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Foreword
The South African Cities
Network (SACN) promotes
and supports the
development of prosperous
cities by encouraging the
exchange of information,
experience and best
practices on urban
development and city
management. The
organisation produces
research and provides a
diversity of platforms for
shared learning, promoting
innovation and strategic
thinking, and fostering
cooperation among peers.

One such platform where cities work together is the
different SACN-coordinated reference
groups/forums. The reference groups/forums are
outcomes-driven and consist of key officials
responsible for implementing programmes in their
respective cities. They provide valuable platforms
where city practitioners can interact and discuss a
range of issues relevant to the performance of city-
specific programmes. Using this successful model,
the SACN and communications practitioners from its
participating cities established a City
Communicators Forum to share research, strategy,
and best practices on communications approach.

To enhance the capacity of the communications
teams in the various cities, the SACN partnered with
the Africa Brand Leadership Academy (ABLA) to
pilot and develop a SA Cities Network Brand
Leadership for the Public Sector – Developing

Citizen-Centred City Brands programme. The
programme aims to build and enable the capacity of
the diverse municipalities communications teams to
develop their city brands.

The six weeks programme focused on
empowering practitioners with tools to articulate
and communicate municipal policy and
programmes in a way that engenders citizen
approval, mitigates, and manages crises,
increases utilisation of public goods, and
influences positive public behaviours. The
programme was facilitated by ABLA’s lecturers
and concluded with the development of these
Toolkits with stand-alone modules focused on
marketing communications, media engagement
and relationships, crisis management, measuring
return on investment and reporting.

We believe that this Communications Toolkit will
provide a valuable reference document and
support the capacity of our members in the
communications departments across our
municipalities.

Luncedo Njezula
Executive Manager: 
Governance, Strategy and 
Partnerships

Sithole Mbanga
Chief Executive Officer
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The SACN Toolkits are designed to provide a
structured practical technical foundation for
each module. They are intended to inform a
harmonized approach to enhance the
capabilities of city marketing and
communication practitioners to strategically,
practically and consistently develop,
implement and measure marketing
communications plans for building successful
South African city brands. The toolkits are
supplemented with live lectures and further
readings to build on your knowledge. Access
to the live lectures and references for further
readings are all at the end of each module’s
toolkit.

SA Cities Marketing 
Communication 
Toolkits

1. PRINCIPLES 2. STRATEGIC 
FRAMEWORKS

3. TEMPLATES 

4. CHECKLIST 5. RECORDED 
LECTURE

6. FURTHER 
READINGS
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1. CITY BRANDING 
FRAMEWORK

2. MARKETING 
COMMUNICATION

3. CRISIS 
COMMUNICATION

4. REPORT WRITING 5. MEDIA RELATIONSHIPS 6. MEASURING ROI

SA Cities Marketing 
Communication 
Toolkits
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Cities need strong brands in
order to help entice residents,
investors and visitors which in
turn lifts the local economy.

Cities are faced with increased
competition to attract and retain
residents, investors and visitors.

Due to globalisation, residents
now have a choice where they
want to live, work and play.
Cities must therefore
deliberately use branding
strategies can increase their
competitive advantage.

Residents, like consumers, have
needs and wants and therefore
it is important that cities
understand the role that
branding, and marketing can
play to position themselves for
various stakeholders.

Each city needs a brand identity
that can represent it properly.

However, many cities only use
tourist-focused campaigns or
outdated brands, which makes
this topic important more than
ever.

Ideally, city branding should be
oriented towards the future
direction of the city. It can
represent a vision or a call for
action, directed at current and
potential citizens, investors
and/or visitors.

Introducti
on
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Does your city have a
clear identity?

Who is your city best
suited for?

How does your city
create value for
people?

What promise does
your city make to
attract visitors,
investors and
migration?

Does your city have
an effective city
branding framework
in place?

Key 
Strategic 
Questions

1 2 3 4 5
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What is City
Branding and
why is it useful
in the
development of
cities?

What is City Branding?

Essentially, City Branding is 
less about promoting the city 
as it is about ‘placemaking’ –
strengthening the connection 
between people and cities. 

Why is City Branding useful in the development of 
cities?

– All the activities that are undertaken
with the purpose of turning a city from
a location into a destination.

– The process of uncovering, expressing
and nurturing the defining traits and
spirit of a place to guide destination
marketing and management.

– Builds an identity with distinguishing
features so that a city can stand out
from others.

– Allows clear communication of a city’s
attractions, strengths and benefits to
potential investors, visitors or residents.

– Ensures that a city’s residents are well
and happy which will attract skilled
labour, lucrative investment, and
visitors.

– Transforms a city’s residents into
‘organic ambassadors’ who can
therefore promote their city to potential
investors and visitors.

– Provides a blueprint for city planning,
capital attraction/retention,
infrastructure investment, and public
policy creation/reform.

– Brings a city to life by seeking
inspiration from its culture, cuisine,
technology, architecture, heritage and
art.
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The 3 Pillars 
of a City 
Branding 
Framework

Determine the 
current 

perception of 
the city.

Plan, 
distinguish and 

identify 
uniqueness of 

the city.

Craft the 
desired identity 

and 
associations of 
the city brand.

1. 
BRAND 
IMAGE

2. 
BRAND 

POSITIONIN
G

3. 
BRAND 

IDENTITY
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Source: https://creately.com/diagram/example/jvrszaiu1/brand-essence-wheel Source: https://www.originoutside.com/insights/4-important-place-branding-
questions

Determining 
a Place 
Brand
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What makes your place
unique when you compare it
to other places /
competitors?
What are the core values of
the place’s brand?
What is the brand promise?

Are the key characteristics of
the place brand inspired by
the identity or sense of
place?
What is the link between
existing perceived and
projected images of the city?
(i.e. what do people
currently think and say about
us?)

Does the city have a unique
and distinctive sense of
place?
What are some of the
enjoyable experiences that
the city offers to residents
and visitors?

Is there a strong coalition
between government,
business, civil society and
target markets (investors,
expats, travel trade, press)?

Is there an integrative place
branding strategy in place?
Does this strategy effectively
capture the hearts and
attention of visitors?
Is the place brand supported
by policies, innovations,
events, structures,
investments and symbolic
actions?

2. 
Authenticity

1. 
Distinctiveness

3. 
Memorable

4. Co-
Creation

5. Place 
Making

5 Key 
Principles 
of City 
Branding 
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In the 2nd Edition of Nation Branding:
Concepts, Issues, Practice, Dr Keith
Dinnie presents the ICON model as a
useful strategic tool for policy makers
involved in the development of nation
branding programmes and initiatives.
The ICON model proposes that good
practice in place branding should be:

I
C
O
N

Integrated – calls for inter-agency collaboration and the
development of public-private sector programmes.

Contextualized – draws attention to the need to ensure
relevance to stakeholder needs and capabilities, and the
importance of matching the values of target audiences.

Organic – advocates a blend of planned and unplanned
activities, and suggests that place branding should be rooted in
the place’s identity and culture.

New – emphasises the need for innovative products, services
and experiences, as well as highlighting the benefits to be
gained from creating new place-related narratives.

City Branding 
Model
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FORMULATE 
PROJECT GOALS

̶ Vision
̶ Mission
̶ Objectives

ANALYSE CURRENT 
CITY BRAND

̶ Perceived Identity
̶ Perceived Image
̶ Projected Image

DESIGN CITY 
BRAND ESSENCE

̶ Brand Identity
̶ Experience 

Concept
̶ Value Match

IMPLEMENT 
REVITALISED CITY 
BRAND

̶ Construction
̶ Cooperation
̶ Communication

MONITOR 
CITY BRAND

̶ Awareness
̶ Perceived Image 

/ Loyalty
̶ Projected Image

5-step Approach To 
Developing a City 
Branding Framework: 
Overview

1 2 3 4 5

Source: Adapted from the 2009 book by Robert Govers and Frank Go titled Place Branding: Glocal, Virtual and Physical Identities.
https://placebrandobserver.com/five-step-place-branding-approach/
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VISION

̶ A realistic yet inspiring vision of the city’s
future.

̶ Co-created by a group of relevant, diverse
stakeholders.

̶ Focus on raising the competitiveness of the
city in a sustainable way (based on unique
distinctive resources or core
competencies).

̶ Build upon the host communities’ core
competencies, such as business expertise
and socio-cultural values.

̶ Relate the competitive market’s aspirations
to the city’s competitive identity.

MISSION

̶ Summarise the vision in an overriding
purpose of the branding project. It includes
specific ideas with regard to:
̶ Competitive advantages and self-

concept (assets, competencies,
sense of place).

̶ Market focus (e.g. among tourists,
investors, traders, migrants,
students; international vs. local).

̶ Local benefits (e.g. development;
revitalisation; environmental,
cultural and social values).

OBJECTIVES

̶ Synthesise the mission statement in a
set of individual goals.

̶ Each goal should address the specific
results that need to be achieved with
regard to certain target audiences.

̶ Result areas that can be specified are
market standing (place rating);
innovation; productivity level;
financial returns and standard of
living.

Develop the vision, 
mission and objectives

STEP 1 

A city branding project starts with the 
development of a shared vision, which is 
subsequently translated into a mission and 
specific objectives.
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PLACE IDENTITY

̶ Unique, distinctive characteristics,
meanings and culture of a city.

̶ Constructed through historical,
economical, political, religious, social
and cultural discourses.

̶ Identifying elements can be
uncovered by several methods such
as focus groups, secondary research
and resident perception surveys.

PERCEIVED PLACE IMAGE

̶ A set of impressions that establish the
reputation of a city.

̶ Based on functional (tangible) and
psychological (abstract) characteristics.

̶ Creates an attitude towards a city and,
consequently, an intention to visit or invest
in a city.

̶ Can best be measured through the
combination of qualitative and quantitative
methods with both visitors and non-visitors.

PROJECTED PLACE IMAGE

̶ Understanding what people are actually
‘saying’ about your city, by word of
mouth or the media.

̶ Can be channelled through organic
image builders (e.g. word-of-mouth,
online and personal experiences) or;

̶ Image producers such as influencers
and marketing communication
campaigns.

Analysis of Current City 
Brand Perception

STEP 2 

Alignment with the identity of the place is key to 
make the city brand offer authentic and 
distinctive. This builds reputation based on a 
coherent, compelling, unique and omnipresent 
sense of place.

These perspectives need to be aligned in order to develop a strong and consistent brand 
positioning.

City Brand analysis requires insight into 
THREE major perspectives:
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The Brand Essence involves:

Designing the City 
Brand Essence

STEP 3 

The design of the 
place brand essence 
is based on input 
from the brand 
analysis and is 
grounded in the 
brand identity (brand 
name, values, 
narrative, visual 
identity and scope).

The design of brand 
identity 
and communication.

The formulation of an
experience concept (a
vision about the
characteristics of the place
experience that visitors can
expect).

Representation of a value
match between place
identity and brand
positioning.

1 2 3
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BRAND IDENTITY &
COMMUNICATION

̶ Formulate authentic brand values
that create a sense of belonging,
purpose and consistency.

̶ Brand values are sometimes
translated into brand guidelines,
which might encompass directions
on the use of pictures, colours,
shapes, language, slogans and
symbols.

EXPERIENCE 
CONCEPT

̶ People often perceive cities through
second-hand information, which can be
misconceived perceptions of reality.

̶ It is essential to link the city brand to an
experience concept, in order to counter
negative perceptions.

̶ These experiences involve interactions
between the individual and the
physical/virtual/social environment
through senses, memories, active
participation, passive observation and
social interactions.

VALUE 
MATCH

̶ City brand values need to match the
personal values of specific audiences.
This requires psychographic
segmentation.

̶ Psychographic research (e.g. personas,
lifestyles) includes investigation of
people’s personal values, motivations
and goals.

̶ This type of research facilitates effective
targeting and augments people’s self
selection and co-creation of value-
matched experiences.

Elements of 
the Brand Essence
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Brand implementation

STEP 4 

There are 3 Cs 
which form the 
building blocks 
of brand 
implementation. 

Firstly, an experience concept
requires the construction of
events, infrastructure (e.g.
buildings, landmarks),
symbolic actions, and
supporting policies.

Secondly, place branding
cannot be based on
communication alone; it
requires actual product
development as well.
Nevertheless, communication
is key and therefore involves
the second element of the
place brand implementation
triangle.

Finally, such building of place
experiences and consistent
projection of the brand
essence requires
cooperation from many
stakeholders.

1 2 3
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̶ Place branding involves investment in substance; i.e. real
place development (placemaking).

̶ Several components are of direct relevance in the context
of tourism, trade, talent (employment opportunities)
and treasury (investment opportunities).

̶ Each of these four categories includes actual products,
services and experiences that enhance market potential.

̶ Cities need to communicate and manage their narrative/s
and consistently project the same images through the right
channels, but in a flexible customised manner.

̶ In order to establish consistent and customised place brand
substance, it is important to cooperate with a large group of
stakeholders, preferably from all layers of society.

̶ The success of the place brand community depends on the
commitment and development of a shared vision between
the different stakeholders.

The 3 Cs of 
Brand 
Implementation COOPERATIO

N

COMMUNICATIO
N

CONSTRUCTIO
N
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Brand Monitoring Process

STEP 5

To assess the
effectiveness of the
revitalised city
brand, a periodic
measurement of the
brand’s equity or
value is required.
Brand equity is built
not only through
place image, brand
satisfaction and
brand loyalty but
also through
awareness.

Top-of-Mind Awareness:

̶ Refers to the proportion of
respondents in target groups
that mention the brand first
(spontaneous brand recall).

Assisted Brand Awareness:

̶ Measures brand recognition:
do people recognise the name
of the place when mentioned?

Analysis of the Perceived
Image:

̶ Measured in target markets
among (potential) tourists,
investors, traders and
expats pre- and post visit.

̶ Facilitates assessment of the
value of the brand (equity)

̶ Creates excellent
opportunities for longitudinal
and cross-sectional analysis
in case of repeated
measurements

̶ Benchmarks assessments for
competing brands.

Awareness (Brand 
Recall)

Perceived Image Projected 
Image

Analysis of the Projected
Image:

̶ What are people and the
media saying about the
revitalised brand on blogs,
social media and other
virtual communities?

Source: Adapted from the 2009 book by Robert Govers and Frank 
Go titled Place Branding: Glocal, Virtual and Physical Identities.
https://placebrandobserver.com/five-step-place-branding-approach/
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City Branding 
Framework 
Checklist

Yes No Responsibility

1. Formulate the city branding goals (vision, mission and objectives).

2. Analyse the current city brand perception (perceived identity, positioning and image).

3. Design the city brand essence (brand identity, value match and experience concept).

4. Implement the new city brand (construction, cooperation and communication).

5. Monitor the city brand (awareness, perceived image/loyalty, projected image).
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Live Lecture



LECTURER

DR KEITH DINNIE

Dr. Keith Dinnie is considered one of the world’s leading authority on place branding for
cities, regions and nations. He is the author of the first textbook on nation branding, Nation
Branding – Concepts, Issues, Practice (Routledge, 2007) and the editor of City Branding –
Theory and Cases (Palgrave Macmillan, 2010). His books have been translated into Chinese,
Japanese, Korean and Russian. Dr. Dinnie is an adjunct faculty at ABLA.

More https://www.abla.academy/Faculty

Module 1 https://vimeo.com/showcase/914523
9
Password SACN_2021

City Branding Lecturer 
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Branding makes a city
identifiable through a
distinct identity, brand
personality, brand
positioning and visual
design.

Conclusion

City Branding brings a
diverse group of
interested stakeholders
(public and private)
together, informs them
about the shortcomings
and strengths of the
city, and fills them in
about what comparable
cities are doing.

City Branding should
be understood, not as
a marketing or
communications tool,
but as a strategic tool
that needs a clear
vision for the city’s
future, tangible actions
to transform the city,
stakeholder
engagement and
communication of the
city promise in an
attractive, meaningful
and credible way.

Having a defined City
Branding Framework to
guide choices around
capital
attraction/retention,
infrastructure
investment and public
policy creation/reform
is a more efficient and
effective way of
delivering a city’s
brand promise. It also
allows for the creation
of a systematic set of
success measures to
ensure intended results
are delivered.

The fundamental reason to
engage in city branding is
to increase the probability
that residents will be able
to lead the kind of life they
desire. The definition of
what that life looks like is
embedded in the city
brand promise.
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Dr. Keith Dinnie
Dr. Keith Dinnie is considered one of the world’s leading authority on place
branding for cities, regions and nations. He is the author of the first textbook on
nation branding, Nation Branding – Concepts, Issues, Practice (Routledge, 2007)
and the editor of City Branding – Theory and Cases (Palgrave Macmillan, 2010).
His research covers the branding of cities and regions as well as nations. He is the
founder of Brand Horizons, Head of Management and Marketing, University of
Dundee School of Business, Dundee, United Kingdom, and an adjunct faculty at
ABLA. Dr. Dinnie holds PhD, MSc Marketing and a BA Honours in French and
German.

Janine Hills
Janine Hills is the Founder and CEO of Janine Hills Authentic Leadership, as well
as the Founder and joint CEO of Ignite Africa, an advisory business focusing on
crisis and reputation management throughout Africa over 38 years across various
sectors. Janine contributed a chapter on Effective Crisis Communication for the
recently published e-book Managing Organisations During the COVID 19 Vortex.
Janine is an adjunct faculty at ABLA.

Thebe Ikalafeng
Thebe Ikalafeng is arguably the foremost global African branding authority. In a 
distinguished corporate career which started at Colgate Palmolive in New York and 
concluded as chief marketing officer for NIKE for Africa, he won over 75 awards in 
branding and marketing communication globally. He has travelled to over 100 
countries globally, every continent in the world and to every country in Africa. He 
has been recognized by New African Magazine as one of the 100 Most Influential 
Africans and with a Lifetime Achievement award by the Financial Mail AdFocus for 
his contributions in marketing. He is founder and chairman of the award-winning 
Brand Leadership Group, founder and principal of Africa Brand Leadership 
Academy and founder of the non-profit Brand Africa initiative. Ikalafeng holds BSc, 
MBA and LLM (Intellectual Property Law) degrees and is a Chartered Marketer.

Koffi Kouakou
Koffi Kouakou is the former director of the Unilever Mandela Rhodes Academy for
Communications and Marketing Academy (UMRA) at Wits University, where he lectured
in strategic government communications and scenario planning. He also lectures in
media sociology studies, government communications and media crisis management at
the Institute for the Advancement of Journalism (IAJ) in Johannesburg. He is a senior
research fellow at the Centre for Africa China Studies at the University of Johannesburg
and an adjunct faculty at the Africa Brand Leadership Academy in Johannesburg.
Kouakou holds Master of Science (Information and Communication Sciences) and Master
of Arts (Natural Resources and Environment) degrees, Maîtrise C2. (Géographie –
Gestion de l’Environnement and a Certificat en Communication.

Milton Nkosi
Milton Nkosi is an award-winning journalist and media thought-leader. He joined the BBC
in the late 80s just before the release of Nelson Mandela and retired in 2020 as Africa
Bureau Analyst and Correspondent after a 30 year career during which he had been
based in the United Kingdom and in Delhi India as South Asia Bureaux Editor and prior
to that as BBC News head of Africa in his role as Africa Bureaux Chief. He is also a
Senior Research Fellow at Africa Asia Dialogues.

Professor Adre Schreuder
Professor Adre Schreuder is considered to be the subject matter specialist in the field of
customer experience measurement and management. He has over 25 years of
experience and advises companies across multiple industries both locally and
internationally. He founded the independent national benchmark for Customer
Satisfaction, the South African Customer Satisfaction Index (SAcsi) he founded in 2012
and sold in 2020. Professor Schreuder holds Bachelor’s, Honours and Master’s and DCom
degrees doctoral studies at the University of Johannesburg. He founded and led
Consulta – a Customer Experience Advisory Consultancy for 20 years prior to returning
to academia as an Extraordinary Professor in the Department of Marketing
Management) and an adjunct faculty at ABLA.
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