
2021 SUN INTERNATIONAL Integrated Annual Report

Continuing to entrench Covid-19 customer health and safety 
protocols 

Continuing to improve customer service levels through employee 
service training and employee engagement and recognition

Finalising the Boardwalk, Meropa, Golden Valley, Flamingo and 
Windmill restructuring

Focusing on VIP product and customer service standards at all 
casino properties as well as focusing on our VIP guests

Finalising the integration of all hotels within the Global Hotel Alliance 
(GHA) 

Focusing on MVG signups, and activating and retaining MVG 
customers

Promoting our resorts for gaming opportunities

Launching additional group-wide tables and slots tournaments

Implementing an online customer booking platform to streamline 
bookings

KEY FOCUS AREAS IN 2021  

LOOKING AHEAD   
►   Continuing to improve customer service levels through employee service 

training, engagement and recognition 

►   Enhancing our customer engagement though the Sun International app

►  Completing the Palace Hotel refurbishment, as well as opening a spa  
and gym

►  Refurbishing the Sun City and Boardwalk Privés

►  Commencing with our phase three Vacation Club product at Sun City

Customer satisfaction  
Sunshare, our customer feedback platform, continues to remain our 
primary form of direct customer engagement. We encourage our 
customers to share their experiences so we can monitor customer 
sentiment and gauge our overall performance and ability to manage 
our customers’ expectations. 

We reviewed our customer questionnaire to further refine our 
customer sentiment data collection, streamline our customer 
experience and identify key areas of improvement. We also upgraded 
the platform to enrich the user experience and provide enhanced 
reporting capabilities. Our new corporate identity programme has led 
to significant increases in survey completions.

Customer satisfaction scores are integral to our business and 
are aligned to the key performance indicators (KPIs) of relevant 
employees. Our customer feedback provides both qualitative and 
quantitative information that helps us determine our strengths and 
improvement areas. Due to two different surveys being in the market 
during 2021, our customer satisfaction results are skewed. In future 
our satisfaction targets of 85% (gaming and hospitality) and 90% (Privé 
gaming customers) will be measured against customer sentiment.

We continue to provide ongoing online customer service training 
to cater for remote working conditions. This training continues 
to enhance our service offering and customer experience, and 
empowers employees in line with the group’s employee value 
proposition. Our SunStars employee recognition programme will be 
enhanced in 2022 to recognise our employees for behaviours that 
align to our values.

Footfall 
Footfall at properties continued to remain significantly impacted 
by Covid-19 and the varying restrictions. We reviewed our direct 
marketing activities to drive footfall while being mindful of strict 
social distancing protocols, so customers enjoy our offerings without 
compromising their health and safety. Our agile marketing strategy 
adapted to the restrictions and ensured our customers knew about 
our entertainment offerings. 

As part of our activation toolkit, we devised further exciting group 
tables activations. During 2021, we launched our inaugural group-
wide Black Opal Baccarat Tournament, with a prize pool of over  
R2 million. We received an excellent response in customer 
registrations (1 349) and participation. The grand finale in  
October 2021 was hosted at Carnival City and yielded good returns. 
Sun International continues to deliver world-class events for our 
customers and we will reinforce our positioning as the home of 
gaming tournaments. The calendar for 2022 is being concluded and 
we look forward to hosting additional slots and tables tournaments. 

The group’s digital department has been involved in delivering our new hotel 
booking platform; integrating a white label solution into our business operations 
on our website and apps. We have made booking easy by streamlining the 
customer experience and encouraging direct hotel bookings. The performance 
and results to date are encouraging.

Digital marketing continues to be a key focus for our properties. The integration 
of various new tools has assisted with the monitoring, measuring and reporting 
across various elements such as social media engagement, digital marketing and 
paid media advertising. 

Omni-channel offering 
As part of our commitment to ensure that our customers can transact 
seamlessly in an ever-evolving online environment, we have adopted an 
omni-channel strategy. Our Playtech Neon casino management system 
implementation (at our land-based casinos and in our SunBet online platform) 
will be a key differentiating factor for the group in the attraction and retention  
of customers.

Sun MVG loyalty programme 
Sun International’s MVG loyalty programme (1994) has evolved over the past 
five years with integration across all our products (gaming, hotels, leisure 
and SunBet). This journey has seen the implementation of tier credits, casino 
points and leisure points. Over 600 000 customers enjoyed participating in 
our loyalty programme in 2021, with a 100% redemption of casino points and 
an 83% redemption of leisure points. A total of 56 372 room night discounts 
were afforded on the accommodation benefit and 287 277 food and beverage 
discount transactions were processed during 2021.

Due to the Covid-19 restrictions and protocols, we continued to freeze 
our member status levels and MVG points in 2021. Tier credits continue to 
accumulate, through which members gauge their ranking and associated 
benefits and rewards. During 2021, we welcomed 151 574 new members to the 
loyalty programme. 

We also launched the Sun International app, enabling our MVGs to manage 
their loyalty journey anywhere from the palm of their hand. Although the app is 
only in phase one of development, it will grow to become our primary channel 
of communication with our customers. The next phase will enable robust 
transactional value to further enhance our customer engagement and  
value proposition.

Global Hotel Alliance 
In 2020, we concluded an agreement with GHA, the world’s largest alliance of 
independent hotel brands. Participation in this alliance enables us to leverage a 
customer data base of over 17 million GHA Discovery loyalty members. There 
are currently approximately 30 000 GHA members in South Africa. The Sun 
GHA leisure loyalty programme went live on 7 December 2021, to coincide with 
the launch of GHA’s updated Discovery loyalty programme that includes the 
introduction of Discovery Dollars.

 ►  Leverage a customer-centric model underpinned 
by a strong Sun International brand

 ►  Enhancement of digital capabilities across our 
business to enhance our omni-channel strategy

CUSTOMER 
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