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A branding bridge too far

for a demoralised nation

IT IS plausible that Gernan
Chancellor Angela Merkel, and
those {nvol In Germany™s
hranding campaign for the 2006
Fifa World Cup, may have been
correct, inltially, in their sssertion
that the 2010 Word Cup presents
5A with a unique opportunity to
‘brand itself and shape the image
of the country In a way that may
ot be available agaln,

However, while 5A can learn
significantly frorn the German ex-
petience last year. thete are fac.
tors spacific to 5A which milltate
against a campaign similar to the
one in Germany.

SA is cwrently a country in
crisis, the euphotia over wiiming
the Rugby World Cup norwith-
standing. | use the world “eur-
rently” quite deliberarely, ns there
i mtich 1 celebrate in our recent
past following the transition to
dempcracy.

The country's matroecono-
mie fundamentals are secure,
which hes contributed to
economic growth rales in the
reglon of 5% over the past five
years, the competitiveness of our
commodities In the internatonal
sxport market, a strengthening
rarid, and significent domestic
expenditure on  infrastructure
occasioned by a flseal surplus {or
the first tme. However, at the
same time we face a politica,
institutional and socinl crisls of
unprecedented proportions,

Politically, the country is
experiencing 4 leadership void,
particularly as -struggles over
succession gain momentum and
party politics assumes increasing
prominence as we head towards
national elections in 2003,

President Thabo Mbeki refus.
es to lead decisively, his cabinet
ntintisters have been unkderper-
forming, and his top technocmts
in the securlty echelons are
biding thelr time sy allegations
and counternllegations ron their
course. Rerributive justice has
become the norm,

The country does not have a
robust enough political opposi-
tion 1o provide the necessary
checks and balances, particularty
at a time when the gaverniment is
failing singuiarly to deltver on fts

While significant social strides
have been made by mmm-
etk over the past d , such
#5 In reducing poverty, improving
employiment and ensuring (ree
hasic services 1o the, poor and
mrarginalised, itz record on other
ascelst deliverahles is obysmal.

Crime is rampant and getting
worse, the coomomic  gap
‘between rich and pooc i5 increas-
ing. Affirmative actlon policies
have not had their desired effect,
a cultore of entitement
etitrenching itself, and race sl
continues to play a significant
role in the nationel discourse.

So how, given the above, do we
begin a branding and image-gen-

‘We face a political
-« and sovial crisis
of unprecedented
proportions’
‘i —

gration campaign ahead of 2010,
with features salient to that of
Germany, ensuring the kind of
success our German counter-
parts have us believe Is possible?
The answer to this question s
that a branding exprcise similar to
Germany's, with ils concombtan(
successes, is simply not possible
in SA. Research prios (o last year's
World Cup in Germany revealed
that most of the world perceived
Germans to be unfriendly. The
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branding campaign that emanat-
ed was therefore centred on dis-
pelling this idea, hence the 2006
World Cup slogen, "A time to
make friends”, was born. Ger-
many now holds the sccond-
most valuable country brand in
the pation brand index.

if n question was posed 1o the
global community aboul how
they peteetve SA at this moment,
the answer thar is Hkely to come
back i “coime-ridden and
violence-plagued”. Does it follow
it the branding strategy thut

should be centred on
d Lth‘ls Idea, which seems
i be becoming increasingly
entrenched? Perhapa. Do wehave
the political teadership to do this?
Anunequivocal “Not*

Then again, how appealing re-
ally is a steategy that has as its key
tenets stopping crime and vio-
levice, instilling new political
leadership and reforming institu-
tional arrangements?

While sticcess at the Rugby
World Cup may have rekindled
same national pride, In moany
ways we are & demorlised
nation. itis difficulr, therefors, for
us 1o talk about positive branding
poasibilities.

In any event, s Glllan Saun-
ders fromt Grant Thomton's
fourism  and leisure  division
recently observed, we have left it
“ton late” to start marketing SA
ahead of the Warld Cup.

W Dr Pillay heads the Human
Sciences Research Council's 2010
Fifa World Cup Research Profect,
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mandate,

Institutionally,  governance
amangetments are a shambles.
The natonal government dic-
tates the pace of development
and delivery, mnking the provin-
clal tier of government redun-
dant, save for the disbursement
aof a share of the national budger.

Local government s ineffec.
tive, especially in relation to 1is
service delivery mandate. Party
political structures -— In the
rullng African Natlonal Congress
{ANC) as well a5 among opposi-
tian patties — are nat functioning
well, and the civil service tequices
a fundamenital averhaul.
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