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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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City marketing communication is not a simple task due
to the multi-dimensional nature of city marketing and
diversity of stakeholders which consist of prospective
and current consumers of the city offer (residents,
tourists, business representatives) and other
stakeholders.

The expected effect of marketing communication is to
make people choose the city as a place appropriate for
living, work, investment, tourism and recreation.

Introduction
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Does the city have a strategic
marketing communication
plan to build its brand?

Who are the key stakeholders
and how does the city
establish their needs?

What is the city’s positioning
and key message?

What are the best channels
to reach and engage the
city’s diverse stakeholders?

How does the city implement
its marketing communication
strategy effectively?

Key Strategic 
Questions

1

How can the city measure the
return on its marketing
communication investment?

How can the city ensure
internal buy-in and success for
its marketing communication
investment?

2 3 4

5 6 7
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The role of city marketing 
communications?

In essence, the role of city
marketing communication
strategies are to identify
the most differentiating,
authentic, relevant and
compelling qualities and
benefits that increase the
desirability of that
particular city.

– The promotion of a specific city, in order to
attract a greater number of travellers,
investment or migration to the city.

– A city needs to build the local economy
through the collection of various rates and
taxes, as well as the maximisation of
revenue and other opportunities.

– To help promote a city as preferable to
other cities, by drawing attention to its
unique qualities and plus points.

– To help enhance or improve a city’s image
and reputation.

– To help the local economy by increasing
demand across the board.

What is City Marketing and 
Communication?

Why is City Marketing Useful 
and Important?

13



Marketing versus 
Communication

The process of 
creating, 

communicating, 
delivering, and 

exchanging goods 
and services to 

customers, clients 
and society at large. 

The exchange of 
information from one 

person to another 
through an effective 

medium. 

A plan of action to 
effectively reach a 
targeted market 
through various 

methods of 
communication. It 

affirms what, where, 
how and who is to be 

communicated a 
purposeful message. 

Marketing Communication

Marketing 
Communications 

Strategy
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Conduct a City 
Brand Analysis

Collect and analyse 
research to extract 
insights which will assist 
in defining the major 
characteristics of the 
city.

Develop a 
Communication Audit 
and Strategic 
Recommendations

Analyse the city’s existing 
communication activities to 
assess how promotions of 
the city have been 
managed and are currently 
being managed. 

Establish a City 
Brand Idea

Establish a clear city brand 
idea, story and identity 
which enables 
communication with 
different stakeholder 
groups on the long-term 
and facilitates the creation 
of coherent 
communication 
programmes.

Develop a City 
Marketing 
Communications 
Strategy

A plan of action to 
effectively engage and 
reach the city’s targeted 
market in order to deliver 
on its objectives. 

STEP 1 STEP 2 STEP 3 STEP 4

4-Steps for Designing a 
City Brand
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Who are we talking to? 
(Audience)

Marketing 
Communications Audit

1
How are we reaching our 
audiences? (Channels)

2

What are we talking to our 
audience about? – What do they 
already know? What do they not 
know? What will tug at their 
heartstrings the most? (Message)

3
Why are we talking to our 
audience? – Is it relevant, 
compelling or interesting? Why 
should they believe us? (Impact)

4

A Marketing Communication Audit
audit is the first step for when the city
wants to understand and evaluate its
marketing efforts, priorities and to
determine what has worked and what
did not work, results, and the
processes that were followed prior to
developing a strategy or campaign.

The audit is a helpful tool that uncovers whether you are answering
these basic marketing questions before you create and deploy any
type of communication:
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Determine your audit’s 
direction and scope. Think 
about which aspects of 
marketing communications 
you want to include. 

Define the Scope Stakeholder Input Materials Evaluation
Competitor Review and 
Benchmarking

Step 1 Step 2 Step 3 Step 4

In order to determine what 
is most effective, you need 
to gather feedback from 
your stakeholders to get a 
better sense of what is 
working and what is not. 

Evaluate everything that 
has the city’s brand. Review 
marketing materials, digital 
and social media, website, 
email, newsletters, print and 
broadcast media. Is 
everything consistent with 
your brand? Is it effective? 
Are they relevant and/or 
appropriate?

A competitive analysis 
helps you gain a clearer 
understanding of the city 
relative to others. Compare 
their value propositions, 
message frameworks, and 
marketing strategies . This 
process helps you avoid 
becoming complacent, 
encourages differentiation, 
and develops the city’s self-
awareness.

Marketing 
Communications Audit
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Stakeholder Input

1. Interviews

- Conduct in-depth 
interviews with 
internal (EXCO and 
staff) and external 
(citizens, partners, 
investors, etc.)

Materials Review

– A review of existing documents 
such as strategic plans and 
Annual Performance Plans 
(APPs), other prior research, 
campaigns, annual reports, etc.

2. Surveys

- Conduct survey/s 
among stakeholders. 

3. Desk Research

- Conducting first-hand 
desk research, such as 
evaluating other 
competitor cities, doing 
a SWOT analysis or 
collecting best 
practices. 

Marketing 
Communications Audit
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Clarity – is the positioning, messaging 
or purpose clear and intelligible? 
Does it align with the city’s image, 
brand, mission, and values?

After all the findings have been reviewed and evaluated, an objective point of 
view on the city’s marketing can be developed. 

• Consistency – is there consistency 
in the messaging, tone of voice, 
photography, personality, logo and 
graphics, images and colours, 
typography and fonts?

• Quality – does your messaging and 
external communication strategy 
represent a compelling value 
proposition for the target audience?

• Conversion – does it contribute to 
the fulfilment of the goals – e.g. 
investment, migration, behavioural 
change, etc. 

• Connection – is the content 
appropriate for the needs of your 
audience in every step of the 
customer journey? Are you 
connecting with your audiences on 
the right channels?

• Engagement – are your 
communications strategies 
emotional enough? Are your 
personas still accurate? Does your 
tone resonate with your target 
audience?

What to look for in a Marketing 
Communications Audit
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Identify the target Market (Audience): 
To WHOM do we need to communicate?M#1

Determine Goals and Objectives: 
WHY is the city communicating?

Develop Strategy:
HOW do we distinctively position the city?

Develop Tactical Plan:
HOW will we implement the strategy?

Identify Measures of Evaluation:  
HOW will we measure success?

#2 O

S

I

E

#3

#4

#5

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Identify the target Market (Audience): 
To WHOM do we need to communicate?#1 M

There are four common characteristic 
criteria to segment a target market:

The purpose of segmentation is to identify different groups within the target 
audience so that you can deliver more targeted and valuable messaging for 
them. 

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Determine Goals and Objectives: 
WHY is the city communicating? #2 O

The basic objectives of all 
marketing communications 
are (1) to communicate, (2) 
to compete, and (3) to 
convince. In order to be 
effective, cities should 
ensure that their 
communication is clear, 
accurate, truthful, and useful 
to the target stakeholders. 
Objectives should be 
SMART.

Source: Corporate Finance Institute. 2021. 

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Develop Strategy:
HOW do we distinctively position the city?#3 S

The primary purpose of 
message architecture is to 
help you make sure that 
everything you communicate 
ultimately ties back to the 
major points you want 
audiences to know and 
believe about you.

Source: NSCC, 2021. 

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Develop Strategy: 
HOW do we distinctively position the city?#3 S

City or Initiative’s Brand 
Promise

A brand consists of all the features that distinguish the city, its initiatives or services from others: name, term, design, 
style, symbols, experience, etc. Together, all elements of the brand work as a psychological trigger or stimulus that 
causes an association to all other thoughts one has had about this city brand.

City or Initiative’s Positioning 
Statement

Positioning is distinctive or differentiated place you want the city, service or initiative to hold in the minds of a target 
market segment.

Target Audience A profile and segments of the stakeholders whom you’re trying to reach.

Tone of Voice Tone of voice is how communicate to our stakeholders how we feel about our message, and it will influence how 
they'll feel about our message, too

Primary Message or Elevator 
Pitch

The one to three sentences you would say to a member of your target audience if you had just thirty seconds with 
them in an elevator. In that short time, you need to get across the core ideas. 

Key Messaging Pillars The one to three message pillars that further substantiate the primary message or 
elevator pitch.

Proof Points For each message pillar, identify at least three convincing proof points, or reasons the 
target audience should believe what you tell them.

Call To Action or Behavioral 
Goal

A call to action is an instruction to the target audience about what you want them to do, once they have heard and 
digested your messages.

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Develop Tactical Plan:
HOW will we implement the strategy?#4 I

Activating the Marketing 
Communication Strategy 

I D AA
Awareness Interest Desire Action

Attracting the attention of 
the stakeholders.

Creating interest among 
stakeholders by focusing on 
and demonstrating competitive 
advantages and benefits of the 
city and/or its programmes

Influencing stakeholders to 
desire the product or service 
because it will satisfy their 
needs.

Taking the desired action, 
such as investment, 
migration or behaviour 
change.

Stages of 
planning

1. How do we make people 
aware of our city 
attractions?

2. What is our outreach 
strategy?

3. What is our brand 
awareness campaign?

4. Which tools and platforms 
do we use? 

5. What should the 
messages be?

1. How will we gain the 
interest of potential tourists 
and investors?

2. What is our content 
strategy?

3. Is there social proof 
available to back up our 
reputation? 

4. How do we make this 
information available and 
where? (e.g. on website, via 
videos, social media)

1. What makes our city 
desirable?

2. How do we interact 
personally to make an 
emotional connection? 
(e.g. Online chat, 
immediate response to 
Twitter feed, sharing 
travel tips and investment 
advice?)

1. How do we make it easy 
for people to connect 
with our city and 
messaging?

2. What are our call to 
actions and where do we 
place them? 

3. How can we leverage our 
multiple marketing 
platforms to engage with 
a wider audience?

Key 
questions
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Develop Tactical Plan:
HOW will we implement the strategy?#4 I

Promotion

Direct 
Marketing

Digital
Social Media

Events

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Nation
al

Provin
cial

Local
City

Individ
uals

Develop Tactical Plan:
HOW will we implement the strategy?#4 I

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Develop Tactical Plan:
HOW will we implement the strategy?#4 I

High involvement, personal, relevant, low reach/high costEvent/Activation

Cinema

Print

Digital online

Radio

TV

OoH

Mobile Phone

High impact, emotive, engaging, lower reach/higher cost

Immediate, info rich, credible, PR, visual, lower reach/lower cost

Info rich, responsive, interactive, measurable, high reach/low cost

High reach/freq., relationship, geographical, commuters, low cost

Rapid and deep reach, awareness, visual, connection, low cost

High impact, brand stature, targeted, high reach, lower cost 

High reach, personal, interactive, CRM, high reach, lower cost

In
vo

lv
em

en
t

Re
ac

h 
po

te
nt

ia
l

C
os

t p
er

 re
ac

h

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Identify Measures of Evaluation
HOW will we measure success?#5 E

– KPIs (Key Performance Indicators) are a measure 
of how successful the marketing communications 
have been.

– KPIs provide a clear measurement of performance, 
allowing an evaluation of the effectiveness of the 
strategy. For example, measuring awareness, 
perception, behaviour change, revenue collection 
or percentage growth.

5 Components 
of a Marketing 
Communications 
Strategy – MOSIE 
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Reaching out to a target 
audience across multiple 
marketing channels means 
that each channel will 
require its own content. 

However, while each channel 
may require different content, 
the messaging (and 
approach) needs to be 
aligned.

The city’s image and core 
messaging are reinforced as 
each platform works together 
as part of a unified whole 
rather than in isolation. The 
platforms selected will 
depend on the location of the 
target audience as well as 
their preferred 
communication method.

An IMC approach helps the 
marketer/communicator to 
consider and organize 
what message is being 
communicated, how that 
message is being 
communicated and how 
the message is being 
perceived consistently 
across all channels.

Integrated Marketing 
Communications (IMC) enable 
consistency and creates maximum 
impact for communication effort

1 2 3 4
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Yes No Responsibility

1 Conduct a City Brand Analysis

2 Conduct a Communication Audit

3 Establish a City Brand Idea – City Positioning

4 Develop a 5 Step Marketing Communication Strategy:

5 - Understanding of the target Market (stakeholders)

6 - SMART Objectives?

7 - A differentiated Strategy to position the city?

8 - A clear Implementation plan?

9 - Monitoring and Evaluation of the impact of the plan and achievement of goals?

Checklist
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Live Lecture



LECTURER

KOFFI KOUAKOU

Koffi Kouakou is the former director of the Unilever Mandela Rhodes Academy for
Communications and Marketing Academy (UMRA) at Wits University, a funded initiative by the
Unilever Foundation and the Nelson Mandela Rhodes Foundation, where he lectured in strategic
government communications and scenario planning. Koukou is an adjunct faculty at ABLA.

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

Module 1 https://vimeo.com/showcase/9145239
Password SACN_2021

Marketing 
Communications 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 strengths
and potential of the city,
and engages them 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.

A well defined city
branding strategy drives
investment, tourism and
citizenship for a city.
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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.
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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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