International Investor
Perceptions and the
Nation Brand
Views from the United
States of America

Brand South Africa
Research Note

By:
Brand South Africa Research

Contents
1.
2.

3.

Introduction
Country Brand Health Funnel
2.1.
Familiarity
2.2.
Favourability
2.3.
Trust and advocacy
Key Industries associated with South Africa

1
2
2
3
3
4

4.

Key (Un)Attractiveness Features of South Africa among US Investors
4.1.
Investor Concerns
4.2.
Investor Appeal

5
5
6

5.

Investor Communication
5.1.
Sources of Information
5.2.
Preferred method of receiving information

6
7
7

6.

The Nation Brands Index: US perceptions of the Nation Brand

7.

Enhancing Country Reputation: Key lessons from and for Investors

8
11

Figures and Tables
Figure 1: The Country Brand Health Funnel
Figure 2: Level of Familiarity with South Africa among US respondents
Figure 3: Overall Impression of South Africa among US respondents
Figure 4: Trust and Advocacy levels
Figure 5: Industries US investors associate with South Africa
Box 1: Top 3 concerns deterring US investors from conducting business in South Africa
Box 2: Top 3 characteristics that make South Africa attractive to invest in
Figure 6: Top 5 Sources of information about South Africa
Figure 7: Preferred method of receiving information
Figure 8: How US ranks South Africa on the six dimensions of the NBI 2016
Table 1: SA’s Ranking on Tourism & Immigration/Investment by Select Panel Countries

2
2
3
4
4
5
6
7
8
9
10

Brand South Africa
Research Note – January 2017

1. Introduction
Brand South Africa’s mandate requires the organisation to clearly understand the
reputation, competitiveness, and perceptions of South Africa in key international
markets.
As part of its approach towards achieving this mandate, Brand South Africa draws
insights from its international investor perceptions research as well as the Nation
Brands Index, an independent research survey conducted annually by Anholt-GfK
Roper. These two sources of information assist Brand South Africa in developing,
among others, its strategy for engaging in the relevant markets.
The International Investor Perceptions study is geared towards understanding
investor perceptions of South Africa as a country with which to do business. Brand
South Africa appointed IPSOS, a recognised market research company, to implement
the study. Research was carried out in 16 markets, including a number of African
markets as well as our BRICS partners. Interviews were conducted with individuals
with decision-making power or influence within their companies when it came to
exploring international business opportunities.
The Anholt-GfK Roper Nation Brands Index is an annual survey that measures the
image of 50 nations according to six elements: Governance; Exports; Tourism;
People; Culture; and Investment & Immigration. The 2016 NBI survey has been
conducted in 20 major developed and developing countries, with at least 1,000
interviews per country. The sample included adults aged 18 or over, and it was
weighted to be representative of online populations according to age, gender and
education. In the United States of America (US), the United Kingdom (UK), South
Africa, India and Brazil, race/ethnicity was also included for sample balancing.
Both projects provide Brand South Africa with valuable insight on key issues that
impact positively and negatively on South Africa’s reputation in select markets.
This Research Note will hone in on the US market and provide an overview of
perceptions of US investors of South Africa as a country with which to do business. It
concludes with a brief snapshot of US perceptions of the South African Nation Brand
as surveyed by the Nation Brands Index.
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2. Country Brand Health Funnel
A key component of Brand South Africa’s Investor Perceptions survey is the Country
Brand Health Funnel, which measures the country’s reputation according to levels of
awareness, familiarity, favourability, trust and advocacy. Figure 1 below illustrates
the logic behind measuring these attributes and the way in which they contribute to
overall reputation:
Figure 1: The Country Brand Health Funnel

What follows now is an illustration of perceptions of US investors around each of
these attributes and the extent to which they would endorse South Africa as a
country, particularly as one with which to do business.

2.1.

Familiarity

When asked how well they knew South Africa, 16% of the respondents said they knew
South Africa extremely well, and just under one third (32%) said they knew the
country fairly well. More than half the respondents reported that they knew the
country “a little” (52%).
Figure 2: Level of Familiarity with South Africa among US respondents
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2.2.

Favourability

When asked to take into account all the information they had heard or come across
about South Africa, more than a third (38%) had a favourable impression of the
country. 14% had an extremely favourable impression and a relatively large number
of respondents were ambivalent: 38% had a “neither favourable nor unfavourable”
impression of South Africa.
On the flipside, and this is good news for South Africa, only 8% and 2% had an
unfavourable or extremely unfavourable perception of South Africa.
Figure 3: Overall Impression of South Africa among US respondents

Of those questioned, 38% are currently conducting business in South Africa, while a
good 38% of respondents were considering doing business in the country.
This points to the need to lobby and network with those US investors who are
currently operating in, and who have a positive impression of, the country. For it is
they who can influence the large portion of those who are undecided (i.e. those who
opted for “neither favourable nor unfavourable”) and advocate for South Africa as
an attractive business destination.

2.3.

Trust and advocacy

The survey also gauged levels of trust and advocacy, asking respondents to state how
likely they are to express certain sentiments about South Africa. Questions asked
included how likely they were to visit the country for business, how likely they were
to admire South Africa, or how likely they were to recommend South Africa as a
country to invest in. Figure 4 below illustrates the extent to which US investors would
advocate for South Africa according to the select criteria:
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Figure 4: Trust and Advocacy levels

The figure above shows that South Africa scores highest for “respect South Africa”
and “have an overall positive perception about South Africa” (top two boxes of 66%).
It also performs well for “admire South Africa” (64%).

3. Key Industries associated with South Africa
Respondents were also asked which industries they associated with South Africa, and
like a number of markets covered in the survey, US investors’ top-of-mind association
was with the mining and quarrying industry (84%).
Figure 5: Industries US investors associate with South Africa
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This insight is useful insofar as it provides the country with information about the
industries it is considered to be strong in, with a view to potentially leveraging on
that strength to build its reputation. It also identifies industries the country is less
well known for, and points to areas where more work is required should South Africa
wish to enhance its reputation in a sector that it relatively less prominent.

4. Key (Un)Attractiveness Features of South Africa among US Investors
In order to manage country reputation, it is essential that one understands what
makes a country appealing to potential investors, as well as what concerns them.
Such perceptions matter – be they based on experience or hearsay – as they influence
decisions on whether or not to conduct business in any given setting.

4.1.

Investor Concerns

For this reason, the survey asked respondents what would prevent them from doing
business in South Africa.
“Political unrest/instability” was the single biggest deterrent for US investors, while
the high crime rate was also noted as an area of concern.
Box 1: Top 3 concerns deterring US investors from conducting business in South Africa
Ø
Ø
Ø

Political unrest/instability - 18%
Lack of security/safety/high crime rate - 16%
High level of corruption & lack of skilled/educated labour – both 12%

* Note: This was an open-ended question, designed to encourage respondents to list their concerns
without being influenced or guided towards any particular answer.

The perception of political instability is an interesting one, particularly if one
compares South Africa to a country like Thailand. The latter has a history of military
intervention in politics since the end of the absolute monarchy in 1932, witnessing a
total 12 coups in that period. Yet this persistently unstable political situation has
done little to weaken or dampen the country’s investor appeal. In fact, in the latest
Anholt-GfK Roper Nation Brands Index report, Thailand is ranked higher than South
Africa both on the Governance dimension as well as on the Investment &
Immigration.
This raises a number of questions, among others whether attention to the political
goings-on is skewed towards certain countries, whether questionable assumptions
are made about social unrest as being a sign of political instability, and even whether
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there is something South Africa can learn from Thailand in terms of remaining
attractive despite perceived challenges in the domestic environment.

4.2.

Investor Appeal

In addition to needing to understand investor concerns, knowing what makes a
country an attractive investment destination allows the leveraging of strengths that
can be banked on to enhance country reputation and promote investment.
When asked what made South Africa an attractive country to invest in, US
respondents noted the growing economy and South Africa’s leading position on the
continent as two of the main factors that make investment in this country appealing
to them.
Box 2: Top 3 characteristics that make South Africa attractive to invest in
Ø
Ø
Ø

Powerhouse of African continent/leading the African continent/best compared to
rest of Africa - 29%
Strong/stable/growing economy/sound economy - 20%
Stability: political/government/country – 18%

* Note: This was an open-ended question, designed to encourage respondents to list all features
that came to mind without being influenced or guided towards any particular answer.

Surprisingly, political stability is noted as an attractiveness feature here. This
indicates contradicting perceptions among this set of stakeholders: while some
consider “political unrest” to be cause for concern, others look to the country as
having a government that is “politically stable”.

5. Investor Communication
As the country’s official marketing agency, one of Brand South Africa’s primary
responsibilities is to develop and implement proactive and coordinated marketing,
communication and reputation management strategies for South Africa. An
understanding of the sources stakeholders rely on when seeking information about a
country as an investment destination or trade partner is key to developing an
effective communications strategy, as is knowing the formats stakeholders prefer to
receive information in.
This assists Brand South Africa in tailoring its messaging and packaging information
about the Nation Brand in formats most appropriate for the targeted market.
Furthermore, these insights can also serve other entities, such as the Department of
Trade and Industry (DTI) or the Department of International Relations and
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Cooperation (DIRCO), by providing recommendations on the most appropriate
channels to use when communicating with their stakeholders.

5.1.

Sources of Information

Figure 6 below shows that US respondents rely most on business associates with
experience in South Africa when seeking information about the country as an
investment destination or trade partner. One-on-one business meetings and trade
shows and exhibitions are of relatively equal importance (58% and 56%
respectively).
Figure 6: Top 5 Sources of information about South Africa

This implies that when seeking to attract future investors to South Africa, Brand
South Africa and other government entities would do well to ensure that businesses
already operating in the country are given pride of place on its platforms, as it is
they who can advocate for the country as a prime/attractive investment destination.

5.2.

Preferred method of receiving information

As mentioned above, another important objective of the research was to understand
how best to communicate with stakeholders in a targeted market.
Here Brand South Africa sought to understand which of the three key platforms it
currently uses to communicate with its stakeholders are the most appropriate when
relaying information to potential investors about South Africa as an investment
destination or trade partner.
In the case of US investors, 40% preferred to source information from research
papers, 36% preferred to receive information via one-on-one meetings, and only 16%
preferred to receive information on South Africa as an investment destination by
attending roundtables and seminars.
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Figure 7: Preferred method of receiving information

The figures above indicate that US business stakeholders have a clear preference for
written formats as well as the more personal one-on-one meetings. Seminars on
doing business in South Africa appear to be of less interest.
These findings can provide guidance to entities such as Brand South Africa when
planning their engagements with stakeholders in the US market, particularly those
from the business environment.

6. The Nation Brands Index: US perceptions of the Nation Brand
Brand South Africa tracks a wide variety of indices, reputation indicator studies, and
commissioned research to monitor the nation brand’s competitiveness and
reputation standings. The Anholt-GfK Roper Nation Brands Index (NBI) is one such
instrument through which we track nation brand reputation.1 As a subscriber to the
NBI, Brand South Africa receives a detailed analysis of the country’s image and
reputation according to six pillars that make up the Nation Brand Hexagon, namely
1) Governance, 2) Exports, 3) Tourism, 4) People, 5) Culture, and 6) Investment &
Immigration.
Figure 8 below provides a snapshot of perceptions of US respondents of the South
African nation brand according to these six dimensions, as well as their ranking of
the country among the 50 countries in the Index according to all the sub-indicators.

1

The NBI measures the reputation of 50 countries in total. The 2015 NBI survey was comprised a total of 20,342
interviews with at least 1,000 interviews per country.
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Figure 8: How US ranks South Africa on the six dimensions of the NBI 2016

Improved since 2015

é

Dropped since 2015

ê

Ranking unchanged

While overall opinions of South Africa continue to improve at a consistent rate from
year-to-year; looking deeper at the country levels, South Africa’s year-to-year
perception exhibits some inconsistencies across the panel countries. There was a
notable, albeit slight loss in momentum for South Africa’s signature assets – its
natural beauty, as well as its excellence in sports – in countries like the UK, the US,
Argentina and Australia.
That said, South Africa has made perception gains in a number of categories in the
view of US citizens. Immigration/Investment, People and Tourism are particularly
strong areas in this regard.
Table 1 below shows how the US scores South Africa on People, Tourism and
Immigration/Investment compared to nine other panel countries surveyed by AnholtGfK Roper for the Nation Brands Index. These insights are useful insofar as they can
be corroborated with the findings from some of the markets targeted in Brand South
Africa’s in-house investor perceptions survey.
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United States

United Kingdom

South Africa

Russia

Japan

India

Germany

France

China

Brazil

Total

Table 1: SA’s Ranking on Tourism & Immigration/Investment by Select Panel Countries

Nation Brands

35

35

42

31

29

26

43

44

15

30

34

People

33

20

40

35

30

28

40

44

3

30

30

Peo-Welcoming

33

10

39

37

28

29

40

44

1

33

30

Peo-Close Friend

32

21

40

35

27

25

39

45

1

30

30

Peo-Employability

33

25

40

29

31

28

36

40

15

30

29

Tourism

36

31

39

35

27

23

39

45

5

32

36

Tou-Visit if Money No Object

38

33

41

30

24

24

47

45

20

32

32

Tou-Natural Beauty

21

10

26

20

14

21

17

43

1

13

27

Tou-Historic Buildings

43

40

42

41

35

30

44

45

8

37

43

Tou-Vibrant City

38

34

41

36

27

25

40

45

5

31

37

Immigration-Investment

36

43

45

28

28

27

45

42

20

34

31

I&I-Work&Live

35

36

46

35

29

28

47

45

6

37

31

I&I-Quality of Life

38

44

44

29

30

30

44

41

29

34

35

I&I-Educational Qualifications

34

36

44

27

29

26

39

39

21

31

32

I&I-Invest in Business

36

39

39

28

31

23

29

35

19

28

28

I&I-Equality in Society

37

44

45

30

29

26

44

39

35

36

37

Note: The cells are coloured using Excel conditional formatting. Dark green shows the most positive rankings
and dark red the most negative rankings. Source: Anholt-GfK Roper NBI 2016 Report, December 2016

In addition to highlighting the relatively positive perceptions US respondents have of
South Africa’s People, both in terms of their employability as well as their
welcoming, friendly nature, Table 1 also reveals South Africa’s good performance on
the Immigration/Investment dimension of the NBI.
Similar to the Indian sample, US citizens place South Africa 28th in terms of
attractiveness to invest in business, and they consider it to be a relatively good place
to work and live (31st) – more so than most panel countries surveyed.
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7. Enhancing Country Reputation: Key lessons from and for Investors
This Research Note has provided a snapshot of US perceptions of the Nation Brand.
In addition to providing a sense of the level of familiarity and favourability of US
investors with South Africa as a business destination, among others, it has also
highlighted the industries with which South Africa is most readily associated.
What do the insights from Brand South Africa’s investor perceptions survey tell us
about South Africa’s reputation in the US?
Two findings point to a lesson to be learnt in terms of advocacy. First, the research
shows that a relatively high number of investors were considering doing business in
the country. At the same time, a good proportion of respondents were as yet
undecided about whether they perceived South Africa favourably or not. This points
to the need for concerted stakeholder- and marketing campaigns to grow the South
African Nation Brand’s equity.
While discourse in the US market is currently dominated by domestic politics,
concerns have been raised as to whether a Trump presidency will have any impact
on free trade agreements such as the African Growth and Opportunity Act (AGOA).
This is one to watch – not only because South Africa, as a middle income country,
may no longer be considered to qualify for the preferential trade agreement, but
also because there may be a major shift in America’s foreign and domestic policy
with the recent swearing in of the 45th, and some may say its most controversial,
president.

Brand South Africa’s Research Notes and Research Reports communicate findings from Brand South Africa research and related
panel discussions. The Research Notes and Reports are intended to elicit comments, contribute to debate, and inform
stakeholders about trends and issues that impact on South Africa’s reputation and overall competitiveness.
Views expressed in Research Notes are those of the author(s) and do not necessarily represent those of Brand South Africa, or
the Government of the Republic of South Africa. Every precaution is taken to ensure the accuracy of information. However,
Brand South Africa shall not be liable to any person for inaccurate information or opinions contained herein.
Contact
Dr Petrus de Kock – General Manager Research - petrusd@brandsouthafrica.com
Dr Judy Smith-Höhn- Research Manager – judys@brandsouthafrica.com
Ms Leigh-Gail Petersen – Researcher – leigh@brandsouthafrica.com
Thabelo Mbedzi – Research Intern – thabelom@brandsouthafrica.com
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