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GREATER NEWTOWN CULTURAL QUARTER 

 
 

SECTION A – DESCRIPTION OF THE DEVELOPMENT 
 

1. Location, background and international context 
 
The Greater Newtown Cultural Quarter is located at the western sector of Johannesburg CBD, covering the area 
stretching from the marshalling yards and railway lines to the north, to President Street in the south, West Street in the 
east and Quinn Street to the west.  This historic area of Johannesburg already has a strong cultural base – principally 
in the core Cultural Precinct surrounding Mary Fitzgerald Square and Newtown Park - in the form of a number of 
memorable buildings and institutions, including the internationally famous Market Theatre, museums, and venues for 
music, dance and exhibitions. It has the clear potential to realise an ambition as large as that set out in our vision. 
 

Vision: 
 

“Newtown will become the creative capital of Johannesburg and South Africa: dynamic, vibrant, sophisticated, and 
cosmopolitan, boasting the best cultural offerings in Africa”. 

 

 
The development of Newtown has been around as a project since 1985, attracting a large amount of good will but 
limited private sector participation. As part of the provincial Department of Finance and Economic Affairs’ 1999 report, 
the project was thoroughly re-evaluated in terms of its operational and financial viability.  Following this, Greater 
Newtown was designated as a Special Economic Zone based on a number of factors, which pointed to its 
developmental potential, including the areas’: 
 

• central location which could be substantially enhanced with the addition of an on and off-ramps to the M1 and 
a new bridge connecting directly to Braamfontein; 

• sustained profile in the cultural sector – and the cultural sector seen as having growing importance within 
tourism 

• increasing profile in the creative industries – themselves seen as an increasingly important part of the 
economy 

• potential attractiveness for property development 

• substantial existing infrastructure – often of great heritage interest – with the potential for cost-effective 
redevelopment; 

• strategic location in the inner city offering the prospect of important spin off effects in the CBD and the rest of 
Central Johannesburg as well as to the West 

• high proportion of land in public ownership, providing opportunities for public facilitation of private sector 
development. 
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The phase of development characterized by very substantial public sector investment in infrastructure is now nearing 
completion and the focus shifts to achieving the next stage of investment attracted by 
 

• a spatial framework that guides and supports development alongside the pre-assembly of development 
sites 

• the guaranteed delivery of a substantially expanded programme – day and night - bringing a dramatically 
increased number of audiences, participants and general visitors to the area 

• continuing high quality management of the area and the certainty that this management and active 
programming will continue in the future 

 
In achieving this next phase of investment, the Newtown Cultural Quarter enters the next stage of the cycle of culturally 
led regeneration as experienced internationally.  
 
Cultural Quarters in major cities throughout the world will mix commercial entertainment programmes and facilities with 
those that are publicly funded from cultural budgets and use this mixture as a base for attracting a mixed population of 
visitors and synergistic businesses. Those businesses in turn - in catering, accommodation, transport, tourism and 
specialist retail – add value and richness to the “product” mix that then attracts a resident and a further visitor 
population to a part of the City Centre with a distinctive “cultural” atmosphere. The areas become a key part of the 
pride that residents take in their city and a key attractor to visitors from elsewhere. 
 
Some Cultural Quarters will focus on daytime activities (Museums, Heritage Buildings) others will focus on the 
evenings and into the night (Theatre, Cinema, Night clubs). A number – like Newtown – will aspire to do both in the 
same place. 
 
Generally - although often in the largest cities property values will militate against it - these Cultural Quarters will also 
attract “clusters” of the creative industries. Businesses (generally small and most often making large use of modern 
Information and Communication Technologies) in design, architecture, advertising, event management, marketing and 
PR, recording, aspects of film and television, software innovation, commercial galleries, aspects of crafts and fashion, 
publishing etc. choose to locate near to each other and to the cultural programme on offer. In doing so they create a 
further phase in the virtuous circle of regeneration.  
 
“Creative Clusters” concerned with creative production are seen as increasingly important engines of economic growth 
in the changing world economy. Besides adding value to the cluster of public facilities in the core precinct addressing 
the “consumption of culture”, they have the potential to generate very substantial economic activity from individually 
small businesses. Greater Newtown has already succeeded in attracting the “pioneers” of this phase. 
 
The Department of Arts, Culture, Science and Technology (DACST) has identified the creative sector as having 
significant potential for growth and development in the South African economy. DACST’s lead project in this regard is 
the Cultural Industries Growth Strategy (CIGS).  Products of the cultural industries, from the Hollywood movie to the 
craft object from the Philippines, are consumed by millions of people all over the globe. Every day, these sectors 
employ more people than manufacturing, even in developed countries and internationally, the cultural industries are 
recognised are having significant economic benefits. For example: 

• The craft industry constitutes 15% of Morocco’s GDP  
• The Canadian cultural industries generate $22 billion and generate 670 000 jobs  
• In Mexico, cultural tourism contributes 6% to GDP  
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• Arts and culture contribute 3% to Australia’s GDP, generating $36 million per annum. 
 

The cultural industries can be distinguished from other art forms by the commercial activity that is their prime 
motivating force. Those art forms that are "not-for-profit" are important resources for the cultural industries, and have 
been addressed through the establishment of the National Arts Council (NAC). The characteristics of the cultural 
industries are as follows: 

• Knowledge intensive, involving highly skilled workers  
• Labour intensive, creating more than the average number of jobs  
• Differentiated, taking the form of Small and Medium Enterprises (SMMEs) and large enterprises and  
• Linked with close, interlocking but flexible networks of production and service systems, allowing the sector 

flexibility in the face of economic recession  
 
The Cultural Industries Growth Strategy has developed out of this context, and at its core lie four central premises: 

• The ability of the cultural industries to create employment and wealth  
• The potential of these industries to create significant returns on investment  
• The ability of the cultural industries to drive our new economy by generating innovative and creative human 

capital  
• The necessity of a collaborative approach between the public and private sectors to develop these industries  

 
At this stage as in other cities, interest in being “resident” in the area begins to develop with imaginative conversion of 
existing space for residential use (loft apartments). In Newtown, action is also being taken to provide housing for a 
section of a city’s population that works in the Inner City and which would normally be found resident in the inner city 
but which – under apartheid – was denied that right. Such a consequent mixed resident population (whilst not without 
its tensions) adds further value to the mix of the Cultural Quarter as it creates demand for every-day retail and 
associated local/community social facilities as well as – given the 24 hour nature of many of the venues and 
businesses located in the area – all-night retail. This phase of Newtown’s development and its contribution to the 
“population” and regeneration of the area is at its earliest stages. 
 
To this mixture of a: 

• a mixed programme of exhibitions, presentations, performances and events; 
• a complementary development of commercial businesses in hospitality, tourism, retail etc; 
• a “cluster” of the creative industries; 
• a mixed residential population; 
 

that might be found in Cultural Quarters and Precincts elsewhere in the world, Newtown adds a distinctive (South) 
African dimension in education and training and in the address to economic empowerment. 
 
The demands on available public resources for the basics of housing and health and education mean that the 
Newtown Cultural Quarter must also conceive itself as: 
 

• a fundamental resource for schools in the delivery of the National Curriculum (via Sci-bono, the Crafts Centre 
and – potentially, Museum Africa), a gateway to further and higher education and a stimulus to adult learning 

• a “laboratory” for the identification of talent and for the transfer of the “craft” and management skills and 
knowledge necessary to ensure its sustainability in the market 

• a nationally important centre for work place based learning and training in the Creative Industries 
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• an “Incubator” for creative enterprises 
 
In the totality of this vision, Newtown is fully aligned with relevant existing policies for the inner city, the economy, 
education, training and culture. There is a particular synergy with Johannesburg 2030, with Gauteng’s plans for a 
“Smart Province” and with National Creative Industries and Tourism Policies. 
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2. Vision and Goals  

 
Vision: 

 
“Newtown will become the creative capital of Johannesburg and South Africa: dynamic, vibrant, sophisticated, and 

cosmopolitan, boasting the best cultural offerings in Africa”. 
 

 
Goals 

 
The primary goal for the Greater Newtown Cultural Quarter between 2003 and 2006 is: 
 
1] The attraction of new private sector (and other) investment to complement and enhance the facilities and 
programme already available in the cultural quarter as a destination center and desired location for the creative 
industries 
 
It is supported by three others. 
 
2] The provision of a guaranteed, developing and focused cultural programme 
3] The creation of a supportive spatial framework creating urban amenity and identity 
4] The provision of high quality management of the Cultural Quarter and certainty in plans for management and 
programming in the future. 

 
Commentary 
 
The continental scale of the Vision for the Newtown Cultural Quarter probably sets a realistic target for its full 
realization as part of the City of Johannesburg’s “Joburg 2030” vision for itself as a world class African City.  It is, 
however, an inherently believable vision and one that can inspire. The Strategic Goal for the three years of this 
Business Plan, the final three years of JDA direct involvement, must be to assist the process of “becoming”.  
 
This may best be achieved by establishing an intermediate target at 2010 (when the Football World Cup will be held in 
South Africa). The goals for 2006 are then set within a “living” context and one within the immediate planning horizons 
of today’s public and private sector leaders.  
 
As noted earlier, the initial phase of public sector infrastructural investment is coming to an end with its success 
symbolized in the opening of the Nelson Mandela Bridge. By the end of 2003 – three years after the JDA strategic 
intervention began – the core Newtown Precinct and parts of the surrounding area will have been transformed. That 
transformation has been from an inaccessible, unhealthy, dark, unsafe, derelict area with little belief in itself to an area 
with new access (Bridge, M1 on and off ramps, Metro Mall), new roads, new lighting, a new standard in the public 
realm, buildings secured from inappropriate use (Turbine Hall, Transport House) or demolished, new institutions (Bus 
Factory, Sci-bono), old institutions re-housed or upgraded (MiDM, MIDI, Market Theatre) new catering offers (Shivava, 
Moyo's), new “pioneer” private sector investment (The Mills), new housing (Carr Street and Brickfields) and a 
burgeoning confidence in many of the long term resident institutions of the area that – “this time its real”.  

 

    6 
Greater Newtown Development 
Business Plan:  Version July 2004 
 



 
On the other hand, perception inevitably lags behind the fact, and the area has yet to shake off its old – negative – 
connotations of grime and crime. This Business Plan continues to give the highest priority to maintaining and 
enhancing performance in these two key areas. As that continued improvement begins to be reflected in more people 
(and more investors) being attracted back to the area for a “second look” by positive PR, the need to address the 
principal remaining negative perception – one of “the emptiness of the place”, of a rhetoric of “vibrancy” far removed 
from reality, of potential unrealised – becomes of paramount importance.  
 
As a first address to this issue, it is vital to maintain the impetus of new construction and new use of the existing 
building stock. The core precinct of Newtown must continue to be an active building site for (at least) the next three 
years. The Gauteng Tourism Authority building/complex will need to be supported by confirmed development at 
Turbine Hall and Transport House and by the attraction of new facilities such as a Cinema complex, a new 
training/small business centre and substantial further hospitality and retail developments. In Greater Newtown, 
confirmed developments include the Brickfields Housing Scheme and further private sector investment in properties to 
the West of Newtown where per metre rates are already substantially raised.  
 
This activity in physical development must, however, sit alongside a cultural programme that can 
 

• ensure that the area lives up to its billing as a cultural and entertainment centre 
• attract new visitors and new investors 
• sustain existing businesses through this next phase.  

 
The table below indicates current estimates of levels of “productivity” and “visitor/audience achievement” (in summary 
form with greater detail later in the text and in preparation as part of the implementation plan). Current performance 
and targets for 2006 are shown against a “benchmark” target of 100% by 2010 and a “starting baseline” in 2000. 
Estimates are made for full years (i.e. the 2003 figure projects activity during the whole of the year 2003 rather then the 
level that may have been achieved at the year end) 
 
In summary, we target a threefold increase in productivity and a four-fold increase in “attendance” between 2003 and 
20061  

                                                      
1 The timing of the cinema complex opening –and its scale - are key to these figures. These estimates assume an 
opening half way through 2006 
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Productivity and “Attendance” in the Newtown Cultural Programme 2000-2010 
 

Area of Activity 2000 2003 2006 2010 
 % % % % 
“Productivity”     
     
Daytime Activity 10 20 55 100 
     
Evening Activity 15 20 60 100 
     
Events 5 30 75 100 
     
“Training 10 25 75 100 
     
Notional Sub Total 10 20 60 100 
     
     
“Audiences”     
     
Daytime Activity 5 10 45 100 
     
Evening Activity 10 15 50 100 
     
Events 5 15 60 100 
     
“Training” 5 15 60 100 
     
Notional Subtotal 5 15 55 100 
     
Overall Activity 
Index 

10 20 60 100 

 
The problem is, therefore, a large one. The implication of these very low levels of activity compared to necessary 
targets is that - while the capital investment strategy switches from a focus on public sector led infrastructure provision 
to the attraction of new private sector led facilities and public private partnership possibilities- the cultural investment 
strategy shifts from provision of new and upgraded facilities to the guarantee of a developing and high quality 
programme of activities to a new – and sustainable level – by the end of 2006. 
 
To add to the difficulty, Newtown is a large area and its open spaces are clearly visible from the country’s main road. It 
is not a Temple Bar or a Covent Garden or a Quincy Market or a Left Bank where the compression of the streetscape 
allows even small numbers of people to feel that they are in a busy – and therefore a safe and potentially an exciting - 
environment. To achieve the levels and nature of “footfall” necessary to sustain the vision throughout the day and 
evening the building density needs to be increased – around a series of connected squares and courtyards as 
suggested in the spatial framework - and a very wide range of “publics” need to be attracted 
 
Such a large and mixed user base will only be sustained in the long term by a range of new private (and some 
precisely targeted public/private sector) attractions sitting alongside all of the existing projects working at close-to-full 
capacity and complemented by very substantial new private sector investment in catering, retail, and hospitality. 
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3. Strategic Objectives 

 
In order to achieve these specific goals set out for the Newtown Project, an implementation structure has been 
formulated.  This implementation structure is formed by a series of components that are interlinked.  The linkages 
between the different components are shown in the following diagram. 
 
Diagram 1:  Strategic intervention linkages 

2.  Cultural 
Programme 

Implementation 

4.  Institutional development

3.  Spatial 
framework 

1.  New investment 

 
From the diagram it is clear that co-ordinated implementation is the essence of the interventions required in the area. 
The four different strategies/projects are not seen in isolation. The Development Manager will have responsibility for its 
integrated implementation. She will be supported by specific project management arrangements for each of the four 
strategic components as set out below. 
 
Strategy 1 - Commercial development and new investment 
 
The aim of Strategy 1 is to facilitate – through both private and public investment - the supply of commercially viable 
retail, hospitality, business, housing uses and associated social facilities to support the attainment of the vision set out 
for the Newtown Cultural Quarter. 
 
Strategy 2  - Cultural Programme and the Creative Industries  
 
The aim of Strategy 2 is to create a sustainable “critical mass” of mixed cultural programmes to support Strategy 1 and 
to stimulate demand for the Newtown Cultural Quarter as a destination centre and as a location for the Creative 
Industries. 
 
Strategy 3  - Spatial framework 
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The aim of Strategy 3 is to establish a spatial framework that guides and supports development by enhancing urban 
amenity and identity, ensuring the provision of appropriate infrastructure, adding value and “pre-assembling” 
development sites 
 
Strategy 4  - Institutional Development 
 
The aim of Strategy 4 is twofold. First, to ensure the effective management of the Cultural Quarter during the period of 
the Business Plan (to end 2006) through developing and enhancing the interim CID structures and delivery 
mechanisms already in place. Second, to implement long-term structures for the management of the area at the end of 
the period of JDA involvement and – in particular – to manage the transition to those new arrangements. 
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4. Projects supporting the Strategic Objectives 

 
Project 1:  Commercial development and new investment 
 
The aim of Strategy 1 is to facilitate – through both private and public investment - the supply of commercially 
viable retail, hospitality, business, housing uses and associated social facilities to support the attainment of 
the vision set out for the Newtown Cultural Quarter. 
 
In the long term, the success or otherwise of the Cultural Quarter will be largely dependent on the continuing quality 
and success of the cultural projects and creative enterprises located there. To achieve the substantial quantitative 
increases in activity targeted by this Business Plan (and to be achieved beyond its time of relevance) a clear land 
development and release procedure has been put in place to facilitate the involvement of the private sector (and the 
public sector in some cases) in the area. It is for this reason that Strategy 1 is described as “Prime” and that the other 
three strategies are geared to support its achievement. 
 
Thus, although Strategy 2 will be responsible for ensuring a growing and guaranteed programme of events attracting a 
substantially enhanced audience over the period, Strategy 1 will use the promotion and increased awareness of those 
events and programmes to market the area as an attractive one for new and complementary investments in the area.  
Strategy 1 therefore focuses on the development of a healthy property market based on the spatial framework and 
opportunities for investment identified in Strategy 3 with those opportunities supported and promoted by tenants, 
visitors and investors alike.   
 
Key, also, to the immediate and ongoing success of Strategy 1 is the continued enhancement and delivery of strong 
public environment management and maintenance standards during the period of the plan and beyond – the 
responsibility of Strategy 4. Establishing the confidence of the market in the security of the long-term arrangements for 
the management and maintenance of the Newtown urban environment and programming of the Cultural Quarter has 
particular importance  
 
The four sub-projects have been identified as follows 
 
1.1 Land Development and release strategy 
 

To establish the most effective land development and release strategy in consultation with stakeholders, 
including the private sector and in relation to the JDA’s overall strategic objectives.  

 
1.2 Business retention and recruitment  
 

To work to secure the long-term future of appropriate existing businesses in the area and to assist the 
relocation of others. To facilitate development on privately owned land and the redevelopment of privately 
owned buildings.  

 
1.3 Reinforcing the linkages 
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To promote, secure and enhance the physical and other linkages of the core Newtown Precinct to the 
surrounding areas and the linkages of the Cultural Quarter to the City as a whole. 



 
 
 
 
1.4 Residential development 
 

To facilitate a range of appropriate residential developments - with supporting social facilities - in and adjacent 
to the Cultural Quarter. 
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Sub-project 1.1:  Establish the most effective land development and release strategy  
 
1.1.1 Objective  
 

To establish the most effective land development and release strategy in consultation with stakeholders, 
including the private sector, and in relation to the JDA’s overall strategic objectives.  

 
1.1.2 Principal components 
 
This sub-project is concerned with an analysis of options and then the development and implementation of the chosen 
model. Current analysis is as follows: 
 
First option 
 
This option involves the release of appropriately sized erven to the market for investment and development.  This 
option will facilitate the sale of Council owned land to the largest number of individual commercial and business 
investors.  It is believed that this option will ensure that the land does not fall into the hands on an institutional land 
investor who may not wish to redevelop the area in the short term, thus sterilising the land for and indeterminable 
amount of time. The concern is supported by the lack of re-investment by the institutional owners in Johannesburg 
CBD into properties that they already own. 
 
A number of key interventions need to be made in order to create land parcels that can be sold or leased.  These 
include: 
 

 Definition and identification of surveyed and registered land parcels; 
 Definition of land use and rights and where necessary amending these rights; 
 The rezoning of the land to ensure that the valuation figures and thus the rates payable are correct 

and in line with market; 
 Identification of desirable tenants and facilities that support the cultural and creative industries 

theme of the area; 
 Securing investor and tenant interest 
 Developing a land release strategy with certain conditions attached e.g.: 

• i.e. Design parameters 
• Tenanting 
• Timetable 
• CID participation (programming) 
• Residual land value (Blue IQ equity participation if applicable) 

 
Second option 
 
This option entails the sale of the Land to –say- a Development Corporation or institution that would take responsibility 
for the comprehensive development of Newtown.  This is not a currently preferred option as not many smaller investors 
would be able to be involved and the Council would not be able to ensure that the vision and theme of the Newtown 
Precinct is realised.  In addition, the Council might not be as able to influence the timing and rate of development and 
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or the release of the land.  However, this option may be combined at a later stage with option 1 above if the market 
shows a need for a more structured development package. 
 
Third option 
 
The JDA could access appropriate funding from donor agencies and other financial lending institutions and implement 
the full redevelopment and construction of the Council’s land holdings.  Once the development is completed, it may be 
on sold. This option is not favoured, as there is sufficient and growing interest from a variety of private sector 
developers in support of the route defined in Option 1.  
 
The way forward 
 
During 2003, Option 1 was pursued with the successful identification of a preferred bidder to re-develop sites 6 and 5.  
This R 200 million development will …  The following sites, consisting of … developable land will now be actively 
marketed for development, resulting in .. potential private sector investment. Disposal of these land parcels will be 
completed by June 2005. 
 
Once completed and tenanted (in May, 2005), a process for the sale of 1 Central Place will be pursued, to be 
completed within six months of completion of the building.  
 
1.1.3 Outputs 
 

• The maximisation of private sector and other new investment in new developments and adaptations 
• Achieving this investment within the time frame of the Business Plan (i.e. prior to disengagement of the JDA) 
• Achieving investments that are consonant with the Vision for the Cultural Quarter 
• Achieving investments that support underlying JDA Strategic Objectives and supporting the achievement of 

Joburg 2030 
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Sub-project 1.2:  Business retention and recruitment  
 
1.2.1 Objective 
 

To work to secure the long-term future of appropriate existing businesses in the area and to assist the 
relocation of others. To facilitate development on privately owned land and the redevelopment of privately 
owned buildings.  

 
1.2.2 Principal components 
 
Different areas will require different strategies and the following areas have already been identified as needing 
particular facilitation strategies: 
 

• Highway 
• The MJ/West Trust block 
• Old Mutual Block 
• Transnet land next to Carr Street 
• Pimm Street 

 
1.2.3 Outputs 
 
Developing the clusters – Business Recruitment and Retention 
 
International experience has shown that successful creative and cultural clusters will tend to include a particular range 
of commercial, hospitality and business components.  The following have been identified as being suited to the 
Newtown vision and goals and their retention in the area and location to the area will be pursued: 
 

Clubs Hospitality Commercial/creative industries 

Kippies 

Carfax 

Nikki's 

Horror Café 

Possibilities: 

Bass Line 

Ministry of Sound 

Politburo 

Specialized food 

Hotel and conferencing 

Restaurants 

Coffee shops 

 

Bars 

Shivava 

Gramadoelas 

Moyo 

Couch and Coffee (Nino’s) 

Advertising (Elements, Network, E & I) 

Events management companies 

Film 

Photography 

Recording/music 

Publishing 

IT 

 

Infrastructural Organisations 

NGO’s (NAC, BASA, IFAS) 

Specialist retail Manufacturing Tourism 

Books 

CD Shop 

Props 

Dance 

Fashion 

Art 

Crafts – small batch production 

Art Products 

Musical Instruments 

Interior decoration products 

Some clothing  (linked to Fashion District) 

Furniture 

Visitors centre 

Gauteng Tourist Authority 

Museum shop 

Gift shop 
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Clubs Hospitality Commercial/creative industries 

Craft 

Electronics 

Interior design 

Jewellery 

Well-known supermarket  

Exhibition display 

 
1.2.4 Interventions 
 
Financial Instruments and Assistance packages 
 
In facilitating development on privately owned land as well as on land in public ownership, financial instruments and 
other forms of assistance may need to be deployed and thus the land release process at Central Place has been 
structured to reduce holding costs for the developer.   
 
Marketing 
 
A strong marketing document has been produced identifying development milestones and achievements as well as the 
project roll out by the JDA for the next 3 years.  This will sit alongside an information pack  describing the profile of the 
area including tenants, rentals, square metres occupied, new programmes of activity and development options 
available to the investor etc.  
 
Conferencing and the Meetings Trade 
 
It is believed that Newtown with its emerging mix of meeting, exhibition and catering facilities in a highly distinctive 
location will have considerable potential for many types of conferences and meetings.  
 
Retaining key components and relocation 
 
Experience elsewhere has shown that the successful development of Cultural Quarters can occasionally displace 
some of the key components that give the areas their unique atmosphere. Some displacement is, of course both 
inevitable and desirable but where investors upgrade buildings to produce rental levels that would displace key 
activities in the product mix of cultural programmes and the creative industries, a strategy is to be devised to ensure 
that there is space to accommodate and retain these organizations, probably in less expensive space already in public 
ownership.  
 
There are a small number of manufacturing and other firms where relocation beyond the current boundaries of the 
Cultural Quarter may serve both their and the areas best interests. In such cases appropriate support and assistance 
should be given to facilitate relocation. 
 
The development of the old Potatoe Sheds is being investigated to address this. 
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Sub-Project 1.3:  Reinforcing the linkages 
 
1.3.1 Objective 
 

To secure and enhance the physical and other linkages of the core Newtown Precinct to the surrounding 
Cultural Quarter and the linkages of the Cultural Quarter to the City as a whole. 

 
1.3.2 Principal Components 
 
Important linkages already identified as in need of development include: 
 

• Fordsburg and the Factory shops linking to the Oriental Plaza; 
• Oriental Plaza itself; 
• Old Chinatown and Diagonal Street  
• Central Business District 
• Braamfontein South 
• The Cultural Arc 

 
• Public Transport 
• Taxis and Private Hire 
• Internal distribution system related to Gautrain 

 
• ICT Infrastructure including possibility of wireless 

 
1.3.3 Outputs 
 
A policy framework and plan, developed in conjunction with the stakeholders and land owners in the adjoining areas, to 
attract and promote the development of the creative industries and other complementary activities – such as Factory 
Shops – in the immediately surrounding areas.   
 
Clear signage, reinforced by changes in the public realm emphasising borders but inviting crossings 
 
Mutually reinforcing marketing of each of the areas as “adjacent to” 
 
Emphasis in Johannesburg/Gauteng publicity on adjacency to major Transport nodes – Gautrain, Metro Mall 
 
Emphasis in National and International publicity on adjacency to major Hotel areas, Airport 
 
Improved availability – particularly in the evenings of publicly and privately operated transport. 
 
Substantial improvement in size and quality of metered Taxi and private hire provision 
 
Substantial ICT infrastructure in place including exploration of parts at least of the Core precinct being wireless 
enabled. 
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1.3.4 Interventions 
 
Interventions in this area are, essentially, through liaison with service providers and through advocacy supported by the 
activities of the JDA Marketing Department. 
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Sub-Project 1.4:  Residential Development 
 
1.4.1 Objective 
 

To facilitate a range of appropriate residential developments - with supporting social facilities and adjacent to 
the Cultural Quarter. 

 
1.4.2 Principal Components 
 
Presidential Job Creation Summit 
Amounting to approximately 2230 units on Brickfields, at Metro Mall and on the area North of Carr Street 
 
Loft type housing 
This will take the form of a mix of converted light industrial and office space and new developments where “added 
value” from the highest locations provide opportunities for distinctive housing types supporting equally distinctive life 
styles. Such developments are principally anticipated in the areas to: 
 

• The west of the M1 elevated highway 
• South of Pimm Street 
• North of Carr Street 
• Braamfontein South 

 
Live/work units 
This form of housing development - again a mixture of conversion and purpose built – is a characteristic of demand 
emanating from small business in the creative industries – whether craft or ICT based. Locations will be similar to 
those above. 
 
Short term accommodation 
In addition to anticipated demand for more traditional hotels, three categories of visitor may require more basic 
accommodation 
 

• Visiting artists/trainers 
• The independent traveller (backpacker) 
• Learners 

 
Social Facilities 
Such a large and varied and new residential component in the area will require adequate social facilities. The presence 
of major cultural facilities nearby ameliorates but does not remove the need for such local and community facilities. 
 
1.4.3 Outputs  
 
Further research is being undertaken prior to establishing targets – if appropriate - in any of the component areas. 
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1.4.4 Interventions 
 
The JDA role is one of encouraging and facilitating private and public sector investment in residential development as 
part of its overall brief for the development of Greater Newtown. 
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Project 2:  Cultural programme and the creative industries 
 
The project entails the creation of a sustainable “critical mass” of mixed cultural programmes to support 
Strategy 1 and to stimulate demand for Newtown as a destination centre for all residents of the City and its 
visitors and as a location for Creative Enterprises 
 
Analysis earlier in this report suggests the need for a key strategic intervention to ensure that a core and guaranteed 
programme of high quality and diverse exhibitions, presentations, performances, courses and events are available 
throughout the day – seven days a week – and in the evenings – particularly at weekends and on public holidays. 
 
This Business Plan sees the shift of resources from the provision and upgrade of buildings (the focus of investment in 
the last three years) to a time-limited injection of resources to secure a guaranteed and substantial increase in 
programme and audiences in the core cultural precinct to new and sustainable levels. 
 
Four sub-projects have been identified and each has been given targets in terms of “productivity” – exhibitions, 
productions, events, courses, etc. and “usage” – audiences, participants, school parties, trainees. 
 
In summary, however, we target a threefold increase in productivity and a four fold increase in “attendance” between 
2003 and 2006  
 
The four sub-projects have been identified as follows: 
 
2.1.  “Daytime” programme 
 

Achieve a balanced cultural programme of sustainable activities for tourists, local visitors and educational 
institutions available every day and based – primarily – around exhibitions. 

 
2.2.  “Evening” programme 
 

Achieve a balanced cultural programme of sustainable activities for tourists and local visitors available every 
evening (but beginning at weekends) based – primarily – around the performing arts. 

 
2.3.  Events 
 

Complement, extend and support the programme at 2.1 and 2.2 (above) and commercial developments by 
stimulating and facilitating a programme of large scale “once-off” events and festivals alongside a regular 
programme of small scale activity focused – initially - at the weekends 

 
 
 
 
2.4.  Professional and Organisational Training and Development 
 

Establish Newtown as a national centre for professional workplace based training in the Creative Industries 
with a special emphasis on management training for the sector and on the support and development of 
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creative enterprises. Do so with a specific focus on achieving the economic empowerment of previously 
disadvantaged individuals. 
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Sub-Project 2.1:  “Daytime” programme 
 
2.1.1 Objective 

 
To achieve a balanced cultural programme of sustainable activities for tourism, local visitors and education 
available every day based – primarily – around exhibitions. 

 
2.1.2 Principal Components 
 

• Museum Africa 
• (Workers Museum) 
• National Crafts Centre 
• Sci-Bono 
• SAB Museum 

 
• Public Art (liaise with Spatial strategy) 
• Joburg Modern 
• World of Gold (more information needed) 

 
2.1.3 Outputs 
 
Achieve an increase in the availability of exhibitions – fixed and temporary - from circa 20% of the 2010 target level as 
at present to 55% of that level by 2006 by introducing new facilities, strengthening some existing organisations and 
working with others more closely to realise their potential. 
 
Achieve an increase in attendances at exhibitions – fixed and temporary - from circa 10% of the 2010 target level as at 
present to 45% of that level by 2006 by introducing new facilities, strengthening some existing organisations and 
working with some others more closely to realise their potential. 
 
Achieve an overall balance in the daytime offer between subjects covered and targeted and actual attendees 
 
Extended opening hours (shoulder hours and “private” evening use) 
 
Increased and improved visitor services – guides, tours, merchandising 
 
Contribution to further upgrade of public realm through Public Art Programme 
 
Co-ordinated publicity and marketing of Newtown’s facilities as a specialist resource for schools. 
 
2.1.4 Interventions 
 
Identify additional cultural (commercial and not for profit) facilities/organisations required to achieve the 
objective. 
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It is currently believed that the Newtown cultural programme lacks a contemporary visual arts component of a kind 
increasingly found in competitor cities and synergistic with the City’s economic ambitions. A Feasibility study is 
proposed under the working title “Joburg Modern” and is being conducted by the Johannesburg Art Gallery.  
 
Identify potential Development Partners 
 
The current performance/potential and management of the National Crafts Centre, SAB World of Beer Museum and 
Sci-Bono suggest that it will be possible to establish a “development partnership agreement”. 
 
Further information is required on plans for “World of Gold” 
 
Identify facilities/organisations requiring review  
 
The current performance of Museum Africa and the Workers Library/Museum suggest the need for intervention to 
assist their review of existing content, repositioning and re-launch, being implemented now by the City of 
Johannesburg department of Arts, Culture and heritage Services. 
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Sub-Project 2.2:  “Evening” programme 
 
2.2.1 Objective 
 

To achieve a balanced cultural programme of sustainable activities for tourism and local visitors available 
every evening (but beginning at weekends) based – primarily – around the performing arts. 

 
2.2.2 Principal Components 
  
Theatre     The Market Theatres 
Dance     Dance Factory 
Music and dancing   Newtown Music Hall 
Club/restaurants   Kippies,  Chivava, Carfax  Horror Café 
 
2.2.3 Outputs 
 
Achieve an increase in the availability of performing arts events and presentations from circa 20% of the 2010 target 
level as at present to 60% of that level by 2006 by introducing new facilities, strengthening some existing organisations 
and working with some others more closely to realise their potential. 
 
Achieve an increase in attendances at this programme from circa 15% of the 2010 target level as at present to 50% of 
that level by 2006 by introducing new facilities, strengthening some existing organisations and working with some 
others more closely to realise their potential. 
 
Extended opening hours (increase in the provision of matinees) 
 
Coordinated publicity and marketing of Newtown as a National and International Centre for Arts and Culture 
(particularly at weekends) 
 
Increased public and taxi transport availability in the evenings (Desired input and output) 
 
2.2.4 Interventions 
 
Identify additional cultural (commercial and not for profit) facilities/organisations required to achieve the objective.  The 
re-development of the Wolhurter Street Precinct will add three new restaurants/bars/clubs to the commercial offer. 
 
It is currently believed that the Newtown “evening” cultural programme lacks a major commercial component and the 
attraction of a complex based around cinema but, possibly, including additional music/dance /club components should 
be targeted.  This is to be addressed in part by the development of sites 6 and 5 at central Place. 
 
Additionally, the potential of an indoor event space was demonstrated by the success of events at Turbine Hall. The 
potential for a replacement “Newtown Arena” exists at Transport House which would also service the dance/music 
cluster in the South West corner of Newtown and provide a home for Dance Sport. A Lotto application has been lodged 
and a development study is planned. 
 
Whether in the new “cinema” complex (above) or elsewhere in Greater Newtown the evening programme will benefit 
(and be benefited by) additional hospitality developments with – often – a live entertainment dimension 
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Identify potential Development Partners 
 
The current performance/potential and management of Music Industry Development Initiative (MIDI) at –and beyond - 
the Newtown Music Hall and Dance Factory (in association with MiDM) suggest that it will be possible to establish a 
“development partnership agreement”. 
 
Identify facilities/organisations requiring review  
 
The current performance of the Market Theatres suggest the need for intervention to assist improvement in 
productivity, repositioning and re-launch. 
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Sub-Project 2.3:  Events 

 
2.3.1 Objective 
 

Complement, extend and support the programme at 2.1 and 2.2 (above) and commercial developments by 
stimulating and facilitating a programme of: 

• large scale “once-off” events 
• festivals 
• regular small scale activity focused – initially - at the weekends 

 
2.3.2 Principal Components 
       E.G 
 
Mary Fitzgerald Square    Joy of Jazz 

Big Screen Television Relays 
Newtown Park     Sunshine Sundays 
Market Theatre Precinct    Flea Market 
All of the above     The Joburg Challenge 

December 16th 
Festivals     The Women’s Arts Festival 
 
2.3.3 Outputs 
 
Achieve an increase in the Newtown Precinct events programme from circa 30% of the 2010 target level as at present 
to 75% of that level by 2006 by attracting or introducing new large scale and festival events and strengthening some 
existing ones. Particular attention to be paid to the early introduction of regular “free” events at the weekends.. 
 
Achieve an increase in attendances at the large scale and festival events programme from circa 15% of the 2010 
target level as at present to 60% of that level by 2006 by attracting or introducing new large scale and festival events 
and strengthening some existing ones. (Although there is a particular focus on “free” events at the weekends and 
attendances will be monitored they do not form part of this target). 
 
Target 2004 and the 10th anniversary celebrations of the first democratic elections as a particular and early opportunity 
to demonstrate the potential of Newtown in a festival incorporating a suite of major events 
 
Increased and balanced programme 
 
Increased targeted visitors 
 
Increased Newtown/Johannesburg profile 
 
2.3.4 Interventions 
 
Identify additional cultural (commercial and not for profit) facilities/organisations/events required to achieve the 
objective. 
Identify potential Development Partners 
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Identify facilities/organisations requiring review 



 
Large Scale Events 
 
It is currently believed that Newtown’s large outdoor spaces have the capacity to host up to 10 truly major events each 
year which should become regular “fixtures” in the calendar. At the moment Joy of Jazz, Blue IQ Joburg City Challenge 
and December 16th are the only components of appropriate scale. Amongst additional events currently being explored 
are: New Years Eve, National Community Carnival Convention, South Africa Music Week Finale, Gay Pride, Ice to 
Africa, Easter Event. 
 
Festivals  
  
The complex of facilities and organisations that make up Newtown provide – together - a Festival venue of international 
potential. Festivals (as with the largest once-off events) can be used to achieve profile that is unobtainable by regular 
programming. At the moment no festival is able to realise the potential of the facilities (although Arts Alive – in its early 
years - and the Women’s Arts Festival have come close). Urban Futures also demonstrated the potential of Newtown 
in Conferencing of a particular kind (to be explored in the context of the Commercial Strategy). A new Newtown Arts 
Festival and an expansion of the NSA’s Festival of Fame , consolidation of Gay Pride 
 
A specific Research, Development and Management programme for both Large Scale Events and Festivals is 
proposed charged with exploring and realising the potential of Newtown in this field and ensuring the availability of 
appropriate event management and marketing capacity for such a programme. The study to include an analysis of the 
cost effectiveness of central procurement and management of elements of event equipment and facilities. The 
suggested focus on 2004 could be added to the remit of this programme and act as a pilot for it. 
 
Regular small scale activity focused – initially - at the weekends 
 
Newtown – initially at the weekends – needs to become a “general” as well as a programme specific destination. To 
support this a regular programme of events that “animate” the spaces for sections of a general public is required. A 
mixture of elements is proposed for investigation and delivery 
 
Markets     Specialist Food Fashion Craft  

(complementing Bus Factory)  
Review existing Flea market 

 
Free Performance   Music Dance Children’s entertainment  

(NB Role of Trainees and Student Groups here) 
 
Participation    Play day Roller Blading Inflatables 

 
Temporary Exhibition   Motor Show Public Art 
 
Screenings    Sport  Films 
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Sub-Project 2.4:  Professional and Organisational Training and Development 
 

2.4.1 Objective 
 

To establish Newtown as a national centre for professional workplace based training in the creative industries 
with a special emphasis on management training for the sector and on the support and development of 
creative enterprises. Do so with a specific focus on achieving the economic empowerment of previously 
disadvantaged individuals. 

 
2.4.2 Components include 
 

Music Industry Development Initiative (MIDI) 
Moving into Dance Mophatong (MiDM) 
Market Laboratory Theatre 
Market Photography 
FUBA Music 
FUBA Drama and Visual Arts 
Newtown Film and Video 
National Crafts Centre (The Bus Factory) 
Africa Cultural Centre (ACC) 
Creative Inner City Initiative (CICI) 
Cultural Help Desk 
Visual Arts and Crafts Academy (VACA) 
Khanya College 
 
Open for Business 
CIDA 
Wits 
CEED 
CREATE-SA 

 
2.4.3 Outputs 
 
Achieve an increase in the Newtown Precinct professional training/small business support programme from circa 25% 
of the 2010 target level as at present to 75% of that level by 2006  
 
Achieve an increase in usage of these programmes from a current estimate of 15% the 2010 target level to 60% of that 
level by 2006  
 
The creation of a “Newtown Institute” (whether formally or informally) in liaison with existing National. Provincial and 
Metro programmes, agencies and institutions and in partnership “on the ground” with selected existing training 
providers. 
 
Increased activity - of the right “look and feel” - in the area.  
 
A developed labour force for – and in support of - cultural programmes, particularly events and creative industries. 
 
Increased new business start ups and improvement in sustainability of those businesses (targets in development). 
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2.4.4 Interventions 
 
Identify additional cultural (commercial and not for profit) facilities/organisations required to achieve the 
objective. 
 
All of the component organisations above are involved in training in the sector. During 2002 a substantial consultative 
process led to proposals for a broadly based “Newtown Institute”. The JDA commissioned an initial Business Plan 
which has now been supplemented with a further study of potential partners. The Institute concept is now tightly 
focused on management training for the sector, with possible additional activity in the management of training and the 
provision of links to small business support and advice. 
 
Identify potential Development Partners 
 
The creation of the reconceived “Newtown Institute” is now the subject of discussion with potential partners such as 
CREATE-SA (a NSF-funded project of the MAPPPSETA) and Wits University with reference to this more limited range 
of “management” roles. 
 
The involvement of extant generic business and micro-enterprise support agencies in the Inner City – flowing from the 
preliminary consultations to date – would also be sought in the delivery of training and post-training support to 
prospective creative entrepreneurs. 
 
Other “component organisations” above – such as MiDM, MIDI, Market Photography and VACA - are already national 
leaders, pioneering the provision of workplace based learnerships in their fields.  
 
It is thought that a “Newtown Institute”, that brought all of these players together could establish, support and develop a 
nationally unique “campus” for work based training and produce a co-ordinated “prospectus” for training in Newtown. 
The Institute could also provide “training the trainers” and trainer support. The extent to which such a structure needed 
to be formalised is as yet unclear.  
 
Identify facilities/organisations requiring review  
 
There is considerable potential in many other Newtown cultural organisations to develop work place based learning 
and other training activity across the sector (including Heritage and Cultural Tourism). Support will be required, 
however, if that potential is to be realised. FUBA, for example,  – currently operating from unsatisfactory and short term 
premises in 1 President Street - is identified as an organisation requiring specific support to address its future in a 
changed world of training and re-launch. 
 
There is also a clear shortage of some specialist types of training space (soundproofed rehearsal, office skills) and a 
need to provide an “incubation” function and spaces for start-up businesses and organisations in the sector (reference 
also the loss of facilities 1 President Street). A facilities audit will be commissioned leading to a brief and business plan 
for the new space(s) required. 
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Project 3:  Create urban amenities and urban identity 
 
The aim of Strategy 3 is to establish a spatial framework that guides and supports development by enhancing 
urban amenity and identity, ensuring the provision of appropriate infrastructure, adding value and “pre-
assembling” development sites 
 
Six Sub-Projects have been identified as follows: 
 
3.1 Traffic Plan 
 

To provide better access to, from and within Newtown. The Mandela Bridge, M1 Carr Street On/Off Ramps 
were designed to achieve this and to act as catalyst for development in this area, and are complete. 

 
3.2 Urban Upgrading 
 

To ensure a visible branding of Newtown and create a unique public environment that is attractive and safe to 
users and visitors.  

 
3.3 Urban Design Framework Review 
 

To review the urban design framework and planning framework related to recent decisions and proposals 
within Newtown. The aim of the framework is to guide and control future public and private developments in 
Newtown 

 
3.4 Creating Development Parcels 

 
The objective is to encourage private investment and development in Newtown.  

 
3.5 Public Amenities and Facilities 
 

To ensure that appropriate and proper public amenities and facilities are provided for the residents and visitors 
to Newtown. 

 
3.6 ICT Backbone 
 

To ensure the provision of a world class information technology and communication infrastructure to make 
Newtown a more desirable location 
 

3.7 Infrastructure Plan 
 

To ensure that future infrastructure requirements for all developments are met. 
 
Sub-project 3.1:  Traffic Plan 
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3.1.1 Objective 
 

The objective is to provide better access to, from and within Newtown. The Mandela Bridge, M1 Carr Street 
On/Off Ramps were designed to achieve this and to act as catalyst for development in this area, and are 
complete. 

 
3.1.2 Principal Components 

 
• A computerised traffic model of the area that simulates traffic and predicts future traffic flows 

has been developed. It will be used to simulate traffic generation of future developments, i.e. 
Brickfields, GTA Building and to accommodate any number of future developments. 

• Traffic Safety Study will be done on the area in order to create a safe and secure environment 
with regards to complimenting personal safety and security measures, and enable the area to 
be marketed as a safe and secure area. 

• Parking – Future buildings to have adequate parking standards, creation of parking courts 
from disused Railway lines. Investigation into feasibility of public parking 
structures/basements. 

 
3.1.3 Outputs 
 
Achieve an increase in the number of people visiting Newtown by improving regional access to the area as well as 
improved local access. It is also important that once the visitors have arrived in Newtown that a large amount of 
secure, easily accessible and well located parking is available. 
 
Achieve an increase in the number of visitors by providing improved access by public transport. 
 
 
3.1.4 Interventions 
 
 

• Develop a strategy for co-ordination of intermodal transport facilities, i.e. Public and private Transport and the 
provision of secure and well located parking facilities. 

• Prepare a parking plan and strategy for tenants and visitors  needs and taking account peak periods and 
special events 
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Sub-project 3.2:  Urban Upgrade 
 
3.2.1 Objective 
 

Physical Upgrade – The objective is to ensure a visible branding of Newtown and create a unique public 
environment that is attractive and safe to users and visitors.  

 
3.2.2 Principal Components 
 
Physical Upgrade is being carried out within the Urban Design Framework with the use of distinctive paving, bollards 
and lighting. The outcome of this exercise is pedestrian comfort, pedestrian safety, personal safety, especially after 
dark with lighting designed to benefit motorists and pedestrians and allow sufficient CCTV surveillance. Bollards, which 
create an identity, the theme of which changes as the upgrade progresses into Newtown West. The disused Railway 
Lines are being converted to parking courts and pedestrian thoroughfare and heavy vehicle servicing facilities. This 
addresses to some extent the shortage of parking in the area. 
Shop Fronts and Buildings – A liaison within business and community will lead to creating a business and community 
forum. Business will be encouraged to contribute to Public Environment Upgrade by improving their premises. To work 
together to enhance overall Public Environment by improving their buildings. 
 
The Development Manual and Design Review Board are designed to ensure the long term consistency and quality of 
the built environment of the Cultural Quarter. 
 
3.2.3 Outputs 
 
Achieve an increase in the number of visitors by creating a unique, safe, quality public environment to attract people to 
Newtown 
 
3.2.4 Interventions 
 

• A large amount of the public environmental upgrade has taken place in Newtown. The aim is to complete this 
programme and to encourage the upgrade of existing privately owned buildings and spaces within the precinct.  
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Sub-project 3.3:  Urban Design Framework Review 
 
3.3.1 Objective 

 
The objective is to review the urban design framework and planning framework related to recent decisions and 
proposals within Newtown. The aim of the framework is to guide and control future public and private 
developments in Newtown 

 
3.3.2 Principal Components 
 

• Contextual Framework 
• Urban Design Framework 
• Precinct Plans 
• Development Manual 

 
A development manual has been completed, setting out: 

 
• -The overall development intentions. 
• -The design review process. 
• -Site developments parameters. 
• -Site planning requirements. 
• -Site works constraints. 
• -Building design, directive and guidelines. 
• -Site landscaping directives and guidelines. 
• -Signage to graphic 
• -Construction review process. 

 
• Advertising Policy 

 
3.3.3 Outputs 
 
The urban design framework provides the basis for the development of the public environment, infrastructure and 
individual sites within Newtown. The urban design framework is aimed at encouraging the development of vacant sites 
and the upgrade of existing buildings within the precinct and provides a fast track Council approval process. 
 
3.3.4 Interventions 
 

• The planning documents will be reviewed and updated to ensure that these are current and take account of all 
existing proposals and initiatives. 

• The Design Review Board will be established to ensure that development occurs in accordance with the 
Development Manual. 
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Sub-project 3.4:  Creating Development Parcels 
 
3.4.1 Objective 
 

The objective is to encourage private investment and development in Newtown.  
 

3.4.2 Principal Components 
 

• A development Strategy based on the “Capital Web” approach utilises the physical establishment of Public 
Service Infrastructure (Roads, Environment, Amenities and Services) and its facilities as a drive to the 
development of the area. 

• Catalytic Actions – Physical developments of the Public Environment, repairs and maintenance to council 
owned buildings promote and release key development parcel. 

• Site Sub-division – Potential development sites have been identified which can be sub-divided and retain a 
continuity of street edge to ensure an integrated development over each site area. 

• Urban design guidelines – as per the Development Manual - have been developed to guide and control 
urban design of the precinct. 

• Tenanting Strategy has been developed to outreach through the strategic focus group for potential 
developers to tenants locally to abroad. 

 
3.4.3 Outputs 
 
Achieve the development of vacant sites and the upgrade of existing derelict and underutilised buildings. 
 
3.4.4 Interventions 
 

• Subdivide vacant land into sites that can be developed by the private sector.  
• Establish design controls for each site 
• Ensure rates and other charges for each site are realistic 
• Provide infrastructure where appropriate 
• Market the sites to investors and tenants 
• Particular support will be needed to the Development Manager in addressing the future of the remaining 

inappropriate users of space in the area and the accommodation needs and development ambitions of some 
current tenants. 
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Sub-project 3.5:  Public Amenities and Facilities 
 
3.5.1 Objective 

 
The objective is to ensure appropriate and proper public amenities and facilities are provided for the residents 
and visitors to Newtown. 
 

3.5.2 Principal Components 
 

• Public Buildings  
• Public ablutions 
• Performance stage and associated storage facilities 
• Visitors centre. 
• Social facilities 

 
3.5.3 Outputs 
 
Provide sufficient public amenities and social facilities to attract people to Newtown and ensure that peoples’ needs are 
catered for when visiting or living/working in the precinct  
 
3.5.4 Interventions 
 

• Integrated and intensive marketing of public amenities 
• Efficient maintenance and management of public amenities 
• Source funding for public buildings and amenities 
• Negotiate with appropriate agencies to provide social facilities 
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Sub-project 3.6:  ICT Backbone 
 
3.6.1 Objective 

 
The objective is to ensure the provision of a world class information technology and communication 
infrastructure to make Newtown a more desirable location 
 

3.6.2 Principal Components 
 

• Telecommunication, cabling and satellite availability to support the creative industries such as Kaya FM and 
the other media related industries. 

• Wireless environments in public buildings and places 
• Fully wired /wireless visitor and information centre 

 
3.6.3 Outputs 
 
In order to attract tenants ensure Newtown is as desirable as other locations in terms of information technology and 
ensure that continuous development takes place. 
 
3.6.4 Interventions 
 

• Commission (centrally) a study on options/suppliers/partners etc. 
• All new buildings to be designed to world class IT requirements 
• The public environment to accommodate all IT infrastructure 
• Wireless environments to be introduced in  selected public buildings 
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Sub-project 3.7:  Infrastructure Plan 
 
3.7.1 Objective 
 

The objective is to ensure future infrastructure requirements for all developments are met 
 
3.7.2 Principal Components 
 

• Water 
• Sewerage 
• Stormwater 
• Electricity 
• Telecommunications 
• Gas 

 
3.7.3 Outputs 
 
All sites (both existing and new) and the public environment are to be fully serviced 
 
 
3.7.4 Interventions 
 

• Status Quo – Investigation and analysis of current and future requirements study is complete. 
• Design of future requirements. 
• Securing buy-in of relevant UAC’s. 
• Development of a programme in conjunction within UAC’s for required upgrade to provision of new service 

lines and integration into Region 8 RSDP 
• Development of service agreements with UAC’s. 

 
 

 
 
 

 
 
 

 

    38 
Greater Newtown Development 
Business Plan:  Version July 2004 
 



 
 
Project 4:  Institutional arrangements 
 
 
The Project’s aims are twofold. First, to ensure the effective management of the Cultural Quarter during the 
period of the Business Plan through developing and enhancing the CID structures and delivery mechanisms 
already in place. Second, to determine and implement the long-term structures for the management of the area 
at the end of the period of JDA involvement and – in particular – to manage the transition to those new 
arrangements. 
 
The development of the institutional arrangements is related to the strategy for the commercialisation of Newtown and, 
in particular, the land release process.  The model is developed taking cognisance of the fact that the development 
area is made up of a number of different land owners, and is not one contained land parcel falling under one owner. 
 
The starting points and assumptions informing the model are: 

 
a. The ability to provide a high level of urban management (especially of the public environment) and the 

ability to constantly re-position Newtown as the creative capital are essential for the on-going growth and 
commercial success of Newtown; 

b. The successful management and maintenance of the public environment (throughout Newtown) and the 
branding and re-positioning of Newtown will rely on the ability to actively engage the private sector in the 
management of the public environment and marketing of the area so that it is industry led; and, 

c. The ability to develop a coherent relationship – especially in relationship to programming – between 
commercial activities and cultural activities will be essential to the positioning of Newtown as a creative 
capital. 

 
The proposed model is (subject to further investigations regarding the VAT implications) involves the following: 

 
a. Using the City Improvement District Legislation, a management company is established to which all 

property owners contribute.  In addition, certain publicly owned assets, including parking, would be leased 
to the CID in order to generate additional revenue streams so as to enable the CID to maintain its levies at 
a reasonable level while delivering on an extended mandate as described in (b) below. 

b. The Newtown CID Company would take responsibility for traditional CID activities (clean and safe) as well 
as maintenance of the public environment and marketing and brand management. 

c. The Newtown Development Company would be wound up. 
d. Land released in terms of Project 1 would be disposed of on the basis of long term leases with developers 

entered into between the City of Joburg Property Company.  Revenue streams derived from the release of 
the land would be paid by the City of Joburg Property Company to the CoJ and Blue IQ Holdings/GPG in a 
ratio to be agreed. 

 
The proposed model offers the following advantages: 
 

a. It recognises the specialist nature of the Newtown development and provides for active management by a 
large number of private institutions in the ongoing management and development of Newtown; 

b. Opens the development to a variety of (potentially) smaller players 
c. Ensures a long term revenue stream to the public sector 
d. Provides for ongoing monitoring and evaluation and, where necessary, intervention by the public sector to 

ensure sustainability and proper management of the area; 
e. Is tax efficient and resource efficient 
f. Is simple to develop and implement 
g. Is easily understood by the private sector. 
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Two sub-projects have been identified as follows 
 
4.1 Interim Management 
 

To provide an interim structure that will ensure the effective management of the Cultural Quarter during the 
period of the Business Plan  

 
4.2 Institutional Development 
 

To establish a financially viable structure that will undertake the sustainable implementation and management 
of the Newtown Project post 2006 and to address existing institutional arrangements for the release of 
developable publicly owned land. 
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Sub-project 4.1:  Interim management  
 
4.1.1 Objective  
 

To provide an interim structure that will ensure the effective management of the Cultural Quarter during the 
period of the Business Plan through an informal CID mechanism and increase the number of participants in the 
interim CID 
 

4.1.2 Components 
 
The components of this sub-project include: 
 

• Facilities management  
• Safety and security 
• Cleaning 
• Venue hire 
• Maintenance 
• Advertising 
• Signage 

 
4.1.3 Outputs 
 
Continuing provision of a structure to oversee the day-to-day management of the Newtown area via the mechanism of 
the City Improvement District alongside and in co-ordination with the other sub-projects.  
 
The involvement of an expanding group of stakeholders and increased contributions. 
 
 
4.1.4 Interventions 
 

• Formalising the interim informal CID and establishment of Executive Committee of existing contributors 
 

• Finalise business plan for formal establishment of CID 
 
• Increase number of contributors and reduce “project subsidy” 

 
• Formal CID established 
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•  
Sub-project 4.2:  Institutional development 
 
4.2.1 Objective  

 
To establish a financially viable structure that will undertake the sustainable implementation and management 
of the Newtown Project post 2006. 
 

4.2.2 Components 
 
The components of this sub-project include: 
 

• Establishment of an appropriate legal entity 
• Recruitment of “Board” to the Newtown Vision and Goals 
• Establishing the parameters of responsibility of the new entity 
• Developing Business Plan 
• Raising resources and securing long-term commitment 
• Appointing staff 

 
4.2.3 Outputs 
 
Achieving 100% take-over of the Newtown Project from the JDA by November 2006 by a structure agreed to by all key 
stakeholders and with the assent of as many other interested parties as possible from the area. 
 
A Business Plan that demonstrates the sustainability of  
 

• Urban Management 
• Marketing 
• Attraction and retention of appropriate businesses 
• Engagement with cultural Programming 

 
4.2.4 Interventions 
 

• Finalise CID business plan and financial model 
• Implement Business Plan and migrate existing functions (marketing, events, etc) into new structure. 
• Finalise wind up of existing Devco (or conversion into CID company) 
• Finalise agreement for distribution of returns to Blue IQ Holdings/GPG and CoJ. 
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5. Outcomes 

 
This section offers an overview of the outcomes that can be expected from the integrated implementation of the four 
strategies during the period of this Business Plan. They include 
 

• Substantial complementary new developments on site or delivered in the core precinct area with reference to 
the spatial framework 

• Substantial new conversions and new building under way in the immediately surrounding areas 

• Substantial overall growth in economic activity in the area 

• Growth of the rates base 

• Increased quality and quantity and range of available cultural/entertainment programme 

• New cultural facilities delivered or in development to address daytime, evening and night-time demand 

• Increased audiences/usage of cultural programmes 

• Substantial growth in the use of Newtown facilities by Schools from Gauteng and beyond to support the 
delivery of the National Curriculum 

• The establishment of Newtown as a national base for professional development and work place based 
training and job creation in the creative sector 

• Increased specialist retail and catering and growth of the Cultural Precinct as a prime tourism node 

• Increased general visitor numbers 

• Increased visitor spending 

• Stable and sustainable cultural organizations 

• Increased media coverage 

• Reduced crime levels 

• Establishment of new businesses – principally but not exclusively with reference to the cultural programme 
and/or in the creative industries - (with particular reference to BEE) 

• New housing and new conversions for residential use with associated local commercial services 

• Improved public and private transport to and from the area 

• Well used local/community social facilities 
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6. Policies and studies supporting outcomes 

 
The policies and reports listed below have informed the goals and strategies adopted and/or offer support to the 
anticipated outcomes from the Development  
 

• Alignment to CoJ IDP, Region 8 RSDP and JDA outcomes  
• Joburg 2030 
• City of Johannesburg Metropolitan Council.  July 2002.  Johannesburg City Centre - Development Framework;  
• Newtown Cultural Precinct Urban Design Plan, GAPP Architects and Urban Designers, May 2001 
• Newtown Urban Design Framework , GAPP Architects and Urban Designers, August 1999 
• Tenanting Strategy (African Development Economic Consultants 2003) 
• Outdoor Advertising Audit Report, GAPP Architects and Urban Designers, Feb 2003 
• Urban Design Plan for the Brickfields Residential Neighbourhood, GAPP Architects and Urban Designers, 

February 2003 
 
The studies and reports listed below supports the different aspects and elements discussed in this document: 

 
• Creative Strategy Consultancy, SQW (SA).  1999.  The Creative City: creative industries and their contribution 

to Greater Johannesburg – proposals for the development of Newtown 
• Newtown Cultural Precinct, Development Manual to Guide and Control Development of the Precinct, GAPP 

Architects and Urban Designers, Nov 2002 
• Newtown Cultural Precinct Potential Site Development Plans ( Draft Report) GAPP Architects and Urban 

Designers  Sept 2001 
• JDA.  2002.  Business and management skills for the creative industries. 
• Central Johannesburg Partnership.  2002.  Newtown Improvement District. 
• Newtown Strategic Team.  Traffic model study. 
• Urban-Econ Preliminary and Final Economic Impact Analysis, 2002.  
• CID Study 
• Cultural audit of the Inner City 
• Business Plan for Newtown Institute 
• Successful Public Art Lottery Application 
• Social Facilities Study 
• Strategic Plan of CREATE SA 
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SECTION B – DEVELOPMENT CONTEXT 

 
1 Economic Considerations 
 
The economic issues listed below will have a bearing on the development of the Greater Newtown Cultural Quarter: 
 

• The core area is currently mixed land use with the most prominent being buildings and open spaces used for 
cultural programmes and organisations. 

• Current under-utilisation of the available facilities by the public is principally caused by lack of resources for a 
guaranteed and promotable programme. This perceived “emptiness” negatively influences the overall 
financial stability of the area. 

• South African tourism is currently experiencing a growth phase. 
• Private and public sector investment (in the form of Moyo’s locating to the area and the planned Gauteng 

Tourism Agency building) is indicative of increased business confidence in the area.  
• Quality residential development is bringing a stable population into the area, creating markets for other 

services and facilities. 
• There is a demand for office space in the area (The Mills building and, now, others) which indicates that some 

of the key projected outcomes from the project are on track 
• Crime levels – perceived as well as actual – remain a strong deterrent to investment 
• Financial institutions are still exercising caution when dealing with investors interested in relocating or in 

buying property in the area. 
 
2 Social  
 
The development of the Greater Newtown Cultural Quarter must be undertaken with careful consideration to the 
development initiatives planned in and around the area, as well as the current usages, namely: 
 
• Housing 
The area does not currently have a large resident population, but this will be addressed by two specific residential 
developments: 
 
The Brickfields development – by the Johannesburg Housing Company Ltd. - is located on a strategic vacant site in 
Newtown, and represents the largest single parcel of land to be used for residential development in the area.  It is 
situated south of the disused marshalling yards on the northern edge of Newtown, adjacent to the Metro Mall 
development and close to all the cultural installations of Newtown. This development integrates residential and retail 
development.  The residential component comprises of 750 units, ranging from bachelor units up to three bedroom 
units.  The design concept incorporates multi-storey courtyard buildings linked to pedestrian walkways, tree lined 
routes and open spaces.   
 
The Metro Mall development (COPE Housing) is a key development in Newtown, and is located in the north-eastern 
corner of Newtown.  It is an integrated multi-functional development structured around a multi-nodal transport facility.  
The residential component of this development (approximately 600 units) caters for a target market ranging from 
subsidized units to upper middle-income apartments.  The subsidized units, totalling some 250, include rooms with 

 

    45 
Greater Newtown Development 
Business Plan:  Version July 2004 
 



shared ablutions, bachelor and one-bedroom apartments.  Housing will be built around courtyards and green space to 
enhance the environment.  . 
 
A survey of social facilities in the area indicates that there is a need for the following: 
 
• Creche facilities 
• Green spaces/parks 
• Community Centre 
• Health facilities 
• Sport and Educational facilities 
 
3 Environment 
 
The JDA is facilitating a regeneration project to be known as the Cultural Arc, an initiative that will reinforce tourism, 
cultural and heritage linkages between Constitutional Hill, Braamfontein (with its important key role players such as the 
Civic Theatre, National School of Arts, the Civic Centre, Wits University and local business) and Newtown Cultural 
Precinct (including the physical link of the Nelson Mandela Bridge). 
 
These initiatives link Newtown to the north by the Nelson Mandela Bridge, and the new access ramps give access to 
the motorway system.  A multi-nodal transport hub is present at the Metro Market, and the Westgate station has been 
upgraded. 
 
The Mary Fitzgerald Square is another prominent feature, which have been upgraded to international standards as a 
public gathering place and important open space in the area. 
 
4 Competitor Analysis 
 
It is difficult to envisage a geographical area as having “competition” but every decision made to visit Newtown or any 
area to spend money is made at the expense of an equivalent trip to a neighbouring area that might offer similar 
benefits. 
 
Melville: for the recreational buzz.  There is more variety in terms of restaurants, clubs and shops. 
 
Soweto: for the political dimension.  Soweto will always be a massive icon for those interested in the political 

history of South Africa. 
 
Gold Reef City: for the popular entertainment options, as well as for the history of the mining industry and The 

Apartheid Museum. 
 
Rosebank: for the new African craft market, combined with a strong retail and leisure component. 
 
Sandton: for upmarket mainstream shopping but lacking any flavour of Africa 
 
However, the main competition for Newtown lives in the minds of our audiences in the form of ignorance of Newtown 
and its opportunities as well as apathy and the hangover of negative CBD connotations. 
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5 Critical Success Factors 
 
The re-development and regeneration of Newtown, and the positioning of the area as the creative capital, will rely on 
the following critical success factors: 
 

• Access to Newtown must be safe, secure and easy for both public transport users (including tourists) and 
users of private vehicles, in order to ensure that its location at the epicentre of metropolitan Johannesburg is 
capitalised on. 

 
• The environment must be safe and secure, encouraging 24-hour use and pedestrian movement within the 

area. The new development s in the area and other businesses must also be part of the CID (brickfields, etc.) 
and contribute so that the CID can be sustainable. If that does not happen the development will be at risk, 
crime and grime issues will resurface. 

 
• The area must be attractive and designed so as to encourage the location of cultural activities and the creative 

industries in the area. 
 

• The variety and number of world-class arts and cultural offerings and products available in Newtown must be 
significantly increased. 

 
• Perceptions of the area must be fundamentally changed. 

 
• Successful implementation of the Public Artworks project is critical in addressing Newtown a destination 

centre. Critical to this, the process of procuring, selecting and commissioning such works should be one that is 
open, fair, transparent and democratic and at the same time complying with the overall vision for the public in 
Newtown. 

 
• The area must offer a critical mix of lifestyle retail and hospitality industry offerings. 

 
• The JDA must be able to provide dedicated, highly skilled capacity to the project. 

 
• Exit strategy is very important in making sure that once the project is complete the Section 21 company’s  

operating expenses are met from commercial lease revenue, event and venue hire fees, sponsorships and car 
park revenue so that there is no dependence on the public sector 

 
• Partnerships with the Department of Arts & Culture (DAC), Sport, Recreation, Arts & Culture (SRAC), Dept of 

Arts & culture (local government) needs to be nurtured 
 

• Integration of the development into the Cultural Arc and the adjacent areas: Oriental Plaza and Chinatown 
 

• Marketing and Communications strategy: The success of the development relies heavily on the marketing plan 
especially Strategy 1 and strategy 2. 

 
•  
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6 Risk analysis 
 

Risk Probability Amelioration 
Activities Risk indicator 

Institution 
responsible for 

amelioration 

Private sector 
investment not 
secured for critical 
projects 

Medium/High 

Spatial Framework 
Programme 
Development Funds 
Marketing Strategy 
One-to-one 
connections 
 

Decline in enquiries, 
Reluctance on key 
projects (e.g. GTA 
sub-tenants) 
Current lead 
projects 
unsuccessful 
(e.g.Moyos) 
 

JDA GNCQ Project 
1 

Crime escalates 
and grime 
reappears 

Medium 
Developed CID 
operation. Liason 
with UACs 

Reported Crime 
rates, 
Public realm 
deterioration 

JDA GNCQ Project 
4, Metro, SAPS, 
UACs 

Non performance 
of UAC’s High Constant Liaison Lack of response JDA GNCQ Projects 

1 and 4  

Too little high 
quality 
cultural/entertainm
ent product 
available 

High 

Development 
partnerships,  
SLAs and 
Production 
Resources. 
Change of tenants 
New facilities 

Poor quantitative 
and/or qualitative 
response from 
existing 
managements. 
Failure to attract 
Cinema. Failure to 
achieve 
development 
agreements with 
e.g. Market Theatre, 
Museum Africa 

JDA GNCQ Project 
2 

Audiences/usage/v
isitor numbers too 
low to maintain 
“brand” or sustain 
ancillary 
businesses 

High 

New levels of 
productivity (above), 
Co-ordinated 
publicity and 
marketing.  
Events strategy 

Attendance and 
income levels 

JDA GNCQ Project 
2 

Perception of area 
as “belonging” to 
only one section of 
community 

Low 

Invest in balanced 
programme, 
Prioritise training 
and education and 
small business 
dimension of project 

Overall patterns and 
nature of attendance 
at events and 
programme and in 
ancillary businesses 

JDA GNCQ Project 
2 

No buy-in by 
current 
stakeholders in the 
creation of new  
institution 

Low 

Involve current 
stakeholders in 
Newtown about the 
idea of a new 
institution to take 
over after JDA exit 

Current attendance 
of stakeholders 
meetings and issues 
raised 

JDA GNCQ Projects 
1 and 4 

Calibre of staff to 
manage the Medium Strict appointment 

procedures to  
General reports on 
businesses JDA GNCQ 

 

    48 
Greater Newtown Development 
Business Plan:  Version July 2004 
 



Risk Probability Amelioration 
Activities Risk indicator 

Institution 
responsible for 

amelioration 
institution which 
could result in the 
collapse of the 
institution 

- Define clearly the 
deliverable for the 
staff 

collapsing etc. due 
to unsuitable 
candidates having 
been appointed 

Failure of precinct 
operation due to 
lack of CID 
contribution 

High 

Convince 
stakeholders of the 
benefit of 
contributing towards 
the City 
Improvement District 
(CID) 

Inability to convince 
key stakeholders 
and businesses to 
lead CID active 
involvement and 
subscription 

JDA currently and 
New Institution after 
JDA’s exit 

Long term 
retention of 
businesses in 
Newtown 

Low in the 
short term and 
medium to high 
in the long 
term 

Continue marketing 
the precinct and its 
offerings vigorously 
to ensure more 
visitors to the area 
which translates into 
more demand for 
goods and services 
from the businesses 

Normal trend 
whenever new areas 
get developed, 
businesses tend to 
move with new 
developments 

New Institution 

Squatter invasion 
and removal 

High in the 
short term 

Pressurise the inner-
city manager’s office 
to serve current 
squatters with 
notices to relocate. 
Secure and develop 
vacant land to avoid 
new squatters 
moving in.  

Current squatters at 
pink building and 
squatters at corner 
Becker and Pimm 
Street who can 
occupy cleaned 
vacant land if 
nothing is done.  

JDA GNCQ Project 
4 currently and new 
Institution after 
JDA’s exit 
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SECTION C - IMPLEMENTATION 

 
1 Development institutional arrangements 
 
1.1 Legal form of company and registration details 
 

Newtown Development Company (Pty) Ltd 

Registration Number 2001/0121943/07 
Directors 2 nominated by Blue IQ: 

1 nominated by JDA 
Auditors Gobodo Inc 
Tax Number 9457/217/14/0 
VAT Registration Number Pending 

 
1.2 Shareholding and responsibilities  
 
The shareholders in the Newtown Development Company are the Gauteng Provincial Government (through Blue IQ) 
and the Johannesburg Development Agency (Pty) Ltd. 23% of equity is owned by the GPG and 77% by the JDA 
CHECK THIS - , based on agreed contributions in land, cash and sweat equity from the JDA and cash from the GPG 
through Blue IQ.  The contributions are at the time of signing of the Shareholders Agreement.  The relationship 
between the shareholders and their obligations to contribute equity are set out in the Shareholders Agreement. 
 
The Company currently acts as a vehicle for the channelling of development finance and carries out its functions 
through the JDA.  This relationship is defined in terms of a Memorandum of Understanding between the parties and in 
the Shareholders Agreement, and is to be further amplified in a Project and Development Management Agreement to 
be entered into between the Company and the JDA. 
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1.3 Organisational structure: The project organisational structure for implementation of the project is shown in the 
diagram below: 

Project 1 
Commercial 
Development 

and new 
investment 

4.1. Interim 
management 

4.2. Institution 
development 

3.1. Traffic Plan 
3.2. Urban upgrade
3.3. Urban design 

framework 
3.4. Creating 

development 
parcels 

3.5. Public 
amenities 

3.6. ICT Backbone
3.7. Infrastructure 

Plan 

2.1. Daytime 
programme 

2.2. “Evening” 
programme 

2.3. Events 
2.4. Festivals 
2.5. Professional 

and 
Organisational 
training and 
Development 

JOHANNESBURG 
DEVELOPMENT AGENCY 

JDA 
The Client 

Greater Newtown 
Development Company

PROJECT 
DEVELOPMENT 

AGREEMENT 
JDA

BLUE IQ 

STRATEGIC TEAM

DEVELOPMENT 
MANAGER 

Xolis a Ngema

Project 4 
Institutional 

arrangements

Project 3 
Spatial 

framework 

Project 2
Cultural 

Programme 
and Creative 
industries 

1.1. Land 
development 
and release 

1.2. Business 
retention and 
recruitment 

1.3. Reinforcing the 
linkages 

1.4. Residential 
development 
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1.3 Internal monitoring mechanisms  
 
The internal monitoring and management mechanisms of the JDA apply to the delivery vehicle in terms of the MoU, 
Shareholders Agreement and proposed project management and development agreement.  The JDA’s Board of 
Directors consists of 10 non-executive directors and two executive directors, the CEO and the Development Finance 
Director.   
 
The Board has established five committees, namely: 
 

• The Audit, Remuneration and Tenders Committees, which ensure, amongst others, that the Company’s 
management has created and maintained an effective control environment in the organization and that the 
Company’s management demonstrates and stimulates the necessary respect of the internal control structure 
and that procurement is commercially sound, recognizes JDA’s contractual commitments and observe the 
principles of BEE. 

• The Development and Risk Management Committee, which evaluated project proposals with value exceeding 
R1 million and the examination of risks associated with these projects. 

• The Marketing and Communication Committee, which ensures that the Company’s marketing strategy is in line 
with the objectives of the Company.  

 
Projects of the JDA are managed according to a defined project management system, which limits risk at each project 
stage and ensures that projects meet their objectives within time and on budget by passing through project “gates” at 
the end of each stage.   
 
Project stages include: 
 

• Concept, through which a project is initiated;  
• Initial investigation stage, which is a preliminary investigation into project feasibility, strategic fit, stakeholder 

profiles, political and commercial risk, etc; 
• Detailed investigation stage, in which detailed feasibilities are undertaken; 
• Design development and business plan, in which the project is prepared for implementation, the feasibility 

study further refined, and the implementation plan finalized; 
• Project implementation and commissioning, in which the approved business plan is implemented and the 

project commissioned, and  
• Project post-implementation, during which stage the project is reviewed, lessons learnt and the project closed. 
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1.4 Implementation channels  
 
The Johannesburg Development Agency is the implementing agent for this project.  The JDA takes overall 
responsibility for the implementation of the project in accordance with the business plan; financial management; 
reporting against targets and deadlines; programme management and co-ordination. Other strategic partners and 
channels are indicated in the following table.  
 

Strategic Partner Reason Status 

Department of Arts and , 

Culture, (DACST) 

Responsibility for cultural development and policy; 

major funder of organisations in Newtown; partner in 

Creative Industries Skills Development Programme 

Engaged in various aspects in support 

of project and via National Arts Council 

MAPPPSETA SETA for culture and creative industries; partner in 

CISDP; role in Newtown Training Institute 

Engaged in various aspects in support 

of project; potential tenant through 

CISDP in Newtown 

SA Tourism/GTA National tourism authority; tourism packaging and 

promotion 

Engaged in various aspects of tourism 

promotion 

South African National Roads 

Agency Limited 

Implementing agent for Nelson Mandela Bridge/On 

and Off Ramp project 

Project under construction 

National Housing Finance 

Corporation 

End user finance to social housing institutions and 

individual housing developers 

Provider of end user finance 

Gauteng Department of Sports, 

Recreation, Arts and Culture 

Funder and promoter of various Newtown initiatives, 

especially in craft sector 

Various engagements in projects 

Gauteng Department of Housing Provider of subsidies for Newtown housing programme Convener of Newtown Presidential Job 

Summit Housing Steering Committee 

and various funding agreements in 

place 

University of Witwatersrand Heritage and tourism intellectual capital and training 

capacity; Partner in Training project, development of 

content for screen;  role in Public Art; major property 

owner in Braamfontein 

Engaged in various activities and 

potential contributions to projects 

City of Johannesburg including 

utilities, agencies and corporate 

entities 

Political direction; major property owner; funder of 

various infrastructure developments; arts, culture and 

heritage policy and planning authority; community 

development in respect of adjacent Fordsburg; service 

provider and approvals in respect of utilities and 

property development; by-law enforcement. 

Engaged in various aspects of sub-

projects 

Metropolitan Trading Company Implementing agent for MetroMall Project Various engagements and liaison for 

co-ordination and planning purposes 

Ward Committees Community input and support Various engagements and 

presentation to community groupings 

Existing tenants in Newtown Key cultural organisations contribute to development 

through training, events and programming, marketing, 

Engagements in various activities 

including training initiatives; events, 
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Strategic Partner Reason Status 

visitor attractions programming and marketing 

Johannesburg Inner City 

Business Coalition 

Representative of major property owners and big 

business in Newtown, CBD and Braamfontein 

Ongoing engagements to secure 

investment in area 

Business Arts South Africa Represents and levers corporate funding in the arts 

(local and international). Relocating to IWISA building 

Various engagements in initiatives; 

future tenants in Newtown; 

international networking and support 

 
2 Post development institutional arrangements 

 
As indicated in Sub-Project 4.2, a detailed analysis of the options for the continued management of the Greater 
Newtown area after the JDA exits in 2006 is nearing completion. Current intentions are to establish a CID Company 
with responsibility for management of the public environment traditionally associated with CIDs (clean, safe and 
maintenance) as well as responsibility for marketing of the area, including management of events in the public spaces. 
 
The eventual structure of the long term Management Company would be as illustrated below. 
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Corporate services 
 
• Accounts 
• Administration 
• Human resources 
• Contracts 

Marketing, Events and 
Programming 
 
• Place marketing 
• Special Events 
• Cultural Programme 

interaction 
• Public Art 
• Conferences & 

Functions & Tours

Operations and Facilities 
Management 
 
• CID (security and 

cleaning) 
• Parking, access 
• Maintenance and 

operations 
• Liaison with tenants 
• Public realm 

development (signage)
• Facilities management

CID Manager 

Property owners 

Businesses

Board 
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SECTION D - OPERATIONAL PLAN 

 
1 Timeframes 
 
The main timeframe for the project is summarized in the following table  
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Project nr. Name of Project/Sub-
project 

Description  Start Date Completion 
Date 

SP 1.1 Land Development and 
release strategy 

Strategy development May 03 June 05 

SP 1.2 Business Retention 
and Recruitment 

Strategy implementation May 03  Nov 06 

SP 1.3 Reinforce the linkages 
 

Strategy implementation May 03 Nov 06 

SP 1.4 Residential 
Development 
 

• Brickfields Housing 
Development 

• Metro Mall Development 
• Loft Apartments 
• Social Facilities 
 

July 03 
 
Jan 04 
Ongoing 
Jan 04 

Feb 05 
 
 
 
Jan 06 

SP 2.1 Daytime programme 
 

Implementation Plan 
• Gap Analysis 
• 1st Joburg Modern Study 
• Development P’ships 
• Projects for Review 
             Museum Africa 

 

July 03 
July 03 
Sept 03 
Sept 03 
Aug 03 
Oct 03 

Sept 03 
Sept 03 
June 04 
Dec 03 
Sept 03 
Oct 04 

SP 2.2 Evening programme 
 

Implementation Plan 
• Gap Analysis 
• Possible Arena Study  
• Development P’ships 
• Projects for Review 
             Market Theatre 

 

July 03 
July 03 
Jan 04 
Sept 03 
Aug 03 
Oct 03 

Sept 03 
Sept 03 
June 04 
Dec 03 
Sept 03 
Oct 04 

SP 2.3 Events 
 

Implementation Plan 
• Gap Analysis 
• Event M’gment Study 
• Large Scale/Festivals  
• Regular Smaller prog. 

 

July 03 
July 03 
Sept 03 
Sept 03 
Sept 03 
 

Sept 03 
Sept 03 
Nov 03 
Dec 03 
Oct 03 

SP 2.4  Professional & 
Organizational Training 
and Development 

Implementation Plan 
• Newtown Institute 
• Dev. Partnerships 
• Projects for Review 
           1 President Street 
• Facilities Audit 
• New Training/Small 

Business Facility 
 

July 03 
Sept 03 
Sept 03 
July 03 
July  03 
Sept 03 
 
Jan 04 

Sept 03 
Nov 03 
Dec 04 
Sept 03 
Dec 03 
Dec 03 
 
Jan05 

SP 3.1 Traffic Plan Computer model July 03 Nov 06 



SP 3.2 Public Environment/ 
Urban Upgrade 

Strategy 
• Phase 3: Railway Sidings 

Development 
• Facelift of Shop Fronts & 

Buildings 

July 03 
01/08/03 
 
 

June 04 
28/11/03 

SP 3.3 Urban Design 
Framework 

Contextual Framework, Urban 
Design & Development Framework 
 

 
 
July 03 

 
 
Oct 03 

SP 3.4 Creating Development 
Parcels 

 July 03 Dec 04 

SP 3.5 Public Amenities and 
Buildings 

Strategy 
Implementation 

July 03 
July 03 

Dec 04 
Nov 06 

SP 3.6 ICT Backbone 
 

 July 03 Dec 04 

SP 3.7 Infrastructure Plan 
 

 July 03 Dec 04 

SP  4.1 Interim Management 
 

 July 03 July 06 

SP  4.2 Institutional 
Development 

• Takeover by CID 
Company of JDA role 

Oct 05 July 06 
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2 Indicators 
 
Examples of indicators against which each project will be measured, are: 
 

• New sustainable jobs created 
• Short-term jobs created during implementation 
• Black Economic Empowerment and Small, medium and micro enterprise goals 
• Increase in economic activity 
• Increase in property tax levels in development area 
• Reduced vacancies and increased rentals of commercial space 
• Increase in business confidence due to improvements in the public environment 
• Levels of adequate urban amenities 
• Increased investment 
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3 Resource requirements 
 
 
Resource requirement summary 2003 - 2006 
 
Projects Development Expenditure 
 Sub Totals ( R’000) Totals (R’000) 
Project 1: 
Commercialisation 

 
 

 
R 58 452 

Consultants R   3 452  
No 1 Central Place R 55 000  
Project 2: Cultural 
Programming 

  
R   7 270 

Cultural Programming and 
Creative Industry Support 

 
R   7 270 

 

Project 3: Spatial 
Development 

  
R 100 329 

Mary Fitzgerald Square  R 18 997  
Tower and Screen R   6 913   
Turbine Hall R   6 000  
Public Environment Upgrade  

R 34 000 
 

Craft Centre 
 

R   8 501  

Building Refurbishment R  11 017  
Traffic and Signage  R   2 000  
CCTV R   1 000  
Potato Sheds and Parking R   7 503  
Precinct Planning and 
Management 

R   4 396  

 
Project: 4 Institutional 
Arrangement 

  
R  11 778 

 
CID Start Up Cost 

 
R   5 000 

 

 
CID Subsidy 

 
R   6 778 

 

Project 5:  Marketing  R  11 580 
 
Promotions and Events 

 
R  11 580 

 

 
Development Cost: Total 

  
R 189 409 
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Investment Opportunities 

 
Investment opportunities exist in opportunities for new businesses and in property investments at Newtown. 
 
Business opportunities relate to: 
 
a. The hospitality sector:  

i. Hotel (probable located on Wolhurter, Bree, Bezuidenhout and Jeppe) and including related tourism facilities) 
which would cater to various visitors to Newtown including visiting performers, etc. 

ii. Independent travellers lodge, catering also to school tours (e.g, to the Science and Technology Centre), 
medium term stay visiting artists, and independent/young travellers. 

iii. Restaurants/coffee shops/entertainment venues (e.g, jazz club/supper club):  these venues would serve 
residents, workers, and visitors to the Newtown and enhance its role as a destination centre for cultural 
activities and entertainment. 

 
b. Retail: 

Various retail outlets including supermarkets catering to new housing developments and existing residential 
population, specialist retail (e.g. specialist bookshops, music shops, etc) and retail related to entertainment, 
creative industries (supplies, etc.). 

 
c. Creative industries: 

Including music recording and production, film (production and post production facilities and services, e.g. 
catering), multi-media, design, craft, architecture and related disciplines, advertising industry, promoters, etc. 

 
d. Merchandising 

Under license, the development of products related to the visitor attraction for sale at the site and at other tourist 
destinations. 

 
e. Tourism 

Opportunities in respect of packages for tour operators and other related business opportunities. 
 

f. Housing 

Opportunities for the development and/or management of housing catering to a subsidised to middle income-
housing market in respect of new project to be identified (Sub project 2.4). 

 
Investment (other than in the business opportunities described above) relates primarily to investment in property as 
discussed below. 
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Actual and forecasts  

 
The table below summarises the actual and forecasted funding requirements for the implementation of the Newtown 
project. 
 

Project Budget 
(R’ 000) 

Actuals:30 
June 2004 

Budget MTEF 

   2004/05 2005/06 2006/07 
 
Project 1: 
Commercialisation 

 
 
R  58 452 

 
 
R  16 039 

 
 
R  41 212 

 
 
R   1 200 

 
 
R  0 00 

 
Project 2: Cultural 
Programs and 
Creative Industry 
Support 

 
 
 
 
R   7 269 

 
 
 
 
R   1 563 

 
 
 
 
R   3 706 

 
 
 
 
R   2 000 

 
 
 
 
R 0 00 

 
Project 3: Spatial 
Development 

 
 
R 100 329 

 
 
R  88 247 

 
 
R 11 581 

 
 
R    0. 500 

 
 
R 0 00 

 
Project 4: 
Institutional 
Development 

 
 
R  11 778 

 
 
R   2 627 

 
 
R   2 800 

 
 
R   2 500 

 
 
R   3 850 

 
Project 5: Marketing 

 
R  11 580 

 
R   7 558 

 
R   2 021 

 
R   2 000 

 
R 0.00 
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Funding sources 

 

 GREATER NEWTOWN DEVELOPMENT COMPANY (PTY) LTD 
   

    
 OPERATING BUDGET       

     

          

 FOR THE FINANCIAL YEAR ENDED 30 JUNE 

2004 2005 2006 2007
12 Months 12 Months 6 Months

ACTUAL
 

BUDGET
 

BUDGET
 

BUDGET
 

INCOME
 

2,791,269
 

3,559,601
 

3,890,161
 

2,164,588
 

Rental Income 859,114 806,601 887,261 487,993

Facilities Hire 349,514 400,000 440,000 242,000
CID Recoveries 164,250 453,000 756,900 416,295
Subsidy 1,160,000 1,800,000 1,500,000 850,000

Sundry Income 258,391 100,000 306,000 168,300

          
          
      
          
     

           

           
          
          

           
 

 EXPENSES       

         

 2,786,188 3,549,600 3,889,560 2,145,008 

 

Audit Fees 69,865 70,000 77,000 42,350
Bank Charges 2,976 3,600 3,960 2,178
CID's & Security 1,802,443 2,400,000 2,640,000 1,452,000
Cleaning Services 92,313 120,000 132,000 72,600
Consulting Fees 167,320 120,000 132,000 72,600
Marketing & Promotions 23,535 24,000 26,400 14,520
Meetings & Entertainment 1,252 6,000 6,600 3,630
Printing & Stationery 952 6,000 6,600 3,630
Repairs & Maintenance 196,683 250,000 275,000 150,000
Salaries & Wages 0 250,000 275,000 150,000
Utility Services 428,849 300,000 315,000 181,500
    
Profit/(Loss) 5,082 10,001 601 19,580
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SECTION E – INTEGRATED STRATEGIC COMMUNICATIONS INTERVENTION FOR 

NEWTOWN 2003-2006 
 
 
CONTENTS                
 
 

1. Executive Summary  
 

Brief  ◊ 
◊ 

◊ 

◊ 

◊ 
◊ 

◊ 
◊ 
◊ 

◊ 
◊ 
◊ 

Proposed Solution : Integrated Event Marketing, Communications & Sponsorship 
Management Strategy 
 Communications 
 Sponsorship  
 Creative Branding & Marketing 
 Logistics 
 Research and Evaluation  

Unique Aspects and Benefits of this Strategy 
 
2. Integrated Event Marketing Strategy 
 

Methodology    
 Perception Management & Brand Development  

Strategy 
Year-on-year eventing roll-out 
 

 
3. Communications Strategy 

 
Situation Analysis  
Key Strategic Issues  
Communications Strategies & Objectives  
 Media Relations  
 Government Relations 
 Business-to-Business Outreach  
 Public Awareness   
 Community Relations  
 Internal Relations  

 
 

4. Event Sponsorship Strategy 
 

Situation Analysis 
Key Strategic Issues 
Implementation Framework 
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5. Creative Branding and Marketing Strategy  
 

Core Concept and Rationale  ◊ 
◊ 

◊ 
◊ 
◊ 

◊ 
◊ 

Creative Elements 
 
6. Logistics 
 

Situation Analysis  
Key Strategic Issues  
Implementation Framework 

 
7. Research & Evaluation Strategy  

 
Research   
Evaluation  
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1. Executive Summary           
 
 
Introduction  
 
Following on the successful infrastructure upgrade of services and facilities in the Newtown Precinct the Johannesburg 
Development Agency (JDA) wishes to extend its present marketing and communications strategies to encompass its 
second phase of development for the Precinct. 
 
The Precinct is viewed as being the cultural and spiritual heart of Johannesburg, it has variously been home to 
Johannesburg’s burgeoning economy, a cultural centre, a political centre, a style centre, a centre for personal and 
creative expression.  
 
Almost lost to residents of Johannesburg the Precinct is ready to reclaim its rightful place in the hearts, minds, social 
interactions and economy of Johannesburg residents. 
 
Heart of the fastest moving, fastest growing city in South Africa Newtown carries the hopes and dreams of a city 
destined for greatness. 
 
It is with this in mind that the JDA has developed an all encompassing strategy that aims to firmly entrench Newtown 
as an economic, social and cultural centre.  This strategy details a number of mechanisms aimed at managing 
perceptions of the inner city generally and Newtown in particular.  It works in tandem with the Greater Newtown 
Business Strategy culminating in Newtown being South Africa’s cultural centre by 2010. 
 
The strategy focuses specifically on phase two of the Precinct development commencing in late 2003 and due for 
completion by end 2006. 
 
About the Strategy  
 
Specifications :  
 
This strategy aims to set down a communications framework that includes: 
 

A marketing, publicity and communications strategy  ◊ 
◊ 
◊ 
◊ 
◊ 

Branding of the Cultural Precinct  
A event sponsorship leveraging base-strategy   
An event marketing strategy 
A tenant and property development marketing and communications strategy. 

 
Requirements :  
 

Branding of Newtown Cultural Precinct with strong identity  ◊ 

◊ 

◊ 

◊ 

 Create a strong and credible identity for Newtown Cultural Precinct     
 

Marketing of Newtown Cultural Precinct  
 Local and international  

 
Drawing Sponsored events for Newtown Cultural Precinct 
 Corporate sponsorship strategy 
 Donor cultural funding strategy 

 
Make the Newtown Cultural Precinct an experiential event  
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 Create creative solutions to expose the agenda and aim of Newtown Cultural Precinct 
 Reengineer the logistical structure of the Newtown Cultural Precinct Programme 

 
Media relations and Publicity  ◊ 

◊ 

◊ 

 Proactive and reactive media relations 
 Publicity for the Newtown Cultural Precinct and Johannesburg  
 Profile of Newtown Cultural Precinct with local and international stakeholders  

- Business-to-Business relations  
- Cultural industry relations  
- Government Relations 
- Public participation 
- Media Educationals 
- Targeting media exposure to relevant audiences 

 Media tracking and analysis  
 

Lobbying on behalf of Newtown Cultural Precinct 
 

Project Management  
 Reviews based on identified deliverables 
 Quarterly progress reports  
 Quantitative and qualitative media analysis  
 Event marketing analysis   
 Synchronization of Communications with other potential project micro-level teams  
 Co-operative marketing and interaction with other marketing efforts  
 Well structured report-back mechanism that can be costed  

- What did JDA get for its money?  
- Was spending done in the right places?  
- Media tracking in relation to review dates  

 
Expected Deliverables :  
 

Campaign (incorporating event marketing, sponsorship and marketing and communications) strategy for Newtown 
Cultural Precinct at macro level  

◊ 

◊ 
◊ 
◊ 
◊ 

Strategy in line with Newtown Cultural Precinct timelines  
Dual strategy – ongoing media, Communications and overall event marketing campaign  
Budget considerations in terms of outputs 
Strategy in terms of what will effectively achieve the goals  
 Broad campaign over the entire period (flexible) e.g. broad publicity, followed by local public outreach and 

international education  
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Integrated Event Marketing & Communications Strategy  
 
The JDA’s strategy encompasses all aspects of the marketing and communications chain into a strategic 
integrated event marketing and communications plan, which has been designed at a macro level to:  
 

Address the following identified key strategic issues facing Newtown Cultural Precinct within the next 
three years :  

◊ 

 
 Drawing Sponsorship and fundraising into the Newtown event marketing mix 

 
Ensure that a strategic and systematically planned sponsorship and fundraising strategy is put in 
place and that this strategy is developed in conjunction with the event marketing and 
communications strategy.  Further that the sponsorship raised is in keeping with both the target 
audiences and brand development of Newtown Cultural Precinct. 
 
 Reengineering the logistical event marketing delivery of Newtown Cultural Precinct 

 
Ensuring growth for Newtown Cultural Precinct through the identification of anchor events and the 
management of a cultural programme incorporating events not owned or managed by the Newtown 
Project Team. 
 
 Media perceptions management (Communicate and manage the perceptions of the primary 

target audience)  
 
Ensuring that target audiences negative perceptions are shifted and endorse positive sentiment.   

 
 Create and awareness among Gauteng resident    

Within local media and through experiential mediated and unmediated interventions, Newtown 
Cultural Precinct will need to be promoted and opportunities to promote key messages must be 
maximised.  

 
 Cultural Investment Mindshare   

A range of unmediated tactics are required to develop close links with local and international cultural 
partners as well as leverage the tourism and investment potential that the Newtown Cultural Precinct 
will bring. Create industry confidence about Newtown Cultural Precinct.   

 
 Public Acceptance of the Vision 

The Newtown Cultural Precinct needs to secure public endorsement of the vision from the citizens of 
Johannesburg and keep them informed every step of the way, as well as to create timely awareness 
of the Newtown Cultural Precinct in the other provinces.  

 
 Community Expectations  

To proactively manage the expectations of the local communities surrounding the Space, Newtown 
Cultural Precinct must, at the outset, strategically manage the perceptions created about the event 
within those communities and the key stakeholders involved in the event as they unfold.  
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 Integration of communications among Newtown Cultural Precinct internal stakeholders  

Newtown Cultural Precinct needs to ensure that all communications are coordinated and seamlessly 
integrated among the various internal partners of the Space, including strategic advice, knowledge 
management, database updates, web updates, intranet updates, providing an internal 
communications service to the management team in response to daily communications requirements 
and project management of the event. 
 

Ensure that a sustainable sponsorship and fundraising system is put in place – this strategy must be 
tied into the broader event marketing strategy as well as the communications strategy. 

◊ 

◊ 

◊ 

◊ 

◊ 

◊ 

◊ 

◊ 
◊ 
◊ 
◊ 
◊ 

 
Promote an event marketing strategy that will not only create owned anchor events for Newtown but 
also manage other cultural events that can be married into the centralized Cultural Precinct programme 

 
 

Achieve maximum top-of-mind awareness of Newtown Cultural Precinct among its primary and 
secondary audiences  

 
Proactively and reactively manage media perceptions  

 
Brand Newtown Cultural Precinct – this will include making the Newtown Cultural Precinct brand 
synonymous with high-end cultural expression and create the Space as the key entry point into African 
culture and society.  Ensuring that Johannesburg residents have a sense of ownership of the brand.   

 
Ensure a co-operative and experiential marketing environment which stimulates interaction with other 
local and international marketing efforts such as the South African Tourism international marketing 
campaign and Brand South Africa (IMC) 

 
Be flexible and responsive to eventing and communications challenges in terms of proposed tactics 
without detracting from the macro-level desired outcomes    

 
The strategy has been structured into five components:  

Sponsorship and Fundraising 
Communications  
Creative Branding & Marketing and Collateral Material 
Logistical Delivery  
Research and Evaluation  

 
 

Sponsorship and Fundraising 
 
The sponsorship and fundraising strategy is designed to work in tandem with the strategic marketing vision 
of the City of Johannesburg as well as the individual requirements of events earmarked for sponsorship 
assistance.  It focuses on event based sponsorship as well as a Newtown Cultural Precinct programme 
based sponsorship. 
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Communications  

 
The Communications strategy is strategically designed to achieve measurable deliverables in terms of the 
key strategic issues. It identifies the use of specific marketing materials to support these strategic issues 
and is based on JDA’s years of experience on projects of this nature.   
 

Creative Branding and Marketing Materials  
 
The proposed creative branding and marketing materials will be strategically identified and devised to fulfil 
specific functions within the mediated and unmediated strategies of the communications strategy.  
 

Logistical Delivery 
 
An outline of key logistical considerations around delivering the Newtown Cultural Precinct Programme both 
in terms of technical requirements for the programme as well as the logistical strategy for Newtown Cultural 
Precinct. 
 

Research and Evaluation  
 
In order to ensure that the event marketing and communications campaign is constantly achieving its aims 
JDA has built in specific measures of evaluation for the communications campaign, in terms of media 
analysis, feedback mechanisms and project reports.  
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 Sponsorship and Fundraising       
In terms of understanding the overarching event marketing strategy a base-level strategy on leveraging 
sponsorship and raising funds needs to be included into the central integrated communications intervention.  
It must be noted that a detailed strategy will need to be commissioned and that this base-strategy serves to 
create a platform for the event marketing strategy as well as the broader sponsorship strategy. 
 
Presently the JDA sponsors some six ‘owned’ events that have greatly assisted in bringing audiences back 
into Newtown.  JDA needs to develop an event marketing and communications strategy that all serves as an 
exit for JDA from the day to day cultural management of the Precinct. To this end the event marketing 
strategy aims to look at creating events that fit into the central Newtown brand but that are sold to long term 
sponsors for their ownership and funding.   
 
By creating an event programme Newtown will ensure that the right mix and calibre of events hosted within 
the Precinct speak to the brand vision.  To this end events proposed as part of this strategy are aimed at not 
only having the right look and feel but also its sale-ability to sponsors.  
 
Having reviewed the Newtown Cultural Precinct strategy to date and taking into consideration the 
communications and event management strategy that will be detailed in this document it is proposed that 
the following basic sponsorship fundamentals are adhered to (bearing in mind that a full sponsorship 
strategy will be drafted): 
 
The Cultural Precinct programme will be structured to take on “Presenting Sponsors”, who will be exclusive 
in product and service categories, and who shall have rights of association to the each year’s activities 
under the Newtown Cultural Precinct banner.  This would practically mean a month dedicated to women’s 
events would have a headline sponsor e.g. SABC presents GirlPower. 
 
“Event Sponsors”, who do not conflict with the Presenting Sponsors, will be raised per event, so as to 
maximise the funding and marketing of each separate event.  For example as part of the Newtown 
GirlPower Month: The Government and people of India present The Indian Women’s Film Festival 
 
“Event Suppliers” will be sourced to supply goods and/or services at no cost. 
 
These three categories will all have separate and distinct rights of association to the Newtown Cultural 
Precinct programme, and will be contracted on a three-year basis, so as to secure a long-term commitment 
from corporate and donor supporters. 
 
All three categories will contribute towards an event marketing budget, ensuring that the sponsors not only 
pay for their public leveraging activities under a centralized sponsorship marketing approach, but that the 
Newtown Cultural Precinct brand and event programme benefits from sponsors marketing of events.   
 
This strategy also ensures that JDA controls the overarching brand essence for Newtown.
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Integrated Communications Strategy       

 
Perception and Reputation management 
 
A key element of any communications strategy is to manage perceptions and the reputation of not only the 
Newtown Cultural Precinct but also of downtown Johannesburg. The reputation of Newtown Cultural 
Precinct is and will extricable be linked to the Johannesburg’s reputation.  Communications will therefore 
need to be impactful, direct and positive.  No organisation can achieve its goals without the support of both 
external and internal stakeholders.  Negative perceptions about a product, service or actions of an 
organisation have the power to influence a particular stakeholder group so strongly that their actions can 
place severe limitations on an organisation’s ability to achieve its goals. 
 
The following model has been developed to help the Newtown Cultural Precinct achieve a reliable 
reputation and manage media perceptions, shifting them where necessary and prioritising the perceptions 
that need to be changed in order to deliver a credible reputation for Newtown Cultural Precinct and 
Johannesburg. 
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Self-
Awareness

Your 
current 

reputation 

Vision 
Your 

desired 
reputation 

Reputation 
Protection 
Removing all 
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from the 
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Protection 
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to be 
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Reputation 
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Strategy  
 
In terms of the proposed strategy:  
 

There is a dual approach, whereby creative branding and marketing materials run parallel to the 
ongoing Communications efforts and event marketing programmes 

◊ 

◊ 

◊ 

 
Significant emphasis has been placed on unmediated activities in light of the high profile nature we 
envisage for the project  

 
There is a six phased approach over 24 months with a review period and readjustment of the strategy 
at the end of this: 

 
  

 October 2003 –  January 2004, local and international initial awareness campaign will be conducted 
as phase 1, the main focus of this campaign will be outline the new vision for Newtown Cultural 
Precinct, get buy in from the cultural industry, make the Newtown Cultural Precinct brand part of the 
fabric of Joburg residents’ emotional response to the City and last but not least be designed to 
capture the interest and imagination of potential sponsors and donors.  During this period an event 
programme for 2004 will be developed and a strong business to business lobbying programme will 
be initiated. 

 
This phase is the commencement period where structures and implementation plans are put in 
place and required service providers appointed.  

 
 January - April 2004, strong focus on securing sponsors for event programme (finalisation of budget 

cycle), event communications and brand development.  Potential to have re-branding events for 
Johannesburg residents focused on outdoor activities during the tail-end of summer.  Ensure that 
Newtown becomes part of the obvious ‘what are you doing today’ answer.  Strong focus on below-
the-line activities. 

 
 May  – December 2004, commence Winter eventing campaign. Strong Communications campaign 

aimed at the cultural industry (workshops, strategic planning sessions etc) to review Newtown 
Cultural Precinct for Summer 2004 and to begin the marketing drive for the Newtown Cultural 
Precinct Programme in 2005.  Ensure high profile events and programme for Summer 2004.  
September strategy review.  

 
 January 2005 – March 2005, concerted international marketing campaign in partnership with SA 

Tourism and the International Marketing Committee.  This will aim to increase the awareness of 
Newtown Cultural Precinct as a tourism destination for 2005.  A strong tourism industry campaign 
will be developed to position Newtown Cultural Precinct along the lines of other international tourism 
must have experiences.  Strong B2B communications drive. 

 
 March – June 2005, another concerted marketing drive to raise funds will again be undertaken.  

This will run in tandem with the international communications drive as well as a strategic industry 
liaison programme.  

 
 From June 2005 until the end of 2005, a high profile marketing and communications campaign will 

be engineered with a strong focus on integrating above-the-line elements to the campaign to 

 

    73 
Greater Newtown Development 
Business Plan:  Version July 2004 
 



increase awareness and firmly establish the Newtown Cultural Precinct brand.  At the end of this 
period a high-level review of the strategy and the campaigns employed will be set in place and an 
upgraded strategy will be put in place for the final year of phase 2. 

 
The integrated communications strategy encompasses above and below the line elements to help 
Newtown Cultural Precinct achieve significant mindshare internationally, and set it apart from other 
precincts of its kind in the world.  

◊ 
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Marketing and Communications Strategy  
 
 
Newtown Cultural Precinct – welcome to THE SPACE 
 
Situation Analysis & Strategic Inputs  
 
BRAND NEWTOWN 
 
Newtown Cultural Precinct is one of the most exciting rejuvenation initiatives to emerge in Johannesburg.  
Since 1985 the rejuvenation of Newtown has been a high priority for city managers but only since 1994 has 
the ability, vision and energy been invested into what is the heart of Johannesburg. Although the Precinct is 
well known to those who are actively involved in the cultural industry of Johannesburg it is still not a brand 
that Johannesburg residents are aware of (marketing penetration of the brand established through own 
research) or have a sense of ownership about. 
 
Johannesburg is viewed as cultural City by many of its residents but the term culture denotes the variety of 
cultural groups who call the City home.  This is not translated into a city that has a vibrant ‘arts and culture’ 
programme. It is therefore of paramount importance that the Newtown Cultural Precinct firstly create a brand 
that is hip, with it and that can be effectively used to market to City residents as they are in turn a marketing 
tool for the brand selling it to friends, family and business associates. 
 
JDA should undertake a review of the Newtown Cultural Precinct brand strategy to date and reengineer the 
brand to become integral to the psyche of Joburgers.  Further to this a series of anchor events designed to 
meet the arts and cultural requirements of city residents will assist in ensuring the buy-in from residents.  
This is outlined in detail in the logistical and event marketing strategy of this document. 
 
JDA should also undertake a review of the corporate identity (CI) of Newtown Cultural Precinct, although a 
new logo was very recently developed this was not done in conjunction with an overarching brand strategy 
incorporating target audiences, brand essence and key communications messaging.  CI’s by their nature 
need to be constantly changing to reflect the dynamism of the brand and thereby ensuring that target 
audiences can relate and view the CI as part of their visual understanding of Newtown.  
 
This does not necessarily mean that the present logo would have to change but that it is established that the 
logo speaks to the brand essence of what the Precinct is to be as opposed to what it has been. To this end 
the CI must speak to as many audiences as possible ensuring that what is hip to an 18 year old is also hip 
to a 55 year old (although their views of ‘hip-ness’ will not meld).  A brand audit should be undertaken with 
the aim of commissioning a below-the-line brand strategy. 
 
Further, beyond the CI for the Precinct an underlying brand message should be delivered.  A number of key 
brand messages (messages inherent to a brand pay-offline) must be agreed upon and this should lead to 
the development of a brand pay-off line.  In terms of this philosophy the following brand messages have 
been identified: 
 

Its where your heart lies – this is where Johannesburg grew from; it has historical and cultural 
significance 

• 

• Its where your voice is heard – it has always been the political, social and cultural soapbox for 
Johannesburg 
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Its where your power comes from -  play on the precinct being home to Johannesburg’s first 
power station, that it sits above the gold reef that has made Johannesburg the PowerHouse of Africa 

• 

• It is by your design – reflects the architectural heritage as well as the wealth and variety of venues, 
spaces and places 

 
With these key messages driving the brand it is suggested that a pay-offline that speaks to these be put in 
place.  A pay-off line that includes the imperative business goals for the precinct (these being the uptake of 
retail space, the creation of world-class entertainment venues, the attraction of cultural industries – 
advertising, film, broadcasting, architecture, fashion etc – historical archive centre, living museum space, 
exhibition arena among many) as well as the social and emotional goals of the brand is of utmost 
importance. 
 

THE SPACE 
 
Covers all of the these imperatives and allows for a play on selling the precinct in terms of retail and office 
tenants, housing, eventing venues, a space to express your views, a space to express your creativity, a 
space to engage in activity. 
 
Further as art and entertainment is a tool for human expression (either through creating it or by choosing to 
express yourself by what you choose to listen to, view, smell, eat etc) the term ‘Express Yourself’ could also  
allow Newtown to be positioned as a ‘state of mind’.  
  
ECONOMIC IMPERATIVES 
 
One of the key aims of Newtown Cultural Precinct is to use it as a marketing tool to ensure tourism growth 
for the City.  A vibrant cultural programme will not only act as a catalyst to create a leisure based tourism 
sector for the City but also to give added value to the City’s Meetings-Incentive-Conferences-Exhibitions 
(MICE) tourism initiative.  It cannot be understated that a cultural programme will assist Newtown in 
increasing its tourism stake both through attracting more MICE events and ensuring that the average 
business tourist increases the number of days spent in the City (research having identified that 
Johannesburg has the highest business tourist ratio in South Africa). 
 
To this end a close working relationship must be developed with the tourism industry to ensure buy-in to the 
programme and assist with the development of packages aimed solely at visiting the Newtown Cultural 
Precinct. 
 
 It is therefore imperative that the Cultural Precinct event and communications programme is not viewed in 
isolation as a cultural undertaking but also as a key driver to assist Johannesburg in delivering on its 
economic growth plan.  It should be viewed as a marketing tool whose base is beyond just that of 
entertainment and living-space. 
 
Taking this key imperative into consideration it is also important to use Newtown Cultural Precinct as a 
catalyst to expose the City’s vision of rejuvenating the inner city.  A number of international cities (eg 
Birmingham, UK) have successfully used culture to rejuvenate inner cities.  This is one of the key areas that 
the Newtown Cultural Precinct event and communications programme can assist with.  To this end the 
programme must run and be linked to the inner city thereby becoming the mechanism that assists in 
bringing people back into downtown Johannesburg.  It can be effectively used to manage and change 
perceptions about downtown.  We outline a strategy on how this will be undertaken logistically later in the 
document. 
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From a media perspective Newtown Cultural Precinct would do well with a strategic media partner, this can 
be increased to more than one partner as the brand grows in stature internationally.  To date media 
partnerships have been ad-hoc and focused on individual events as opposed to a centralized partnership.  A 
media partnership would ensure that Newtown Cultural Precinct extends beyond those who are physically in 
Johannesburg.  The logistical planning and creation of events should ensure that they are designed in a 
manner that affords a media partner the opportunity to maximize it audience share an in return increase the 
number of individuals who come to Johannesburg to participate in Newtown’s personality. 
 
It would also be envisioned that a series of patrons be employed to assist with the visibility and increasing 
the stature of Newtown Cultural Precinct. These would be both national and international patrons linked to 
key artistic areas. 
 
Naturally none of this is possible without financial assistance therefore a strong communications drive aimed 
at assisting the sponsorship team in delivering the required funds is crucial.  To date the sponsorship drive 
undertaken as part of the programme has been ad-hoc with no year on year strategy or the development of 
anchor sponsors.  It would therefore be important to create a series of anchor events that can be ‘sold’ to 
long term funding partners. This would include looking at naming rights for events. 
 
Taking into consideration the financial impacts of putting a programme of this nature in place, the economic 
and tourism and social dynamics that the Newtown Cultural Precinct sees as part of its mandate we believe 
that Newtown Cultural Precinct should be run as a twelve month programme culminating in the Newtown 
Cultural Precinct programme.  This would permit an ongoing arts and cultural programme with smaller 
sponsors assisting in its upkeep. 
 
This programme would be facilitated by Newtown Cultural Precinct but the actual events would not be 
owned by JDA for example in conjunction with the Chinese Embassy upgrade the annual Chinese New 
Year into a high-profile Johannesburg event celebrating Chinese culture in the City.  Events such as SA 
Music Week and SA Fashion Week would fall into the same category.  Newtown Cultural Precinct would 
then ‘sell’ its brand to these events, assist with marketing and logistics as was done with the cultural 
programme for the Johannesburg World Summit. 
 
Needless to say this will require a close working relationship with the arts industry, working closely with 
them to create a long-term vision for arts management in the City.  Part of this vision will also be for JDA to 
create or redevelop ‘owned’ events that become anchor events for the programme.  Already ‘Arts Alive’ 
serves as an anchor event and more of these should be created. 
 
The effective management of Newtown Cultural Precinct from an event management perspective cannot be 
undertaken without the City’s broader vision being part of the logistical delivery.  It is for this reason that we 
view Newtown Cultural Precinct as a marketing programme for the City of Johannesburg and that the 
mechanisms employed to deliver the strategy should work off a marketing base and be seen as one of the 
key tools in changing perceptions about Johannesburg, increasing its tourism stake and bringing people 
back into the CBD. 
 
The second key economic imperative for Newtown is the increase in tenants within the precinct.  Tenants 
will range from retail outlets, hospitality outlets, offices and housing.  A structured business to business 
programme will be implemented to introduce potential tenants to the space using the cultural programme in 
its present and envisaged state as a marketing tool. 
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Key to this strategy will be identifying specific organisations to target to ensure that the message gets to 
decision makers.  Although the Precinct would love to have all major advertising agencies in the area it is 
suggested that one agency be actively wooed to come into Newtown creating a precedent in the industry.  
Specific tenanting marketing materials will be drafted and the services of property marketing specialist 
engaged to ensure that a high-level strategy is put in place for this drive.  
 
 
The Business Objectives of Newtown Cultural Precinct:  
 

 Create a strong identifiable brand for Newtown Cultural Precinct making it an essential component of 

Johannesburg’s overall image.  

 Advance the initiative to reposition Johannesburg as a cultural tourism destination 

 Ensure a financially viable Newtown Cultural Precinct Programme 

 Cultivate and promote a favourable and positive image for Johannesburg 

 Deliver a logistically sound Newtown Cultural Precinct Programme 

 Expose the Johannesburg CBD as the true heart of the City making it a vibrant cultural center and 

increasing foot traffic into the CBD. 

 Ensure an uptake in tenant and property development uptake within the precinct. 

 

The communications challenges laid out by Newtown Cultural Precinct are:  
 

 Eventing logistics of Newtown Cultural Precinct 

 Exposing the tourism benefits of Newtown Cultural Precinct 

 Ensure participation in Newtown Cultural Precinct (both in terms on the arts and cultural industry as 

well as audience share) 

 Establish the Newtown Cultural Precinct brand locally and internationally 

 

The Key Strategic Communications Issues:  
 

Based on the aforementioned, it is critical that the integrated communications strategy is devised to address 

the following key strategic issues:  

 

1. Communicate and manage the perceptions of the primary target audience  
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2. Create an awareness among Gautengers about Newtown Cultural Precinct and sensitize them to 

the importance the Newtown Cultural Precinct can have in terms of changing perceptions about 

Johannesburg 



3. Educate South Africans about the role of Newtown Cultural Precinct  

4. Leverage the tourism and investment potential of Newtown Cultural Precinct in Johannesburg 

5. Create confidence in the logistical event delivery of Newtown Cultural Precinct 

 
Critical Success Factors  
 
Based on JDA experience on projects of this nature, this Communications strategy is geared to:  
 

Build, create and protect the Precincts Unique Selling Proposition (USP), locally and internationally  ◊ 
◊ 
◊ 

◊ 
◊ 
◊ 

◊ 

◊ 

◊ 

◊ 

◊ 

◊ 

Minimise rumour and misinformation about the Precinct  
Synchronize Newtown Cultural Precinct with local and international Government departments so that 
everyone sings from the same hymn-sheet 
Keep all project teams and partners in the loop every step of the way 
Ensure sound logistics for Newtown Cultural Precinct 
Market the actual event schedules to ensure high level participation 

 
 Key Strategic Issues (KSI) 
 
Based on the situation analysis, the following issues have been identified as strategic imperatives, which 
require dedicated, consistent and proactive communications solutions:  
      

Media perceptions  
Local and international media act as a conduit to manage public issues and perceptions about the 
event, its management and it’s funding.  

 
Managing the Political Environment    
Within local and foreign government departments, Newtown Cultural Precinct will need to be promoted 
and opportunities to promote key messages must be maximised.  

 
Cultural Investment Mindshare   
A range of unmediated tactics are required to develop close links with local and international arts and 
culture business as well as potential arts and culture sponsors.   

 
Public Acceptance of the Vision 
Newtown Cultural Precinct needs to secure public endorsement of the vision from the citizens of 
Gauteng and keep them informed every step of the way, as well as create timely awareness of 
Newtown Cultural Precinct activities in the other provinces.  

 
Community Expectations  
To proactively manage the expectations of the local communities surrounding the impact of the event 
on their daily lives, Newtown Cultural Precinct must, at the outset, strategically manage the perceptions 
created about the Precinct within those communities as they unfold.  

 
Integration of communications among Newtown Cultural Precinct internal stakeholders  
Newtown Cultural Precinct needs to ensure that all communications are coordinated and seamlessly 
integrated among the various internal partners of the programme, including strategic advice, knowledge 
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management, database updates, web updates, intranet updates, providing an internal communications 
service to the management team in response to daily communications requirements.  
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The following are seven strategic Communications activities designed to address the six KSI:  
 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 

◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 

Media Relations 
Government Relations  
Business Outreach  
Public Affairs  
Cultural Industry Outreach  
Community Relations  
Internal Relations   

 
There are also number of “supportive” communications activities, which need to be undertaken as part of 
the standard communications activities in terms of communications core competency preparedness and 
training in projects of this nature. These include:  
 

Specialist Writing  
Image Management   
Crisis  Communications 
Issues Management    
Media Training  
Presentation Skills Training  
The development of communications policies and procedures   

 
These are discussed in more detail below.  
 
In addition, the project management of suppliers and partners contracted to undertake the event 
management, writing, design and production of the materials developed as part of the creative, branding 
and marketing strategy will also be undertaken as part of the “supportive” communications functions. These 
are also discussed in more detail below.  
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Strategy 1 : Communicate and manage the perceptions of Newtown Cultural Precinct 
(create and maintain a credible reputation for Newtown Cultural Precinct and Johannesburg)   
 
Objectives  
 

1.1 Firmly establish the Newtown Cultural Precinct brand with target audiences 

1.2 To create anticipation among residents for events and happenings and THE SPACE - Newtown 

Cultural Precinct  

1.3 To manage the perceptions, message and image created about Newtown Cultural Precinct in the 

minds of these target audiences.  

1.4 To create top-of-mind awareness of Johannesburg’s cultural wealth  

1.5 To create the ‘Wow’ effect by being the best hosting environment which is urban, African, and 

intrinsically ‘Joburg’.  

1.6 Promote tourism and business investment spin-offs  

 
Target Audiences  
 
International  

 

• Leisure Tourists planning trips to South Africa  

• Multi-national companies who bring in business tourists 

• International arts and culture organizations and cultural events organisers 

• SA missions abroad  

• Foreign embassies based in SA  

• SA Tourism offices  

• Friends of South Africa  

• Media  

 

Local  
• SA National Government Departments  

• Gauteng Provincial Government  

• Johannesburg Metropolitan Council 

• Johannesburg and Gauteng residents  

• Domestic tourists 
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Key Messages  
 

A Space to express yourself ◊ 

◊ 

◊ 

◊ 

◊ 

 
Newtown Cultural Precinct  is the where Africa lives, breathes and shouts    

 
Newtown is geared up to give you an unforgettable experience – The World in one Precinct 

 
Newtown Cultural Precinct sends a strong message to the rest of the world that as the ‘City of Hope’ 
Johannesburg is creating an international platform of cultural expression.  

 
Johannesburg has the infrastructure and knowledge to run a Precinct of this nature  

 
 
Create Anticipation :  
 
Proactively probe key media for issues and perceptions, which may underlie Newtown Cultural Precinct and 
make them feel a part of the process of marketing and positioning it; and keep them informed every step of 
the way.   
 
Tactics :  
 

Identify the total population of media - latent, aware and active – internationally  ◊ 

◊ 

◊ 

◊ 

◊ 

◊ 

◊ 

◊ 

 
Undertake a perception audit   

 
Issue the media with information packs on South Africa, Johannesburg and Newtown Cultural Precinct 
– these packs will take into consideration the learning from the perception audit and will attempt to 
begin addressing any negative perceptions picked up feedback  

 

A teaser campaign will be devised to countdown or build-up toward Newtown Cultural Precinct.  The 
teaser campaign will focus on bringing people back to the cultural heart of South Africa and will include 
media, key business’ and potentially public (feasibility to be undertaken) receiving  “The Space  – A 
Users Manual” 

 
Conduct a series of media educationals locally and internationally 

 
Conduct site visits – through Wits university train history, fine arts, architecture, drama students to 
conduct tours through Newtown (part of education process) for key media targets. 

 
A 3-part series of booklets will be devised to phase in various aspects about Johannesburg, its 
idiosyncrasies, its people and its plans for Newtown Cultural Precinct – (A survival guide to participating 
in Joburg’s Juice) – this will also be an electronic campaign using CD-ROM’s, flashes etc 

 
Issue monthly media updates regarding what’s up in Newtown (For the first time in 20 years Newtown 
hosts ……) allowing the media to laud culture returning. 
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With SABC commission a definitive historical documentary (along the lines of Have You Seen Drum 
recently which wonderfully illustrated ‘black joburg’ through archive footage.  This can then be used as 
marketing tool post first broadcast and can potentially be given to key international broadcasters for 
distribution. 

◊ 

◊ 
 

Create a permanent ‘Media Mixer’ that discounts food and drink for media on Friday afternoons at a 
specific Precinct venue.  Having media come into the Precinct to socialize automatically creates a 
‘what’s’ on in Newtown as well as a ‘have you seen” opportunities without much work.    

 
 
Manage the Message/Image :  
 

 Maximise the profile of Newtown by  it to the media and target audiences 
 
Tactics :  

 Offer venues for free to Communications agencies to host client press events and 
launches.  This allows Newtown to host media from all beats and walks of life without 
covering the cost of hosting media directly.  This also serves as a guerrilla marketing 
tactic – psychologically De Beers releasing its annual financial statement in a Precinct 
venue says – we are comfortable, we feel safe, this is the real Johannesburg – creating a 
public endorsement for the Precinct. 
 Host “nights about town’ for foreign media on a regular basis to ensure that positive 

messaging about the Precinct will be communicated internationally. 
 Invite each new foreign correspondent (through the Foreign Correspondents Association) 

to a City tour starting in Newtown and ending in Newtown with either lunch or dinner at 
the end of the tour (naturally both options should be offered to the Newtown initiate) 
 Create a Newtown ‘war room’ a street facing visible front office where one can get 

information, book venues, find out where the body painter who was here last week is etc, 
that is trendy and automatically where visitors pop-in to find out what’s happening on any 
given day.  As a shop front it should also be designed in a manner that it has prime 
Precinct view to allow it to be hired our for street faced CD launchers and street facing TV 
interview/stand-up position.   
 A series of media educationals will be held with business, tourism and arts trade media 

from the targeted countries to educate them about the Precinct e.g Wallpaper (Design 
and Architecture) special feature on rejuventating industrial urban spaces. 
 Create Precinct vignettes that can be ‘given’ as stock footage to broadcasters, production 

houses  – engage SA Tourism and SAA on using CNN Space bought for South African 
tourism promotion 
 Building a mini-Precinct into the ‘Joburg’ exhibition stand at Indaba 
 Putting in place a webcam over Mary Fitzgerald Square – free access to all sites where it 

can be used as positive marketing tool. 
 
 
Media Strategy 3 :  
 
Create a press kit in an “invaluable, yet authoritative” format to ensure that it has a 3-year shelf life, which 
can be updated to comprise the following information:  
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Dedicated programme file  ◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 

Programme brochure  
CD Rom about the City and Newtown Cultural Precinct  
Tourism economic indicators about Newtown Cultural Precinct and Johannesburg generally  
Directory of Johannesburg arts and culture contacts 
Statements of confidence by companies and organisations based in Johannesburg  
A series of press releases with relevant angles to address the key media issues and perceptions   
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Strategic Communications Programme 2  : Government Relations & Lobbying 
 
Objective  
 
To synchronize the marketing and relationship building efforts of Newtown Cultural Precinct with South 
African government departments - including Arts & Culture, Foreign Affairs, Environmental Affairs & Tourism 
and Trade & Industry, SA Tourism, Gauteng Tourism, IMC - to maximise opportunities to promote key 
messages among local and international government departments on an ongoing basis to minimise 
politicking, manage protocol issues, ensure consistency of messages, muster support and keep everyone in 
the loop.  
 
 
Target Audience   
 

International  ◊ 

◊ 

 Foreign ministries of Trade and Foreign Affairs   
 Foreign embassies & consulates in South Africa 
 Cultural Attaches 
 International Development and philanthropic Organisations including (with specific focus on those 

with cultural programmes and funding for arts and culture),  
- European Union  
- WK Kellogg Foundation  
- SIDA (Sweden) 
- USAID  
- Rockefeller Foundation 
- Ford Foundation 

 
South Africa   
 National   

- GCIS 
- Ministry of Trade & Industry  
- Investment South Africa  
- Ministry of Foreign Affairs   
- Ministry of Environmental Affairs and Tourism 
- Ministry of Arts and Culture 

 
 Provincial  

- Gauteng Legislature 
- Standing committees – (tourism etc.)  
- Gauteng government departments (MECs, DGs & HOD) 
- Department of Finance and Economic Affairs (responsible for Tourism in Gauteng) 
- Blue IQ 

 
 Local    

- Town councils and municipalities 
- Customer interfacing employees within provincial government offices   
- Ward councillors within the surrounding residential areas   
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 Quasi-Government 
- SA Tourism  
- Welcome Campaign  
- International Marketing Council   
- Business Trust  
- Tourism Business Council of SA 
- Gauteng Tourism Authority 

 
Key Message   
 
Newtown Cultural Precinct is a R (budget to be inserted) city led, culturally driven, business partnership to 
unlock the international commercial, tourism and cultural potential of Johannesburg 
 
 
Government Strategy 1  
 
Create one-on-one relationships with the relevant government departments in order to create awareness 
and probe issues with an end to establishing a dedicated network of South Africa government partners who 
support Newtown Cultural Precinct.   
 
 
 
Tactics  
 

Host a series of business meetings with individual departments and invite them to comment on 
Newtown Cultural Precinct and identify areas of synergy and possible partnerships  

◊ 

◊ 
◊ 

◊ 

◊ 
◊ 

Obtain high-level endorsement of the Precinct through a series of ministerial briefings or hostings  
Host bi-annual positioning workshops with relevant departments, and inform the South African 
ambassadors in the relevant countries of the progress made  
Compile and disseminate a government response strategy document on a quarterly basis to all South 
African government stakeholders locally and abroad   
Disseminate monthly Newtown Cultural Precinct updates via email to all government stakeholders 
Conduct meetings with local  to brief them about the progress and invite them to comment and offer 
assistance at a local and provincial level  
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Government Strategy 2  
 
Generate opportunities and identify areas of common ground to piggyback off from and synchronize Newtown Cultural 
Precinct’s marketing efforts with relevant international campaigns, including :  
- Brand South Africa  
- Welcome  
- ISA  
- SA Tourisms International Marketing Campaign 
- Business Trust 
- Gauteng Tourism Authority 
- Department of Foreign Affairs soon to be set up conferencing unit 
- TBCSA  
- Proudly South African 
- GEDA 
 
Tactics  
 

JDA will facilitate a series of workshops with the campaign managers of the relevant campaigns to identify joint 
marketing opportunities, including media educationals and foreign media hospitality tours 

◊ 

◊ 
◊ 

Disseminate Newtown Cultural Precinct marketing materials for inclusion in their information and media packs  
Identify strategic opportunities for dedicated Newtown Cultural Precinct presence at events co-ordinated as part of 
these marketing initiatives      

 
 
Government Strategy 3  
 
Build and maintain close relationships with key foreign government departments  
 
Tactics   

Hold one-on-one meetings with ambassadors and/or Cultural Attaches of targeted foreign countries  ◊ 
◊ 

◊ 

◊ 

Host a series of high-profile media lunches with each of the targeted countries’ ambassadors and key local 
representatives of foreign businesses  
Draft regular letters of protocol to relevant foreign government departments  governing the relevant industries to 
inform them of happenings in Newtown Cultural Precinct as it unfolds   
Host one of the annual quarterly meeting of ambassadors and foreign government representatives in South Africa 
to bring them into the area and raise profile.  

 
 
 
 
 
Government Strategy 4  
 
Use local branches of foreign non-governmental and philanthropic organisations to identify areas of common interests 
 
Tactics  
 

Hold regular one-on-one meetings with locally based foreign representatives who are involved in funding the 
development of Arts and Culture, business ventures and investment opportunities to identify areas of mutual 
interest and lessons learnt. Also important to include them in terms of direct mail and email updates.    

◊ 
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Strategic Communications Programme 3  : Business-to-Business (B2B) Outreach  
 
Objective  
 
To develop close links with local and international businesses and investor associations to position Newtown Cultural 
Precinct as a high-level, credible initiative, create investment confidence, generate interest and build relationships 
within which to secure sponsorship partnerships and long-term retail contracts.  
 
Target Audience 
 
International  
 

Decision-makers of businesses in the industries (with specific focus on companies or products that are lifestyle 
based) targeted by Newtown Cultural Precinct, including     

◊ 

◊ 

 
 Fashion 
 Advertising 
 Technology – specific focus on media related industries  
 Arts & Culture  
 Tourism  
 Music 
 Alcohol   

 
 

Top businesses in the countries targeted by Newtown Cultural Precinct, including: 
 
 USA     
 UK    
 Germany    
 France    
 Japan    
 Australia   
 The Netherlands    
 China      

 
Local  
 

Business Partners  ◊ 

◊ 

 City of Johannesburg  
 Blue IQ 
 GTA 
 Business Against Crime 
 SA Tourism 

 
   

Leading SA Companies with history or potential for cultural funding or possible investor or retailer. 
   

 JSE listed  
 Foreign companies with local subsidiaries  
 Top companies in each of the identified industries  
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Parastatals / Semi-commercialised ◊ 

◊ 

 Telkom  
 Eskom  
 SAA 

 
Business Associations   
 SACOB 
 Chambers of Commerce  

 
   
 
Key Messages  

 Johannesburg through Newtown is driving a change in its tourism and cultural arena  
 
 The Precinct is creating a smart cultural business sector 

 
 Nowhere else in Africa, is there such political, business and cultural will behind cultural promotion      
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B2B Strategy 1    
 
Use a high-profile team of rainmakers to create credibility and investor confidence in Newtown Cultural Precinct and 
attract the attention of local and international key opinion formers (KOF)   
 
Tactics  
 

Host a 1-Day Newtown Cultural Precinct seminar to advise local businesses of the opportunities, which Newtown 
Cultural Precinct is offering, and the benefits it will have for Johannesburg and the province as a whole. The 
following people will be invited to share their perspectives on the project : 

◊ 

◊ 

◊ 

 
 Gauteng Premier with City Mayor   
 Bernard Jay 
 Miriam Makeba  
 Terry Timson (Group Marketing Director for SBSA – key national arts sponsor)  
 Graca Machel (with focus on arts and culture as a healing mechanism and educational tool) 
 AngloGold Marketing Director  
 SAB Miller Marketing Director 

   
Create an authoritative direct mail campaign, which will include creatively packaged materials on Newtown 
Cultural Precinct as taken from the speeches of the abovementioned rainmakers to be sent to key business 
decision makers in South Africa.  
Create a ‘white paper’ on arts management involving relevant business, arts industry and government 
stakeholders.   

 
 
B2B Strategy 2  
 
Undertake a highly targeted business outreach initiative to key decision-makers within the targeted business industries. 
Note, that in many instances, the CEO may not be the one who makes these decisions.  
 
Tactics      
 

JDA will project manage a Newtown Cultural Precinct high-profile local roadshow to be held in the following 
business centres :  

◊ 

◊ 

◊ 

 Johannesburg  
 Pretoria  
 Durban  
 Cape Town  

  
International Roadshow  
JDA will assist Newtown Cultural Precinct with their international business outreach via trade missions, roadshows 
and strategic exhibition presence (create hardy exhibition stand that replicates Newtown skyline and offer the 
stand for use to businesses travelling to relevant exhibitions).  

 
Direct Mail  
JDA will compile international industry and country-specific business hit list for direct mailshots to be disseminated 
prior to major investment opportunities and to mark the celebration of Precinct milestones. In this regard the 
following materials for dissemination along with the direct mail:  
 Arts newsletter 
 Corporate brochure  
 CD-ROMs 
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Arts Updates  ◊ 
JDA will conceptualise, write and produce a quarterly newsletter (on dvd if financially feasible), which will be 
disseminated via email, fax and post all on the international database.  Alternatively sponsor ArtsLink and use this 
platform for same purposes. 

 
 
B2B Strategy 3 
 
Create powerful alliances and team up with strategic Gauteng-based, successful South African companies who may 
have direct or indirect interests in ensuring the success of Newtown Cultural Precinct, (such as SBSA, SAA, SAB etc.) 
who can help to create a local confidence base, which can be marketed locally and abroad.  Added to this creating 
partnerships with ‘owned’ events that fit the profile of Newtown Cultural Precinct eg Standard Bank Joy of Jazz.    
 
Tactics  
 
Potential partnerships could include:  
 

SAA in-flight video  ◊ 

◊ 

◊ 

JDA will create an informative, yet entertaining video about Newtown Cultural Precinct and negotiate with a joint 
marketing venture with SAA to use the video as part of its in-flight entertainment on all flights prior to landing at 
JIA.  
 
Standard Bank of South Africa 
Negotiate sponsorship of an annual arts and culture award ceremony and use this as an international showcase 
opportunity for Johannesburg or piggy-back on an already established event such as the Kora All Africa Music 
Awards and ensure event hosted within the Precinct. 
International De Beers / Newtown Cultural Precinct Art Exhibition (make this a living art exhibition pairing artists 
and clothing designers to create a fashion spectacle that can be taken to Fashion Weeks around the world and 
used as a roadshow promoting Newtown Cultural Precinct)  

 
 
B2B Strategy 4  
 
Identify events and exposure opportunities where critical mass can be secured in terms of quality and quantity of 
potential business investors.  
 
Tactics  
 

Exhibitions  ◊ 

◊ 

◊ 

JDA will identify suitable venues for Newtown Cultural Precinct exhibitions. These may include:  
 Trade fairs (MIPIM) 
 International Airports  

 
JDA will seek out and project manage opportunities for Newtown Cultural Precinct within international conferences 
in the target industries  

 
Sponsorship of a series of strategic media programmes (radio, television & web) locally and abroad  
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Strategic Communications Programme 4  : Public Affairs   
 
Objective  
 
Secure public endorsement of the vision from the citizens of Gauteng and keep them informed every step of 
the way, as well as create high-profile awareness of the Precinct in the other South African provinces. 
 
 Target Audiences  
 
Local entrepreneurs  

◊ 
◊ 
◊ 
◊ 

Arts & culture fraternity  
LSM 5 – 10   
Commuters  
Students 

 
Key Message 
 
Newtown Cultural Precinct is about securing a future for Johannesburg through culture to meet the spiritual needs of 
the children of tomorrow  
 
Public Affairs Strategy 1 
 
Identify potential issues to inform the key messages of the public affairs strategy and open up potential underlying 
issues by inviting comment prior to creating mass awareness and generating excitement about Newtown Cultural 
Precinct.   
 
Tactics  
 

Conduct a series of one-on-one media briefings to inform media about the process upon which Newtown Cultural 
Precinct is embarking.  

◊ 

◊ 

◊ 

  
 

A full-scale telephonic survey will be conducted among a random sample of citizens of Gauteng to poll present 
perceptions about the Precinct. The research will be used to drive a research follow-up media burst, which will 
include a radio live read and Gauteng-based print advertisement campaign.   

 
A second series of one-on-one media briefings will be held to inform the media of the research outcome and the 
next steps toward a brand launch.    

 
 
Public Affairs Strategy 2 :  
 
Muster the support of pressure groups and partners, as well as Key Opinion Formers in Gauteng to pledge their 
support for the vision and principles of Newtown Cultural Precinct to be used in a publicity campaign.  
 
Tactics  
 

Engage KOFs to drive the awareness campaign to be created around the following slogans ◊ 
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 “Do you see what I see … “ – links to Blue IQ See what I see 
 “Design your own space”  

 
 Publicity elements may include :  

- Billboards  
- Print advertorials    
- Radio talkshows  
- Shopping Mall exhibitions and visits by television and radio personalities 
- Run a photographic and caption competition via The Star – people on the streets in Newtown will be 

asked to say in five/ten words or less what’s best about Newtown – best pix and captions are used as part 
of marketing campaign  

 
A photo-novelle (with a fifties Drum look, feel and story line set in Newtown) insert will be placed in the following 
publications :  

◊ 

◊ 

 The Star  
 Sowetan  
 City Press  
 Beeld  

 
Create a 20-minute documentary around Newtown Cultural Precinct to be flighted on SABC TV, which 
incorporates vox pops and interviews with KOFs.  This will be part of the programme to engage SABC as the key 
broadcast media partner. 

 
 
Public Affairs Strategy 3  
 
Generate local excitement about the re-launch of the Newtown Cultural Precinct brand in a manner that allows the 
public to take ownership of the Precinct at a local level, with national relevance.   
 
Tactics  
 

Co-ordinate an educational teaser campaign tie-in with the Sowetan newspaper  ◊ 

◊ 

◊ 

◊ 

 
Co-ordinate a series of venue  and event launches 

 
Conceptualise, project manage and execute a well-timed high–profile re-launch which will incorporate the key 
messages of Newtown Cultural Precinct and assist in giving anchor sponsors media exposure. 

 
Co-ordinate publicity around the various events whereby photo opportunities will be secured with local high-profile 
personalities to generate publicity around the re-launch of the Newtown Cultural Precinct brand. This may also 
include a promotional campaign with SAA.  

 
 
Public Affairs Strategy 4 
 
Create a dedicated channel of two-way communications with the citizens of Gauteng, which allows for information 
dissemination and feedback on a regular basis.  
 
Tactics  
 

Create an interactive website, with hyperlinks to strategic Johannesburg information websites, and promote the 
use of the site through a publicity campaign.  

◊ 
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Negotiate a tie-in with the Star to create a branded column each Friday, which focuses on a question arts and 
culture in Johannesburg. 

◊ 

◊ 

◊ 

 
Negotiate a series of inserts with Caxton community newspapers. 

 
Run a consumer competition aimed at finding a name for permanent sold events (events that have been 
developed on an annual or monthly basis) e.g. find a name for monthly urban extreme sports event.  

 
     

Public Affairs Strategy 5  
 
Use the news media as a conduit to publicise new developments within Newtown Cultural Precinct, angled to answer 
the question to readers, “What’s in it for me?”   
 
Tactics  
 

Monitor the evolution of the media angles as they unfold and track consumer and public affairs issues which may 
offer opportunities for publicising Newtown Cultural Precinct through letters to the editors and op-ed columnists.  

◊ 

◊ 

◊ 

◊ 

 
Where relevant, co-ordinate media briefings to announce milestones to the citizens of Gauteng.  

 
Pitch radio talkshow hosts for opportunities for Newtown Cultural Precinct to participate in their programme around 
angles, which will unfold as the issues underlying Newtown Cultural Precinct emerge.  Use both local, national 
and international media 

 
Offer to host key morning and drive-time radio shows with live audience in Precinct.  

 

 

    95 
Greater Newtown Development 
Business Plan:  Version July 2004 
 



Strategic Communications Programme 5  : Community Relations   
 
 
Objective  
 
Strategically manage the perceptions of key stakeholders of the arts industry as they unfold to create consensus and 
promote their participation in Newtown Cultural Precinct.  
 
 
Target Audiences  

 
Communities in and around the identified eventing areas ◊ 

◊ 
◊ 
◊ 

KOFs within Gauteng  
Project partners 
Political leaders  

 
 
Key Messages 
 

 With your help, Newtown Cultural Precinct will create jobs for the people of Johannesburg.  
 

 Newtown needs you to help turn it into the cultural tourism destination it can become.  
 
 
Community Strategy 1 
 
Educate communities about the strategic importance of Newtown Cultural Precinct and engender a sense of pride in 
helping to “make it happen”  
 
Tactics  
 

JDA will facilitate a workshop with local communities to probe their understanding of Newtown Cultural Precinct 
and its events and establish the extent of their expectations and fears and communication needs with regards to 
the project partners.   

◊ 

◊ 
 

Identify a team of local community rainmakers – one per sector – where relevant and co-ordinate the 
establishment of a community focus group to act as a sounding-board to the Newtown Cultural Precinct partners 
in their process and development of the Precinct.  

 
 
 
 
 
 
 
Community Strategy 2 
 
Create local relevance of the Precinct within each of the earmarked communities to maximise the marketing efforts of 
events.  
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Tactics 
 

Identify opportunities for human-interest stories, which promote the concept of working together with government, 
key stakeholders and business partners.   

◊ 

◊ 
 

JDA will generate excitement around the celebration of relevant milestones at community level through community 
celebrations, media site visits, media briefings and radio talkshows.  

 
 
Community Strategy 3 
 
Minimise rumour and misinformation at community level and build trust in the management team of Newtown Cultural 
Precinct as facilitators of the process.  
 

Create a series of live-read radio announcements, which will inform communities of the key facts about the 
relevant project and invite them to respond to the “White Paper” referred to under the business 2-business 
strategy.  

◊ 

 
Community Strategy 4 
 
Provide strategic advice and communications support to the ‘project partners’ and Newtown Cultural Precinct in the 
marketing and promotion of the relevant projects, informed by the ongoing community outreach strategy.  
 
Tactics  
 

Hold regular project briefing and feedback sessions with key project rolepayers  ◊ 
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Strategic Communications Programme 6  : Internal Relations    
 
Objective  
 
Co-ordinate the seamless integration of information and communications among the various internal partners of the 
programme, including strategic advice, knowledge management, database updates, web updates, intranet updates, 
providing an internal communications service to the programme management team in response to daily 
communications requirements and project management of Precinct.   
 
 
Target Audiences  
 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 
◊ 

Newtown Cultural Precinct Managers  
Gauteng Department of Finance  
CoJ Tourism Office  
Gauteng Premier’s office 
City Managers Office 
Office of the Mayor 
GTA 
CoJ Mayoral Committee 
CoJ Marketing Department 
CoJ Finance Department 
GEDA  
Newtown Cultural Precinct Project partners  
Newtown Cultural Precinct Project funders  
Newtown Cultural Precinct consultants  
GCIS 

 
 
Key Messages 
 

A team of high-level communications and eventing consultants has been structured to meet all the 
communications and event management requirements of Newtown Cultural Precinct.  

◊ 

◊ 

◊ 

 
The communications team will ensure that everyone is kept in the loop with regards to Newtown Cultural Precinct 
as it unfolds.    

 
Through the communications team, everyone involved in the project can access relevant information and a full 
house communications service        

 
 
Internal Strategy 1  
 
Position the communications team as part of the dominant coalition integral to Newtown Cultural Precinct  
 
Tactics  
 

Facilitate the establishment of a dedicated communications forum among the communications managers to 
facilitate and report on the Newtown Cultural Precinct master plan at macro and micro level.  

◊ 
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Facilitate the use of a discussion platform via the intranet for use by key internal rolepayers and stakeholders of 
Newtown Cultural Precinct. JDA will work together with the technology consultants to provide the creative and 
written substance for the intranet.  

◊ 

 
 
Internal Strategy 2  
 
Provide key rolepayers with access to the most up to date information and manage the consistency of key messages 
with regards to the project.  
 
Tactics  
 

Email News Bulletin  ◊ 
◊ 
◊ 

Knowledge Management Service  
Database Management   

 
   
   
 
Internal Strategy 3  
 
Provide a complete communications service to the Newtown Cultural Precinct team so that central control is 
maintained over the image, corporate identity and messages.  
 
Tactics  
 
Services to Newtown Cultural Precinct will include:  

Speechwriting  ◊ 
◊ 
◊ 
◊ 

◊ 

Presentations  
Strategic discussion outlines  
Assisting with the quality of work suppliers in respect of communications elements, particularly with regards to 
the marketing of Newtown Cultural Precinct events  
Briefing research house and creative partners to ensure that materials are in line with the desired standard and 
quality to create the expected outcomes 

 
 
 
 
 
 
 
 
Communication Core Competency Preparedness & Training    
 
 
The following communications core competencies should be created:  
 
 
Image Building and Management   
 
Assess the image-building requirements for each of the Newtown Cultural Precinct team members and advise them 
accordingly.  
 
Crisis Management  
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Following a complete project scoping workshop with Newtown Cultural Precinct, compile a complete crisis 
communications plan, including potential crisis, worst case scenarios, crisis team activation, roles and responsibilities, 
key messages, potential strategies and implications.  
     
Issues Management 
 
Create a Newtown Cultural Precinct issues response strategy document for circulation among key stakeholders which 
will identify potential issues, the current position of Newtown Cultural Precinct with regards to the issue, the position of 
third party influencers on the issue, key messages and response action steps.  
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Creative Branding and Marketing Materials Strategy  
 
 
 

Core Concept  ◊ 

◊ 

◊ 

 
The corporate identity of the Newtown Cultural Precinct brand will:  
 
 Generate local and international excitement and buy-in  

 
 Create international interest in Newtown Cultural Precinct 

 
 Be perceived as business than a government brand  

 
 Capture the vigour and vision of Newtown Cultural Precinct  

 
 

Creative Rationale  
 
Extend brand identity for Newtown Cultural Precinct , which will be conceptualised to:   
 
 Impart a sense of creative energy 

 
 Focus on the “cultural city” concept  

 
 Be difficult to misconstrue regardless of language or culture  

 
 Signify a radical departure from past projects of this kind  

 
 Humanise Newtown Cultural Precinct in the minds of its key stakeholders, local and foreign  

 
 
The would be developed with the already outlined positioning statement.   
 

Creative Elements  
The following creative elements are suggested:   
 Company Brand Name  
 Corporate Identity concept  
 Corporate ID guard-book  
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These creative elements will be extended in the following marketing materials:  
 

Unmediated Branding Materials  ◊ 

◊ 

 
 Corporate stationery, including letterheads, business cards etc.  
 Multimedia Presentation  
 Website 
 Corporate Identity teaser campaign rollout  
 Corporate Video and documentary  
 Exhibition   
 Banners & signage 
 Annual Report  
 Corporate folders  
 Corporate brochures  
 Process posters with milestones  
 Z-fold pamphlets  
 Corporate gifts  

 
Mediated Publicity Materials   

 
 Advertorials 
 Billboards  
 Advertisements  

- Corporate Business Advert 
- Radio live-reads   
- Internet banner adverts  

 
These marketing materials will be used across all the six key strategies, as and when they are relevant and required.  
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Integrated Event Management and Logistics Strategy   
    
 
Event and Logistical management 
 
Taking into consideration that that issues raised in the marketing and communications section of this document it is 
believed that the event and logistical management of the Newtown Cultural Precinct programme must by necessity 
reflect the macro marketing and tourism objectives of the Precinct.  Events should be developed in a manner that will 
speak to the aforementioned objectives and will reflect the vision that Newtown has for itself.  
 
JDA believes that only through understanding the key reasons for the creation of Newtown Cultural Precinct will an 
effective and relevant eventing schedule be created.  Events created must fit into the desired ‘feel’ for space to ensure 
that the correct tone is set in terms of the type of event and audience the Precinct wants to attract.  The aim is to 
identify potential events and then create creative concepts around these events with the relevant sponsor or event 
organiser.  It is important that the final eventing schedule be created after research and evaluation has been 
undertaken so that events are not created in a vacuum not taking into consideration past problems, target audiences 
etc. 
 
 

Strategy  
 
In terms of the proposed strategy :  
 

There is a shift to creating twelve-month Newtown Cultural Precinct programme culminating in an annual two-
week festival such as Arts Alive. 

◊ 

◊ 

◊ 

◊ 

◊ 

◊ 

 
Ensure that all events created are in line with the central 2010 vision for the Precinct. 

 
The Newtown Cultural Precinct programme should be seen as a catalyst to invigorate arts and culture in 
Johannesburg and reduce the burden on the JDA to sponsor and maintain the Precincts cultural ethos. 

 
Events should be developed that meet the needs of Johannesburg residents as they will initially be the primary 
target audience (2003/2004 focus) 

 
An arts management programme should championed by JDA incorporating stakeholders who can increase the 
value of the Newtown Cultural Precinct programme 

 
Anchor events should be identified per artistic area in consultation with the arts industry and potential sponsors. 

 
Event Management and Logistical Strategy  
 
 
 
Situation Analysis & Strategic Inputs  
 
As already outlined under the marketing and communications section of this document the Newtown Cultural Precinct 
programme should be reengineered and launched as bigger, better and brighter than ever before.  The first key 
element to be undertaken is research into the structure of the Newtown Cultural Precinct programme.  This should 
include taking into consideration the requirements of Johannesburg residents as this is the primary target audience for 
the development of the Newtown Cultural Precinct Sep.  AN eventing schedule that speaks to the needs of 
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Johannesburg residents should be put in place.  We begin to outline some of these initiatives in this document 
although this is a sample of the kinds of events Joburgers would be interested in and not necessarily comprehensive. 
 
Newtown Cultural Precinct must become part of the fabric of Johannesburg – in order for residents of the City to take 
ownership of Johannesburg as a cultural centre the Newtown Cultural Precinct programme should be part of their daily 
entertainment lives year round.  Naturally JDA does not have the budget to undertake a programme of this nature and 
therefore we believe that a strong partnership with other owned events that take place over the year should be 
developed.  This will be an opportunity for JDA to sell the Newtown Cultural Precinct brand to these events and create 
a sense of City ownership of culture.  It will also assist in extending the brand value of Newtown Cultural Precinct and 
ensuring top-of-mind awareness year round. 
 
This programme would then culminate in the annual Arts Alive festival to taking place in September.   
 
It is recommended that JDA lobby the CoJ to re-look the timing of the Arts Alive in September.  Already the first two 
weeks are cluttered with events that take place annually that are not part of the festival these include SA Fashion 
Week, Joburg Gay Pride weekend and South Africa Music Week.  Negotiations with the organizers of these events and 
a review of whether they become integrated into the festival or if they serve as a precursor with the festival taking place 
over the last two weeks of September.  The latter will serve to create a month long culturally intense programme for 
Johannesburg and will ensure that the festival is during the annual national school holidays increasing its domestic 
tourism value.  Another significant reason for a shift to late September is that the weather gets better (warmer in the 
evenings) allowing for more outdoor events.  Lastly having the festival take place in late September will ensure the 
both JDA and the City can leverage Heritage Day eventing. 
 
A strong partnership should be developed with a key media partner.  In South Africa this should be with the SABC but 
opportunities to partner with international media organizations should be investigated.  Negotiations should therefore 
be undertaken with Canal France International who broadcast across Africa and into Europe as well as Black 
Entertainment Television, MTV and VH1.  These negotiations need to be undertaken as early as possible and events 
should be designed in a manner that will be consistent with needs and requirements of broadcast partners.  
 
The last part of the logistical strategy is to ensure that Johannesburg CBD benefits from the various events.  Therefore 
events must be scheduled in venues that form part of the Joburg cultural arch reaching from Newtown through to 
Constitution Hill but making Newtown the central core of the eventing programme with relevant, consistent and high-
profile events in this hub.  This will assist in developing Newtown as the cultural hub for Johannesburg. 
 
Therefore the overall event marketing strategy should focus on creating event partnerships, creating event concepts 
and selling them for management and sponsorship, ensuring that a continued and systematic programme is put in 
place and leveraging the Arts Alive Festival to Newtown’s benefit. 
 
Lastly it will be of utmost importance that JDA appoints a hospitality management team to facilitate its exit strategy 
from Newtown.  The team will be responsible for managing the overall marketing and sales of the precinct, its events 
and venues and will logistically manage all venues on behalf of the City. 
 
The Logistical Objectives of Newtown Cultural Precinct:  
 

 Ensure that events speak to the central marketing plan for Newtown as a whole.   

 Ensure that the events reflect the needs of Johannesburg residents as well as their cultural identity 

 Ensure a financially viable eventing schedule 

 Cultivate and promote a favourable and positive image for Johannesburg through events hosted 

 Deliver logistically sound venues, riggings and venue management 
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 Expose the Johannesburg CBD as the true heart of the City – ensure that the Newtown is the 

‘beating’ and rhythmic centre. 

 

The logistical challenges laid out by Newtown Cultural Precinct are:  
 

 Attraction or creation of key anchor events that are high profile and spectacular 

 Ensuring events are designed for maximum broadcast potential 

 Identification of key problem areas as well as what parts of the programme have worked to date 

 

 

The Key Strategic Logistics Issues and Critical Success Factors:  
 
Based on the aforementioned, it is critical that the integrated eventing strategy is devised to address the 

following key strategic issues:  

 

1. Safety  

2. Accessibility (includes ticket outlets) 

3. Event Costs (includes ticket pricing) 

4. Tourism Packages (eg creation of a Jazz package) 

5. Environmental accessibility (disabled access) 

6. Environmentally friendly run logistics 

7. Publicity  
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Event Concepts and Potential Sponsors 
 
 
 
Key eventing areas to be focused on: 
 

Family • 
• 
• 
• 
• 
• 

Youth 
High-arts 
Music 
Fashion 
Food 

 
 

EVENT SPONSOR 
  

 Annual Chinese New Year Celebrations  
 Dipvali Celebrations 
 Africa Day Celebrations 
 Greek Festival 
 South America Festival 

• ‘Stuff for your house’ exhibition showcasing SMME’s creating 
home décor arts and crafts. 

• Domestic Tourism Exhibition 
 
• Monthly themed Film Festival (eg Bollywood, Manga etc,  
• Art in a Car Exhibition 
• Retail Ready to wear Fashion Week 

  Chinese Embassy  
 Indian Embassy 
 NEPAD and AU 
 Greek Embassy 
 Mix of South American missions 

• In partnership with DTI, Tourism Enterprise, Proudly South 
African and DAC  

• Self-funding in partner ship with SA Tourism, nine provincial 
tourism authorities and DEAT 

• Various international Governments (eg Japan to sponsor 
Manga Festival) 

• Motor Industry Association of South Africa 
• Coke Light 

• Mary Fitzgerald Square Urban Extreme monthly event 
showcasing skate-boarding, rock-climbing, BMX, rollerblading, 
absailing, etc  

 Host annual RAPS festival finals 
• Annual Puppetry Showcase 
• Love Life events and promotions 

 Play, Red Bull, Nike, Reebok etc 
 
 

 Department of Education 
 French Government 
 Love-Life 
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EVENT SPONSOR 
• Y-FM Birthday Bash 
• 5-FM Birthday Bash 
• Take 5 monthly outdoor broadcasts 
•  Newtown Music Wearhouse Lounge evenings 
• Dance in the Square Festival (ballroom dancing, line dancing, 

folk dancing) 
• Opera/Ballet on the Square 
• International New Artist Festival 
• Montreux Music Festival 
• Pantomime on the Square 
• Annual Welfare Christmas Party 
• World of Beer Festival 

• Y-FM 
• SABC 
• SABC 
• Wetherleys 
• First National Bank 
 
• ABSA 
• Smirnoff 
• Swiss Government 
• Standard Bank 
• M-Net (as part of M-Net Cares) 
• SAB/Miller 
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Research & Evaluation Strategy 

 
 
 
3.1 Research   

 
 “You cannot manage what you cannot measure”, therefore JDA will follow an approach of 
continuously evaluating the success of the strategy implementation and conducting both 
formal and informal research to measure the true impact of the various Communications 
and event strategies with the key stakeholder groups.  

 
Formative research 

 
JDA will employ a combination of research methodologies to:  
a) Establish a baseline for future research and evaluation, and  
b) Use the findings of the research to inform the communication strategy. 
 
- Media perception survey  

JDA will conduct a media perception survey with key local and international journalists. JDA 
will do telephonic interviews with a targeted sample of journalists in South Africa and do 
telephonic interviews with a sample of journalists. JDA will compile a comprehensive report 
on the findings. 

 
- Fast track public survey 

A research house will be contracted to conduct a random sample telephonic survey of 500 
people residing in the Gauteng Province with a question probing their awareness levels on 
the existence of this project. 
 

- Secondary research findings 
JDA will access existing research findings from relevant studies done with regard to arts 
and culture in South Africa, to determine some of the current perceptions key international 
stakeholders hold with regard to culture in SA. This will be used to inform the development 
of the key communication messages and potential issues/concerns that might arise.  
 

- Internal (partners) communication audit 
Buy-in from our internal stakeholder group, which includes the various government 
departments and private sector partners that are already involved in this project, will be 
crucial as they will ultimately be the custodians for communications activities to external 
stakeholder groups. It is therefore crucial to conduct an internal communications audit that 
will focus on: 

o Current perceptions, 
o The effectiveness of communication activities/channels initiated on a macro-level, 
o Establishing what communication support structures and systems are already in 

place and what coordination mechanisms are proposed on a macro level. 
 
         Summative Research  

After the first year of implementation another round of research (including all research 
elements mentioned above) will be done to measure the effectiveness of the 
communication and eventing strategy against the baseline set by the findings that were 
compiled during the formative research phase. 

 
 
3.2 Evaluation 
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- Media analysis 

Media coverage will be monitored on a daily basis and will be sent through to the client. A 
monthly media analysis report including coverage generated and a competitive analysis will 
be submitted.  

 
 

- Event Marketing analysis 
JDA will conduct telephonic interviews with some of the stakeholders that attended the 
project events, to generate feedback and determine success of the events. Another key 
indicator for event marketing will be the attendance numbers of these events and post 
event follow up success. JDA will also include a post mortem of the event for future use on 
the intranet. 
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Annexure 

      
Management Strategy  
 
 
 
4.1 Project Management Reports   

 
 

Call reports 
- JDA will prepare call reports after any meeting held with or on behalf of the clients, which will be 

distributed and signed off by the relevant parties involved. These call reports serves as a 
tracking system for agreed deliverables, decisions taken and agreed upon time frames. 

 
 
Status reports 
- Monthly status reports will be submitted to the client for an update on deliverables achieved and 

progress made on all the programmes.  
 
 
Quarterly progress report 
- Quarterly progress reports will be submitted to the client including: 

 Deliverables achieved 
 Milestones set for next quarter 
 Considerations for realignment of communication strategy  
 Environmental scanning summary 
 A detailed media analysis (positive, negative, neutral and rand value)  
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Financial Strategy  

 
 
 
3-Year Budget – to be negotiated with the City and relevant sponsors (e outline the areas where 
spend will be required but do not attach figures)  
 

◊ Administration Fees    
 
 

◊ 

◊ 

Monthly Retainer Fee    
 
 

Buyout Costs To 3rd Party Suppliers      
 

 Communications     
 

- Media Outreach    R  
 
- Government Relations   R      

 
- B2B      R 

 
- Public Affairs    R 

 
- Community Relations   R 

 
- Internal Relations   R 

 
-   Core Competency Training R 
 
 

 Creative & Marketing Materials      
 

◊ Logistical Costs 
 
◊ Research & Evaluation       

 
◊ Subtotal          

 
◊ 10% Contingency        

- 
◊ 3-Year Project Total     

 
This excludes VAT.  
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Financial Controls  
 

JDA billing procedures 
- JDA follows stringent billing procedures, with invoices submitted on a monthly basis to the client. All 

professional time fees and buy-outs for that month will be included and is carefully monitored by our 
financial department. Every invoice provides a detailed breakdown of professional time fees spent 
under a specific job-number, buy-outs made on behalf of the client and a set monthly administration 
fee. 

 
Audit trail 
- JDA operates on a specialist Time & Expense system. This system allows for detailed tracking of 

time spent per micro project under its allocated job-number.  
- JDA operates on a strict rule of signing delivery agreements and contracts with suppliers before the 

commissioning of a project/brief to ensure delivery and quality control. 
- JDA will also set up a customised financial tracking system with specific budgets allocated to the 

various programmes as agreed by the client. The budget spend can be tracked on a weekly basis for 
adequate checks and balances with regard to budget controls (budget Vs actuals). The client will 
receive monthly updates on this financial tracking system via e-mail for internal (client) budgeting 
purposes. 

 
JDA technology 
- JDA is fully equipped with state-of-the-art technology systems and the necessary technical support.  
- JDA senior consultants work from laptops to ensure accessibility and the execution of written and 

electronic communications at any time.  
- JDA technology systems are equipped high security elements, which includes firewalls and virus 

detectors. 
 

JDA financial and operations team 
- JDA has a special financial and operations team that assist consultants with all financial 

management responsibilities and ensures adequate operational support. 
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