






The university must start with research tomorrow. 



Study objectives 

• Determine which events (Business, Sport & 
Cultural) the residents of Nelson Mandela Bay 
(NMB) would like and support. 

• How to communicate with the residents of NMB? 

• How do the residents feel about NMB? 



Dean Hastie: Business Events Steffen Solomon: Sport events 

Sasha Boucher: Cultural Events 

MBA Research Team 

Terry Kanyutu: Communication  

Kuda Nyamutsambira: Framework 
 

Bianca Mathe: Perceptions of NMB 















Business Events 





Event Marketing 

• Business events 

• Sporting events 

• Cultural events 

• Exhibitions 

• Conventions 

• Festivals 

• Tradeshows 



Business Tourism  



Resident Perceptions (Literature) 

• Job creation 

• Positive impact on residents 

• Cash inflow  

• Concerns: traffic, parking, increased 
cost of living 

• Research mainly conducted in first 
world countries 



METHODOLOGY 

• Questionnaire design (Literature) 

• Pilot study 

• Purposive and Snowball sampling 

• First study - Respondents (n=952) 

• Internet (only?) 

• Main study (n=4659) 

• Internet & manual questionnaires 

 

 
 

 



Questionnaire 
 

The measuring instrument addressed by the questionnaire 

includes: 

• Section One: Demographic Information. 

• Section Two: Media used for communication. 

• Section Three: Events (Business, Sport, Cultural). 

• Section Four: Brand and image of Nelson Mandela Bay. 

• Section Five: Best channels to communicate with city 

residents.   

 



First Study: Research Results  

• 50% split between Males (n=480) and Females 
(n=472) → Total n = 952 

 

• Age:  

 

 

 

18 - 25 5% (n=45)

26 - 30 12% (n=116)

31 - 40 20% (n=250)

41 - 50 29% (n=275)

51 - 60 18% (n=174)

61 - 65 5% (n=46)

66+ 5% (n=44)



First Study: Research Results  

• Ethnic representation 

 

 

 

 

• Employment status 

 

 

 

Asian 1% (n=8)

Black 22% (n=206)

Coloured 12% (n=114)

Indian 2% (n=20)

White 62% (n=590)

Employed 77% (n=735)

Self-employed 12% (n=112)

Retired 10% (n=95)

Unemployed 1% (n=10)



Inclusive sample 

• Extend the Internet survey 

• Paper-based survey in all areas 

• Trained data collectors (Ethics and payment) 



Main Study: Demographics  

• Internet (n=1271) and Manual (n=2388) 

• Total = 4659 (Fully completed) 

  

  

 

 

 



Main Study: Demographics  



Main Study: Demographics  



Main study: Demographics 



Main Study: Demographics 







Bianca Mathe  
Residents perceptions of NMB  

NMB branding 
 



Background 
• Cities use of events for branding destinations. 

• ‘Place identity’ focuses on the views of the  residents in the 
marketing the city.  

• Destinations for tourists, residents and investment requires 
cities to brand themselves. 

• Successful city branding may positively influence internal 
residents’ sense of a city. 

• Branding efforts recently focusses on the perceptions of the 
residents.  

• City branding has become a tool for competitive advantage.  

• It takes considerably longer to leverage a comprehensive 
brand of a city.  

 















Final recommendations 

• Referred to as “the friendly city” or “the water 
sport capital of Africa”. 

• New image “The Green City” not  “windy city”. 

• Proud residents.  

 



Dean Hastie: Business Events 
 



Background 

• Large events such as sports, festivals and 
business dominate most event tourism 
development.  

• Business events promote destinations. 

• Business events generate income. 

• Business events create employment.  

• Growth in international business events.  















Respondents views on events: 

• Music events (80%) 

• Sports (69%) 

• Business events (67%) 

• Arts (63%) 

• Culture (46%) 

• Education (44%) 

• Religious (34%) 

 

Residents have made it clear they will support business 
events, exhibitions, conventions and tradeshows.  

Dean Hastie: Conclusions 



Steffen Solomon: Sport Events 











Sport events recommendations 
Continue support for:  
• Support Ironman, Herald Cycle race, etc.  
• Rugby, (7’s=?), Cricket and Soccer supported 
 
Start support for:  
• NMB Marathon (42km) 
• Sailing capital of S.A. – NMB 
• Reintroduce “Great Train Race” 
• North End Lake Mile (Swimming e.g. Midmar Dam) 
• NMB Triathlon series, Netball series 
• We lost international 7s; BUT 
• Create a National NMB Sevens series 
• Create a National NMB School Sevens series 
• NMB S.A.’s National 7s Capital 

 



Sasha Boucher: Cultural Events 



Background 
• Cultural events underline the heritage of a 

destination and the cultural diversity that exists. 

• Cultural events improve the infrastructure of the 
city. 

• Cultural events builds business networks. 

• Cultural diversity is an advantage. 

• Demographic variables influence the attitudes of 
residents. 

 







Sasha findings 

• Age, income, ethnicity, home language and area 
code have practical significance in determining 
the established attitudes of residents’ in NMB 
towards cultural events. 

• Her findings support research that a statistical 
significant relationships exist between 
demographic variables and residents support of 
cultural events.  

• Residents in emerging economies are similar to 
first world published research. 

 



Cultural Recommendations 
• Cultural events driven by communities. 

• NMB Management to promote community 
involvement eg. Diwlia. 

• Annual NMMU Student Rag procession. 

• Bring back the Buffalo Rally or introduce a 
new rally. 

 

 

Margate Bike week We lost the Buff 



Kuda Nyamutsambira 
A Framework for Event marketing in 

Nelson Mandela Bay 
 



Background 

• South Africa ranks as the 22nd most popular 
location for hosting events. 

• S.A. has a foothold of 2.5% of the global event 
market share.  

• Events are a primary source of attraction for 
destinations. 

















The 
event 

Where 

How 

In destination marketing, positioning refers to the process 
of creating and sustaining a unique place for a destination 
that potential visitors and travellers perceive to be superior 
and suitable to consume (Baker and Cameron, 2008; 
Ibrahim and Gill, 2005; Hankinson, 2005; Walker, 2004).  



Final findings by Kuda 
• Nelson Mandela Bay is a key economic and strategic 

hub for the South African economy.  
• Large and warm beach area affords the residents with 

access to several leisure activities. 
• Rich nature landscape that includes the species in the 

big five. 
• NMB portfolio also consists of architectural efforts 

established as early as the 19th century, that have a 
capability of cultivating the much needed tourist 
attention through its artistically aesthetic 
infrastructure.  

• NMB is widely known for its temperate weather 
conditions as well its generally friendly population. 



Terry Kanyutu 
AN INTEGRATED MARKETING COMMUNICATION FRAMEWORK 

FOR COMMUNICATING CITY EVENTS IN NELSON MANDELA BAY  
 



Background 

• Integrated marketing communication (IMC) 
involves the combination of all the available 
communication channels and resources to 
convey a message to a target audience. 

• Communication strategies should not be 
developed in isolation. 

• The city managers must understand the media 
consumption patterns of the residents. 























Communication recommendations 

• A strong inclination towards the use of traditional 
media; radio and newspaper amongst the residents of 
NMB was identified. 

• The use of new media (Facebook, Twitter and YouTube) 
must be encouraged. 

• Mobile Apps growing in importance. 
• Engage more with the residents.  
• “I attend events I read about on Facebook” (57% 

combined agree responses). 
• “I share upcoming events that I find on Facebook with 

my friends” (55% combined agree responses). 
 



DM Study Recommendations 

• Incorporate business, sport and cultural events 
in the rebranding of Nelson Mandela Bay. 

• Promote more sport events.  

• Segment target audience into communities. 

• Use demographical variables. 

• Measure event success. 

 





NMB Future 

• The most desirable development of the future 
of NMB is the city becoming a GREEN City 
(84% combined agree responses). 

• The most desirable development of the future 
of NMB is the city becoming a place of 
adventure (80% combined agree responses). 

 



NMB Water Sport Events 



NMB Water Sport Events 

Corporate paddling regatta 



NMB Sailing Sport Events 



NMB Mile – Swimming Sport Events 



NMB Sport Events 
NMB Marathon 



NMB Sport Events 
NMB National 7’s Series 

National Schools 7’s Series  



NMB Sport Events 
Great Train Race 



NMB Music Festival 



Trade shows 

Mohair trade show             Wool trade show 



NMB International Conference Centre 



NMB Motor Show 



NMB Africa IT Summit 



We are proud and love NMB!!! 



Questions?  

Author contacts: 

 

 

Prof. André Calitz 

E-mail: 
Andre.Calitz@nmmu.ac.za 

Tel:  (+27) 041 504  2639 

Prof Margaret Cullen 

E-mail: 
Margaret.Cullen@nmmu.ac.z
a 

Tel (+27) 041 504 2772 


