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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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1. INTRODUCTION
2. The key strategic questions before embarking on a crisis 

communications journey. 
3. Framework for managing a crisis - 4R’s Approach:

I. Ready for a crisis: (1) Develop a crisis communications plan 
and (2) Teams. 

II. Respond to a crisis: Practical Guidelines
III. Recover from the crisis: (1) Assess the reputation damage, (2) 

Assess opportunities, (2) Provide clarity to stakeholders
IV. Restore city’s reputation: (1) Re-align communications to the 

purpose, mission and values of the city, (2) Communicate 
changes as result of the crisis, (3) Look into the future.

4. Crisis Management Activation: (1) Classifying a crisis - DEFCON. (2) 
The Master Events Log (MEL), (3) The Briefing Cycle (4) Simulation 
Exercises 

5. Crisis Management Checklist
6. Live Lecture
7. Conclusion
8. Appendix

a) Further Reading
b) References
c) Faculty
d) Acknowledgements
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It is inevitable that every city will
face some sort of a crisis in its
existence.

In most cases, crises occur when
least expected. Therefore, the
unpredictable nature of crises
requires that the city proactively
identifies the people, and has in
place the systems, messaging and
other standards in advance to
mitigate the impact of the crisis on
its reputation, value and
relationships.

Crisis Management is the
collection, processing and
expedient dissemination of
relevant and consistent
information in addressing a
crisis.

The ultimate goal of crisis
communication is to protect the
city’s reputation among its
stakeholders.

A crisis, when handled
correctly, offers the city
opportunities to learn and grow.

Former Chicago Mayor and
advisor to US President, Barack
Obama, Rahm Emmanuel once
famously said “never let a good
crisis go to waste.”

The overall goal of this module is
to enable the practitioners to
develop a strategy, improve
crisis preparedness and
planning, avert crisis, improve
proactive and rapid response
capabilities, aid recovery and
enhance agility and coordination
in crisis.

Introduction
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Does the city have an up-to-
date crisis communication
plan?

Who are the crisis team
members?

Are the crisis management
tools ready and easily
accessible?

What is going to be our
city’s key message?

Who are the affected
stakeholders?

Key Strategic 
Questions

1 2 3 4

5

Which communications
channels or platforms to
use to effectively reach our
audience?

What is the measure of
success after the crisis?

6 7
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A crisis communication plan is a
set of guidelines used to prepare
the city for an emergency or
unexpected event.

A well developed plan focuses the
city's response and how it will
communicate the crisis with its
stakeholders.

It includes steps to take when a
crisis first emerges, how to
communicate with the
stakeholders, and how to learn
from and prevent the issue or
crisis from recurring.

Crisis Communication 
Plan
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Prepare a Crisis
Management Plan 

Provide timely, credible 
information that keeps 
stakeholders informed.

Assess new opportunities 
and provide clarity to 
stakeholders on how the 
future might look.

Realign communication to 
the purpose, mission and 
values of the organisation.

The 4Rs of Crisis 
Communications 
Planning 

READY RESPOND RECOVER RESTORE

Source: Icon Reputation, 2021. 

14



Crisis 
Communication 

Plan 

Team 

Research 

MessageChannels

Audience

Getting Ready –
Developing a Crisis 
Communication Plan 
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Toolki
t

Role Responsibility Staff Member 

Director of Crisis 
Communications 

Oversees the execution of the crisis response plan and 
serves as the communications point person for each team 
member, ensuring all efforts align with communications 
strategy and protocols.

For example, the Chief Marketing Officer or Senior 
Communications Director

Legal Team Lead Reviews and provides legal sign-off on all communications 
and updates the team on legal implications and issues.

City Lawyer 

Media Team The media team is responsible for developing content, 
monitoring media and social media, and providing the team 
with insights on stakeholder sentiment.

Marketing, Media or Public Relations Specialists

Subject Matter Expert Provide subject matter expertise and advise of nuances 
related to issue and its impact.

Senior member of the relevant/affected division, 
e.g. IT, HR, Operations, Finance or Risk, etc.

Spokespeople Represents the city in engaging with media and external 
stakeholders.

City Manager, Communications Director, or other 
executive-level professional in a position to 
authoritatively speak on behalf of the city as a 
whole.

Senior executives, usually the heads of major divisions – and the relevant impacted division, should be identified to serve as the 
city’s Crisis Communications Team. They can be supported by external resources who are specialists in the subject matter. 
Identify and train a pool of specialist spokespersons in advance for different subject matters even though the ultimate decision
on who to speak will be made once a crisis occurs. 

Getting Ready – Establish a 
Crisis Management Team 
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Role Internal Contact Details External Support Contact Details

Director of Crisis 
Communications 

Legal Team Lead

Media Team 

Subject Matter Expert

Spokespeople 

Getting Ready – Establish 
a Crisis Management 
Team Template 

The city may have or need to engage 
external resources to provide capacity 
and/or specialist advice to the Crisis 
Communications Team. 
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WHAT

Established exactly 
what can happen?

Understand the 
potential extent and 
impact. 

Research how other 
cities or 
organisations have 
responded in similar 
situations? 

WHAT?

Who will be 
impacted by the 
crisis?

WHO?

When is it likely to 
happen?

WHEN?

Where will it 
emerge?

WHERE?

What can trigger the 
crisis?

WHY?

Brainstorm potential crises scenarios that can happen within the city. 
The Crisis Communication Team should identify the potential threat 
based on its known vulnerabilities, e.g. layoffs, strikes, environmental 
crisis, relocations, etc. 

Getting Ready –
Research
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Factor Description Example

Political The extent to which political decision and changes can impact a city, with respect to 
policy change and ability to deliver on promises. Stability. political policy and stability as 
well as trade, fiscal and taxation policies too.

Leadership changes, coalition, elections, 
extremist movements

Economic An economic factor has a direct impact on the economy and its performance, which in 
turn directly impacts on the city’s ability to fulfil its service delivery promises. Factors 
include low tax revenues, ineffective rates and taxes collection, etc.

Corruption, adverse findings by the auditor 
general, rise of input costs, increase in 
unemployment, etc. 

Social The focus here is on the social environment and identifying emerging trends. This helps 
a marketer to further understand consumer needs and wants in a social setting. Factors 
include changing family demographics, education levels, cultural trends, attitude 
changes and changes in lifestyles.

Health threats, social unrest, safety and 
security, class and social mobility; 
xenophobia

Technological Technological factors consider the rate of technological innovation and development 
that could affect the ability of the city to deliver. Factors could include changes in digital 
or mobile technology, automation, etc.

Cybersecurity

Environmental Environmental factors are those that are influenced of the surrounding environment, the 
impact of ecological aspects or impact of the city’s work on the environment. 

Global warming, extreme weather causing 
drought, famine or death; contamination, 

Legal Impact of changes in legal decision internally or externally that results in the city being 
impacted negatively. 

Lawsuits, etc.

Use the PESTLE (Political, Economic, Social, Technological, Legal and 
Environmental) analysis to help in the brainstorming potential crises or macro forces 
that can impact the city and its ability to deliver on services and promises. This 
analysis should be repeated every six months to identify any changes in the macro-
environment and emerging risks and crises.

Getting Ready –
Research
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Source: B2U, 2016. 

Getting Ready – Research –
Determining the impact of 
potential issues (PESTEL)
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Issue or Crisis Analysis Potential Issue or Crisis 
Impact

Positive Negative Low Medium High

What can happen?

Who will be affected?

When is it likely to 
happen?

Where will it happen?

Why? What will trigger it? 
Why does it matter?

Getting Ready –
Research: Template
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The message will depend
largely on what the crisis
involves and how all
parties are affected by it.

The message must be align
with the city’s vision, values
and value proposition – and
mandate.

Prepare 3 to 5 crisis specific
messages based on verified
information for all stakeholders,
and if needed some targeted
messaging for specific
stakeholder groups based on
identified scenarios.

Prepare key media list –
general and subject specific
– who will be our key
channels to convey key
message.

1 2 3 4

You will need to develop full messages based on the facts and that may take some time. 
Using pre-determined “holding statements,” immediately after a crisis gives you breathing 
space and communicates that you’re aware and working on the matter. For example: 
“Expect a statement from our CEO within two hours” or “Check Twitter or our website for 
updates.”

Getting Ready –
Research

22



Keep Informed
(Involve them as needed)

Monitor
(keep them informed)

Manage Closely
(Involve them extensively)

Keep Satisfied
(address their concerns)

Stakeholder 
Influence

St
ak

eh
ol

de
r 

In
te

re
st

Getting Ready –
Stakeholders and 
Audiences Mapping
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Engagement Stakeholder(s) Key Interest or 
Issues

Top 3 Key 
Messages

Media or Communication 
Channel

Key Journalists Frequency

High Interest
High Influence

High Influence
Low Interest

High Interest
Low Influence

Low Interest
Low Influence

Create a database of internal and external stakeholders, their key 
interests and the most effective channels to reach them so that 
they get the exact message that addresses their concerns – that 
they potentially will repeat through their channels. The messaging 
will have to be adapted based on the actual crisis and the different 
types of media channel. It is also prudent to develop a database of 
key or target journalists for each media channel who are influential 
in shaping perceptions of different stakeholders.

Getting Ready – Research, 
Stakeholder and Audience 
Mapping Template
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There are four key categories 
of media channels that can be used:

Getting Ready –
Channels

Channels of communication
are simply the platforms that
will carry our messages.
Selecting the appropriate
channels and methods for
communication is important
for reaching your target
audiences.

Paid

These are channels that
pay to use such as
advertising,
advertorials, promoted
social media.

Earned

When content such as
press releases and
thought leadership that
you distributed are
published beyond your
channels.

Shared

These are other
channels that share the
content that you
created and published
via your own channels.
For example, retweets,
hashtags, trends, etc.

Owned

These are channels
created specifically for
your organisation such
as your website, social
media and publications.

Taking into consideration that stakeholders are located across various platforms, a city must therefore 
use a multiple channel approach depending on the message being communicated. The city has control 
over paid and owned channels.
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Source: Spin Sucks. 

Channel Planning 
Approach – PESO
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Engagement Stakeholder Owned Channels
e.g. Website, Twitter, etc.

Paid Channels
e.g. Advertorial

High Interest
High Influence

High Influence
Low Interest

High Interest
Low Influence

Low Interest
Low Influence

Determine upfront the channels that 
will be appropriate and expedient to 
reach key stakeholders which are 
within your control.

Getting Ready –
Channels: Template
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The Master Events Log (MEL), (3) The Briefing Cycle (4) Simulation 
Exercises 

5. Crisis Management Checklist
6. Live Lecture
7. Conclusion
8. Appendix

a) Further Reading
b) References
c) Faculty
d) Acknowledgements

28



Prepare a Crisis
Management Plan 

Provide timely, credible 
information that keeps 
stakeholders informed.

Assess new opportunities 
and provide clarity to 
stakeholders on how the 
future might look.

Realign communication to 
the purpose, mission and 
values of the organisation.

The 4Rs of Crisis 
Communications 
Planning 

READY RESPOND RECOVER RESTORE

Source: Icon Reputation, 2021. 
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Having established and updated from your scenario planning the “What,” “Who,” “When,”
“Where” and “Why” of the crisis it is important to respond in a structured with clarity and
empathy that will ultimately restore or build the city’s reputation.

Responding 
to a Crisis
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1. Activate the Crisis Management 
Team.

2. Activate and update the Crisis 
Management Plan with specific 
relevant details to ensure a 
clear, unified and consistent 
position and supporting 
messages.

3. Be sincere when making 
apologies; empathy goes a long 
way in crisis management.

4. Appoint the relevant and 
appropriate spokesperson for 
media and public contact.

5. Make staff aware to refer all 
incoming enquiries to the 
dedicated spokesperson.

1. Schedule briefings to relay 
data, correct 
misconceptions and 
maintain positive media 
relations.

2. Do not stonewall or deny 
the crisis.

3. Treat all media equally; no 
‘exclusives’.

4. Stick to the facts.

1. Set up monitoring systems 
(e.g. google alert, 
Hootsuite, Meltwater, etc.) 
to keep on track 
stakeholder responses and 
feedback to assess the 
effectiveness of strategy 
and tactics.

2. Keep records of all replies 
(for example: stakeholder, 
media outlet, reporter 
name, date, time, 
respondent, summary of 
response, follow up 
requests, etc).

1. Immediately make a 
simple statement 
indicating awareness of 
the problem.

2. Openly and honestly 
provide as much detail 
and facts as possible.

3. Offer help to those 
affected where possible.

4. Keep stakeholders 
informed of 
developments according 
to level of interest and 
influence.

I. Establish a unified 
response II. Act Promptly

III. Establish media 
response policy 

iV. Establish monitoring 
Systems and document all 

details

Responding to a Crisis –
Practical Guidelines
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Engagement Stakeholder Issues Raised Response Follow-Up 

High Interest
High Influence

High Influence
Low Interest

High Interest
Low Influence

Low Interest
Low Influence

Responding to a Crisis – Issues 
and Response Monitoring

32



1. Introduction
2. The key strategic questions before embarking on a crisis 

communications journey
3. FRAMEWORK FOR MANAGING A CRISIS - 4R’S APPROACH:
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Prepare a Crisis
Management Plan 

Provide timely, credible 
information that keeps 
stakeholders informed.

Assess new opportunities 
and provide clarity to 
stakeholders on how the 
future might look.

Realign communication to 
the purpose, mission and 
values of the organisation.

The 4Rs of Crisis 
Communications 
Planning 

READY RESPOND RECOVER RESTORE

Source: Icon Reputation, 2021. 
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a) Stakeholder perception and 
alignment to the organisation’s 
activity 

Evaluating stakeholder sentiment in relation to
the city’s competence, transparency and
guardianship provides powerful feedback and
insight for the organisation. This can be
established through direct stakeholder
engagement, for example facilitating citizen,
employee and supplier feedback, setting up a
confidential reporting phone lines, and through
media and social media monitoring.

1. Assess the reputational damage 

This is where the city takes a step
back to analyse the extent of the
damage caused by the crisis.

b) Stakeholder propensity to 
change 

Understanding how changes in
perception drive changes in behaviour is
a key link in the cause-and-effect model.
Use historical evidence to frame and size
the likely actions to expect.

c) Impact 
on the city 

The impact on value can be instantaneous
and significant, or cumulative over time. A
pragmatic approach to assessing potential
impacts of a reputation-driven crisis will
include:

• Financial
• Stakeholder Reactions
• Regulatory Fines and Sanctions

The Assessment should cover three key areas: 
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Effective crisis
communication can bring
about new opportunities for
a city.

Reputational risk events
when handled effectively are
also opportunities to
enhance reputation of a city.

Understanding future trends
and anticipating the
reactions of influential
stakeholders provide the
basis for transformation risk
into opportunity.

1 2 3

2. Assess opportunities
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Even if it starts to feel repetitive,
proactive and consistent
communication is vital during
this phase because stakeholders
may still feel uncertain, even as
the city begins to stabilize and
recover.

Leaders can use communication
to define and articulate the city’s
future vision while keeping
people informed about the
improved stability.

Clarity tells the team what is at
stake and prevents doubts and
rumours.

3. Provide clarity to stakeholders

1 2 3
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Prepare a Crisis
Management Plan 

Provide timely, credible 
information that keeps 
stakeholders informed.

Assess new opportunities
and provide clarity to
stakeholders on how the
future might look.

Realign communication to
the purpose, mission and
values of the organisation.

The 4Rs of Crisis 
Communications 
Planning 

READY RESPOND RECOVER RESTORE

Source: Icon Reputation, 2021. 
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Re-align the
city’s communication to its
purpose, mission and
values and provide rationale
for any changes made as a
result of the crisis. This
communication helps to
establish meaningful
connections with stakeholders
that will positively differentiate
its brand and culture.

Speak in one voice while
demonstrating the city’s core
values to the public.

Remind stakeholders of the
strides the city has taken over
the years to attain its current
success. The bottom line here
is assuring citizens of the
city’s commitment and
showing what measures that it
has in place to ensure
success moving forward.

Communicate the changes
that came about as a result
of the crisis. Any change no
matter how small must be
communicated.

Re-align communication to 
purpose, mission and values 

1 2 3 4
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When the crisis is over and everyone is
feeling relieved and looking forward to
returning to normality, remember there is
still one more thing to do. This is planning
the city’s future.

The crisis should be an opportunity to
assess how you can maintain the city’s
reputation in the long-term.

Look into the future: 
Restoring the City’s Reputation 

1 2
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Strategy/Tactic Description Result Possible Improvements

What worked?

What didn’t work?

Once the crisis has passed, a best practice is for the Crisis Communications Team to
conduct a formal analysis. Review what worked, what did not work, and what could be
improved prior to the next event, and use the results to update the Crisis Communication
Response Plan.

Key Learnings: 
Post Crisis Debrief
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The DEFCON system was
adapted from a crisis
management system
developed by the Joint
Chiefs of Staff and
unified and specified
combatant commands.

It prescribes graduated
levels of readiness (or
states of alert) for the
military and increase in
severity from DEFCON 5
(least severe crisis) to
DEFCON 1 (most severe
crisis) to match varying
military situations.

05

Source: Military Benefits

04 03 02 01

Classifying a crisis – DEFCON 

Level 5

Normal readiness –
be cautious of
potential crisis.

Level 4

“Above normal”
readiness – be on
guard for potential
crisis (The issue has
now been elevated
to executives and
rumors are starting
to damage the
reputation).

Level 3

Medium readiness –
be on standby for
potential crisis (The
issue has escalated
to high risk thus
repairing the
damage will be
expensive and take
time).

Level 2

“Above medium”
readiness – be able
to respond within six
hours or less.

Level 1

Maximum readiness
for “immediate
response” to crisis –
be able to respond
within at least 15
minutes.
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Classifying a crisis – The 
Master Events Log (MEL) 

Master Events Log (MEL) is a document
that is created as early as possible
during a crisis or incident that you
believe may develop into a crisis.

It helps you keep track of key actions
that have taken place. It is an essential
document that can help the crisis team
document the incident as soon as it
starts to unfold.

The MEL can also be used to reflect on
what happened earlier on in the incident
as well as used for communicators that
need information for their
communications to the different
stakeholders.

1 2 3
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Event Description

What happened?

When did it happen?

Who is affected/involved?

How did it happen?

Which credible information sources 
confirmed?

What additional facts are needed to put 
the event in perspective?

What is currently being done?

Classifying a crisis –
The Master Events 
Log (MEL) 
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The briefing cycle process should
be disciplined to ensure the crisis
team is organized and efficient.

Classifying a crisis – The 
Briefing Cycle 

During the briefing cycle, the
leader needs to set expectations
as early as possible.

Part of the briefing cycle includes
a very short and factual
discussion about the status of the
incident.

1 2 3
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Sometimes referred to as
a “Situation Room or War
Room”. An EOC is a safe
and secure location where
a team or several teams
can coordinate a response
to crises.

Classifying a crisis – An EOC 
(Emergency Operations Room)

It must be equipped to manage the
incident for a sustained period.

There should also be a secondary “off-
site” location that is equally as
equipped and ready to receive the
crisis, emergency, security, business
continuity and other relevant incident
management and potentially other
leadership teams.

1 2

48



One of the best tools any
organization can invest
their time and money in
is a crisis simulation
exercise program. There
are many benefits in
conducting well-
constructed crisis and
other types of simulation
exercises. Some of the
benefits include:

Classifying a crisis –
Simulation Exercises 

Stimulates thought
process

Focuses team on specific
scenarios

Enhances team building
(internal teams, critical
vendors and other key
stakeholders)

1 2 3

Strengthens the
understanding of roles
and responsibilities as
well as plans and
processes

Identifies issues, 
challenges and 
assumptions

Identifies resources
necessary to overcome
any issues, challenges
and assumptions

4 5 6
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Yes No Responsibility

1 Is there a crisis communication plan in place?

2 A crisis management team with established with clear roles and responsibilities has been 
identified and trained.

3 A designated media spokesperson has been identified and trained?

4 Managers and leaders have been trained to spot and log potential crisis well in advance.

5 Crisis scenarios/drills are conducted a minimum of once per year to ensure the crisis 
management process works.

6 There are established and understood employee guidelines for responding to media 
inquiries and social media posts.

7 Media (news and social) monitoring tools/services are in place and in use – both to watch 
for warning signs and to provide real-time updated during a crisis

8
Preferred communication channels have been determined and established for key 
stakeholders including employees, customers, business partners, community and 
regulatory/compliance agencies

9 A “Situation Room or War Room” and staffing has been identified and resourced.

Checklist
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Live Lecture



LECTURER

JANINE HILLS 

Janine Hills brings more than 35 years experience in reputation management across various
sectors of industry in the public and private sector across Africa. She is the Founder and CEO of
Janine Hills Authentic Leadership and the Founder and joint CEO of Ignite Africa, an advisory
business focusing on crisis and reputation management throughout Africa. She is a former head of
group communications for First National Bank (FNB). Most recently, Janine contributed a chapter
on Effective Crisis Communication for the recently published e-book Managing Organisations
During the COVID 19.

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

Module 3 https://vimeo.com/showcase/9145239
Password SACN_2021

Crisis Communication Lecturer 

https://www.abla.academy/Faculty
https://vimeo.com/showcase/9145239/video/607320746
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Managing a crisis requires a
clear and solid plan to mitigate
the extent to which the crisis
impacts the organization.

Conclusion

To effectively manage the crisis,
a crisis management team
needs to be set up, a clear and
concise message must be
developed, and the platforms
through which the message will
be shared be identified.

The 5Ws (Who, When, Where,
Why, and What) must be applied
for the content required for
scenario planning.
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Source: Smartsheet, 2020.

Conclusion:
10 Elements of a
Crisis Communication
Plan
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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
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recently published e-book Managing Organisations During the COVID 19 Vortex.
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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
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Brand Leadership Group, founder and principal of Africa Brand Leadership
Academy and founder of the non-profit Brand Africa initiative. Ikalafeng holds BSc,
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