Look Forward to in South Africa in 2026 — January 2026 *
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SOUTH AFRICAN TOURISM

5 Things to Look Forward to in South Africa in 2026

As clients begin planning future travel, 2028 is shaping up to be a standout year for South Africa — with
landmark anniversaries, exciting new product openings, and high-profile experiences that give you, our
travel advisors, strong hooks for selling the destination now

Below are just a few headline developments to look forward to in South Africa in 2026 for reference and
inspiration

Ultra South Africa Returns (April 2026)

Ultra South Africa — one of the continent’s largest electronic music festivals — raturns for ts 11th edition
in April 2028, staged over two days with events in both Johannesburg and Cape Town. This event offers a
culturally charged, date-specific hook for younger travelers, incentive groups, and lfestyle-focused
itineranes.

Ultra South Africa — Official festival site: hitps: Vultrasouthafrica com

The Debut of Cape Town EDITION (2026)

In late 2028, The Cape Town EDITION will make its African debut at the V&A Waterfront — a highly
anticipated luxury kfestyle hotel opening under the globally recognized EDITION brand, a collaboration
between Marriott International and lan Schrager.

EDITION Hotels — Official brand page: https://\www editionhotels com

Why This Matters for 2026 Travel

The Glitter Trail (Multiple Departures in 2026)

From a once-in-a-century national park anniversary to new resort openings, global festivals, and inclusive
Afrigay Trave! Intemational's The Giitter Trail is a hosted LGBTQ+ group joumey through South Africa, group travel experiences, South Africa offers compeliing reasons for clients to plan ahead — and for
combining Garden Route highlights and Cape Town with curated cultural culinary. and adventure advisors to start the conversation now.
experiences. With five scheduled departures across 2028. it offers travel advisors a distinctive, values-
driven product for LGBTQ+ clients and affinity groups planning ahead

Kruger National Park Turns 100

In 20268. Kruger Natonal Park celebrates its centenary. marking 100 years since it was formally prociaimed

a national park. This milestone adds powerful narrative value to safan experiences — from conservation- . Soal

focused journeys to legacy-style wildife itineranes The Glitter Trail — Official tour page: https://afrigay.co.za/product’the-glitter-trail-south-africa/ COME FIND 5 bonth Afii \
South Africa’s First Club Med Opens (July 2026) 0W (7 southafrlca.net o0 ,«./

Kruger National Park — Official SANFarks page: hitps:/www sanparks org/parks/kruger i R

Club Med South Africa Beach & Safari is confirmed to open in July 2028 on KwaZulu-Natal's Dolphin
Coast — the first Club Med resort in South Africa and the country’s only all-inclusive beach and safari
concept.

Club Med South Africa Beach & Safari — Official property page: httos //'www clubmed co.za/l'clubmed-
southafrica

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained
proactive engagement with the travel trade via our program with taCONNECT. This ongoing communication keeps destination SA top of mind among US and Canadian
travel advisors and tour operators. In January, we shared a list of 5 Things to Look Forward to in South Africa in 2026, highlighting the 100t anniversary of the Kruger
National Park, the return of Ultra South Africa (one of the continent’s largest electronic music festivals), the launch of Afrigay Travel’s Glitter Trail (an LGBTQ+ group W
journey through the Garden Route and Cape Town), as well as high profile planned openings of Club Med South Africa Beach & Safari and The Cape Town EDITION. 7
These developments offer timely talking points for advisors, encouraging early client conversions and forward bookings.

* High level KPI -> email distributed to 15,375 trade from our CRM database, including travel agents, tour operators & MICE recipients.
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Trade Email Campaign, Virtual Road Show Promotion — January 2026 *
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Attend 1 day - February 24, 25 or 26 ?IRTUAL ROADSHOWS

SELLING SOUTH AFRICA

South Africa awaits )
Virtual RoadShows - Selling South Africa are three consecutive daily events, Tuesday -

JOIN US @ VIRTUAL ROADSHOWS e Thursday, for three hours per day

COME FIND
COME EIND Attend the Virtual RoadShow in your preferred time zone and connect directly with South

ULl SELLING SOUTH AFRICA iy R

> « Exhibit Hall: 11am - 2pm (local time)
« 1:1 Meetings: 11am - 2pm (local time)
« Educational Panel Sessions on South African Travel Trends & Opportunities: On-

PICK 1 DAY THAT WORKS FOR YOU! Demand (30-Days)

« Enter to WIN multiple PRIZES!!

RSVP February 24th from 11am - 2pm PT
RSVP February 25th from 11am - 2pm CT
RSVP February 26th from 11am - 2pm ET

REGISTER TO ATTEND
« Attend this 1-day Virtual Show in YOUR Preferred Time Zone

Live access is scheduled to accommodate West Coast, Central and East Coast travel PLEASE REGISTER IN YOUR PREEERRED TIME ZONE
advisors, making it easy o participate without disrupting your workday. 3 L AV

+ Meet the Right South African Suppliers A CIEIC ") - CACTER
Engage in pre-scheduled one to one appoiniments with top South African DMCs, tour PACIFIC | MOUNTAIN CENTRAI EASTERN
operators, hotels, lodges, unique experiences and city and provincial representatives,
actively working with the North American travel trade. Tuesday, February 24, 2026 Wednesday, February 25, 2026 Thursday, February 26, 2026

+ Discover What Is New and Trending

Stay informed on the latest South African travel trends, product updates, itineraries and ‘113"“ -2pm 11am - 2pm 7ﬁam - 2pm
selling opportunities through on-demand educational sessions available for 30 days. Pacific Time Central Time Eastern Time
(PST) (CST) (EST)

« Explore the Virtual Exhibit Hall
Visit custom exhibitor booths featuring destination and product videos, downloadable

brochures and fact sheels, current updates, and direct links to websiles and social media.
RSVP for PST RSVP for CST RSVP for EST

« Strengthen Your Selling Confidence
Build deeper product knowledge, connect directly with South African suppliers, and position
yourself as a trusted South Africa expert for your clients.

« Win While You Learn

All registered attendees are eligible to win multiple pnzes throughout the event Virtual RoadShow - Selling South Africa is a product of

TR’V EL RELATIONS

About Us

HOPE WE SEE YOU THERE!

©2026 Travel Relations LLC, All Rights Reserved

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

proactive engagement with the travel trade via our program with taCONNECT. This ongoing communication keeps destination SA top of mind among US and Canadian

travel advisors and tour operators. In January, we promoted our virtual road show taking place in February with an emailer to travel agents and tour operators within W
our CRM, as well as new agents not currently in the SAT database to pique their interest and the drive traffic to the registration landing page. -

* High level KPI -> email distributed to 66,695 travel agents and tour operators from our CRM database, as well as new agents not in our CRM database SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Trade Email Campaign, 2025 Year-End Arrivals Update — February 2026 *

>

SOUTH AFRICAN TOURISM

As noted in Minister of Tourism Patricia de Lille’s recent address, tourism remains a key driver of economic
growth, investment. and job creation in South Africa. Between January and December 2025, the country
welcomed 10.48 million international arrivals [from all regions], representing a 17.6% increase over
2024 and the highest annual arrival figure on record. This performance reinforces tourism's growing
contribution to the national economy.

Tourism currently sustains an estimated 1.8 million direct and indirect jobs, with approximately one job
supported for every 13 international arrivals, underscoring the meaningful impact of continued growth
across our source markets.

Dear colleagues.

We hope you are keeping well as the first quarter of 2026 is already whizzing by. Our Insights & Analytics
business unit in Johannesburg has released the final tourist arrival figures for January - December 2025,
and North America continues to demonstrate steady, encouraging growth.

Results from both the United States and Canada highlight the ongoing demand for travel to South Africa

and the collective progress made throughout the year
prog 9 y You can download the full data set — Table B - here

January - December 2025 Arrivals Snapshot: ) . . ) )
Thank you for your continued efforts and support in keeping South Africa top of mind for your clients.

» Amivals from the United States (391,939) increased 5.3% compared to the same period (Jan — Warm regards,
Dec) last year. South African Tourism North America
« Arrivals from Canada (65,744) rose 13.2% year over year (Jan — Dec).

1 . e
These results reflect consistent momentum and a positive close to the year. As we look ahead, this COME FIND °

performance provides a strong foundation to build on as we continue working to drive travel from the y Y4 nlh 'a\
region in 2026 E ’ ,‘{0&“ (7 southafrica.net Soe Aﬁ»
Inspiring new ways

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

proactive engagement with the travel trade via our program with taCONNECT. This ongoing communication keeps destination SA top of mind among US and Canadian

travel advisors and tour operators supporting downstream conversion. In February, we distributed an update on the final January to December 2025 tourist arrivals N
from North America, acknowledged the trade’s important contributions, and reinforced positive sentiment through highlights from Minister Patricia de Lille’s recent m
media address on tourism’s role in economic growth and job creation.

* High level KPI -> email distributed to 15,470 trade from our CRM database, including travel agents, tour operators & MICE recipients

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed WW”R aoq
Trade Email Campaign, Resource Directory Promotions — February 2026

B

SOUTH AFRICAN TOURISM

INSIDER TRAVEL PORTAL
Resource Directory

W

SOUTH AFRICAN TOURISM

Dear coleagues RESOURCE DIRECTORY

We're thrilled to share that the South Africa Resource Directory, your trusted
tool for crafting unforgettable itineraries, has now grown to include over 100

vetted listings across the Rainbow Nation. Holden Manz Wine Estate
Website: 1 4 3 L

Al‘l'llhbom

Types: Hotel

Experiences: Active Adventure, Cultural Roots, Scenic Outdoors
Locations: Western Cape

A five star country house and spa located on the Holden Manz Wine
Estate in the stunningly beautiful Franschhoek Wine Valley.

Whether you're planning a luxury safari, a cultural immersion, or a bespoke
adventure, you'll now find even more opfions at your fingertips. The directory
includes an ever-expanding selection of:

- DMCs and tour operators
- Hotels, lodges, and boutique stays
- Unigue experiences and hidden gems

- Regional experts across all nine provinces INDLONDLO CULTURAL VILLAGE
Website: - londk &.C0.Z8
S . X . mnm Tcu rism KwaZulu l‘-aal
All listings are searchable and designed to help you connect directly with Types: OTHER

Experiences: Cultural Roots, OTHER
Locations: KwaZulu-Natal
Zulu cultural experience, Dance, Traditional food, homestead

reliable partners on the ground.

Visit the directory now and see how easy it is to find exactly what you need to
impress your clients and close more South Africa bookings.

Let's keep inspiring travel and showing your clients that #SouthAfricaAwaits.

Warm regards,
South African Tourism North America

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

proactive engagement with the travel trade via our program with taCONNECT. In February, we used taCONNECT’s expanded reach feature to distribute New

Additions! Discover More South African Partners in Our Directory to trade contacts not currently in the SAT CRM database. The email highlighted that the Resource N
Directory has now grown to include over 100 vetted listings across South Africa. Advisors were directed to visit the directory to see how easy it is to find exactly what m
they need to impress their clients and close more South Africa bookings by engaging directly with SA suppliers. SOUTH AFRICAN TOURISM
* High level KPI -> via the expanded reach feature the email was distributed to 51,843 agents, tour operators & MICE recipients outside of our CRM database

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Trade Email Campaign, SATSA Adventure 3.0 White Paper Release — March 2026 *
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SOUTH AFRICAN TOURISM

What You Can Sell in One Seamless Itinerary

= Big Five safaris and private reserves near Kruger National Park

» Guided hiking in the Drakensberg Mountains The White Paper makes it clear: South Africa is investing in professional credibility, safety frameworks, and
« Wild Coast trekking and cultural encounters sustainable growth to strengthen global trade confidence.

» Shark cage diving in Gansbaai

» Surfing, kayaking, and more along the Garden Route For you and your clients, that means, vetted operators, strong safety protocols, meaningful community

» Bungee jumping at Bloukrans Bridge

» \Whale walching in Hermanus

« Mountain biking in the Westem Cape winelands

» Conservation-based safaris with wildlife monitoring

impact stories, and customizable itineranes that convert.

Adventure travelers are seeking immersive, purpose-driven joumneys. South Africa delivers iconic wildlife,
dramatic landscapes, and cultural depth — while offering strong commercial viability and ifinerary flexibility

And the real differentiator? These layer seamlessly with: for advisors.
If adventure travel is one of your fastest-growing segments, South Africa deserves a fresh look. » Luxury lodges and boutique stays Explore the full SATSA Adventure 3.0 White Paper here.
« Culinary travel and wine immersion T
According to the February 2026 Adventure 3.0 White Paper released by our colleagues at the South + Private guiding and conservation storytelling Let's tum inspiration into bookings.

African Tourism Services Association (SATSA), South Africa's adventure tourism sector generated R12 « Meaningful community-based tourism initiatives
billion in direct revenue in 2024, supporting more than 91,000 jobs — with total economic impact reaching

R25 billion when indirect effects are included. SO AN UM e P

Why it's smart business

Meanwhile, the global adventure tourism market is projected to reach USD 1.68 trillion by 2032. Hi . - .
. AT . . . gh perceived value at compelitive pricing
fSrt:tuth Aof?ca has world-class landscapes, wildlife, culture, and infrastructure but still captures only a . Hinerary density — wildiife, culture, marine, wine and soft adventure in one country 2 A -
action of the global adventure market = Extended length of stay driven by multi-region routing COMEFIND *_ |

= Professional standards th h SATSA's “101 Adventures” saf d I framework ' H
For US and Canadian fravel advisors, this signals opportunity: strong upside, competitive pricing power, all;gned :ﬁn: gs;ilala;x:ec{;:’gzs 5 SIS EER SN Rante e "0”2 Jw Southafrlca.net
and the ability to combine multiple adventure styles into one high-impact itinerary. :

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

proactive engagement with the travel trade via our program with taCONNECT. This ongoing communication keeps destination SA top of mind among US and Canadian

travel advisors and tour operators supporting downstream conversion. In March, we distributed an update on the Adventure 3.0 White Paper released by our

colleagues at SATSA, highlighting the strong growth potential of South Africa’s adventure tourism sector, its significant economic contribution, and the country’s ability N
to deliver diverse, high-value adventure experiences supported by professional standards, safety frameworks, and sustainable tourism practices that strengthen trade m
confidence and drive future bookings.

* High level KPI -> email distributed to 17,708 trade from our CRM database, including travel agents, tour operators & MICE recipients; via the expanded reach

feature the email was distributed to an additional 10,132 adventurescodedradvisors outside)of ourCRIVdatabase

SOUTH AFRICAN TOURISM
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INSIDER TRAVEL PORTAL

Localized marketing campaigns to increase demand

Localized Marketing Campaigns Executed
Trade Email Campaign, Portal Promotions — March 2026

South Africa awaits COMEFIND * '
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COME FIND *,
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@ INSIDER TRAVEL
. n E ponr powered by bgCONNECT
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South African Tourism is the national agency responsible for marksting South Africa as a premier
destination for both leisure travel and business events

From breathtaking landscapes and sun-seaked coastlines, to thrilling wildlife encounters and
adrenaline-pumping adventures, from the dynamic energy of our cities to the warmth and cultural
diversity of our people, South Africa is not just a destination, it's a soul-stiming experience that awakens
your spirit and leaves lasting joy.

Owr destination offers a wide variety of experiences in close proximity including wildlife safaris in 19
national parks, breathtaking diverse scenic outdoor spaces, vibrant modern designer cities, an amazing
2,500 km coastline with Blus Flag beaches, inspiring heritage and cultural journeys, as well as active
adventure experiences and holidays offering impressive value for time and money at any budget

South Africa Awaits — Come Find Your Joy!

3 YouTube

-+ South Africa Awaits, Come Find Your

Joy
Qur country offers an extraordinary range of experiences, all within close proximity: '
« Wildlife safaris across 19 national parks
\ . . You ¥
» Stunning and diverse natural scenary n u I @) |
« Vibrant, litan citi
VISIT OUR INSIDER TRAVEL PORTAL i dapite ol
«» Aspectacular 2 500 km coaslline with numerous Blue Flag beaches
FOR EXCLUSIVE RESOURCES  Inspiring heritage and cultural journays RESOURCE DIRECTORY
» Exhilarating adventures and active holidays
In partnership with Insider Travel Report (ITR), we've developed a dedicated
E e ORI 5 LATEST NEWS

South African Tourism portal (microsite) to provide the latest news,
inspirational content, and resources to equip travel advisors and tour operators
to confidently package and sell South Africa as a preferred holiday destination.

Travel professionals can discover the destination’s unique offerings, access
our travel advisor toolkit, engage with our local tourism execution team, and
explore our searchable database of South African products, services and
experiences.

Explore South African Tourism's travel trade resources and show your clients
that #SouthAfricaAwaits — now’s the time to #ComeFindYourJoy

VISIT NOW

All of this comes with exceptional value, whatever your clients’ budget, you'll find South Africa delivers
unforgettabie moments worth every second and every penny

Resources for Travel Trade Partners

South African Tourism offers a suite of tools to support your success:

Get certified: SA Specialist Program

Browse: South Africa e-Brochure

Explore: South Alfrica Experience Map

Download: Digital Asset Library- images & content
Watch: Our YouTube Channel

: Why South Africa Is a Hig...
| Read More

r 2025 Year-End Arrivals Sn..

B Read More

5 Things to Look Farward
Read More
[—] ‘Siyanda’ to Inspire North .
' Read More

E January - September Touri...

Visit: Our official website B Pcad More
Stay Informed: Travel trade updates here and follow @SAtraveltrade on Twitter

' A - by Sl F Whnat's New in South Afric
Access: Research, analytics and market insights 3

w Read More

-_—

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained
proactive engagement with the travel trade via our program with taCONNECT. In March, we used taCONNECT’s expanded reach feature to distribute Inspire Your
Clients: Explore South Africa’s Trade-Only Resources to trade contacts not currently in the SAT CRM database. The email highlighted our Insider Travel Portal that
houses the latest news, inspirational content, and resources to equip travel advisors and tour operators to confidently package and sell South Africa as a preferred
holiday destination. Advisors were encouraged to access our travel advisor toolkit, engage with our local tourism execution team, and explore our searchable
database of South African products, services and experiences.

* High level KPI -> via the expanded reach feature the email was distributed to 51,501 agents, tour operators & MICE recipients outside of our CRM database
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Trade Email Campaign, Expanded Reach, South Africa 101: Sell with Confidence — March 2026
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Localized marketing campaigns to increase demand

Direct Flights from Major US Hubs

» Delta Air Lines

= Aflanta (ATL) — Johannesburg (JME) & Cape Town (CPT)
*  United Airfines
o New Yorkl Newark (EVWH) — Johannesburg (JNE) & Cape Towm (CPT)
o Washington Dulles (1AD} — Cape Town (CPT)
+ Plus: Plus, one-stop options throwghout Euvrope and the Middle East expand flexibility for
clientz nationwide
= Reliable lift supporis premium, mid-range, and custom itinerares alike

Luxury for Less

Tools to Support Your Sales

= Currency: South African Rand (ZAR) Trade Newsletter

= Favorable exchange rate: ~16 ZAR = 1 USD (subject fo change) Get updates straight to your inbox

= For clients, South Africa offers outsiamding value. This translates into elevaled experiences, private Sign Up for the Newsletier

game reserves, boutique hotels, wine tasting and fine dining at surprisingly accessible rates.
= For you, it creates room to upsell and enhance. Become a South Africa Specialist
Boost your knovdedge and stand out with our interactive e-leamning program
VWhat Makes the Trip Unforgetiable Get Cortified
. . Insider Travel Portal

South Africa 101: Sell with Confidence : x y .

« As highlighted in our "Come Find Your Joy" campaign, it is not just the landscapes or the lodges that Stay in the know with latest news. trade webinars and a searchable database of products, services, and
Interest in South Africa continues to grow, fueled by our latest global brand campaign “South Africa awaits make South Africa special, it is the people. o s;;ﬁ:ﬂm.rr | Portal
- Come Find Your Joy” Now is the perfect time to convert inspiration into bookings. 1 Ity {cans e e N RIc Veay i, b, S oo SELRaE nes Dl

= \fisitors often say it's the people that make the experience truly unforgetiable Search the Directory

For advisors, South Africa checks the boxes that matter: visa-free entry, direct flights, and unforgettable
experiences, your clients can explore everything from luxury safaris to world-class wine regions without
the premium price tag

Here's what makes it an easy, high-confidence sell:

Visa-Free & Hassle-Free Entry

* No visa required for U.S. or Canadian passport holders (for stays up to 90 days)
« Passports must be valid for at least 6 months beyond refum date

« Two blank, facing pages required for entry/exit stamps

« No vaccines required when arriving from the U.S. or Canada

Client Segments That Performn Viell

= Sputh Africa aligns with multiple high-value audiences:

= Honeymooners seeking once-in-a-ifetime moments

= Wildlife enthusiasts and safan first-timers

» familiesMultigenerational

= Food & wine fravelers

= LGBTQ+ travelers seeking inclusive, welcoming destinations

Seasonal positioning can further refine your pitch:

= May-September: Dry season and ideal for safaris and wildlife viewing
= MNovemberMarch: Warm summer months perfect for Cape Town, the Garden Route, and coastal
adventures

With strong access, diverse itinerary opftions, compelling value, and cross-segment appeal. South Africa
remains one of the most dynamic long-haul destinations in the market

Now is the time to turn interest into bookings and inspire your clients to Come Find Their Joy in South
Africa.

South African Tourism North America
COME FIND *_ . ' =
southafrica.net Sonth Afis 33
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

(
\

COME FiND

~
\

Mour Jo

—~—

4

/

4

-_—

proactive engagement with the travel trade via our program with taCONNECT. In March, we used taCONNECT’s expanded reach feature to distribute South Africa 101:
Sell with Confidence to trade contacts not currently in the SAT CRM database. The email highlighted visa-free entry, direct flights from major US hubs, favorable

exchange rates, and diverse range of unique experiences, strengthening advisor confidence and enhancing destination knowledge. It also provided guidance on top- W
performing client segments and seasonal positioning. Advisors were directed to trade resources and tools, including the SA Specialist program and the Insider Travel 7
Portal with its searchable Resource Directory, enabling them to plan itineraries and engage directly with SA suppliers.

* High level KPI -> via the expanded reach feature the email was distributed to 86,882 agents, tour operators & MICE recipients outside of our CRM database
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM

SOUTH AFRICAN TOURISM



4

Localized marketing campaigns to increase demand |

COME FIND

Localized Marketing Campaigns Executed / Wuk aoq
Trade Email Campaign, Expanded Reach, What If You Had a 24/7 South Africa Expert? Meet Siyanda — March 2026 *

Other Tools to Support Your South Africa Sales

>

SOUTH AFRICAN TOURISM

Trade Newsletter - Get updates straight to your inbox
Sign Up for the Newslatter

Become a South Africa Specialist - Boost your knowledge and stand out with our interactive e-learning
program
Get Certified

Insider Travel Portal - Stay in the know with latest news, trade webinars and a searchable database of
products, services, and experiences

Visit Insider Travel Portal

Search the Directory

With strong access, diverse itinerary options, compelling value, and cross-segment appeal, South Africa
remains one of the most dynamic long-haul destinations in the market.

Importantly, Siyanda enhances your expertise. It does not replace it. Think of it as a smart, always-on

partner that supports your workflow, deepens your destination knowledge, and helps you stay ahead of Now is the time to turn interest into bookings and inspire your clients to Come Find Their Joy in South
client expectations. Its name comes from Xhosa, one of South Africa’s 11 official languages, and means Africa.

“We are growing. We are increasing.” This reflects the expanding opportunity to connect clients with this

vibrant destination. South African Tourism North America

South Africa is an exceptionally affordable destination for North American travelers. With Siyanda, you
and your clients can design dream itineraries across a range of budgets and discover just how far their

Meet Siyanda. your Al-powered travel assistant designed to help you plan and personalize unforgettable dollar can stretch, from shark diving and Big Five safaris to world-class wines and meaningful cultural

South Africa journeys for your clients with ease. Available 24/7, Siyanda provides instant answers to experiences. COME FIND

destination-specific questions. Whether you're researching safari regions, exploring accommodations, or . 9 oonthe Aff' “\

refining multi-stop itineraries, Siyanda saves you time so you can focus on advising your clients. : g » : i 3 . 0W southafrlca,net " /
With convenient direct flights from major U.S. gateways, including Atlanta, Washington, D.C., and New

Built on Matador Network’s industry-leading GuideGeek platform, Siyanda delivers personalized York/Newark, getting there is easier than ever. S e ny

responses in real time. It draws on extensive data from South African Tourism (southafrica.net), along with
more than 1,000 travel information integrations powered by GuideGeek's award-winning technology, which
was recognized as “Best Use of Al" in Skift's 2025 IDEA Awards and named one of the Most Innovative
Companies in travel by Fast Company. Siyanda provides reliable, up-to-date insights on everything from
wildlife experiences to local cuisine.

For more information, or to start using Siyanda to plan your clients’ next South African adventure, visit:
https:/www southafrica net/us/en/travel

As part of our localized marketing campaigns to increase demand and build brand affinity to drive conversion, SAT North America maintained proactive engagement

with the travel trade through our program with taCONNECT. In March, we used taCONNECT’s expanded reach feature to distribute What If You Had a 24/7 South

Africa Expert? Meet Siyanda to trade contacts not currently in the SAT CRM database. The email introduced Siyanda, SAT’s Al-powered travel assistant, as a tool to

support advisors in planning and personalizing SA itineraries. It highlighted Siyanda’s ability to deliver real-time, reliable insights across key planning areas,

strengthening advisor efficiency and enhancing destination knowledge. Advisors were encouraged to engage with Siyanda via the SAT website and to utilize trade W
resources and tools, including the SA Specialist program and the Insider Travel Portal with its searchable Resource Directory, enabling them to better serve their clients gy arrican Tourism
and support conversion.

* High level KPI -> via the expanded reach feature the email wasidistributed to: 86,646 agents,tauroperators & MICE recipients outside of our CRM database



Brand affinity to increase conversion

Distribution Channel Initiatives Implemented
Packaging South Africa’s Cape Winelands for Your Clients webinar with WoSA — 19 March 2026

From Vine.to ltin'erary: Packaging South Africa’s
Capée ‘Winelands for Your Clients

A
Wi

South Africa is home to 23 diverse wine
routes across three provinces, shaped by
varied soils, climates and landscapes.

More than 360 years of winemaking heritage
meet a new generation of innovative
winemakers, welcoming visitors to
experiences rooted in place, culture and
hospitality.

OME FIND

Welcome our presenter Your Jo

Jim Clarke is the U.S. Country Manager for Wines of South Africa (WOSA), the
generic, inclusive marketing body for South African wine exports. Jim is a
former sommelier, having run the wine programs at New York's Megu
Restaurant and Armani Ristorante. In addition, he has been writing about
wine, sake, and related subjects for almost twenty years. In 2020 Jim received
the International Louis Roederer Wine Writer Award for Feature Writing, and
in August of that year Wine Business Monthly named him a Wine Industry
Leader of the Year. Jim is the author of The Wines of South Africa, published
by Académie du Vin.

JIM CLARKE
Country Manager
Wines of South Africa USA

im@wosa.us

South Africa is a destination of
remarkable landscapes, vibrant
cultures and unforgettable
experiences.

From iconic wildlife and dramatic
coastlines to award-winning
cuisine and world-class wines,
travellers discover extraordinary
diversity in every journey.

Today we invite you to explore one
of the most exciting wine tourism
destinations in the world.

Wine tourism in South Africa is
about far more than tasting.

Visitors enjoy vineyard walks, cellar
tours, farm gardens, art collections
and immersive food-and-wine
experiences, often paired with
some of the country’s most
celebrated restaurants.

Many estates combine wine,
gastronomy, accommodation and
nature, creating rich experiences
within a short distance of each
other.
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As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America hosted a webinar focused on the Cape Winelands as
part of our program with taCONNECT. Guest presenter Jim Clarke, US Country Manager for Wines of South Africa (WoSA), introduced advisors to the landscapes, wine
culture, and culinary excellence that define the Cape Winelands, from award-winning wines and Cape Dutch architecture to immersive food and wine experiences set
in some of the world’s most beautiful surroundings. The session highlighted the region’s blend of heritage and innovation, including historic estates in Stellenbosch,
Paarl, and Franschhoek as well as forward-thinking producers championing sustainability, regenerative farming, and unique visitor experiences. Advisors gained
practical insights to help package and sell the Cape Winelands confidently, reinforcing SA’s appeal as a diverse, high-value destination for their clients.

* High level KPI -> 167 travel advisors attended live, 288 registered to receive the recording; recording uploaded to SAT’s Insider Travel Portal for future viewing
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed
Trade Email Campaign, Agulhas Lighthouse Precinct & Indaba 2026 Preview — 24 April 2026

>

SOUTH AFRICAN TOURISM

Dear colleagues.

Trust you are well. As we move further into 2026, South Africa continues to build momentum
across both tourism development and global trade engagement. creating new opportunities
for you to inspire and sell the destination.

Below are two recent updates to support your conversations with clients

New Visitor Experience at the Southernmost Tip of Africa

South Africa has officially unveiled new tourism infrastructure at the Agulhas National Park
Lighthouse Precinct, located at the southernmost fip of the African continent

This R81.7 million investment introduces a range of enhancements, including a 60-seater
restaurant, an interpretation center, improved accessibility features, and upgraded facilities
The development also creates space for local SMMEs to offer crafts, food, and cultural
experiences, enriching the visitor journey while directly supporting surrounding communities.

For clients, this adds a compelling new stop along the Western Cape’s scenic routes,
pariicularly for those interested in coaslal landscapes, martime history, and immersive
cultural experiences beyond traditional safari and city ttineraries.

Visit SANParks to learn more about the Cape Agulhas Lighthouse

Localized marketing campaigns to increase demand

Hon Patricia de Lille

cu's Trawed isdabin 2028 Pre- Dvert Upsists Webirar- 23 Apef 2024

Yt Ty Abeey -

Africa’s Travel Indaba 2026 Preview

South Africa continues to reinforce tourism’s role as a key economic driver ahead of Africa’s
Travel Indaba 2026, one of the continent’s leading trade events.

Speaking during a recent stakeholder webinar, Minister of Tourism Patricia de Lille
emphasized tourism's impact in driving job creation, supporting local enterprises, and
contributing to GDP growth, while also highlighting the importance of stronger regional
collaboration across Africa

This year's Indaba, set to be opened by President Cyril Ramaphosa, further positions South
Africa and the continent as a competitive, experience-rich destination for global travelers.

For the trade. this signals continued investment in product development. infrastructure, and
market access, supporiing your ability to confidently sell South Africa across a wide range of
client segments.

You can see a replay of the webinar here.

Thank you for your continued efforts and support in keeping South Africa top of mind for your
chents.

Warm regards,
South African Tourism North America

COMEFIND *_ ¢
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained
active engagement with the travel trade via our program with taCONNECT. This ongoing communication keeps destination South Africa top of mind among US and

Canadian trade, supporting downstream conversion. In April, we distributed an update highlighting the opening of new tourism infrastructure at the Agulhas

Lighthouse Precinct, reinforcing South Africa’s continued investment in product development and community-based tourism experiences. The communication also W
-

previewed Africa’s Travel Indaba 2026 and included a replay link to Minister Patricia de Lille’s recent stakeholder webinar, emphasizing tourism’s role as a key

economic driver while underscoring continued momentum in trade engagement and destination positioning ahead of the event.

High level KPI -> email distributed to 17,846 trade from our CRM database, including travel agents, tour operators & MICE recipients

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / Wuk ao
Trade Email Campaign, Africa’s Travel Indaba 2026 Drives Trade and Tourism Growth — 27 May 2026 *

‘ Opening the event, President Cyril Ramaphosa positioned tourism as one of Africa’s most As part of a forward-looking “African Ministers Panel Discussion: A Digital Future Driving
powerful development tools, highlighting South Africa’'s record 10.5 million intemational Tourism Growth in Africa,” tourism leaders explored how digital transformation is reshaping
amrivals in 2025 and tourism's role in SUDDOﬂ"Kj neany one million direct lot}s naﬁonany_ He how Africa competes and connects in global tourism markets Minister Patricia de Lille noted

‘ that the future fraveler is mobile-first, digitally connecled, and increasingly seeking

emphasized that at its heari, tourism is about people, from the young enfrepreneur in Soweto ) 2 ‘ ? § o e
building a digital platform for township experiences, to rural cooperatives in Limpopo offering m:g:sﬁo:ﬁ;e:oc;& EH Tor, & (WS SEEELY. AU (O GRN Dgemce St
SOUTH AFRICAN TOURISM authentic cultural encounters, and young innovators developing apps, safety tools, and high-
tech solutions that are reshaping the visitor experience. He noted that these examples
reflect a new generation that is not waiting for the future but actively creating it, underscoring
that tourism is not only about destinations but about innovation, creativity, and opportunity.
Dear colleagues,

Earlier this month, Africa's Travel Indaba 2026 concluded on a high note in Durban,
reaffirming its position as one of the confinent’s leading tourism trade platforms and a key
driver of tourism growth. market access, investment, and industry collaboration across Africa.

Tourism .
Ministers 7™
E~rcagement ‘

Held under the theme “Unlimited Africa: Growing Africa’s Tourism Economy,” this year’s event
brought together tourism ministers, global buyers, exhibitors, airlines, media, and tourism
stakeholders from across the continent and beyond. The show welcomed participation from
22 African countries, with 16 African tourism boards represented, 1,225 exhibitors confirmed,
and an expanded Airline Pavilion featuring 18 airlines

She also highlighted South Africa’s growing use of artificial intelligence in tourism, including
Siyanda, an Al-powered travel assistant developed by the South African Tourism North
America feam. Designed fo support both travelers and the travel trade, Siyanda provides
real-fime, personalized itinerary planning focused on South Africa, spanning safars, heritage,
hiking, gastronomy, wine regions, and cultural experniences. It reflects a broader shift toward
using digital tools to enhance, rather than replace, the role of travel advisors by strengthening
destination knowledge and early-stage inspiration. To chat with Siyanda, visit

Tourism Minister Patricia de Lille reinforced thal South Africa has moved firmly from tourism www southafrica netiusfenfiravel

recovery into a growth phase, underpinned by significant tourism infrastructure and

hospitality investment across the country. She highlighted major developments currently As the industry looks ahead, Africa’s Travel Indaba confinues to serve as a strategic platform
reshaping the sector, including the continued expansion of the V&A Waterfront, the connecting Africa to the world while shaping the future of African tourism through meaningful
development of a Winelands Airport, and the upcoming July opening of the Club Med Beach partnerships. investment, innovation, and collaboration

and Safari Resort in KwaZulu-Natal. These investments were posifioned as clear

demonstrations of investor confidence in South Africa’s long-term tourism growth prospects. Warm regards,

South African Tourism North America

Beyond business networking and frade opportuniies, Africa's Travel Indaba 2026 also

The event and relaled activities are estimated to have atiracted approximately 9,810 highlighted tourism's broader role in driving ent ; dove) ent. innovation, y

delegates, including 274 hosted buyers, 637 non-hosted buyers, and 404 registered media, - : 3 ’ fn '

generating around R240 million in direct spending and an estimated R835 million in total empowerment, SMME growth, and community upliftment across the continent. Across all COME TN e hafri Sunnth Aﬁ>\
tourism expenditure, while supporting more than 1,122 jobs. Early projections also indicate discussions, tourism was consistently framed as a sector capable of extending opportunity .'{0”2 aa,‘ southafrica.net ~
hotel occupancy in Durban reached 97%, underscoring the event's significant economic beyond traditional destinations into townships, rural communities, and emerging tourism g
impact economies.

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

active engagement with the travel trade via our program with taCONNECT. This ongoing communication keeps destination South Africa top of mind among US and

Canadian trade, supporting downstream conversion. In May, we distributed an update recapping Africa’s Travel Indaba 2026, reinforcing the event’s role as a leading

platform for tourism growth and industry collaboration. The communication highlighted global participation and the event’s significant economic impact. It also N
included key messaging from President Ramaphosa and Minister de Lille, including tourism’s role in job creation and community empowerment, while positioning m
South Africa in a growth phase supported by ongoing infrastructure investment. Lastly, we spotlighted our focus on digital innovation, including a link to the Al- SOUTH AFRICAN TOURISM
powered travel assistant, Siyanda, developed to support personalized trip planning and strengthen engagement with North American travelers and the travel trade.

* High level KPI -> email distributed to 17,816 trade from our-GRM databaseincluding travel agents, touropenators & MICE recipients

-_—
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Trade Email Campaign, New Research: Understanding the Modern American Traveler to South Africa — 15 June 2026

ey

l SOUTH ATRICAN TOU ATV
The study identified three emerging traveler segments: SAT Segmentation StUdy
.- USA &=
« Cultural Connoisseurs — travelers seeking cultural immersion, scenic beauty, local -y —

Emsma_ r:larlltagaiband autherl'lftllc stf?ftellllng ex:;ernertmssﬁ svent . o & Segment Personas
= Experiential Trailblazers — affluent travelers motivated by adventure, discovery, cultura ‘
SOUTH AFRICAN TOURISM engagement, and meaningful local experiences. . 2026
= Modern Memory Makers — travelers seeking family-friendly, shared experiences that
combine fun, culiure, convenience, and discovery.

Key findings from the research include:

= American travelers are willing to spend significantly on travel.

« They are looking for diverse itineraries that combine multiple experiencas.

= Authenticity and storytelling are increasingly important.

= Ease of planning and trusted information sources influence conversion.

= Reviews and digital presence directly affect purchasing decisions.

= Different traveler segments require different messaging and product strategies.

The findings also highlight the growing role of digital discovery, reviews, Al-enabled tools, QD  WHO ARE THEYD e &
and personalized trip planning in shaping travel decisions. -E

S
For those of you packaging and selling South Africa, the opporunity is clear, American & m - )
travelers continue to view South Africa as a desirable long-haul destination, but they are K] L
increasingly seeking richer. more diverse experiences that go beyond traditional wildlife o)
offerings. > . " )

Dear colleagues, O " SINGLE
e and his annual

household income

The full research study is available here.
is ~ USD 140K

South African Tourism's Insights & Analytics team has just released a new USA Market

Segmentation Study that explores the evolving preferences, motivations, and booking Warm regards,
South African Tourism MNorth America

MEET MARTIN
A 32-year-old male,
residing in the US

behaviors of American travelers.

The United States remains one of South Africa’s most valuable overseas source markets, COME HND au i
recognized for its high visitor volumes, strong spending power, and longer lengths of stay. south af rica.net Lot A{-> S oy mancgemen
However, American travelers are evolving, and so are their expectations. 'fﬂt{k‘ a u | -

Irspining mew wiys

One message emerges clearly from the research: today's American traveler is looking for
more than just safari.

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

active engagement with the travel trade via our program with taCONNECT. This ongoing communication keeps destination South Africa top of mind among US and

Canadian trade, supporting downstream conversion. In June, we distributed an update highlighting new research from the Insights & Analytics team focused on

understanding the evolving preferences, motivations, and booking behaviors of American travelers. The communication reinforced the importance of the US as a key

overseas source market while introducing three emerging traveler segments: Cultural Connoisseurs, Experiential Trailblazers, and Modern Memory Makers. It ~q
highlighted growing demand for authentic cultural experiences, diverse itineraries, and meaningful travel beyond traditional wildlife offerings, while emphasizing the W
importance of tailored messaging and product strategies to support conversion. Lastly, we reinforced the growing influence of digital discovery, online reviews, Al-
enabled tools, and personalized trip planning in shaping travel decisions and driving demand for South Africa.

* High level KPI -> email distributed to 17,820 trade from our CRM database including travel a 7gents tour o p era ors & MICE recipients
Received by NSD/FAR'A Registration Unit  07730/2026 12:49106
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Localized Marketing Campaigns Executed ‘{Wuk a oq

Insider Travel Report Banner Campaign, Portal Promotions & Resource Directory Promotions — January 2026

News of the Week - Jan 3

uGeriravene 1 <yol Ly
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Resources

#1 Weekly Readership

1) What Luxury Travel Trends Does Kensingtlon See for
the Res! of the Year?

WISIT OUR INSIDER TRAVEL RESOURCE DIRECTORY ¢ >
) ; A ﬁ.ﬂ-./

roaosn

#2 Weekly Roadership

Insider Agenda: Your Top Travel Trade Events for 2026

AGENDA

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

active comms with the travel trade via our program with taCONNECT to keep destination SA top of mind for American and Canadian travel agents and tour operators.

In January, we conducted a B2B banner campaign within Insider Travel Report’s newsletter to promote brand awareness and drive traffic to our resource directory our

searchable database of DMCs, tour operators, hotels, lodges, and unique experiences across South Africa, designed to make itinerary planning faster, easier, and more W
reliable for the trade. We also conducted a B2B banner campaign through Insider Travel Report’s editorial to promote brand awareness and drive traffic to our

destination portal where trade can engage with recent news, destination information and travel advisor sales and marketing resources.
* High level KPI -> 75,260 agent views; 54 agent clicks

SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / Wuk ao
Insider Travel Report Banner Campaign, Virtual Roadshow Promotions — January 2026 *

New Wave Host Agency Fora Travel Honors Top Selling Advisors g =g B News of the Week - Jan 17
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Your Insider Travel Report sanuary 25, 2026 S el B Cheigis e g

Join Our Selling Adventure & Expedition Travel Virtual
RoadShows Feb. 2-5

~

JOIN US @ VIRTUAL ROADSHOWS

P e . e Insider Travel Report s hosting a free Virtual RoadShows-Selling
SELLING SOUTH AFRICA N et 1 a— - mte D Adventive & Exnediion Traves on Feb 2.5 This virl  Read Mos
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained
active comms with the travel trade via our program with taCONNECT to keep destination SA top of mind for American and Canadian travel agents and tour operators.

In January, we conducted a B2B banner campaign on Insider Travel Report’s homepage and newsletter to promote our virtual road show taking place in February and W
drive traffic to the registration landing page. -

* High level KPI -> 992,194 agent views; 596 agent clicks SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Insider Travel Report Banner Campaign, Portal Promotions — February 2026 *

News of the Week - Feb 28
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21 Weekly Readership

Sandals Set 10 Host NBC's “TODAY with Jenna & Sheinelle
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained
active comms with the travel trade via our program with taCONNECT to keep destination SA top of mind for American and Canadian travel agents and tour operators.

In February, we conducted a B2B banner campaign on Insider Travel Report’s homepage and newsletter to promote brand awareness and drive traffic to our W
destination portal where trade can engage with recent news, destination information and travel advisor sales and marketing resources.
* High level KPI -> 42,722 agent views; 24 agent clicks SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Insider Travel Report Banner Campaign, Virtual Roadshow Promotions — February 2026 *
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained
active comms with the travel trade via our program with taCONNECT to keep destination SA top of mind for American and Canadian travel agents and tour operators

In February, we conducted a B2B banner campaign on Insider Travel Report’s homepage and newsletter to promote our virtual road show taking place later this month W
and drive traffic to the registration landing page.

* High level KPI -> 1,386,233 agent views; 547 agent clicks SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / WUE ao
Homepage Video Placement, Insider Travel Report — February 2026 *

[

PERILLOIOURS &« Q
Authentic,engaging journeys!

&
o INSIDER TRAVEL

REPORT powered by taCONNECT

'.1.;',..r, rirst

My ITR Cruise Tours Destinations Hotels Transportation Travel Advisors Technology Videos Resources

Insider Travel Report

Insider Video: Why Internova’s Top Luxury Advisors Met
in Scotland at Gleneagles

e James Shillinglaw, reb 02, 2026

J.D. O'Hara, CEO of Internova Travel Group, talks with James Shillinglaw of
Insider Travel Report about last week’s Internova PLUS gathering of top luxury
advisors and preferred partne...Read More

Insider Video: How Saudi Arabia Is Emerging as a Global o ————

Tourism Power your spirit-filling your soul with joy. From vibrant
cultures and stunning landscapes to thrilling wildlife, it

3y n Michaela Guzy, Feb 02, 202¢ offers endless possibilities. South Africa awaits-come

find your joy!
See Dedicated Insider Travel Portal: Visit Saudi

Fahd Hamidaddin, CEO of the Saudi Tourism Authority, talks with Michaela Guzy =t
of OTPYM and Insider Travel Report about the country’s rapid emergence as a 1 1L () ]

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America leveraged our

program with taCONNECT to feature the “Come Find Your Joy” TVC on the homepage of Insider Travel Report. For one week in February, the video (linked to our N
YouTube channel) appeared in the top right rail of the homepage for maximum visibility delivering 75,979 impressions. m
* High level KPI -> 75,979 total impressions SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed ‘{WUR ao
Insider Travel Report Banner Campaign, Portal Promotions & Resource Directory Promotions — March 2026

Scenic Group Launches "March of Momentum® Trade Incentives News of the Week - Mar 14

;\bou-t Tr—st'.‘-eI- ; L]
SRR o INSIDER TRAVEL

REPORT f by taCONNE

Weekly News Read Most by Travel Advisors

Lindblad Expeditions Delivers Strongest Ever Financial

Results in 2025 Resources

#1 Weekly Readership

Travel Law Insider: The Travel Entrepreneur’s Business
Start-Up Checklist

Launching your own travel busmess s an éxcbing step toward
independence As an enlrepreneur, it's essential 1o bu.. Read More

Awnty

~Youe Jov

VISIT OUR INSIDER TRAVEL PORTAL FOR EXCLUSIVE RPESOURCES Cudk /¢>
e ../

Bl How the Sudden Iran War Is Disrupting Global Travel
mportant sece you S0 : v ANy £ ot

#2 Weekly Readership

W How the Iran War Hits Traveler Security Fears and
Demand

The escalaton of the Middie East confict has tnggered diverse and sharg
drops in travel secunty perception across Guif  Read More

VIUT OUR WLIOER

_ Discover an Old Alternative to a Luxury Nile River Cruise T PV Sy P——— — TRAVEL BRLOUSCE
et i . o " o Eina DR CTORY

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America maintained

active comms with the travel trade via our program with taCONNECT to keep destination SA top of mind for American and Canadian travel agents and tour operators.

In March, we conducted a B2B banner campaign within Insider Travel Report’s newsletter to promote brand awareness and drive traffic to our resource directory our

searchable database of DMCs, tour operators, hotels, lodges, and unique experiences across South Africa, designed to make itinerary planning faster, easier, and more W
reliable for the trade. We also conducted a B2B banner campaign through Insider Travel Report’s editorial to promote brand awareness and drive traffic to our 7
destination portal where trade can engage with recent news, destination information and travel advisor sales and marketing resources. SOUTH AFRICAN TOURISM

* High level KPI -> 537,387 agent views; 412 agent clicks
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed

Destination of the Month B2B Email & Banner Campaign, Signature Travel Network — January 2026

DESTINATION OF THE MONTH

A

N e
o o

LEARN MORE

Become a South Africa Specialist - Build your South Africa expertise and stand out with clients. Explore the
SA Specialist Program, access insider tools, and confidently plan immersive itineraries that help travelers
experience joy, connection, and unforgettable moments across this extraordinary destination. S

s your Destination of the Month for January!

Join South African Tourism for a fast-paced, inspiring 20-minute session that showcases why South Africa
continues to captivate travelers. Reqgister for this January 14th webinar!

LEARN MORE

South Africa's Culture, Cities & Connections - Connect travelers with South Africa’s heartbeat. From vibrant
townships and buzzing markets to historic sites like Robben Island, craft urban and rural experiences that

reveal stories, traditions, and people clients will carry with them forever. South Al s your Destination of

the Month for January!

South Africa awaits-..__..- B—

.’ vi A

-

I~

LEARN MORE

South Africa Safari Moments That Stay With You - Bring clients closer to the Big Five, luxury bush lodges,
and immersive wildlife experiences. Learn how to create safari journeys that go beyond game drives and

leave lasting memories long after the trip ends. S is_your Destination of the Month for

January!

Join South African Tourism for a fast-paced, inspiring 20-minute session that showcases why South Africa

continues to captivate travelers. Register for thi:

5 January 14th webinar!

DESTINATION OF THE MONTH

—

Adventure, Scenery & Coastlines of South Africa - Inspire clients with South Africa’s epic landscapes and
adventures. From whale watching and hikes to coastal drives and adrenaline-filled thrills, every view, wave,

and moment invites joy, wonder, and lifelong memories. South Afl is your Destination of the Month for

bonth Af>

SOUTH AFRICAN TOURISM

Signet

South Africa Awaits

Destination of the Month for Signature Travel Network Advisors

Come Find Your Joy — and help your clients do the same.

South Africa is a destination that delivers emotionally rich experiences, logistical
ease, and exceptional value. For dients seeking meaningful travel that blends
wildiife, culture, cuisine, scenery, and human connection, South Africa
consistently exceeds expectations — often at surprising price points.

@ South Africa Awaits, Come Find Your Joy ©

Watch later Share

Here, journeys unfold at an unhurried pace. Moments feel personal, and
travelers are invited to be fully present. From the warmth of its people to the
depth of its landscapes and stories, South Africa offers clients something
increasingly rare: space to reconnect, play, and rediscover joy.

For Signature advisors, this is a place where expertise transforms good trips into
unforgettable ones.

(
\

COME FIND *,

Your Jo

Signature advisors can confidently
sell:

« Big Five sightings on expertly
guided game drives

« Luxury lodges in the heart of
the bush, blending comfort with
immersive nature

« Bush dining and local wines in
unforgettable settings

+ Wellness moments in the wild,
such as open-air massages or
quiet reflection under the stars

= Experiences for families,
couples, or ultra-private
romantic escapes

+ Blue Flag beaches, forested coastal trails, and opportunities for swimming,
hiking, or cyding

+ Marine encounters, from whale watching and snorkeling to seal colonies
and ocean adventures

» Off-the-beaten-path destinations that reveal hidden gems

South African safaris are not about ticking boxes, they are about being fully
present in the wild.

Experiencing South Africa’s scenery is about more than sightseeing. It's about

feeling the vastness and diversity of nature at every turn.
Culture and Cities That Connect Us

South Africa’s people are its heartbeat, warm, vibrant, and full of stories that

linger long after a trip ends. As a country rich in both ancient and contemporary A Natural Outdoor Playground

history, travelers experience a culture shaped by resilience, creativity, and joy,

from rural villages to bustling urban centers.

South Africa is an adventure-lover’s paradise, offering experiences that range

Signshwe advisors can confidantly nell ::I;Ir;\ ;Llllmg to serene. Every activity allows travelers to explore, move, and feel

« [Iconic historical and cultural sites from the Cradle of Humankind to Robben
Island and the Apartheid Museum

= Community-led township tours that create meaningful connections

« Markets, galleries, theatres, jazz festivals, and vibrant showcasing local = Cage diving with great white sharks, bungee jumping, and white-water
creativity and spirit rafting

+ Hiking and mountain biking through iconic and remote landscapes

* Golf, cycling, and outdoor leisure activities set against dramatic backdrops

« Family-friendly, multi-generational, and eco-conscious adventures

+ Guided wildlife encounters, nature walks, and immersive outdoor
experiences

Signature advisors can confidently sell:

South Africa’s outdoors is about more than activity, it's about freedom, energy,
and wonder at every turn.

Tools to Help You Sell

Signature Travel Network Members

2RI MOTLPIRTDEN PAAEN

As part of our localized marketing campaigns to increase demand and build brand affinity to increase conversion, SAT North America continued our marketing program
with Signature Travel Network as the Destination of the Month for January 2026. Throughout the month, weekly B2B email headlines promoted SA to STN travel
advisors, directing them to a custom destination training landing page featuring resources, product information, STN-member properties and offers from STN-member

tour operators. Banner campaigns also ran across SigNet, STN website, and the STN Facebook page to amplify visibility. Reporting was only made available in
February and is therefore included in this report.
* High level KPI -> 6 Jan email distributed to 10,977 STN advisors + 6,000 from Cruise Planners; 13 Jan email distributed to 10, 980 STN advisors + 6,000 from

>

SOUTH AFRICAN TOURISM

Cruise Planners; 20 Jan email distributed to 10,996 STN advisors + 6,000 from Cruise Planners; 27 Jan email distributed to 11,099 STN advisors + 6,000 from
Cruise Planners; SignNet banner impressions: 7,121; Facehookbannesimpressions:i3,600; STN website- banneviimpressions: 3,000
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Localized marketing campaigns to increase demand ome FiD

Destination of the Month B2C Email Campaign, Signature Travel Network — January 2026 ) Wuk ao

Signature L —

Travel Network ol L A Adventurers

- . " * Journey from Big Five safaris o rugged
AN . ' coastlines, soaring peaks, and untamed natural
r y / beauty
y : Thrill Seekers
e e L r o ~ Stand at the edge—bungee over deep gorges,
: F 4 encounter sharks up close, surf wild oceans.

Culture Lovers

~ Walk through kving history, where powerful
stores, tradifions, music, and art shape every cily.
Foodies & Wine Enthusiasts

~ Taste the soul of the Cape, from vineyard-ined
valleys to bold, globally acclaimed cuisine.

Luxury Travelers

- Expernence undersialed elegance in private
safari lodges, iconic wine estates, and design-
forward retreats

¥ Explore curated offers designed fo match every travel style and start planning a journey that

Yo

TAP TO PLAY. %

blends wonder, connection, and unforgettable memories

Plan Your Joy =&

Imagine a place where every sunrise sparks wonder, every coastline invites exploration, and
every encounter leaves a lasting mark on your heart. That place is South Africa.

Your Adventure Begins Here = m

Inspiring new ways

South Africa | Come Find Your Joy

Signature

Travel Network

SAFARI THRILLS, COASTAL BEAUTY,
VIBRANT CULTURE

Imagine a place where every sunrise sparks wonder, every coastline invites exploration, and every encounter leaves a lasting mark on your heart. That

place is South Afnica

Adventure Lives in the Wild Vacations
Tfac-k the Bl‘g FiVE on Safan' dine mﬂeath Title Bestination Rating Nights Travel Date Price From Offer ID
the stars, and feel the thnll of adventure—
on land, in the water. or even from the sky 02/15/2028 ;
05/21/2026
Culture That Welcomes You In 6-Nights lcons of Southern Africa South Africa Superior (5 05/29/2026 $1685 1607183
South Africa’s people bring your journey to 06/04/2026
life. Warm, vibrant, and full of stories, they 06/12(2026
welcome you info bustling cities _—
townships, and villages 9-Nights South African Splendor South Africa Luxury 9 10/15/2025 - 12/31/2026 ricing 1387931
8-Nights South Africa & Victoria Falls - Small South AfnicalVictona gy 8 OV/16/2026 - 12/11/2026 Call for ARG
Nature That Takes Your Breath Away cle i s S
Towering mountains, dramatic canyons,
lush valleys, and sparkling beaches—
every tum reveals a new moment of awe Piferi:Namers
Reference this number when contacting our agency so we maay better serve you

Savor Life's Finer Pleasures
Award-winning wines, flavorful local
dishes, and intimate culinary experiences
invite you to taste the country’s rich

hemage LEARN MORE ABOUT SOUTH AFRICA » CONTACT YOUR SOUTH AFRICA SPECIALIST »

As part of our localized marketing campaigns to increase demand and build brand affinity to increase conversion, SAT North America continued our marketing program
with Signature Travel Network as the Destination of the Month for January 2026, distributing a consumer emailer showcasing South Africa’s safari thrills, coastal

people, and with the joy of truly experiencing the world. A clear call-to-action directed readers to value-for-money packages offered by STN-member travel advisors

beauty, and vibrant culture. The feature-style email highlighted that South Africa is more than a holiday destination, it is a place to reconnect with nature, with W
-

and tour operators. Reporting was only made available in February and is therefore included in this report.

SOUTH AFRICAN TOURISM

* High level KPI -> email distributed to 450,297 consumers with CTA to contact their STN-member travel advisor; 39% open rate
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / WUE aoq
Co-Op B2C Email Campaign with Signature Travel Network, Africa Newsletter — 12 May 2026 *

SIGNATURE TRAVEL NETWORK Emllv Perw J 310-574-0883 | EEEmail
£

Come Find Your Joy

in South ﬂfrwa‘

Signature

Travel Network

SOUTH AFRICA

Come Find Your Joy in South Africa

South Africa is more than just a destination—it's an expenence that awakens your spint and fills your soul with joy. Whether you seek adventure
cultural connection or pure relaxation, South Africa welcom wvith ope nd endless possibilitie:
2, Yy journey is a celebration. From Dr—zar'r:’akmg landscapes and vibrant cities to rich her‘:ac_:—;- and .JHYCI'QE'T!:':D'& encounters, South Africa offers

something for every traveler. Feel the rhythm of the streets, taste the flavors of diverse cultures and embrace the warmth of a nation that thrives on
authenticity and connection

Vacations
3 Title Destination Rating Nights Travel Date Price From Gffer ID
Explore South Africa —
04/29/2026 -
BREATHTAKING SCENERY 05/08/2026 ’
Every day in scenic South Africa ends with a horizon to look out on. No matter which :Jr:"ghtf;‘p"“% :apf Tomi & Ksgier Nebged Ffk :D”th Moderste 9  05/02/2026 $4,199 1532863
< - 4 - : . 1 i c rme Tric
- province you're in, you're always right around comer from something breathtaking. .. HENEERamIE S DeYS o 051172025
The Cultural Connoisseur
Create a tailor-made Morocco journey focused on culture, from imperial cities and ancient g el vl lsave you puble of saying anyfhing olhes than : DE/Deiea6 Y
medinas to hands-on local experiences 05/07/2026 -
YOUR ADVENTURE BEGINS - 08/31/2026 l
10-Nights Swain's Southern Africa Highlights af Deluxe 10 08/01/2026 $10.925 1405485
ifnca
- = 10/31/2026
COWAY TRAVEL ' 012026 -
- 08/01/2026
There is more than one way to experience Africa. Choose the journey that maiches your 05/31/2026 '
s . - South
travel style, and let us help you bring it to life 10-Nights Cape and Safari In-Style Aiu Deluxe 10 08/012026 $17.020 1406912
Trca
- 0B/07/2026
0E/08/2026
04/01/2026 - Call for
hts Wild Kingdoms of Seuthern Al Africa xun 288510
CH OOSE YOU R 9-Nights Wild Kingdoms of Southern Afnca il Luxury 9 P06 iy 1288510
AFRICA TRAVEL PERSONALITY
GOWAY TRAVEL
Whether you're craving adventure, culture or a touch of luxury, Morocco delivers it all in a MerILE Royes
perfectly-tailored itinerary that elevates your experience from memorable to unforgettable Referen e wih ntacting be

BUSTLING CITY LIFE VIBRANT CULTURE
Every South African city has ils own To be in South Afica is fo be part of a story
unique story to tell, and the best people to that goes back to the stari of all humanity.

ST e s st i i v} i Wi voue e e aceiin]|
g 3 & - ] LEARN MORE ABOUT SOUTH AFRICA » CONTACT YOUR SOUTH AFRICA SPECIALIST »
So, let them be your guide to all the hot amazing mix of modem cultures, inspiring

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America leveraged our

relationship with Signature Travel Network (STN) to secure added-value inclusion in their Africa-focused consumer e-newsletter. The campaign encouraged consumers

to identify their “Africa travel personality” through curated destination profiles, with South Africa positioned as the “One-Country Maximizer,” highlighting our diverse

offerings across city experiences, coast, food & wine, wildlife, and adventure. Click-through traffic directed travelers to our SA microsite within the STN platform, W
featuring four affordable luxury packages curated by STN-member tour operators. The CTA encouraged consumers to connect with their STN-member travel advisor

for more information and booking. SOUTH AFRICAN TOURISM

* High level KPI -> email distributed to 350,181 US and Canadian consumers
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM



4

Brand affinity to increase conversion ST Al

Distribution Channel Initiatives Implemented ‘{WW Jo
Signature Travel Network Regional Travel Exchange — 17-18 June 2026

Signature

Travel Network

2026 TRAVEL EXCHANGE

Wednesday, June 17

GENERAL
SESSION

10:35am — 12:00pm
MEMBERS & PARTNERS WELCOME

THANK YOU TO

Europe & SILVERSEX
Express 10 FINDING MORE

SOUTH AFRICAN TOURISM

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America participated in the Signature Travel Network’s
Regional Travel Exchange in Chicago. SAT kicked off the event with a general session mainstage presentation to all delegates, introducing South Africa’s global brand

message, “Come Find Your Joy,” while highlighting the destination’s diverse experiences, strong value proposition, ease of access for North American travelers, as well N
growing demand from the US and Canadian markets. This was followed by one-on-one appointments and networking sessions where the team showcased South

Africa’s diverse tourism offerings and strengthened relationships with advisors looking to expand their South Africa expertise.
* High level KPI -> 226 advisors engaged through mainstage presentation, 73 one-on-one meetings with travel advisors on the exploration & expedition track
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / WUR ao
BranchUp Social Media Campaign — January 2026 *

Travel Solutions @ Travel Solutions @ Travel Solutions Travel Solutions
January 29 at 11:37AM - & January 22 at 9:14AM - O Sy January 15 at 9:54AM - Q January 8 at 9:10AM - @
South Africa’s cities pulse with creativity, history, and warmth. From powerful landmarks to Adventure lives in the open air. Hike dramatic landscapes, explore the coast, or dive into thrilling Towering mountains, sweeping valleys, and sun-kissed coastlines shape every day in South At dawn the bush is still. By night the stars feel endless. A South African safari is not about what

music, markets, and cuisine, every encounter invites connection and lasting... See more experiences that awaken energy, freedom, and a sense of wonder. #SouthAfricaAwaits

Africa. Scenic drives and ocean views turn the journey itself into the experience. you see, but how deeply you feel every moment in the wild. #SouthAfricaAwaits
#ComeFindYourJoy

#SouthAfricaAwaits #ComeFindYourJoy #ComeFindYourJoy

& Link in comments

& Link in comments ¢ Link in comments

& Link in comments

As part of our localized marketing campaigns to increase demand, SAT North America continued our campaign with BranchUp to seed destination content within the

social media feeds of up their network of travel advisor subscribers wherein the content shared via their social platforms will reach their consumer followers

consistently and engagingly, creating actionable inspiration that has the potential to trigger consideration/ conversion with the travel advisor. All leads go directly to

the travel advisor who can follow up with the consumer to discuss trip planning and potential booking. In January, the hiking post performed strongly across both USA W
and Canadian audiences, capturing the spirit of exploration and freedom that resonates with adventure seekers. -
* High level KPI = USA Impressions: 5.9 million; Reach: 160,001; Engagements: 16,362; Clicks: 2,272 SSATHAREIAN JSURLN

* Canada Impressions: 580,865; Reach: 54,706; Engagements: 1,917; Clicks: 722
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed
Co-Op Advisor Inspirations Email Campaign with BranchUp — January 2026

Your Jo

@ branchup

Advisor Inspirations

Hi Maureen,

Al is always on. Travel Advisors are Always There.

To me, this captures the heart of the conversation happening across our
industry. More travelers are experimenting with Al tools to research
destinations, collect ideas, and explore options at any hour of the day.
And that's perfectly fine—Al is a powerful starting point.

But when people want clarity, reassurance, or help when the unexpected
happens, they don't turn to a chatbot. They tum to you. Your experience,
judgment, and genuine care transform information into lifelong
memories.

That's why it's even more important that Advisors take the lead in
building relationships. That begins with staying visible. Consistent
marketing keeps you top of mind as the expert your clients can rely on,
especially when theyre overwhelmed by too much information.

BranchUp was designed to make that visibility eflortless. Every post,
reel, and email is a reminder that the world is full of choices—and that
you are the professional who can help them navigate it all. As you grow
your audience across social and email, your value expands right
alongside it.

Make it a habit to take five minutes a day or twenty minutes each week
to personalize your BranchUp Marketing Calendar. Add a local hashtag.
Add a question. Add a short story. Small touches create meaningful
connections.

Al is always on. Travel Advisors are always there.
Best wishes.
ke

Michael Drever
Founder & CEQ, BranchUp

Top 5 Reasons Your Clients
Will Fall in Love with South
Africa in 2026

>

SOUTH AFRICAN TOURISM

From breathtaking landscapes to unforgettable encounters with locals,
South Africa offers experiences that stay with travelers long after they return
home. Your clients can explore vibrant cities, charming towns, and
unspoiled wilderness, all in a single destination.

1. The People: South Africans are warm, welcoming, and full of stories to
share. From bustling city streets to rural villages, meaningful interactions
create memories clients will cherish forever.

2. The Wildlife: Imagine your clients spotting the iconic Big Five, observing
elephants in their natural, or watching lions at sunset. With excellent guides
and immersive safari experiences, South Africa delivers adventure at every
turn.

3. The Diverse Experiences: Wine tastings in world-class vineyards,
township cultural tours, coastal escapes, hiking rugged mountains, and
contemporary art — South Africa offers something for every type of traveler.
Families, honeymooners, adventure seekers, and culture lovers will all find
unforgettable experiences.

4. The Culinary & Wine Scene: From traditional dishes to cutting-edge
cuisine, South Africa’s food and wine scene delights every palate. Private
tastings, award-winning restaurants, and local flavors combine with great
value thanks to affordable exchange rates.

5. The Feeling of Transformation: Beyond the sights and tastes, South
Africa inspires perspective and connection. Travelers leave feeling
renewed, enriched, and eager to return.

Your clients may be drawn in by wildlife or wine, but they’ll fall in love
with South Africa for so much more. Help them discover joy, connection,
and wonder this year on one extraordinary journey.

Get Certified with the South Africa Specialist Program

. : ?
@brcnchup Need Help~

Email [email protected] or visit the
Help Center for video tutorials and
answers to Frequently Asked Questions.

received this message because it has been used to sign-up with
BranchUp Technologies Inc.

To ensure delivery to your inbox (not bulk or junk folders), please
add to your address book.

This is an unmonitored email, please do not reply.

Our e-mail address is

Copynght © 2025 BranchUp, All nghis reserved.
638 Millbank Vancouver BC Canada V57 4B7

As part of our localized marketing campaigns to increase demand, SAT North America continued our campaign with BranchUp to seed destination content within the
social media feeds of up their network of travel advisor subscribers wherein the content shared via their social platforms will reach their consumer followers
consistently and engagingly, creating actionable inspiration that has the potential to trigger consideration/ conversion with the travel advisor. As added value, SAT was
featured in BranchUp’s January Advisor Inspirations Newsletter with a feature titled, “Top 5 Reasons Your Clients Will Fall in Love with South Africa in 2026” that
highlighted our People, Wildlife, Variety of Experiences, Food & Wine Scene, and Feeling of Transformation. Advisors were encouraged to help their clients discover
joy, connection, and wonder in South Africa by getting certified with the SA Specialist Program.

* High level KPI =2 email sent to 39,000 travel advisors; open rate 21%
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / WUR ao
BranchUp Social Media Campaign — February 2026 *

Travel Solutions Travel Solutions Travel Solutions Travel Solutions

FeDTI S S TS AN @ February 12 at 9:36 AM - @ February 19 at 9:34 AM - @ February 26 at 11:47AM - @
From sunsets in the winelands to unforgettable wildlife encounters, South Africa blends Imagine mornings on safari, afternoons by the ocean, and evenings shaped by world-class In South Africa, luxury feels warm, personal, and connected to place. Thoughtful service and This is a~destination !hat §tays with you. From powerful natural beauty to genuine human
indulgence and adventure with ease. Every journey feels personal, immersive, and deeply cuisine and culture. South Africa offers a remarkable variety without compromise... See more authentic moments transform a great trip into a meaningful journey. #SouthAfricaAwaits connection, South Africa invites travelers to feel, explore, and belong. #South... See more
rewarding. #SouthAfricaAwaits #ComeFindYourJoy

#ComeFindYourJoy

. )
w

(5’1 ink in comments

& Link in comments

& Link in comments

& Link in comments

1 comment

As part of our localized marketing campaigns to increase demand, SAT North America continued our campaign with BranchUp to seed destination content within the
social media feeds of up their network of travel advisor subscribers wherein the content shared via their social platforms will reach their consumer followers
consistently and engagingly, creating actionable inspiration that has the potential to trigger consideration/ conversion with the travel advisor. All leads go directly to

the travel advisor who can follow up with the consumer to discuss trip planning and potential booking. In February, the thoughtful mountaintop post (“This is a W
destination that stays with you...”) delivered the strongest engagement rates of the campaign, 16.52% in the US and 6.06% in Canada, resonating with the audience. 7
* High level KPI = USA Impressions: 5.6 million; Reach: 130,673; Engagements: 16,590; Clicks: 2,012 SSATHAREIAN JSURLN

* Canada Impressions: 576,549; Reach: 41,090; Engagements: 1,830; Clicks: 549
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / Wuk ao
BranchUp Social Media Campaign — March 2026 *

Travel Solutions ™I Travel Solutions » Travel Solutions Travel Solutions
March 26 at 10:11AM - & TRAVEL .

March 19 at 10:03AM - @ March 12 at 9:20 AM - @ March 5 at 9:59AM - @
From wetlands filled with hippos to pristine beaches, iSimangaliso Wetland Park showcases one

) ; - , The Drakensberg Mountains rise in dramatic layers of peaks, valleys, and waterfalls. Hiking Lush cliffs, winding rivers, and sweeping viewpoints define Blyde River Canyon. One of the Safari days unfold at nature’s pace in Kruger National Park. Remarkable wildlife encounters,
of Alrica's mostdiverse'and protected natural snvironments. #SMEhATICAA... 56 mors trails and ancient rock art connect visitors to both nature and history. #SouthAfricaAwaits world's largest green canyons, it offers scenery that feels powerful, serene, and unforgettable. warm lodge hospitality, and evenings by the fire create moments that linger long after.
#ComeFindYourJoy #SouthAfricaAwaits #ComeFindYourJoy

#SouthAfricaAwaits #ComeFindYourJoy

& Link in comments

& Link in comments & Link in comments

¢ Link in comments

As part of our localized marketing campaigns to increase demand, SAT North America continued our campaign with BranchUp to seed destination content within the

social media feeds of up their network of travel advisor subscribers wherein the content shared via their social platforms will reach their consumer followers

consistently and engagingly, creating actionable inspiration that has the potential to trigger consideration/ conversion with the travel advisor. All leads go directly to

the travel advisor who can follow up with the consumer to discuss trip planning and potential booking. In March, the top-performing posts featured our dramatic W
natural landscapes and wildlife experiences, driving the highest engagement rate of the campaign. -
* High level KPI & USA Impressions: 5.6 million; Reach: 145,502; Engagements: 18,158; Clicks: 1,589 SSATHAREIAN JSURLN

 Canada Impressions: 576,902; Reach: 42,467; Engagements: 1,990; Clicks: 412
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed ‘{ ’
BranchUp Social Media Campaign (added value) — 3-23 April 2026 ; WUR ao

) Travel Solutions Travel Solutions Travel Solutions Travel Solutions
April 3 at 9:25AM - @ April 9 at 9:58 AM - @ April 16 at 10:47 AM - & April 23 at 10:38AM - &
Along the Garden Route, coastal roads reveal forests, beaches, lagoons, and charming towns. Vineyard-covered hills, historic estates, and mountain views define the Cape Winelands. World- Every day unfolds differently in South Africa. Wild landscapes, vibrant cities, and quiet moments From wine country sunsets to moments of pure relaxation in nature, South Africa blends
Every drive becomes part of the experience, inviting travelers to slow down and explore. class wines, thoughtful cuisine, and unhurried days create effortless indulgence. of calm come together to create travel that truly nourishes the soul. #SouthAfricaAwaits indulgence and adventure with ease. Every journey feels deeply personal and memor... See
#SouthAfricaAwaits #ComeFindYourJoy #SouthAfricaAwaits #ComeFindYourJoy #ComeFindYourJoy

more

¢ Link in comments & Link in comments & Linkin comments

& Link in comments

1 comment 1 comment 1 comment

1 comment
—~ ~

As part of our localized marketing campaigns to increase demand, SAT North America leveraged our relationship with BranchUp to redistribute previously high-

performing content as added value while the contract for the new May 2026 — March 2027 campaign was finalized. Through BranchUp’s network of travel advisor

subscribers, SAT content was shared across advisors’ social platforms to reach consumer followers in a consistent and engaging way. The campaign is designed to

create actionable inspiration that can drive consideration and conversion through the travel advisor channel. All leads are directed to participating travel advisors,

who then follow up with consumers regarding trip planning and potential bookings. In April, lion/ safari and hiking content performed particularly well across both W
US and Canadian audiences, tapping into their desire for natural beauty and adventure experiences. rd
* High level KPlI - USA Impressions: 5.5 million; Reach: 147,192; Engagements: 18,504; Clicks: 1,962 SOUTH AFRICAN TOURISM

 Canada Impressions: 559,360; Reach: 41,599; Engagements: 1,896; Clicks: 450
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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BranchUp Social Media Campaign — 7-28 May 2026 *

fravel - Travel With Silviu vl Travel With Silviu & Travel Solutions

o & Travel Solutions
sivig May 7 at 10:58AM - @ siviig May 21 at 9:34AM - @ B = May28at8:57AM -9
In Johannesburg, the Apartheid Museum offers a powerful journey through South Africa’s path This is a destination that stays with you. From powerful natural beauty to genuine human In SoTt:Aff'Cha- CU“U;E CTmes alive :\svervday moment;. M;::qfe(s, n:\usu':, and shared traditions South Africa brings together safari, scenery, culture, and comfort in one seamiess journey.
to democracy, adding depth, reflection, and meaning to every visit. #SouthAf... See more connection, South Africa invites travelers to feel, explore, and belong. #South... See more e T I

y X ional servi nd meaningful experien: make every moment feel truly ... r
#ComeFindYourJoy Exceptional service and meaningful experiences make every moment feel truly ... See more

As part of our localized marketing campaigns to increase demand, SAT North America launched our new campaign with BranchUp. Through BranchUp’s network of
travel advisor subscribers, SAT content was shared across advisors’ social platforms to reach consumer followers in a consistent and engaging way. The campaign is
designed to create actionable inspiration that can drive consideration and conversion through the travel advisor channel. All leads are directed to participating travel
advisors, who then follow up with consumers regarding trip planning and potential bookings. In May, the silhouetted hiking image had the highest engagement
across both the USA and Canada audiences. The caption “this is a destination that stays with you ...” successfully stole people's hearts and resonated well.

* High level KPl - USA Impressions: 5.5 million; Reach: 182,130; Engagements: 23,173; Clicks: 2,175

 Canada Impressions: 556,771; Reach: 50,545; Engagements: 2,300; Clicks: 417

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized marketing campaigns to increase demand COMEFRD T

Localized Marketing Campaigns Executed / Wak ‘70
Co-Op Consumer Travel Inspiration Email Campaign with BranchUp — 18 May 2026 ‘

Dear Maureen

2026 IS THE YEAR TO FIND YOUR JOY = The Best of South Africa in 30 Seconds
IN SOUTH AFRICA ~—

If you are dreaming of a vacation that offers more than just

If Alaska has been sitting quietly on your “one day” list, this might be the nudge you
didn’t know you needed

South African Tourism North America

I've pulled together a few inspirnng ideas that go beyond the usual highlights—and trust

me, Alaska isn't just a trip, it's a completely different way of expenencing the world D QeI ST IOF INFPRES, Sxales, Qix crentes

lasting memories, South Africa is calling.

What makes it so special? It's the connection. In many communities, Alaska Native
culture isn't something you visit—it's something you feel woven into everyday life, from
storytelling and art to the rhythm of the land and sea. It adds a depth to your travels
that’s hard to find anywhere else

From breathtaking coastlines and iconic wildlife experiences
to vibrant cities and rich cultural traditions, South Africa is a
destination filled with variety and depth. It is a place where

each day brings new opportunities to explore, connect, and

Watch on (3 YouTube

And then there’s the wildlife... not in a distant, once-in-a-lifetime glimpse kind of way feel the joy of true discovery.

but in a "you can't believe how close this feels” way. Think whales surfacing beside SOUth Af”ca N TO urism

your boat, bears fishing along the shoreline, and eagles soaring overhead—all in

Whether you are seeking outdoor adventure, cultural
immersion, exceptional food and wine, or a family holiday

landscapes that feel truly untouched _ _ _ _ _
2026 is the year tO f|nd your ]oy in with sornghmg for everyone, S(.)U-th Africa delivers with | . +1(416) 888-8888 OR
What | love most about Alaska is that no two trips look the same. Whether you're South Africa authenticity and heart. A_" Of this is made AR special
drawn to small coastal towns, dramatic national parks, or off-the-grid experiences, by the warmth and hospitality of the South African people,
there’s a version of Alaska that fits you perfectly. among the friendliest you will ever meet.

If you are dreaming of a vacation that

With nine diverse provinces offering stunning landscapes

I've gathered a few ideas to help you start picturing what your trip could look like—take -
a quick peek and see what catches your eye offers more than Just a getaway, and me@ingful travel experiences.. there is 9|woys Maya Cruz
| | | | Something that inSpireS. eXCiteS, and something new to uncover. And with exceptional value for ABC TRAVEL
If something sparks your interest, I'd love to help you bring it to life. For Alaska travel : iy ) money, South Africa offers a world-class vacation that is
inspiration Read More > creates lasting memories, South Africa poth ensiching and occessible. +1 (416) 888-8888
Sincerely, is calling. Now is the time to start YN0 YO0 RO SO YO0 o
Maya Cruz plannlng. SOUth Afflca awaits. Come South Africa awaits. Come Find Your Joy. SUBSCRIBETO MY EMAIL NEWSLETTER
novembercall911@gmail.com Find Your JOY. 2ol — L. il L A
;:t (MﬁLg?t-SBSSI SCHEDULE A CALL WITH ME
S: ravel.mcruz.com
° Read More >

As part of our localized marketing campaigns to increase demand, SAT North America continued our campaign with BranchUp to seed destination content within the
social media feeds of up their network of travel advisor subscribers wherein the content shared via their social platforms will reach their consumer followers
consistently and engagingly, creating actionable inspiration that has the potential to trigger consideration/ conversion with the travel advisor. As added value, SAT was
featured in BranchUp’s May Consumer Travel Inspiration Newsletter, which is distributed to each advisor’s client database. The newsletter spotlighted key W
destinations including SA, encouraging consumers to explore further via a dedicated BranchUp landing page or to connect directly with their advisor for tailored 7
itineraries and package options.

* High level KPlI = email sent to 375,000 consumers from databases of 700 travel advisors with PRO membership subscriptions; open rate 14%
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed ‘{WUR ao
BranchUp Social Media Campaign — 4-25 June 2026 *

@ Travel Solutions Travel Solutions @ Travel Solutions Travel Solutions

Juned - @ = June 11at 9:40AM - & == -JunelBat9:36AM Q June 25 at 8:53AM - @

—
Along the Garden Route, coastal roads reveal forests, beaches, lagoons, and charming towns. Vineyard-covered hills, historic estates, and mountain views define the Cape Winelands. World- Every day unfolds differently in South Africa. Wild landscapes, vibrant cities, and quiet moments From wine country sunsets to moments of pure relaxation in nature, South Africa blends
Every drive becomes part of the experience, inviting travelers to slow down and explore. class wines, thoughtful cuisine, and unhurried days create effortless indulgence. of calm come together to create travel that truly nourishes the soul. #SouthAfricaAwaits indulgence and adventure with ease. Every journey feels deeply personal and memor... See
#SouthAfricaAwaits #ComeFindYourJoy See less #SouthAfricaAwaits #ComeFindYourJoy See less #ComeFindYourJoy See less more

— ‘1 ﬁw. S TR i
| ‘ . <3

As part of our localized marketing campaigns to increase demand, SAT North America launched our new campaign with BranchUp. Through BranchUp’s network of
travel advisor subscribers, SAT content was shared across advisors’ social platforms to reach consumer followers in a consistent and engaging way. The campaign is
designed to create actionable inspiration that can drive consideration and conversion through the travel advisor channel. All leads are directed to participating travel

advisors, who then follow up with consumers regarding trip planning and potential bookings. In June, the sunset safari image had the highest engagement across NU
both the USA and Canada audiences. The wild landscapes truly resonated with audiences. m

* High level KPl - USA Impressions: 5.4 million; Reach: 117,319; Engagements: 22,339,173; Clicks: 1,424
 Canada Impressions: 540,332; Reach: 30,043; Engagements: 2,185; Clicks: 269

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented

COME F|ND

Destination of the Month Webinar training with Signature Travel Network — 14 January 2026

Top 5 Reasons Your Clients Will Fall in Love ..
with South Africa in 2026 Your 304

From breathtaking landscapes to unforgettable encounters with

locals, South Africa offers experiences that stay with travelers long W
l ‘ after they return home.

COMEHNDp?
Your Jo

Si ncture o~ : ? L 3 7 \ with South Africa for so much more. Help t};em dlscover joy,

Travel Network S connection, and wonder this year on one extraordinary journey. N
. SOUTH ATV RS oa ' Y journey

The People
The Wildlife
The Diverse Experiences

The Culinary & Wine Scene

LU A

The Feeling of Transformation

¥
K ""\\

- e '\: R «h:r-*"
- -~ a
: ' | =y o, \'I'—\)r’n.-!f.n_ o -
They can explore a township oommunlly W|th a local gmde go hlklng on a mountain, whale watching, discover contem orary art. | mean, |
g s

. RN ,ﬁ'}; couldgoonandon A\

2026-01-14 10:12:12

I\ | Signature Preferred Partners oM

; Your Joy
1. s"m LI Products & services offered across SA
e '| ™% N
. ( Custom/lndependent/m' Escaned/Gmded Prefe rred Hotel Suppliers
= e \ Abercrombie & Kent Abercrombie & Kent 12 Apostles Hotel and Spa
A + African Travel, Inc + Adventures by Disney® * andBeyond Phinda Private Game Reserve
" 8 - * Alexander+Roberts * Alexander+Roberts * Cape Cadogan
south m m | U * Bedsonline * Backroads * Cape Grace
‘ + Delta Vacations® * Contiki (TTC Tour Brands) * Mont Rochelle Hotel & Vineyard
- — +  Goway Travel * Cosmos / Globus * Mount Nelson, A Belmond Hotel, Cape Town
. i \\ ': s ‘ * Island Destinations * Costsaver (TTC Tour Brands) *  One&Only Cape Town
COME F‘m - * * Micato Safaris * G Adventures * Royal Malewane
) " * MT Sobek * Luxury Gold (TTC Tour Brands) * Savanna Private Game Reserve
- om “ =4 «  Pleasant Holidays / Journese +  MT Sobek + Saxon Hotel, Villas and Spa
/ * Railbookers * National Geographic Expeditions * Singita Lebombo & Sweni Lodges
i J * Swain Destinations * Natural Habitat Adventures * TajCape Town
* TCS World Travel — Private Custom * Tauck * The Silo
Travel * TCS World Travel — Private Jet ¢ Ulusaba Private Game Reserve
Expeditions
Excursions/Activities + Trafalgar (TTC Tour Brands) Preferred Destination Specialist
*  Context Travel + VBT Bicycling Vacations * Abercrombie & Kent Southern Africa
- ) 1 L . «  Project Expedition * andBeyond Travel
to actually one that's even slightly longer. This was a 60-second, but we've got a 90-second, actually, that goes into that storytelling about « Traveling Spoon sp,c,anym,d,, «  Micato Safaris
e ~ wiE T -, pr = FLE ) how the experience that gives you so much joy and so much connection is actually helping you levitate off the ground and feel like that you D D 0 0 . g 3 0 g support. i D
£ rtant. South Afnca leaves the clients. changed There's a shift, an emotional reset that hapens when you wstt South Afnca .-_. o8 ,7 are flying about, so... very, very creative. ' Private Homes/Villas * Wilderness
ﬁ __"\? s - | : SR « HVN Travel Group m)
o = « Villas of Distinction o

2026-01-14 10:23:10 2026-01-14 10:19:31

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America hosted an engaging Destination of the Month webinar

training for members of the Signature Travel Network. The session highlighted the Top 5 Reasons Clients Will Fall in Love with South Africa in 2026, including our

people, the wildlife, the diversity of experiences, our wine & food scene, and the transformative feelings of wonder, connection, and joy. It also featured the “Come

Find Your Joy” TVC. The session closed with a call to action for advisors to connect with the many outstanding Signature Preferred Partners throughout South Africa fOW
sample itineraries, custom quotes, and strategic planning support. This was followed by a lively Q&A. A recording of the webinar will be available on Signature Travel

Network’s intranet for on-demand viewing by travel advisor members unable to attend the live session. SOUTH AFRICAN TOURISM

* High level KPI -> 86 travel advisors attended live, 98 registered to receive the recording; recording uploaded to STN intranet for on-demand viewing for one year
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented / WUR ao
Training Tuesday Webinar with Association of Black Travel Pros — 20 January 2026 *

—~—

Connect with today’s presenters

South Africa awaits ‘. L el and stay in touch

LUMKA DLOMO
Manager: Tourism Marketing

3-day online event exclusively for travel advisors looking to

grow their business to South Africa business.
i i Job Touri

Pre-scheduled 1:1 appointments with DMCs, tour operators, IND ot mfnsm )
. ] . o s = LumkaD@joburgtourism.com
hotels, lodges, unique experiences and city & provincial reps. THAK T CE

Attend just 1-day in your preferred time zone JUDY PILLAY

Head: Stakeholder Relations North America
South African Tourism
Judy@SouthAfrica.net

On-demand educational sessions covering trends, product

updates, itineraries and selling opportunities.

* Visit custom virtual exhibitor booths with videos, brochures,

T JoINUS

fact sheets, and direct links to websites and social media. @ VIRTUAL ROADSHOWS
e ' i €. ' * Deepen product knowledge, connect directly with suppliers, SELLING SOUTH AFRICA JUSTIN BARNETTE .
- : \ d ition yourself as a South Africa expert for your clients ATTEND 1 DAY IERNRIS D B A
#Welcom9210burg m 50!/! Aﬁ“ﬂ/ on P0'5| Y L. . ; . \/ . l FEBRUARY 24™ 25T >‘ South African Tourism
. o7 weul e e * All registered attendees are eligible to win multiple prizes. OR 26™ 2026 soomumomromss Justin@SouthAfrica.net

f/.

Explore Joburg

s N
u Explore Joburg

A trip to Joburg is not complete if you haven't ticked off your bucket list. A trip to Joburg is not complete if you haven't ticked off your bucket list.
TOURISM
i _ History & Heritage: - Gastronomy: Traditional SA
% ’ o 2 » Apartheid Museum » Braamfontein & Maboneng cuisine:
» Bayt:Gity sightsesingradibus N . N , . L e N:Ison Mandela Centre of » The Playground » The Braai Room in Sandton
» Day 1: Draw inspiration from » Enjoy two-hour guided ride is a Memory > Soweto (Vilakazi Street, Lebo’s N

» Day 2: Soweto guided tour and take time reflecting on the fun and energetic way to > Constitution Hill Cycling Tours etc.) » Sakh_umz' in Soweto.
life of a beloved international explore % Alaxandia » Neh'in Alexandra

» Day 3: Joburg complimentary icon, by visiting some of the » Soweto beyond the car » Lebo Soweto Backpackers
places that formed a window. Pedal through : ' » 1947 on Vilakazi in Soweto
significant part of his life in significant historical
Johannesburg. » landmarks, including a former

migrant workers’ hostel, the
» Day 2: consectetuer adipiscing vibrant
elit, sed » community of Meadowlands,
Hem timmte=Niaterson Memorial

B I e kel L LA N PR PN |

DDDDDDD

Y)BURG

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America continued our marketing program with the Association

of Black Travel Professionals (ABTP) Summit by participating in ABTP’s Training Tuesday webinar series. The January session was dedicated to a deep dive on N
Johannesburg. Joined by Joburg Tourism, the team showcased the City of Gold’s rich history, vibrant culture, luxury shopping, and thriving arts scene, while equipping W
advisors with practical tips and itinerary ideas to confidently position Johannesburg as more than a stopover. The hour-long session concluded with an interactive -
Q&A, reflecting strong advisor interest and engagement.
* High level KPI -> 58 travel advisors attended live

SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed f
Your Jo

Co-Op Email & Social Campaign with Association of Black Travel Pros — February 2026

EAB Association of Black Travel Professionals @

4. The Culinary & Wine Scene: From traditional dishes to cutting-edge FP February 4 at 12:42PM - @
cuisine, South Africa’s food and wine scene delights every palate. Lo i S AREAMNOn ek oers STpg for ey chent/

A . I J Trevor Noah highlights the range of experiences your clients will discover when they @VisitSouthAfrica —
Private ta St[ngs. award'W"\nlng restaurants, and local flavors T} iconic safaris, championship golf. picturesque winelands, outdoor adventure, and unforgettable

. . landscapes. It's variety, excitement. and exceptional value in one destination.
combine with great value thanks to affordable exchange rates. L N
; . P i : https://www.youtube.com/watch?v=DHItTpJaDno
Get Certified with the South Africa Specialist Program. .and start building standout itineraries.
= 2 3 #SouthAfricaAwaits #ComeFindYourJoy

5. The Feeling of Transformation: Beyond the sights and tastes, South o _ _ _ _ Ad brought to you by TBCSA and TOMSA

L c : . ’ Let's inspire your clients to Come Find Their Joy in South Africa.
Africa inspires perspective and connection. Travelers leave feeling
renewed, enriched, and eager to return. e ———

)
¥

So UT H A F R I CAN To U R l S M Your clients may be drawn in by wildlife or wine, but they’ll fall in love Watch the video below where Trevor Noah highlights the
' with South Africa for so much more. Help them discover joy, range of experiences your clients will discover when they f
visit South Africa. , .

#
. blacktravelpros & - 1h

connection, and wonder this year on one extraordinary journey.

Can plplay golf in South Africa?

Top 5 Reasons Your Clients Will Fall in Love with South

. Share it with your clients to showcase South Africa's
Africa

variety, excitement, and exceptional value.
Ad brought to you by TBCSA and TOMSA

From breathtaking landscapes to unforgettable encounters with
locals, South Africa offers experiences that stay with travelers long
after they return home. Your clients can explore vibrant cities,
charming towns, and unspoiled wilderness, all in a single destination.

#.
+
mmen

1. The People: South Africans are warm, welcoming, and full of stories .

to share. From bustling city streets to rural villages, meaningful
interactions create memories clients will cherish forever.

nlaygolflnSouthAfrica? o,
,

2. The Wildlife: Imagine your clients spotting the iconic Big Five,
observing elephants in their natural, or watching lions at sunset. With
excellent guides and immersive safari experiences, South Africa
delivers adventure at every turn.

blacktravelpros @ From the golden savanna of Kruger National Park to
Cape Town's iconic Table Mountain, the Cape Winelands' world-class
wines, and Johannesburg'’s rich history, South Africa delivers adventure,
culture, and luxury all in one journey. Whether it's wildlife, culinary
discoveries, city life, or heart-pounding adventure, there's a story
waiting for each of your clients.

3. The Diverse Experiences: Wine tastings in world-class vineyards,
township cultural tours, coastal escapes, hiking rugged mountains,
and contemporary art — South Africa offers something for every type of
traveler. Families, honeymooners, adventure seekers, and culture

lovers will all find unforgettable experiences. #SouthAfricaAwaiits #ComeFindYourloy

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America leveraged our

agreement with the Association of Black Travel Professionals (ABTP) to conduct an email and social campaign to their exclusive travel trade database. The campaign

continued amplifying our “South Africa Awaits — Come Find Your Joy!” campaign, with a feature on the Top 5 Reasons Clients Fall in Love with South Africa. N
Highlighting our people, the wildlife, the diversity of experiences, our wine & food scene, and the transformative feelings of wonder, connection, and joy, it also m
featured the TBCSA/ TOMSA Trevor Noah TVC as well as a link to the SA Specialist program. SR S,
* High level KPI -> email distributed to 1,423 subscribers to the ABTP database, amplified on social via their platforms with a combined reach of 4,000

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented | WW aoq‘
New York Travel & Adventure Show — 24 — 25 January 2026 *
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As part of its distribution channel initiatives to build brand affinity and drive conversion, SAT North America returned to the New York Travel & Adventure Show.

Despite severe winter weather, SAT successfully showcased SA’s key experiences and direct air access via United Airlines. Consumer engagement included activity at

the SAT stand and a 30-minute Destination Theatre presentation, with leads directed to exhibiting tour operators Go Touch Down Travel & Tours, Discover Africa

Travel, and Africa Tour to support conversion through value-for-money packages. Travel advisors participated in the show’s Passport Program, earning stamps at the W
SAT stand by learning a destination fact and the team also connected with media and content creators in attendance. -
* High level KPI -> total show attendance: 15,700; 207 leads generated; 71 consumers engaged during the destination presentation; 102 travel advisors engaged >°UTHAFRICANTOURISM

via Passport Program; 13 media and content creators engaged
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented
South Florida Travel & Adventure Show — 28 February — 1 March 2026
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As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America participated in the inaugural South Florida Travel &

Adventure Show. SAT showcased the destination’s key experiences and convenient one-stop air access via Atlanta on Delta Air Lines, positioning the destination as

both accessible and high value for travelers from this region. Consumer engagement was driven through activity at the SAT stand and a 30-minute Destination Theatre N
presentation highlighting signature experiences and itinerary inspiration. Leads were directed to exhibiting tour operator partners Audley Travel, FROSCH by Chase W
Travel, G Adventures, and Go Touch Down Travel & Tours to support conversion through bookable, value-for-money packages.

* High level KPI -> total show attendance: 5,895; 236 leads generated; 61 consumers engaged during the destination presentation

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM

SOUTH AFRICAN TOURISM



4

Localized marketing campaigns to increase demand CME D

Localized Marketing Campaigns Executed ‘{Wﬂk ao
FAM-TAS at the South Florida Travel & Adventure Show — 28 February — 1 March 2026

 AVENTUR
SHO!

o st B bl
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FAM-TAS
Agent Session

SPONSORED BY:

>

SOUTH AFRICAN TOURISM

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America leveraged our exhibition at the South Florida Travel &

Adventure Show to participate in their FAM-TAS program, which brought travel advisors out to the show for a dedicated day of training and networking with top

destinations. SAT delivered an hour-long educational session, “Discover the Joy of Selling South Africa,” designed to equip advisors with the tools to confidently

package and sell South Africa by simplifying the itinerary-building process and highlighting the country’s rich mix of wildlife, culture, and vibrant city experiences. The W
training also provided guidance on routing, pacing, and logistics, along with access to trusted supplier contacts and sales resources. SAT further engaged advisors

through the show’s Passport Program, which encouraged them to visit the SAT stand, learn a destination fact, and receive a passport stamp to enter a prize drawing.  >OUTHAFRICANTOURISM

* High level KPI -> 56 travel advisors engaged through the FAM-TAS educational workshop; with an additional 68 advisors engaged through the Passport Program
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented

Los Angeles Travel & Adventure Show — 7 — 8 March 2026 ( ({WW Joq

As part of our distribution channel initiatives to build brand affinity and drive conversion, SAT North America participated in the Los Angeles Travel & Adventure Show.
SAT showcased the destination’s key experiences and convenient one-stop air access on Delta Air Lines and United Airlines, positioning the destination as both
accessible and high value for travelers from this region. Consumer engagement was driven through activity at the SAT stand, including a face painter, and a 30-minute N
Destination Theatre presentation highlighting signature experiences and itinerary inspiration. Leads were directed to exhibiting tour operator partners Africa Tour, W
Collette, Exoticca, Travel, and Go Touch Down Travel & Tours to support conversion through bookable, value-for-money packages.

* High level KPI -> total show attendance: 17,107; 232 leads generated; 88 consumers engaged during the destination presentation
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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FAM-TAS at the Los Angeles Travel & Adventure Show — 7 — 8 March 2026 *

COME F|ND

Designing the
dream trip

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America leveraged our exhibition at the Los Angeles Travel &

Adventure Show to participate in their FAM-TAS program, which brought travel advisors out to the show for a dedicated day of training and networking with top

destinations. SAT delivered an hour-long educational session, “Discover the Joy of Selling South Africa,” designed to equip advisors with the tools to confidently

package and sell South Africa by simplifying the itinerary-building process and highlighting the country’s rich mix of wildlife, culture, and vibrant city experiences. The W
training also provided guidance on routing, pacing, and logistics, along with access to trusted supplier contacts and sales resources. SAT further engaged advisors

through the show’s Passport Program, which encouraged them to visit the SAT stand, learn a destination fact, and receive a passport stamp to enter a prize drawing.  >OUTHAFRICANTOURISM

* High level KPI -> 89 travel advisors engaged through the FAM-TAS educational workshop; with an additional 109 advisors engaged through the Passport Program
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As part of our distribution channel initiatives to build brand affinity and drive conversion, SAT North America participated in the Dallas Travel & Adventure Show. SAT
showcased the destination’s key experiences and convenient one-stop air access on Delta Air Lines and United Airlines, positioning the destination as both accessible

and high value for travelers from this region. Consumer engagement was driven through activity at the SAT stand and a 30-minute Destination Theatre presentation N
highlighting signature experiences and itinerary inspiration. Leads were directed to exhibiting tour operator partners Jeep Tours Cape Town, Lewis & Luyt Travel, Next /

Stop Africa, and Out & About Travel to support conversion through bookable, value-for-money packages.
* High level KPI -> total show attendance: 6,184; 121 leads generated; 59 consumers engaged during the destination presentation
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Localized Marketing Campaigns Executed
FAM-TAS at the Dallas Travel & Adventure Show — March 2026

FAM-TAS
Agent Session |

SPONSORED BY:

SOUTH AFRICAN TOURISM

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America leveraged our exhibition at the DallasTravel &

Adventure Show to participate in their FAM-TAS program, which brought travel advisors out to the show for a dedicated day of training and networking with top

destinations. SAT delivered an hour-long educational session, “Discover the Joy of Selling South Africa,” designed to equip advisors with the tools to confidently

package and sell South Africa by simplifying the itinerary-building process and highlighting the country’s rich mix of wildlife, culture, and vibrant city experiences. The W
training also provided guidance on routing, pacing, and logistics, along with access to trusted supplier contacts and sales resources. SAT further engaged advisors 7
through the show’s Passport Program, which encouraged them to visit the SAT stand, learn a destination fact, and receive a passport stamp to enter a prize drawing.  >OUTHAFRICANTOURISM

* High level KPI -> 75 travel advisors engaged through the FAM-TAS educational workshop; with an additional 125 advisors engaged through the Passport Program
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B2B Training & Resources with Travel Market Report, Selling South Africa Destination Guide — February - March 2026 *
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Inside S{)ulh Africa: A TMR
Destination Guide n . Lo . . 7 ) 7 Travel advisors should frame these
“South Africa is ideal for travelers who are curious, thoughtful, and ready fo engage with the world beyond a resort gate.

Presented by South African Tourism experiences not only as high-octane activities.

but as opportunities for deep engagement with
South Africa’s natural splendor. Many outfitters
operate with a strong commitment to sustainability
and safety, and the range of activity levels means
there is something for nearly every client—from
seasoned adrenaline junkies to active families or
couples seeking a unique honeymoon thrill.

THR's "Salling South AMKA" was created

It works beautifully for first-time ‘big adventure’ travelers who want something meaningful but not roughing it, as well as
seasoned luxury travelers who think they've seen it all. It’s also exceptional for milesfone (rips—anniversaries, birthdays, multi-
generational journeys—because it truly offers something for everyone.”

1516 750 30797 | eotofvararmatst oo com | men Daveirsanettngot (om

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
B2B marketing program with Travel Market Report through the development of a “Selling South Africa” Destination Guide for travel advisors. The guide showcased

South Africa’s safari, culture, urban, and adventure experiences, positioning the destination as diverse, immersive, and accessible. It equipped advisors with practical W
-

to help traved advisors sell the bucket st
destination

Jirerny “Chiip™ Barker, Ly & Expedifion Travel Expert, Oceans & Lands

tools and inspiration, including expert insights, sample itineraries and planning insights, to support confident packaging and selling of the destination. The guide was
promoted through email campaigns, an editorial article, and featured within TMR’s digital training and resources platform.
* High level KPI -> 625,653 impressions; 7,746 downloads; hosted on TMR training & resources tab for 12 months for additional reach
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Fast Track Training Program with Travel Market Report, SA is a perfect fit for all types of travelers — February — March 2026

Why South Alrica Should Be on Every Travel Advisor’s Radar as

More Than Wildlife: Why South Africa’s Culture Is a Must-Sell
a Bucket List Destination

City Style Meets Cultural Depth: Selling South Alrica’s Urban
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As part of our localized marketing campaigns to increase demand, and in service of bundlng brand'an‘lnlty to increase conversion, SAT North America continued our

B2B marketing program with Travel Market Report through the Fast Track Training Program. The program educated travel advisors on selling South Africa through

three consecutive daily emails, engaging participants with the theme “Learn How South Africa is a Perfect Fit For All Types of Travelers.” Topics included: bucket-list

safari experiences, cultural immersion beyond wildlife, and city lifestyle/ urban adventures. Advisors who opted in received comprehensive training, with the brand W
-

prominently featured in all promotional materials and within each email. The program was promoted to TMR’s 75,000+ North American advisor audience and will
remain live on TravelMarketReport.com for six months. SOUTH AFRICAN TOURISM

* High level KPI -> 302 advisors participated, completing all three sections; 792,377 impressions throughout February and March
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / Wuk ao
Co-Op Custom B2B Email Campaign with Travel Market Report, Come Find Your Joy — February 2026 *

>

SOUTH AFRICAN TOURISM
Watch our latest video below and share it with your clients as a powerful sales tool to
showcase how South offers a world of wonder, warmth, and accessibility, beyond

stersotypes and barriers, into a space where joy is real and within reach.

Inspire Your Clients to Come Find Their Joy in South Africa

Your clients can expect:

Immersive Landscapes: Explore the vastness of the Kruger National Park, the

dramatic beauty of the Garden Route, or the sweeping vistas of the Drakensberg

Mountains.

With its range of experiences and travel styles, South Africa gives you the tools to create

i : wi i 1 i iti - v -
Authieutic Lacal Encosnters: Engage with-warm, welcoming communitins, journeys that deliver on your clients’ dreams, from adventure and relaxation to cultural

The world’s most inspiring travel experiences await your clients in South Africa, a land experience rich traditions, and savor cuisine inspired by South Africa’s diverse cultures. sirichmont ad meaningiil Gonnaclions with natiin
where vibrant culture, extraordinary wildlife, and breathtaking landscapes come
together to spark joy and discovery. Emotionally Resonant Wildlife Experiences: Witness wildlife up close, from

's inspir lien me Find Their in h Africa.
tracking rhinos and spotting elusive leopards to birdwatching across diverse habitats. EBCI NSRS S ENEU . £ O 0TS Soyi; SoaiARice

Sustainability and Diversity: South Africa is a recognized leader in responsible
tourism, supporting conservation and community initiatives that preserve both natural Learn More

and cultural heritage.

We're pleased to share our latest global brand campaign, South Africa Awaits - Come
Find Your Joy. This campaign highlights the Rainbow Nation as an ideal destination
for travelers seeking more than just a vacation, offering personal transformation,
authentic connections, and unforgettable moments.

Watch our latest video below and share it with your clients as a powerful sales tool to

= po
o &8
< 8

All these experiences and more are waiting in South Africa, a place where your clients showicase how South offers a world of wonder, warmth, and accessibility, beyond

can reconnect with freedom, meaning, and awe. stereotypes and barriers, into a space where joy is real and within reach.

From iconic Big Five safaris to the rich cultural tapestry of vibrant cities, from
spectacular coastlines to lush winelands, South Africa offers an immersive experience
that stirs the soul.

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America launched our
marketing program with Travel Market Report with a custom B2B email highlighting the “South Africa Awaits — Come Find Your Joy!” campaign. The content

showcased South Africa’s unique mix of culture, wildlife, and scenery, while emphasizing meaningful, authentic, and sustainable travel experiences. It encouraged W
advisors to promote the destination as both inspiring and accessible. It included the TVC as well as link to the SA Specialist program for destination training. -

* High level KPI -> email distributed to 67,289 US and Canadian travel advisors; 23% open rate, 108 clicks SSATHAREIAN JSURLN
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Localized Marketing Campaigns Executed

Co-Op Custom B2B Email Campaign with Travel Market Report, Destination Spotlight Johannesburg — February 2026

travelmarket DESTINATION SPOTLIGHT IN...
Vokee of the Trwel Advsor TEPOI' e

Johannesburg
£ D oTin L

South Aldegsuatat .
¥ COME FIND -~

Why Johannesburg Belongs in
Every South Africa Itinerary

Presented By South African
Tourism

Johannesburg, often called the "City of
Gold,” is a vibrant, cosmopolitan gateway
and one of Africa’s premier business and
lifestyle destinations. Founded during the
1886 gold rush, the city blends a fast-
paced, modern metropolis with a rich
mining heritage, offering clients a mix of
history, culture, and urban sophistication.

As the economic powerhouse of sub-Saharan Africa, Johannesburg provides top-tier
business and convention opportunities. For leisure travelers, it's a hub of arts, nightlife,
dining, and shopping. Neighborhoods like Sandton and Rosebank feature luxury hotels,
boutiques, and world-class restaurants, while Soweto offers immersive cultural
experiences and historical insight through Vilakazi Street, the Apartheid Museum, and
guided tours that highlight the city’s role in South Africa’s journey to democracy. Learn

More

Despite its urban scale, Johannesburg is
remarkably green, boasting the world’s
largest man-made urban forest with over
10 million trees and 2,000 public parks.
This combination of modernity, history,
and natural space creates diverse
experiences that appeal to a wide range of
travelers.

For travel advisors, Johannesburg is an

ideal 2-3 night stop at the start of an
itinerary, offering both convenience and
enrichment. It pairs seamlessly with Cape
Town for iconic scenery and unforgettable
experiences and Kruger National Park for

a classic safari, allowing clients to start
their South African journey inspired and

engaged. Learn More

(
\

COME FIND *,

Mour Jo

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
marketing program with Travel Market Report with part one of our Destination Spotlight series with Why Johannesburg Belongs In Every South African Itinerary. The

email positioned Johannesburg as a dynamic gateway to South Africa, blending rich history, cultural significance, and modern urban energy. It highlighted key

N
neighborhoods, cultural landmarks, and its role as both a business hub and an engaging starting point for broader itineraries. It included a link southafrica.net for m

relevant Johannesburg content.

* High level KPI -> email distributed to 67,406 US and Canadian travel advisors; 24% open rate, 116 clicks
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Co-Op Custom B2B Email Campaign with Travel Market Report, Destination Spotlight Cape Town — March 2026 *

travelmarket DESTINATION SPOTLIGHT IN... N
Vomefthe el dcierrEPOIT AN
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Come Fin [

The city's cultural richness shines through
in its art, cuisine, and historical sites,
from the colorful Bo-Kaap neighborhood

Cape Town: Why the Mother
City Deserves 3-5 Nights in
Every South Africa Itinerary

to Robben Island. Wine lovers can
explore the nearby Cape Winelands for

immersive tasting sand vineyard
Presented By South African

Tourism

experiences, blending relaxation with

indulgence.

Cape Town, known as the "Mother City,” is
a modern, cosmopcelitan destination
nestled between the iconic Table Mountain

Cape Town delivers deeply personal and

and the Atlantic Ocean. Combining

authentic experiences, balancing bustling
breathtaking natural beauty, vibrant

city life with relaxed, go-with-the flow
culture, and diverse experiences that

. energy.
range from pristine beaches to world-class

vineyards and historic neighborhoods.

Travel advisors can craft tailored itineraries to match every client’s interests. Table Its award-winning hospitality, excellent accommodations, and diverse attractions make

Mountain, a new 7 Wonder of Nature, provides stunning views and hiking adventures, it ideal for both leisure and business travelers. For advisors Cape Town is best
while the Cape Peninsula offers scenic drives, marine life encounters, and each escapes. experienced over 3-5 nights, pairing seamlessly with Johannesburg for a foundation of
Learn More history and culture and Kruger National Park for a classic safari, allowing clients to

enjoy iconic scenery, unique adventures, and unforgettable moments. Learn More

o th Ak Fiwatas —z -
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
marketing program with Travel Market Report with part two of our Destination Spotlight series with Cape Town: Why the Mother City Deserves 3-5 Nights in Every

South Africa Itinerary. The email highlighted Cape Town as a premier destination offering a blend of natural beauty, cultural richness, and diverse experiences. It N
showcased iconic attractions, nearby winelands, and the city’s ability to deliver both vibrant urban energy and relaxed, immersive travel. It included a link /

southafrica.net for relevant Cape Town content. SOUTH AFRICAN TOURISM
* High level KPI -> email distributed to 67,372 US and Canadian travel advisors; 25% open rate, 91 clicks
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This Week Article with Travel Market Report, Beyond the Big Five — March 2026 *

travelmarket o @ @ @ How Al Is Freeing Up Advisars, Gov. Shutdown Causing Long Security Wait Times, 8 more

. - Travel Market Report <noreply@travelmarketreport.com> @ | %5 wek i R | Fonward )]
VOFCG Of the Trave! AdWSOf report www travelmark F‘Trﬁpl‘:rt com To @ Thomas McCarthy - TravelMarketReport Wion 3/5/2006 10409 AM
(1) if there are problems with how this message is displayed, dlick here to view It in 3 web browser

. THIS WEEK ARTICLE
NEWS TOURS & PACKAGES CRUISE HOTELS & RESORTS DESTINATIONS RETAIL STRATEGIES AIR RIVER CRUISE TRAINING & RESOURCES Q g%gﬁg’on

Beyond the Big Five: How
Travel Advisors Can Sell the
Full Spectrum of South Africa

th A ﬂCi ﬂwdﬁr - Presented by South African Tourism
L \ - Fa -/ - -t
COME FIND - ¢

]

When travelers think of South Africa,

the image that most often comes to

mind is a lion silhouetted against a

golden savanna at sunset. Read Mora

Beyond the Big Five: How Travel Advisors
Can Sell the Full Spectrum of South Africa

Presented by South African Tourism
March 09, 2026

CAUTION: This email originated from outside of the organization. Do not dlick links or open altachments unless you recognize the sender and know the content is safe.
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tra"em‘aﬂ!ﬁﬁrtt

Beyond the Big Five: How Travel Advisors Can Sell the Full
4 -
Coenlh A‘f}.ru/ Spectrum of South Africa

Presented by South African Tourism

Imipiring new ways

When travelers think of South Africa, the image that most often comes to mind is a
lion silhouetted against a golden savanna at sunset. And rightfully so. The country’s
- safarl e e legendary. But for travel advisors, positioning South Africa as

ion means they are leaving extraordinary selling power on the

lventure tounsm,
championship golf, world-ciass food and
win il

e, vibrant citles, rich cultural "
immersion, and 2,500 kilometers of |- .

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our

B2B marketing program with Travel Market Report through a This Week Article titled Beyond the Big Five: How Travel Advisors Can Sell the Full Spectrum of South

Africa. The article highlighted the destination’s diverse experiences, including safari, adventure, golf, culinary, urban, and cultural offerings, providing travel advisors N
with actionable insights and inspiration. It was promoted via a dedicated email to TMR’s 75,000+ advisor database and featured on the Top Stories section of the site, m
digital training & resources tab, and full tab takeover banners for the week of 9 March.

* High level KPI -> 177,165 impressions, 16,804 article reads over the week
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Co-Op Custom B2B Email Campaign with Travel Market Report, Destination Spotlight Cape Town — March 2026 *
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The city's cultural richness shines through
in its art, cuisine, and historical sites,
from the colorful Bo-Kaap neighborhood

Cape Town: Why the Mother
City Deserves 3-5 Nights in
Every South Africa Itinerary

to Robben Island. Wine lovers can
explore the nearby Cape Winelands for

immersive tasting sand vineyard
Presented By South African

Tourism

experiences, blending relaxation with

indulgence.

Cape Town, known as the "Mother City,” is
a modern, cosmopcelitan destination
nestled between the iconic Table Mountain

Cape Town delivers deeply personal and

and the Atlantic Ocean. Combining

authentic experiences, balancing bustling
breathtaking natural beauty, vibrant

city life with relaxed, go-with-the flow
culture, and diverse experiences that

. energy.
range from pristine beaches to world-class

vineyards and historic neighborhoods.

Travel advisors can craft tailored itineraries to match every client’s interests. Table Its award-winning hospitality, excellent accommodations, and diverse attractions make

Mountain, a new 7 Wonder of Nature, provides stunning views and hiking adventures, it ideal for both leisure and business travelers. For advisors Cape Town is best
while the Cape Peninsula offers scenic drives, marine life encounters, and each escapes. experienced over 3-5 nights, pairing seamlessly with Johannesburg for a foundation of
Learn More history and culture and Kruger National Park for a classic safari, allowing clients to

enjoy iconic scenery, unique adventures, and unforgettable moments. Learn More
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
marketing program with Travel Market Report with part two of our Destination Spotlight series with Cape Town: Why the Mother City Deserves 3-5 Nights in Every

South Africa Itinerary. The email highlighted Cape Town as a premier destination offering a blend of natural beauty, cultural richness, and diverse experiences. It N
showcased iconic attractions, nearby winelands, and the city’s ability to deliver both vibrant urban energy and relaxed, immersive travel. It included a link /

southafrica.net for relevant Cape Town content. SOUTH AFRICAN TOURISM
* High level KPI -> email distributed to 67,372 US and Canadian travel advisors; 25% open rate, 91 clicks
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Co-Op Custom B2B Email Campaign with Travel Market Report, Destination Spotlight Kruger National Park — March 2026

DESTINATION SPOTLIGHT IN...

e >

Kruger National Park

Why Kruger National Park Is
the Defining Moment of a
South Africa Itinerary

Presented By South African
Tourism

e Ot e T TOot Cory  wre Farpimar ot yoert com
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
marketing program with Travel Market Report with part three of our Destination Spotlight series with Why Kruger National Park Is the Defining Moment of a South
Africa Itinerary. The email highlighted Kruger National Park as a cornerstone of South African itineraries, showcasing its iconic wildlife, luxury and classic safari

accommodations, guided game drives, and immersive conservation storytelling. Advisors were provided with tools to position Kruger as the highlight or finale of a trip, W
paired naturally with Johannesburg and Cape Town to create a complete, balanced, and transformative South African journey. It included a link southafrica.net for

relevant safari & wildlife content. SOUTH AFRICAN TOURISM

* High level KPI -> email distributed to 67,399 US and Canadian travel advisors; 22% open rate, 82 clicks
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Localized Marketing Campaigns Executed / Wuk ao
Co-Op Custom B2B Email Campaign with Travel Market Report, SA 101: sell with Confidence — March 2026 *

6m th Afvica
- ' Direct Flights from Major North American Hubs Pro Tips for Advisors

TH AFRICAN TOURISM Delta Air Lines + ldeal for: Honeymooners, wildife lovers, multigenerational famikes, food &
SOU elta Air Line

wine travelers
r (ATL Joh b INB) & € T cPT + Best time to visit:
o« Atiants (ATL) — Johannesburg (JNB) & Cape Town (CPT) 2 "
) o aadod s " \ e May-September: Dry season and ideal for safans and wildlife wewing

o November-March: Warm summer months perfect for Cape Town, the Garden

United Airlines Route, and coastal adventures
souu‘ Afﬂca 101. se" w'th conﬁ&nce o« New York/ Newark (EWR) - Johannesburg (JNB) & Cape Town (CPT)
o Washington Dulles (IAD) - Cape Town (CPT)

Plus: Seamless one-stop connections through Europe and the Middle East

Luxury for Less

+« Currency: South Afnican Rand (ZAR)

o Exchange rate: ~16 ZAR = 1 USD (subject to change)

« South Afnca offers outstanding value. Clients enjoy world-class safans,
boutique hotels, wine tasting and fine dening at surpnsingly accessible rates,

Visa-Free & Hassle-Free Entry
Tools to Support Your Sales Chat with Siyanda, Your Al Travel

Assistant

Become a South Africa Specialist

Boost your knowledge and stand out Get instant answers, talored

with our interactive e-learning program  itineranes, and real-tme South Afnca
nsights anybime you need them

« No visa required for U.S, or Canadian passport holders (for stays up to 90
days)

+ Passports must be valid for at least 6 months beyond retum date

+ Two blank, facing pages required for entry/ext stamps

+ No vaccines required when armving from the U.S. or Canada

Let’s inspere your chents to Come Find Their Joy in South Afnca.

Your clients are dreaming of South Afnica. With the launch of our "South Afrca
awaits - Come Find Your Joy" campaign, there has never been a better time to What Makes the Trip Unforgettable

turn inspiration into bookings. m

s As hughlighted in our Come Find Your Joy campaign, it is not just the e aandhadiey

andscapes or the lodges that make South Afnca special, it i the people SERASS FY Aty Attt Chsiir Syl NV VT Uine S
* South Afncans are known for thewr warmth, humor, and hospitality Levepeerbmbetr et — - SR
« Visitors often say it's the people that make the expenence truly unforgettable

With visa-free entry, direct flights, and unforgettable expenences, your clients
can explore everything from luxury safans to world-class wine regions without
the premium price tag.

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our

marketing program with Travel Market Report with a custom B2B email The email highlighted visa-free entry, direct flights from major US hubs, favorable exchange

rates, and diverse range of unique experiences, strengthening advisor confidence and enhancing destination knowledge. It also provided guidance on top-performing N
client segments and seasonal positioning. It included the link to the SA Specialist program for destination training and the suthafrica.net webite to engage with Al m
travel assistant, Siyanda. L S
* High level KPI -> email distributed to 67,135 US and Canadian travel advisors; 23% open rate, 109 clicks
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Added-value Social Media Posts with Travel Market Report — March 2026

Travel Market Report's Post @
Travel Market Report’s Post Travel Market Report's Post Travel Market Report's Post Travel Market Report’s Post X
M Travel Market Report
*f Publiched by Tmr Allgertni @ - March 20 st 323PM - @
o
4 Travel Market Report a Travel Market Report ) i Travel Market l.%ep.ort s A a 'Vrta‘ve-l_lttarkitﬁ:e?e:” ARG Just offshore from Cape Town, Robben Island offers a powerful look at South Africa's journey toward
¥ cublished by Tmr Aligertni @ - February 26 3t 713PM - @ e Fubiisned by Tmr Ailgertni @ - March 6 at 3:47PM - @ * ed by Hootsuite @ - March 13 at 8:00AM - & e = ] S ) freedom, adding depth and meaning to any itinerary. #SouthAfricaAwaits #ComeFindYourJoy Visit South
Luxury in South Africa is inviting and deeply connected to place. Thoughtful service and authentic moments Dramatic dliffs, winding rivers, and panoramic viewpoints define Blyde River Canyon. One of the world's Rolling vineyards, historic estates, and mountain backdrops define the Cape Winelands. World-class wines, Along the 53’0'3" Route, scenic d_""es revfai forests, b‘eachesk ’3990“‘ ak”d inviting }0:-"”5- The journey itself Africa
largest green canyons, it offers scenery that feels both powerful and serene. inspired cuisine, and relaxed days create effortless indulgence. #SouthAfricaAwaits #ComeFindYourjoy becomes part of the experience: #Southifricafwalts #ComefindYouricy Visit South Africa

tumn memorable trips into meaningful journeys. #SouthAfricaAwaits #ComeFindYourloy

#SouthAfricaAwaits #ComeFindYourJoy Visit South Africa Leam More: https://ow.ly/ecjR50YssHK

I . Travel Market Report's Post @
Travel Market Report's Post
Travel Market Report's Post ® Ad preview X 4
4 Travel Market Report
A Travel Market Report a e Travel Market Report R QY ooiea oy T Aigertnd @ - February 23-@
g 2T DM . Duhiiched T A I e EE e O HRE L ettt Sl " N "
-‘ Travel Market Report e March 25 at 3:57PM - Published by Tmr Ailgertni @ -9 T " - b By [ travelmarkelreport - From vineyard sunsets to iconic wildlife encounters, South Africa effortlessly blends indulgence with
Publichad by Tmr Aflgarts 1 In Kruger National Park, safari unfolds at nature’s pace. Remarkable wildlife encounters, welcoming lodges, adventure. Each joumey feels immersive, personal, and richly rewarding #SouthAfricaAwaits

* - | gertni @ - March 23 at 421PM . @

and evenings by the fire create lasting memories. Visit South Africa #ComeFindYourJoy Visit South Africa

For LGBTQ+ travelers, feeling safe, welcomed, and free is essential. South Africa
#SouthAfricaAwaits #ComeFindYouroy

Safari, scenery, culture, and comfort come together seamiessly in South Africa. Exceptional service and stands out as a global leader in inclusive travel, grounded in constitutional
protections and a long-standing commitment to equality. For travel advisors, this
r A creates meaningful opportunity to design premium journeys that combine vibrant

cities, rich culture, and immersive nature experiences. South Africa invites LGETQ+
travelers to explore openly, connect authentically, and truly be themselves.
#SouthAfricaAwaits #ComeFindYouroy

e travelmarketreport
Picture momings on safari, afternoons
along the coast. and evenings shaped
by world-class cuisine and culture.
South Africa delivers extraordinary
variety without compromise.

meaningful experiences make every journey truly rewarding. #SouthAfricaAwaits #ComeFindYourJoy

E ‘ thejustinbarnette 2d

LA

Everything you need to know to travel to South Africa (US)

< = as avel Markel Repor - = ) —~

Everything you need to know to travel to South Africa (US)

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
marketing program with Travel Market Report through added-value social media posts. Ten custom posts were created with TMR’s social media team to support
campaign messaging around South Africa’s variety of experiences, including safari, adventure, culinary, cultural, and urban offerings. Posts ran across TMR’s Facebook
and Instagram platforms, with images, links, and content optimized for each channel, and were pinned to the TMR homepage where applicable for maximum visibility. 7
* High level KPI -> 19,787 impressions; 644 engagements across Facebook and Instagram SOUTH AFRICAN TOURISM
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COME F|ND
Added-value Search Bar Banner Placement with Travel Market Report — March 2026 ( Wuk aoq

traveimarket 0000

Intrepid Travel Launches Three Women's

Expeditions in Peru, Cambodia, and
Bhutan

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
marketing program with Travel Market Report through a high-impact Search Bar banner ad placement. Presented as an added-value, no-cost opportunity by the

supplier, SAT’s banner ad appeared on all tabs of the TMR platform, with a 728x90 placement displayed when the search bar was expanded. The ad ran for three W
consecutive weeks, providing prominent visibility to travel advisors and reinforcing brand presence across the platform.

* High level KPI -> 228,054 impressions; 18 clicks; 0.01% CTR

SOUTH AFRICAN TOURISM
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Localized Marketing Campaigns Executed
Northstar Travel Group Banner Campaign, Come Find Your Joy — February - March 2026

Your Joll

TRAVEL WEERLY

TRAVE'_ WEEKLY News & Featured Destinations  Our Voices  Resources  Hotel & Cruise Search  Sitc Search  Q
Travel impact from D BY NORTHSTAR
Iran crisis: 'Thisoneis | oo AFRICA

U.S. airlines thrive despite ona bigger Scale' February 18, 2026

higher jet fuel costs from Iran The Middle East tourism disruptions from the U.S.-Iran war are unlikely
war to be short-lived, region specialists said.

Jet fuel prices in the U.S. rose 57% during
the first 18 days of the Iran war. It's a hefty
increase,...

| bouelh ﬁm'

Ingpirang now ways

;Q'U.L'h Atrica aWdalEs

Updated: War in
the Middle East
affects tour
operations

As the U.S. and Israel

continue their attack on

The Iran war's far-reaching Iran, tour operators have
tourism impact paused some Middle East
itineraries.

Adverti
INSIGHT BY DORINE REINSTEIN vertisement AFRICA Editor: Follow us on:

TRAVEL WEEKLY spesre—— 00000

Subscribe to Travel Weekly eNewsletters

The conflict's $600 million daily cost to
tourism hits countries of all sizes. In tiny
Lesotho, the...

With ships still stuck in the
Persian Gulf, Celestyal cancels
two more Greece cruises

The Celestyal ships' repositioning to the
B b i sl e e R, bV i by

Dispatch,
Morocco: Riding
a camel lived up
to the dream

The promise of riding a
camel during her
Abercrombie & Kent trip
had been at the forefront of
senior tours editor Brinley
Hineman's mind since she

WEBINARS

LEARN FROM THE INDUSTRY'S EXPERTS

West Africa is enjoying a tourism @ 3.@5 lg&w

boom

TRAVEL WEEKLY

Operators say roots travel remains strong, but
culinary experiences and even surfing are also FEATURED STORY
drawing travelers to places like Ghana and

" ?“. - -
Senegal. r ‘-' |
PR AP RAASS~ _rb t"‘- _‘

BY NORTHSTAR v

All folders are up to date.  Connected to: Microsoft Exchanae il = B + 1009

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our
marketing program with Northstar Travel Group with banner campaigns to keep destination SA top of mind for their American and Canadian travel agents and tour
operators. Throughout February and March, we conducted a B2B run of site banner campaign on Travel weekly to promote brand awareness and drive traffic to our
website where advisors can engage with the SA Specialist program and Al travel assistant, Siyanda. This was supported by a banner campaign in Travel Weekly’s
February and March Africa eNewsletters to promote brand awareness among Africa Specialist and drive traffic to our website to engage with Al travel assistant,
Siyanda and other South Africa content.

* High level KPI -> February ROS Banner: 118,582 impressions; 0.02% CTR; March ROS Banner: 143,895 impressions, 0.02% CTR
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Co-Op Custom B2B Email Campaign with Northstar Travel Group, Come Find Your Joy — February 2026 ‘

South Africa offers:

e

SOUTH AFRICAN TOURISM

Watch and share the campaign video below as a sales tool to spark conversations and

inspire new bookings.

Wildlife That Inspires Awe Expansive Natural Beauty
Clients can encounter rhinos, lions, From Kruger National Park to the
elephants, and diverse birdlife in their dramatic coastline and mountain
natural habitats, creating moments that landscapes, every journey immerses
truly resonate. travelers in scenery that stays with With its accessibility, range of price points, and breadth of experiences, South Africa
them. S { i
S Exlods ok lets you design journeys for adventure seekers, luxury travelers, multigenerational
> Explore now families, and culturally curious explorers alike.

Now is the time to inspire your clients to Come Find Their Joy in South Africa.

> Explore now

Travelers today are seeking journeys that feel personal, meaningful, and

unforgettable. In South Africa, they can experience vast wilderness, vibrant cities,

winding coastal roads, and lush winelands, all in one destination that encourages

discovery at every turn. . ) o ) . . . ’
This email was sent to justin@southafrica.net because you have opted-in to receive promotional email from

_ Northstar Travel Group.
Our latest global brand campaign, South Africa Awaits - Come Find Your Joy,

showcases a country where adventure meets purpose. It invites travelers to embrace Unsubscribe from Retail Travel 3rd-Party Promotions

curiosity, engage with local communities, and encounter moments of joy that stay

' | . . Northstar*
with them long after they return home. Cultural Depth and Urban Responsible Tourism chodertor
Energy Leadership

From sunrise safaris to evenings exploring lively city neighborhoods, South Africa sl by Lk s
offers experiences that allow you to design journeys that are as expansive or as Cities pulse with history, contemporary Conservation practices and Northstar Travel Group - 301 Route 17 North, Suite 1150 - Rutherford, NJ 07070
intimate as your clients desire. creativity, and local traditions, offering community-driven initiatives ensure

experiences that go beyond the safari. that travel supports both natural and

: . e L g - 2 : cultural heritage.

For you, this translates into a destination that is remarkably versatile and compelling » Explore now

to sell. > Explore now

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America launched our

marketing program with Northstar Travel Group with a custom B2B email highlighting the “South Africa Awaits — Come Find Your Joy!” campaign. The content

showcased South Africa’s unique mix of culture, wildlife, and scenery, while emphasizing meaningful, authentic, and sustainable travel experiences. It encouraged N
advisors to promote the destination as both inspiring and accessible. It included the TVC as well as links southafrica.net for relevant key experiences content. m

* High level KPI -> email distributed to 1,167 TravelAge West advisor subscribers, 0.09% CTR; 24,648 Travel Weekly advisor subscribers, 0.20% CTR; 33,434 Travel
Pulse advisor subscribers, 0.10% CTR

SOUTH AFRICAN TOURISM
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Travel Pulse Featured Video of the Day, Northstar Travel Group — February 2026 ( ‘{WW aoq

Destinati

South Africa Awaits - Come Find Your Joy

Last updated: 1:45 PM ET, Thu February 12, 2026

South Africa awaits
@ South Africa Awaits - Come Find Your Joy
Inspire your clients’ next journey to South Africa where vibrant

N
culture, breathtaking landscapes, and unforgettable wildlife awaken COM EFI N D ’

l

the spirit and spark lasting joy. 0W J

. For the latest travel news, updates and deals, subscribe to the daily

{m th /’ff
TravelPulse newsletter.

m--n

X

.. }‘;:‘:;;,::gm e Become a Korea Travel Specialist ENROLL NOW! —>

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America leveraged our
program with Northstar Travel Group to feature the “Come Find Your Joy” TVC on the homepage Travel Pulse as the Featured Video of the Day. For one week in

February, the video was prominently positioned on the homepage and video hub for maximum visibility delivering 66,409 impressions. This significantly exceeded W
their 40,000-view benchmark

* High level KPI -> 66,409 impressions, exceeding their 40,000-view benchmark SOUTH AFRICAN TOURISM
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Co-Op Custom B2B Email Campaign with Northstar Travel Group, South Africa 101: Sell with Confidence — March 2026

SR

SOUTH AFRICAN TOURISM

South Africa 101: Sell with Confidence

.

Visa-Free & Hassle-Free Entry

* No visa required for U.S. or Canadian

passport holders (for stays up to 90
days)

= Passports must be valid for at least 6

months beyond return date

= Two blank, facing pages required for

entry/exit stamps

* No vaccines required when arriving

from the U.S. or Canada

Direct Flights from Major US Hubs

* Delta Air Lines

© Atlanta (ATL) — Johannesburg
(JNB) & Cape Town (CPT)

* United Airlines

o New York/ Newark (EWR) —
Johannesburg (INB) & Cape
Town (CPT)

¢ Washington Dulles (IAD) —
Cape Town (CPT)

Client Segments That Perform Well

Tools to Support Your Sales

Mour Jo

s Plus: Plus, one-stop options
throughout Europe and the Middle

East expand flexibility for clients

nationwide Trade Newsletter Become a South Insider Travel Portal
* Reliable lift supports premium, mid Africa Specia![st

range, and custom itineraries alike Get updates straight to your Stay in the know with latest
= inbox Boostyour knowledgeand  news, trade webinars and a

o " a % stand out with our searchable database of

South Africa aligns with multiple =~ Seasonal positioning can further
= A interactive e-learning products, services, and
high-value audiences: refine your pitch: s0n Up for the
M program. experiences.
) ) ) ) » Honeymooners seeking once-in-a- » May-September: Dry season and Get Cerfi e
Interest in South Africa continues to grow, fueled by our latest global brand campaign . ) Certified Visit Insider Travel
lifetime moments ideal for safaris and wildlife viewing Portal

South Africa awaits - Come Find Your Joy." Now is the perfect time to convert inspiration ) )
« Wildlife enthusiasts and safani first » November-March: Warm summer
into bookings. -
timers months perfect for Cape Town, the
With strong access, diverse itinerary options, compelling value, and cross-segment
N . . ) « Multigenerational families Garden Route, and coastal South Af srpiine oneol the st 4 ok ns- sl clbciinabions do the
For advisors, South Africa checks the boxes that matter: visa-free entry, direct flights, and appeal, South Africa remains one of the most dynamic long-haul destinations in the
: 7 E ; « Food & wine travelers adventures market
unforgettable experiences, your clients can explore everything from luxury safaris to e
« LGBTQ+ travelers seeking inclusive,

world-class wine regions without the premium price tag

welcoming destinations Now is the time to turn interest into bookings and inspire your clients to Come Find Their

Luxury for Less What Makes the Trip ———
Here's what makes it an easy, high-confidence sell: Unforgettable
Explore Now
= Currency: South African Rand (ZAR) As highlighted in our Come Find Your Joy

* Favorable exchange rate: ~16 ZAR= 1 campaign, it is not just the landscapes or
USD (subject to change) the lodges that make South Africa special,

This emall was sent o justin@southafrica.net because you have opted-in to receive promotional email from
MNorthstar Travel Group

¢ Forclients, South Africa offers it is the people.
outstanding value. This translates

; 5 ; *  South Africans are known for their
into elevated experiences, private

Unsubscribe from Retail Travel 3rd-Parly Promations

L B warmth, humor, and hospitality 4
game reserves, boutigue hotels, Northstar
) . ; : = Visitors often say it's the people that TRAVEL GROUZ
wine tasting and fine dining at
make the experience truly F Policy ~ Contact U

surprisingly accessible rates.
— " q unforgettable Northstar Travel Group - 301 Route 17 Norih, Suite 1150 - Rutherford, NJ 07070
* Foryou, it creates room to upsell and

enhance.

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our

marketing program with Northstar Travel Group with a custom B2B email titled South Africa 101: Sell with Confidence. The email highlighted visa-free entry, direct

flights from major US hubs, favorable exchange rates, and diverse range of unique experiences, strengthening advisor confidence and enhancing destination

knowledge. It also provided guidance on top-performing client segments and seasonal positioning. Advisors were directed to trade resources and tools, including the W
SA Specialist program and the Insider Travel Portal with its searchable Resource Directory, enabling them to plan itineraries and engage directly with SA suppliers. 7
* High level KPI -> email distributed to 7,523 TravelAge West advisor subscribers, 0.28% CTR; 23,126 Travel Weekly advisor subscribers, 0.36% CTR; 30,873 Travel >CUTHAFRICANTOURISM

Pulse advisor subscribers, 0.19% CTR
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented / WUE ao
Virtuoso WEB15 training module — January - March 2026 *

B Play the VIDEO for a brief glimpse of what awaits.

South Africa has so much variety in proximity; it’s

Durban, a coaslal city in eastem South Africa, is known for its African, Indian, and colonial

N easy to help my clients enjoy a diverse itinerary.
&) Select the BUTTON to get more info for + Gatoway + Valley of 1000 s
phmm a ”ﬁx i in &uth .m ica. = Ushaka Marine World = Vicloria Market

« Victoria Park Rickshaw Rides + Shakaland Cuitural Village

LEARN MORE

&’ Select the BUTTON to get more
inspiration about South Africa’s many

= South Africa Essentials °
As a destination filled with rich, authentic and National Parks.
= : : . = LEARN MORE
= iafan Moments That Stay With (@) exceptional people and experiences, South -
ou
Africa invites travelers to experience the
regenerative power of joy.
— A Natural Outdoor Playground °
— Scenery That Takes Your Breath ) [ Select each ICON to learn more about the best safari experiences in South
Away Africa.
The legacy of Nelson Mandela
— Cities Full of Soul and Flavor ° Nelson Rolihlahla Mandela, Nobel Peace Prize
laureate and South Africa’s first democratically elected -‘ ‘ 7 . oz
resident, is remembered with love, gratitude, and elco ed lnto co unltles
= ACoastline That Invites Youln ") 3 ' 3 '
deep respect. His role in South Africa's triumph over ﬁlll Of Wal'mth and creativity,
adversity continues to inspire both South Africans and
— Culture That Connects Us All .
5 © people around the world. travelers experience a
A Your clients can follow in his footsteps from the rolling -
— Conclusion & profound connection that goes
hills and villages of Qunu in the Eastern Cape to the & Al
) o ) . . oy ® X ol i :
prison cells of Robben Island and the historic Vilakazi beyond Slghtseelng, lt ls a _ 2 : A e et o o a1 578
Street in Soweto. Over 100 destinations across South "k P square miles, one of the largest game reserves
L] 2 in all of Africa
‘ 1 Africa offer opportunities for reflection, celebration, and _]Olll'lley Of the heal't and SOlll. 78¥2 , ' Fy :
connection, bringing to life the enduring spirit of b g Y e ' 6 —
‘ = 2 % 2% . 9} X
SOUTH AFRICAN TOURISM freedom, resilience, and unity that Mandela .. & 2 ‘.

championed. . /f 3

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America continued our program with Virtuoso through the

development of a new Web15 destination training module within the Virtuoso Travel Academy. The 15-minute, self-paced module was designed to support Virtuoso

advisors by refreshing product knowledge and strengthening destination selling skills through interactive content and resources. Our “Come Find Your Joy” module N
provides an overview of South Africa's six tourism pillars, highlighting key experiences supported by images, short-form videos, and links to southafrica.net articles for m
deeper learning. The training helps advisors confidently position South Africa to their clients for future travel planning, including 2026 bookings. SR S,
* High level KPI -> 98 advisors participated in the training during Q4; available in the Virtuoso Travel Academy through June 2026
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Distribution Channel Initiatives Implemented
Webinar training with Virtuoso — 4 February 2026

COME FIND

Meet Siyanda, Your Al Travel Assistant Your 3N |

COME FIND

Arrivals from North America are strong Your JoY

Siyanda, brings trusted insights directly from South African

* For 2024, the USA was the #1 overseas market with 372,362
tourists, a 5.2% increase year-on-year.
*  With 58,057 tourists in 2024, Canada was up by 5.5% year-on-

Tourism and GuideGeek’s award-winning Al platform to help you

; \ : & create unforgettable South African journeys.

COMEFIND |}
Your Jo4

VIRTUOSO

onnth Alrica
South Afe >

MEMBER - SOUTH AFRICAN TOURISM

COME FiND °

Celebrating Kruger National Park @ 100 Your gy

Safari
eXperiences
await

* Stretching across nearly two million hectares of protected
wilderness, Kruger National Park stands as one of Africa’s
most iconic safari destinations.

* In 2026, it celebrates its 100th anniversary, a milestone
drawing global attention, with Frommer’s naming Kruger a
Best Place to Go in 2026 and Lonely Planet spotlighting
Kruger Shalati: The Train on the Bridge.

* Kruger blends luxury, heritage, wildlife, and conservation like
few destinations can.

* The landscapes, stories, and signature experiences make
Kruger unforgettable for your clients and a must-sell
destination for 2026 and beyond.

year as the #8 overseas market.

*  Momentum carried into 2025, with USA arrivals up 5.3% year-
on-year and Canadian arrivals up 13.2% for the same period.

* These gains highlight South Africa’s enduring appeal as a value-
for-money, affordable luxury destination, despite economic
pressures that are causing some North American travelers to
forego international trips in favor of staying closer to home.

* Instant Expertise — Get real-time answers on safaris, hikes,

* Tailored Itineraries — Create personalized trips that match

* Save Time, Delight Clients — Available 24/7, Siyanda helps you

* Inspire Adventure — From wildlife safaris to world-class wine

South African Tourism offers a range of tools to support your
success:

* SA Specialist Program — Become a certified South Africa expert
* South Africa e-Brochure — Share our travel guide showcasing

* Digital Asset Library — Access high-quality images, videos, and

* Official Website — Visit southafrica.net for comprehensive

* Travel Trade Updates — Follow @SAtraveltrade on Twitter/ X

local dining, and cultural experiences

your clients’ interests, budgets, and travel style

stay ahead of client questions while streamlining research

=
°GuideGeek m

tours and vibrant cities, Siyanda equips you to craft journeys

that spark joy and lasting memories

COME FIND *

Sales tools and resources Your JN

South Africa

with our free online destination training.
key experiences and travel tips with your clients.
marketing content to support your promotions.

travel information on all our vibrant tourism offerings .

and subscribe to our newsletter.

VIRTUOSOQ. soumamcas rouss ™

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America hosted a 30-minute webinar for Virtuoso travel

advisors. The session highlighted the latest destination updates, including the recent launch of Al travel assistant Siyanda, the final 2025 North American arrivals

figures, and the 2026 centenary of Kruger National Park. We then explored the Top 5 Reasons Clients Will Fall in Love with South Africa in 2026: our people, wildlife, N
diversity of experiences, wine & food, and the transformative feelings of wonder, connection, and joy. The “Come Find Your Joy” TVC was shown to reinforce current m
campaign messaging and was followed by a live Q&A session. The recording has been uploaded to Virtuoso Travel Academy for on-demand viewing through May.
* High level KPI -> 62 travel advisors attended live, 121 registered to receive the recording; recording uploaded to VTA for on-demand viewing through May
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Co-Op Instagram Campaign with Virtuoso, South Africa: where adventure, luxury, & joy come together — February 2026 '

SOUTH AFRICAN TOURISM SOUTH AFRICAN TOURISM

A JOURNEY DESIGNED TO INSPIRE, CONNECT, AND ' - S——
LEAVE YOU CHANGED. virtuoso ollow

virtuosoltd >w

Across South Africa, the warmth of its
people and the beauty of its landscapes
make every moment unforgettable.
From the history, arts, and dining of
Johannesburg to the color, creativity,
and Table Mountain views of Cape
Town, South Africa unfolds as a journey
of contrast and beauty. Add wine
country days in Stellenbosch and
private safari moments in Kruger
National Park. where every experience
feels deeply personal and
unforgettable. za

Connect with your Virtuoso travel
advisor to curate a journey through
South Africa by visiting our link in bio.
¢

@visitsouthafrica

#VirtuosoTravel #SouthAfricaAwaits
#ComeFindYourJoy #Sponsored

FROM JOHANNESBURG'S VIBRANT ENERGY TO THE
CAPE TOWN'S CREATIVITY AND
WINE COUNTRY MOMENTS IN STELLENBOSCH AND REACH OUT TO YOUR VIRTUOSO TRAVEL ADVISOR

\ - Log in to like or comment.
PRIVATE SAFARIS IN KRUGER NATIONAL PARK. TO BEGIN CURATING YOUR SOUTH AFRICAN ESCAPE. \ ; L 9

QOm Q4+ Y "~

ACROSS SOUTH AFRICA, THE WARMTH OF ITS PEOPLE —_—
AND THE BEAUTY OF ITS LANDSCAPES MAKE EVERY
MOMENT UNFORGETTABLE.

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our

campaign with Virtuoso through a social media activation across the @virtuosoltd Instagram platform, targeting both luxury travelers and their advisors. The

campaign drove destination visibility and engagement among high-value audiences, positioning South Africa as a sun-soaked, high-impact luxury destination where

adventure, culture, and joy converge. Content highlighted rich history, iconic landscapes and creative energy, reinforcing our value proposition as a diverse, multi- W
dimensional vacation option. The content included a strong call to action to connect with Virtuoso travel advisors to design a tailored journey. 7

* High level KPI -> 2 Instagram Stories (3 slides each) and 1 Instagram Grid Post; Impressions: 9,823; Reach: 132,000; Engagements: 172; Engagement Rate: 3.26% >°UTHAFRICANTOURISM

(above industry average of 2.10%) | |
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized marketing campaigns to increase demand

Localized Marketing Campaigns Executed
B2C Themed Email Campaign (US & CAN) with Virtuoso, Warm Weather Getaways + packages — March 2026

Q O @

Search Wanderfist Sign In

VIRTUOSO

Travel Advisors Destinarions Horels + Cruises Tours Why Viruoso Inspiration + \ Spotlight: New o Virtuoso

Wildlife, Wine, Culture

Come Find Your Joy in South Africa

POWERED BY SWAIN DESTINATIONS

Highlights of South Africa (11 Days)

POWERED BY GILTEDGE - SOUTH AFRICA

Ultimate Highlights of South Africa (12 Days)

Johannesburg, South Africa to Cape Town, South Africa

Available for fravel through December 31, 2026 ) .
g Cape Town, South Africa to Johannesburg, South Africa

) . o o Available for fravel through December 31, 2026
Explore South Africa’s highlights on a 10-night journey. Begin in Johannesburg,
where history, creativity, and local culture shape the City of Gold. Continue to

the wild landscapes of the Manyeleti Game Reserve for close-up "big five” South Africa is a land of contrasts, from its vibrant cifies to vineyard-covered

encounters. End in Cape Town, the Mother City, blending ocean, mountains, valleys and wild reserves. Experience the beautiful city of Cape Town, a

cuisine, and culture info an unforgettable finale that lingers long after the gourmet escape in the Cape Winelands, a unique safari in the Kalahari and

journey ends. tracking the "big five” in a private Kruger Park reserve. Hand-picked hotels,

luxury safari lodges, and private guided tours ensure you get the most out of

your stay in this incredible country.

EXPERIENCE INCLUDES:

¢ Two nights' accommedations in Johannesburg at Fairlawns Boutique Hotel
& Spa

© Four nights' accommeodations in Cape Town at Mount Nelson, A Belmond

EXPERIENCE INCLUDES:

© Three nights' accommodations in Cape Town at the Silo Hotel

From up-close wildlife encounters to adrenaline-pumping adventures, South

Africa excels at delivering thrills. But that’s not the only reason to visit. The
Rainbow Nation offers breathtaking landscapes, amazing art, meaningful
cultural journeys, world-renowned winelands, plus adorable penguins. Your

Virtuoso advisor can create a rich itinerary based on your interests.

Expert Tip

Since South Africa is in the southern hemisphere, it’s summer there when it’s
winter in North America. If you want to escape the cold weather at home,

visit November through February.

Hotel, Cape Town

¢ Four nights’ accommodations in the Manyeleti Game Reserve at Tintswalo
Safari

0 Game viewing in the Manyeleti Game Reserve

¢ All private guided tours, excursions, and outdoor activities

© Meals: fen breakfasts, three lunches, and three dinners

0 Round-trip airport fransfers

VIRTUOSO EXCLUSIVE BENEFITS:

at Fairlawns Boutique Hotel & Spa, Tintswalo Safari, and Mount Nelson, A
Belmond Hotel, Cape Town

¢ Upgrade upon arrival, if available

© Early check-in and late checkout, if available

¢ Two 30-minute massages at Fairlawns Boutique Hotel & Spa

¢ One spa experience per person, per stay af Tintswalo Safari

o Private dinner for two on the stargazing deck at Tintswalo Safari

0 All premium brand drinks, except French Champagne af Tintswalo Safari

© Afternoon Tea for two, per stay at Mount Nelson, A Belmond Hotel,

Cape Town

Connect with your Virfuoso fravel advisor for best available rates

O

© Two nights’ accommodations in Franschhoek at La Residence

0 Three nights in the Tswalu Game Reserve at Tswalu Kalahari

@ Three nights in the Thornybush Game Reserve at Royal Malewane
0 All meals and beverages at Tswalu Kalahari

Internal flights and all internal transportation

o VIP airside assistance
()

All private guided tours, game drives and safaris

YIRTUQSO EXCLUSIVE BENEFITS:

af the Silo Hotel, La Residence, Tswalu Kalahari, Royal Malewane

¢ Upgrade upon arrival, if available

Early check-in and late checkout, if available

© Breakfast daily for two per bedroom
© Private wine fasting at La Residence
© 50-minute massage for two, per stay at The Silo Hotel and Tswalu Kalahari

0 15% off spa treatments at La Residence and Royal Malewane

Connect with your Virtuoso fravel advisor for best available rates

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America continued our

campaign with Virtuoso by participating in their March themed email campaign “Warm Weather Getaways.” The email positioned South Africa as a diverse, high-

impact warm-weather escape, highlighting its counter-seasonal appeal as a summer destination during North America’s winter months (November—February), while N
encouraging travelers to work with a Virtuoso advisor to curate personalized itineraries. It featured two premium tour operator packages (Swain Destinations and m
Guiltedge) showcasing safari, city lifestyle, and winelands experiences, with a clear call to action to plan and book South Africa travel for 2026.
* High level KPI -> email distributed to 70,028 qualified Virtuoso consumer clients in the USA and Canada

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented

#I1GLTAgo Virtual Marketplace — 18 — 19 February 2026 W”k ao

2%isws s2i11A riuo2

CIHFI 3M03

Ptz |

Justin Barnette, (Host)

Mr Justin Barnette

v ‘ : ™ Head: Marketing & Comms North
(% - . " e s N e : America
Alex Larson o e Siies gt 3 : ' | ' South African Tourism

®@®@E

South Africa is the LGBTQ+ capital of Africa with thrilling safaris, picturesque

winelands and welcoming communities that will have your clients falling in love
with the Rainbow Nation.

2 | #IGLTAQgO
:'?‘-"" VIRTURL MARKETPLACE
— SOUTH AFRICAN TOURISM IGLTA

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America participated in #/GLTAgo, an appointment-based virtual
marketplace that matched SAT with LGBTQ+ welcoming tourism buyers and media for 10-minute virtual meetings in service of expanding LGBTQ+ travel worldwide

During the meetings, SAT shared the destination’s unique LGBTQ+ travel value proposition and presented destination and product updates (including the hosting of W
World Pride 2028) to continue building demand for travel from this valuable North American audience segment.

* High level KPI -> 10 buyers/ trade engaged, 11 media/ content creators engaged SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented ‘{WUR aoq
SAT North America Virtual Roadshow — 24 — 26 February 2026
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1:1 APPOINTMENTS " - -
Please if you scheduled a 1:1 Appointment show up . > . : - : —_ A . . ‘7 IRTUAL ROADSHOWS

South Africa awaits Click CHAT-APPOINTMENTS then APPOINTMENTS ‘
T —— Click the [ to Join P ——— -

su&tf‘\ Africa
” |

' e - =~ - v - SR . . | Official Welcome to the South African Tourism North America
” SOUTH AFRICAN TOURISM ) . - e Virtual Road Show
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As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America hosted our second annual virtual roadshow to facilitate

market access for SA DMCs, tour operators, hotels, lodges, experiences, and city & provincial tourism authorities. Exhibitors engaged directly with US and Canadian

travel advisors through 1:1 meetings, real time chat, and video sessions. Custom virtual booths showcased banners, logos, videos, downloadable materials, and links to

social media profiles and websites, creating an interactive experience. On-demand educational sessions, including provincial destination training and SA 101: Discover N
the Joy of Selling South Africa, provided advisors with additional learning opportunities. The three-day schedule maximized participation by advisors across North W
American time zones. Following the show, all exhibitors received a list of attending advisors with contact details to support follow-up engagement. SOUTH AFRICAN TOURISM
* High level KPI -> 50 SA exhibitors (incl 11 SMMEs), 570 US & Canadian travel advisors, 883 1:1 meetings conducted, 2,519 chat engagements, 8,495 exhibitor profile

views, 593 documents & 878 videos viewed, 3,637 resources.saved, b35&direct.website visits; 2:263 viewsqafithe on-demand educational sessions
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Localized marketing campaigns to increase demand

Localized Marketing Campaigns Executed / Wuk ao
Integrated Booking-Driven Campaign with Out of Office/ TravelGay — January — February - March 2026 *

~
\

COME FIND . .’
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ﬁ.é tr'zlvelg;ly Destinations v Community Pride Edttorials More « @ (OUSD v ] Ahat & ) Loginy Register O U TOF
_ OFFICE

UK: 020 7157 1570 US: 1 888 489 8383 l ‘

The World's Best
Gay Travel Guide

The best gay destinations. Find the best Qay bars, chubs, caunas
beaches and mong: [ reiutree Bote! reveews, big discaunts Rbook i

South Africa onéire

Our Special Edition Newsletter

In this special edition spotlight newsletter, we are taking a closer look at a world-
leading LGBTQ+ destination - South Africa.

South Africa offers the kind of journey that stays with you for a
lifetime. It mesmerizes with the dramatic coastlines of the Garden
Route, the breathtaking wildlife of Kruger and the Cape
Winelands' world-renowned vineyards. In 2026, we are focusing
on meaningful, thoughtfully designed travel in South Africa -
everything from eco-conscious lodges that give back to the land,
to safaris that support local conservation efforts. You might explore
Cape Town's creative scene with local guides, or sip award-
winning wine at family-run estates in the Winelands. South Africa
IS truly a destination that leaves a lasting impression.

DISCOVER NOW

South Africa is a country of unmatched variety, offering everything
from wild safaris to beautiful coastal retreats. We highlight three
curated itineraries that combine some of the country’s most
popular destinations with unique experiences, creating the ideal
luxury escape.

Freneager: YoOur passport 10 INe MOST EXCIUSIVE ravel experiences
-

% COMEFIND °, .°

A Different Kind of Safari: Kruger
Wildlife and Kalahari

Explore South Africa

the ‘ 11:1[I‘L‘LI:_I Iw rll .‘:‘:j,-lln:llrz:'ll.:l:Lj“:i:rll Welcome to South Africa’s KwaZulu-Natal — a region Let US make your dream Vacation
ot naepfaditan ihounle fasuat nak sod come true

OUTOorricE

Come Find Your Joy

SOUTH AFRICA Liked by travelgay and 17 others

READ MORE

As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America delivered a Q4
campaign with Out Of Office and its affiliate platform Travel Gay. The campaign included newsletter features, solus emails, dynamic display and newsletter banner

placements, and evergreen editorial highlighting South Africa as a preferred LGBTQ+ destination. It drove clicks-through to a dedicated South Africa landing page on N
OutOfOffice.com, showcasing three new luxury itineraries featuring KwaZulu-Natal, Johannesburg, and safari. The content highlighted new destinations and product /

offerings while reinforcing South Africa’s inclusive, culturally rich, and experience-led positioning across both awareness and conversion touchpoints. SOUTH AFRICAN TOURISM
* High level KPI -> 1.2M impressions, impacting 155,784 LGBTQ+ travelers; 219 inquiries, 41 quotes requested, 11 luxury bookings, $208,280 Revenue

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented ,({WW aoq_
South Africa Product Showcase (Los Angeles & New York City) — 10 March & 16 March 2026 *
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As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America followed up our recent virtual roadshow—which
facilitated market access for South African DMCs, tour operators, hotels, lodges, experience providers, and city and provincial tourism authorities—with a pair of in-

person product showcase events in Los Angeles and New York City. These events connected local travel advisors with US-based representatives of South African W
suppliers across luxury safari, experiential travel, hospitality, domestic airlift, and unique destination experiences. -

* High level KPI -> 74 travel advisors engaged; 18 SA products showcased SOUTH AFRICAN TOURISM

Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Localized Marketing Campaigns Executed / WW Jo
NYU Placemaking & Destination Branding Course Lecture — 7 April 2026 :

/
s

COME FiND

As part of our localized marketing campaigns to increase demand, SAT North America presented a guest lecture for students in New York University’s Placemaking and

Destination Branding course. The 90-minute session, titled “From Inspiration to Booking: How South Africa Works with Travel Trade, Media, and Local Products to Drive

Tourism from North America,” explored how destinations convert inspiration into bookings through strategic collaboration. It highlighted the critical role of the travel

trade as the industry’s conversion engine and a trusted channel in an increasingly crowded inspiration landscape, alongside the importance of integrated digital and in-m
person strategies to maximize impact. The session also underscored how working with media and local product partners helps bring campaigns to life and drive -

measurable engagement. It was a valuable opportunity to connect with the next generation of placemakers and tourism professionals. SOUTH AFRICAN TOURISM

* High level KPI -> 19 students attended across in-person and virtual participation |
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented ‘{WW ao
Seatrade Cruise Global — 13-16 April 2026

germello A

el W8

TOURISM FILM /. :
KWAZULU-NATAL .

As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America attended Seatrade Cruise Global in Miami, the world’s

largest B2B event for the cruise industry. The team supported our colleagues from Durban Tourism, KwaZulu-Natal Tourism, the KwaZulu Cruise Terminal, and Cruise

Cape Town (Wesgro). Alongside this, we participated in conference workshops as well as on-the-floor discussions to better understand evolving industry trends and

itinerary planning. Engagements with stakeholders focused on positioning Cape Town and Durban as compelling ports, while highlighting the diverse experiences near W
each. A consistent theme in these conversations was improving conversion of cruise passengers into longer-stay visitors. More broadly, discussions reinforced a shift

toward performance-driven destination selection, where operational ease and the quality of shore experiences are now central to itinerary decisions. SOUTH AFRICAN TOURISM

* High level KPI -> 13 meetings conducted by SAT; 2 SA provinces supported; industry insights and trends gathered & shared with CQAO
Received by NSD/FARA Registration Unit 07/30/2026 12:49:06 PM
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Distribution Channel Initiatives Implemented ,({WW ao .
Africa’s Travel Indaba — 8-22 May 2026, incl. pre- and post-event itineraries *
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As part of our distribution channel initiatives to build brand affinity and increase conversion, SAT North America delivered a 114-member delegation to Africa’s Travel
Indaba 2026. The delegation included 34 hosted buyers and 65 non-hosted buyers representing a diverse range of business models, as well as 5 media
representatives from consumer and travel trade platforms, and 10 additional visitors. The team worked closely with Durban Tourism to design an immersive pre-
Indaba day tour and developed post-Indaba trade and media FAM itineraries in collaboration with Cape Town Tourism, Joburg Tourism, Gauteng Tourism, and
Mpumalanga Tourism & Parks Agency. These tours helped diversify delegates’ product knowledge and showcased SA’s variety of offerings, including affordable luxury,
vibrant local culture, emerging tourism products, and SMMEs.
* High level KPI -> 114-member delegation including 34 hosted buyers, 65 non-hosted buyers, 4 hosted media, 1 non-hosted media, 10 visitors, and collaboration

with 5 provinces/ cities utilizing SMMEs for pre/post tours:cived by NSD/FARA Registration Unit  07/30/2026 12:49:06 PM

SOUTH AFRICAN TOURISM
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Hosted Media Coverage, Africa’s Travel Indaba 2026 — coverage published during May & June 2026 *

()’ INSIDER TRAVEL @ trave|market

REPORT powered by taCONNECT Voice of the Travel Advisor repor

Where your news comes first
Africa’s Travel Indaba 2026 : un cru

s () PROFESSION < global Traveler SPA & BEAUTY

Leopard Sands Kruger Park on the Banks of MANGWANANI AFRICAN SPA
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,@ Discover the Leopard Sands Lionury Lodge in South Africa i R ae
e _ HEALING AND WELLNESS
-
Get:ingto and from Leopard Sands Kruger Park on the Banks of the Sabie PRACTICES ACROSS SOUTH
River in Kruger National Park is half the fun, as it is a short, scenic drive AFRICA

from tiny Skukuza Airport (possibly one of the most attractive and mellow

in existence) and main entrance of Kruger National Park, which turns 100

in 2026. Having evolved into 2 well-oiled machine since its December
2023 apening. it presents its first “wow” moment 30 minutes before even

Indaba : lc marché canadicn cartonne et le Club Med el " . " f ¥ in & @ w
d setting foot on the property. As baggage is brought in from the plane,
rayonne cn Afnque du Sud

drivers from the lodge set out a selection of beer; soft drinks; and locally

produced dried fruit, nut mixes and biftong (the South African cousin to

J g
SO . “ jerky). It's 2 small sample of what's to come.
Par

En route to the property, guests may encounter another sneak preview of
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midday swim in the Sabie River. The lodge goes big with the arrival, right
zfter chilled refreshment towels and welcome drinks are passed out and
luggage is transferred from the van to one of the 18 guest suites. A local
troupe performs songs and dances, compelling guests to interact. Although
it may strike some experienced travelers as a little touristy at first, general
manager Van Heerden Hazsbroek and his staff provide context that shifts

the paradigm to reflect its mission to bridge luxury and community.
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As part of our localized marketing campaigns to increase demand, and in service of building brand affinity to increase conversion, SAT North America hosted a four-

member media delegation to Africa’s Travel Indaba 2026. The delegation attended the trade show, engaging with destination stakeholders and learning about new

tourism products, experiences, and developments across South Africa. In collaboration with Durban Tourism and the Mpumalanga Tourism & Parks Agency, the pre

and post-event program showcased South Africa’s cultural, lifestyle, and nature-based tourism offerings through experiences in KwaZulu-Natal and Mpumalanga, N

including activities marking the centenary of the Kruger National Park. The coverage included in this report reflects results generated to date. W

* High level KPI -> Based on standard industry estimates using 25-50% of each outlet’s UVPM, this coverage represents an estimated 432,061-864,123 SOUTH AFRICAN TOURISM
impressions; four articles on Insider Travel Report (UVPM: 14,408), Profession Voyages (UVPM: 83,333), Travel Market Report Canada (UVPM: 88,980), Travel

Week Canada (UVPM: 170,000), Global Traveler (UVPM:817,000), Spa/ & BeautyTaday (UVBNM:L1,300).syndicated on MSN.com (UVPM: 500,000)
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Media Release, New Research: Understanding the Modern American Traveler to SA — coverage picked up during June 2026 Wuk ao
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helping travel advisors sell travel
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New Study Reveals What Americans Want From
South African Travel

Understanding the New American Safari
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South Afrlca s Ofﬁual Research Unveils the Hidden
Travel Preferences of U.S. Visitors and Offers Game-
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South African Tourism Reveals
What U S Travelers Really Want
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m s ghes — U.S. travelers remain one of South Africa's most valuable visitor markets, but a new study
m e e e suggests the country’s famous wildlife alone is no longer enough to win their business.

According to South African Tourism's latest USA Market Segmentation Study, today's high-
value American travelers are seeking richer, more immersive experiences that blend safari
with culture, cuisine, adventure, history and authentic local connections.

Beyond the Safari

The research offers a roadmap for tourism stakeholders looking to capture a greater share of
the U.S. market. The findings point to a common theme: travelers want to experience South
Africa, not simply observe it.

The study identified three distinct traveler segments—Cultural Connoisseurs, Experiential
me more experienced and live through the changes of the 21 L centur

Y, It "
oming more widely appreciated. Recently released market research from - . i S-S Trailblazers and Modern Memory Makers—each with unique motivations and booking Soutn Aica defivers 2 po ™
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As part of our localized marketing campaigns to increase demand, SAT North America distributed a media release highlighting new USA market segmentation research

from the Insights & Analytics team. The release introduced three emerging traveler segments: Cultural Connoisseurs, Experiential Trailblazers, and Modern Memory

Makers, underscoring evolving preferences among American travelers and growing demand for authentic cultural experiences, diverse itineraries, and meaningful

travel beyond traditional wildlife offerings. It also reinforced SA’s positioning as a highly desirable long-haul destination for the US market, while emphasizing the

importance of tailored messaging and product strategies to support conversion. To date, seven media outlets have picked up the story.

* High level KPI -> Based on standard industry estimates using 25-50% of each outlet’s UVPM, this coverage represents an estimated 115,900 - 231,800
impressions; TravelPulse (UVPM: 14,000), Travel Market Report (UVPM: 150,000), Insider Travel Report (UVPM: 14,408), Recommend (UVPM:72,307), Travel

and Tour World (UVPM: 66,366), Travel Research Online {LIVPM1,46,440), IxavelMeole {UVPM;:/196,000) 4906 PM

>

SOUTH AFRICAN TOURISM
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FIFA World Cup 2026 Engagements with Brand South Africa and DSAC — 14-18 June 2026
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As part of our localized marketing campaigns to increase demand, SAT North America supported the Department of Sport, Arts and Culture (DSAC) and Brand South

Africa with engagements related to their FIFA World Cup 2026 program in Atlanta. Our participation leveraged the FIFA World Cup platform to advance broader

tourism, destination positioning, and investment objectives through a media networking mixer, business and investment forum, stakeholder dinner, and stadium

activation. We also supported the South African Chamber of Commerce in the USA’s commerce and culture breakfast. Collectively, these engagements enhanced W
South Africa’s visibility in a key US gateway market and strengthened relationships across government, business, and media stakeholders.

* High level KPI -> 206 stakeholders attended the media networking mixer, 51 stakeholders attended the business & investment forum, 90 stakeholders attended >°UY™ AFRICANTOURISM

the stakeholder dinner, 154 stakeholders attended the breakfast, 25 stakeholders attended the stadium activation, with 67,442 fans attending the match
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