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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 
RELATIONS

6. MEASURING ROI

SA Cities Marketing 
Communication Toolkits
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Media is a key interface
between a city and its
citizens. It is one of the
most fundamental channels
to engage with a wider
audience to communicate a
city’s vision and its
programmes.

Media relations is the
relationship a city has with
the press, built on trust.

To get get publicity and
coverage for their agenda and
work, cities must build
meaningful relationships with
the appropriate media whether
it be a journalist, a writer, an
analyst, an editor, and/or a
relevant media outlet to ensure
optimal media representation
and awareness.

Strong media relations are vital
to building a city’s reputation
among its key stakeholders.

Strategic relationships with
media and reporters can be
a city’s biggest investment
and advantage, depending
on how the city engages
with them.

Media relations is one of the
most cost-effective tools of
reaching diverse or specific
stakeholders.

Although the press are the
conduit of the message, the
city must always remember
that the ultimate target is the
public/stakeholders.

Introduction

“It takes 20 years to 
build a reputation and 
five minutes to ruin it,” 

Warren Buffet 
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What are the city’s
goals? The starting place
for any media relations
work is the city’s goal
and communications
objectives – not just
coverage.

What behaviour does
the city want to influence
or change?

Who do the city need to
influence to achieve its
goals?

What are the key
messages? What does
the city want its target
audiences to know or
do?

What stories can the city
tell that would be relevant
to its target audience?

Key Strategic 
Questions

1 3 4 5

What are the city’s target
media? Which media
does the target
audience consume?

Who in the city’s
organisational
structures needs to
engage with media?

Which journalists are key
and will be receptive to
the city’s messages?

What are the key
timeframes for the city’s
agenda?

How does the city ascertain
that the message was
effectively communicated?

6 7 8 9 10
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Whether it is to communicate a
programme, policy or respond to
a crisis, a clear, coherent and
consistent message can be the
difference between success or
failure, or worse yet, a waste of
time and money.

If you, as a communicator, have
not defined your message
clearly, how likely is it that your
target audiences will get the
message you want them to hear
and/or action?

Because an integrated approach
results in opportunities for
multiple communication tools
and touch points, the impact of a
consistent, effective message is
compounded when it reaches
the people you’re targeting
again and again through
different channels.

“Messaging” refers to what and
how the city positions what it
wants to communicate to its
stakeholders. It is the key points
or messages the city uses to
communicate about something
with a target audience.
Messaging translates the city’s
positioning statement/s into a set
of relevant “key message”
statements.

These statements are the blueprint
to develop materials for
communications such as advertising
copy, social media posts, press
releases, talking points,
presentation scripts, and so forth.

Why message matters

1 2 3 4

5

A city may create messaging for 
different purposes.

Corporate messaging
communicates about the purpose
and value the city provides to the
market. Brand messaging focuses
on how and what to communicate
about its offering. Product,
project or policy messaging
expresses key selling points
about a product, project or policy.
Crisis messaging outlines talking
points for how a city
communicates about an
unfortunate development, such
as a service interruption or a
scandal.

Messaging ensures that
everyone in an organization who
needs to communicate with
stakeholders can do it with a
common set of messages and a
common understanding of what
the relevant stakeholders should
hear from them.

While messaging is usually
created by the communication
team, it may be used by
individuals and teams across the
city’s organisational structures,
from executive leaders to project
managers, strategy team and the
communication team itself.

6
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The key messages that make up a messaging 
document should do the following:

– Express the main idea you want
stakeholders to understand and
remember;

– Resonate with the audience you are
targeting, such that they pay
attention and feel what you are
saying matters;

– Articulate clearly and concisely what
you need to communicate about:
e.g., what you stand for, why you are
different, what value you offer, what
problems you solve, the crisis, the
policy, etc.

– The message content, as well as
the voice, tone, and style of the
message must be appropriate for the
city, the purpose or the issue being
addressed.

All of these elements must be
factored into the key messages
and the creation of
communication tools and

channels.

Developing 
Messages
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– Re-confirm the audience(s) for the
messaging: Who are the target
segments and stakeholders you need
to reach and the different sets of key
messages for different audiences,
depending on what points are most
important for that audience.

WHAT? WHY and HOW?

– Message development starts with
doing your homework and
consultation with relevant
stakeholders on what the
organisation needs to accomplish.
Revisit the city’s goals, objectives,
and strategy to confirm the
outcomes that the messaging is
designed to help achieve.

– Reference the related positioning
statements, strategy, vision and
values for the city and/or the
initiative that has been developed,
because the positioning lays out the
foundation for what the city wants to
communicate.

WHO?

– Identify key words and ideas you want
to associate with the communication.
These words and phrases may figure
prominently in the messaging you
develop, to help it stand out and
resonate with the recipients.

– Conduct research to see how others
have communicated similar subjects
to capture the key messages, words,
and concepts used effectively. While
you are addressing the same or
similar, the goal should be to ensure
that your messaging should
distinguish and resonate.

Developing Messages –
Start with What, Who, Why?
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With your audience and
objectives in mind, begin
drafting key message
statements. If you could
make only a few key
points to your target
audience, what would
those points be? As you
write these message
statements, keep the
following criteria in mind.
Key messages should be:

– Concise: Key message
statements should be clear
and concise, ideally just one
sentence long – but not a
long, run-on sentence.

– Simple: Key messages
should use language that is
easy for target audiences to
understand. You should
avoid acronyms, jargon, and
flowery or bureaucratic-
sounding language.

– Strategic: Key messages
should differentiate your
organization and what you
stand for, while articulating
the value proposition or key
benefits you offer.

– Convincing: Messaging
should include believable,
meaningful information that
creates a sense of urgency
and stimulates action.
Message wording should be
decisive and active, rather
than passive.

– Relevant: Key messages
should matter to the
audience; they should
communicate useful, relevant
information that the audience
finds appealing not only on a
logical or rational level but
also on an emotional level.

– Memorable: Key messages
should stick in the mind, so
the impression they make is
easy to recall.

– Tailored: Messaging must
communicate effectively with
intended target audiences.
This means the messaging
should reflect the target
audience’s unique needs,
priorities, issues,
terminology, relationship to
the organization, and other
distinguishing factors that
might help the messaging
better communicate with that
audience.

Developing Messages
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Source: NSCC, 2021. 

Messaging 
Framework
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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.

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.

Messaging 
Architecture 
Template
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– If there is news to share, knowing who,
where, when and how to channel it is a
critical decision.

Media Relations 
Strategy: Introduction

– Media relations strategy is the strategic
relationship a city has with media to
enable it to tell its story. It is the
process of figuring out a message and
distributing it to the right media sources
so that you can reach your target
audiences.

– In order to be successful, cities must
build meaningful relationships with the
appropriate media contacts, whether it
be a journalist, a writer, an analyst, an
editor, for the relevant media outlet to
ensure optimal media representation
and visibility for the city

– Media Relations Strategy is not a one-
size-fits-all strategy. Your targeted
media outreach will need to be adapted
specifically to your goals, objectives,
audience and channels.

– Ultimately, media relations strategy is
about ensuring (a) the right message, (b)
to the right audience, (c) at the right time
and (d) through the right channels to
deliver the message.

– There are 4 Rs of an Effective Media
Relations Strategy – Research,
Relationships, Resources and
Responsiveness.
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4 Elements of an 
effective MEDIA 

RELATIONS 
STRATEGY

RESEARCH RELATIONSHIPS

RESPONSIVENESSRESOURCES

Cultivate interactive and
mutually respectable
relationships with media
channels and journalists who are
relevant to the city and its
citizens.

Be visible and keep open channels of
communication, respond and
proactively engage with the city’s
relevant media and distribute content
effectively nd expediently. Position
the city’s communication team as the
first port of call for relevant
information.

Prepare resources for
engaging with media and for
media to access information
about the city.

Understand gather deep
insights on your target
audience, how to reach
them and the relevant
media, channels and
journalists to reach them.

The 4 Elements of an Effective 
Media Relations Strategy
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– The first step of any
successful media
relations strategy is
to research your media
landscape. Invest time
into researching what
kinds of news outlets
are out there, what they
are specifically covering
and who is writing what
kinds of articles, identify
categories for media
coverage, etc.

– Research is an essential
to gather relevant facts,
opinions and
information pertaining
to a specified problem,
situation or opportunity
– and insights on your
target audience and
their media
consumption.

– Research your target
audience, how to reach
them, the relevant media,
channels and journalists
and to reach them.

– Understand the key
stakeholders in the city
– e.g. the key people
(senior level
management, etc) who
may require evidence
that the city is being
covered in the media,
industry or subject
matter experts and
influencers – the people
in your sector whom you
may want to consult or
influence, and
regulators – bodies that
have a direct influence
on your sector and who
are beneficial to
influence.

– Understand the
relationships among the
media organizations,
journalists and the target
audiences.

The 4Rs of Media Relations –
Research 
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– Media has been transitioning
from platform to platform.
However, the one aspect that
hasn’t changed is
relationship building and
maintenance.

– Without cultivating media
relationships, cities will find
themselves in one-sided
conversations.

– Ultimately, a successful story
pitch is not usually one that gets
in front of the most eyes -- it’s
one that serves to start or
further a conversation with the
media.

The 4Rs of Media Relations –
Relationships 

– Building relationships with the
media is not an event but a
process. It must be
approached with a long-term
view.

– Cities with a strong, long-term
media presence, will have a
solid plan to back it up.

– Understanding who you are as a
city, what your city stands for, and
what messages does your city
want to portray can be a
challenging, however once done
and done right, it will make things
much easier when establishing
relationships with the media.
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A four-step guide to create a media list.

The 4Rs of Media Relations –
Creating a Media List  

Step 1

Identify your target 
market and their core 
media.

Step 2

Create your media 
list.

Step 3

Ensure you have all 
the key journalists’ 
contact details. 

Step 4

Regularly update your 
media list – and the 
influential media.

Step 5

Create opportunities 
to introduce your city 
to the media. 
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Category Media 
Channel or 
Publication

Website Reporter 
Name

Job Title Email Mobile # Landline Social Media

Twitter Instagram Facebook

e.g. 
Environment

The 4Rs of Media Relations –
Creating a Media List Template  

25



There are several resources the city
should invest in as a repository of and
channel for its content to be able to
strategically and effectively engage with
and respond to media and distribute its
content.

It is important to have an up-to-date
Media Toolkit with relevant information
and channels to access the content
about the city, it’s people and work. The
website and social media are typically
the most common and go-to channel.

The 4Rs of Media Relations –
Resources
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There are several ways
in which the city can
strategically and
effectively engage with
and creatively respond
to media and distribute
content.

Message

In developing the message, think
about Who is this story about – who
are you? Who is it relevant to – what
is the audience you’re seeking to
reach? When and Where is your
story taking place – will it impact a
specific region or will impact be
nationwide? What is happening?
Why is this valuable for people to
know about? Why are you doing
this?

The 4Rs of Media Relations –
Response

Medium

The message needs to be
transmitted to the right channels in
order to relevant to the key
stakeholder that a city is trying to
reach. Therefore, it is important to
understand which platforms the
city’s stakeholders use to receive
messages, effectively and timeously.
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There are several ways
in which the city can
strategically and
effectively engage with
and respond to media
and distribute content.

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.

There are four key categories
of media channels that can be
used:

The 4Rs of Media Relations –
Response: Channels/Medium

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

The 4Rs of Media Relations –
Response: Channel Planning Approach - PESO

29



Engagement Stakeholder Owned Channels
e.g. Website, Twitter, etc.

Paid Channels
e.g. Advertorial

Earned Channels
e.g. Press Releases

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.  The Earned Channel is one of 
the most valuable and credible channels.  Its success depends on the quality of 
the media relations, the level of interest in the subject matter and visibility of the 
city.

Getting Ready –
Channels: Template
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– Reflect

Take time to understand the 
issues, the stakeholder’s 
perspective or impact, the key 
message to be conveyed and 
actions to be take.

– Regret

Do not take the blame from a 
legal angle, but as a human 
response to a difficult or often, a 
tragic or sad situation.

When a crisis hits, the primary
goal is to protect the city’s
reputation. Being perceived as a
caring, competent and prepared
city goes a long way to
mitigating the damage of a
crisis.

Key Principles Of Dealing With 
Media in a Crisis – The 4 R’s

– Reason

Explain what has happened and why.

– Remedy

Implement and communicate the 
processes that the city is putting in 
place to remedy the situation and 
prevent it from happening again.
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Press or media kits are
often distributed at a
news conference and/or
made available in the
city’s website for media
and other interested
stakeholders.

Designed to summarize
information about the
city, initiative or event,
press or media kits are
primarily used by
journalists or media
contacts as a “one stop
shop” when they need
quick access to
information.

– Media or PR Contact 
Information 
(spokespersons, 
email, mobile, direct 
line, etc.) in the 
event the press 
should reach out to 
the city

– Media or Press kits should be accessible 
via the newsroom of the company 
website. 

What is a Media 
or Press Kit?

– Current and 
recent press 
releases, new 
initiatives, awards, 
executive 
appointments, and 
other major or 
recent news within 
the past quarter -
announcements will 
help journalists gain 
a better 
understanding of 
what’s going on with 
the company

– City Background - a 
one pager on “about 
us”

– Leadership 
biographies and 
headshots (in high 
and low resolution 
Jpeg and PNG 
formats)

– Logos (in full colour 
and B&W in high 
and low resolution 
Jpeg and PNG)

– Photographs of 
initiatives, 
employees, offices, 
etc. with relevant 
captions

– Corporate videos

– Annual reports

– Frequently Asked 
Questions (FAQs)

– Recent and notable 
news coverage of 
the city by credible 
and high profile 
media, so that 
journalists can 
access what they 
need without having 
to go back to the 
media contact with 
another request.

Basic contents of a Media or Press 
Kit:

How to Distribute the Media or Press 
Kit:

– Slimmed-down versions can be saved as 
compressed files and emailed to media 
contacts upon request or in an effort to pitch a 
story.

A press kit or media kit is a pre-packaged set of materials that provide easy-to-digest information 
on the city, brands, projects, services and leadership, which is distributed to members of the 
media. 
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[HEADLINE]

Introduction/Lead
Who, what, when, where, why

Source
“How do I know so?”

Prove credibility by providing sources.

Relevance
Explain why the story is significant.

Quotes and 
Supporting Facts

Anything 
else?

Reachable
Contacts

Structure of Press 
or Media Release
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The key to meaningful 
FAQs lies in framing its 
questions just as the 
users ask them.

#1. Use ‘I’s when 
framing the 
questions

When writing questions to 
include in your FAQs, use 
formats like:

• How can I ____?

• Can I _____?

• What are my ____?

For example, “How can I 
access the City’s new 
program on XYZ? 

#2. Start with a 
question word

When users click a link to
FAQs, they expect to see
questions and answers.
Because that’s how FAQs
are supposed to be.

For every common query
that you get, use one of the
following question words to
form your FAQs: What,
How, Which, When, Where,
Whom, Can, Why.

For example, “Can I use OR
Tambo to access
Ekhuruleni’s main depot?

#3. Write in the 
language of your 
users

When jargon creeps into
FAQs, they stop being
clear. Often such jargon
requires the users to
unwind the questions in
their minds to really get
what you’re trying to say.
And as a result, your FAQ
user experience suffers.
The easy part about
applying this tip is that you
already know the words
and the language your
customers use for asking
questions. All you need to
do is to reflect the same in
your FAQs and pick words
from the user’s support
tickets or queries. fail.

#4. Conclusion

When writing questions for
your FAQs, think like a
citizen or user. Because it
is only when you do so that
you will be able to connect
with them. Otherwise, even
your best FAQ content will
fail.

Structure of Fact 
Sheet (or FAQs)
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1. Stay Calm, Professional & 
Factual

Keep it light, but do not try
to be funny. While humor
often helps to relax a tense
situation, joking with a
reporter is not always a
good idea. That great quip
of yours might not seem as
clever when quoted out of
context.

Remember, the reporter is
looking for you to "make
news"– which could mean
losing your temper or saying
something controversial.

Tips for Dealing 
with Media

2. Don't Say Anything You 
Don't Want Published

Forget everything you've
seen in all of those movies
about talking off-the-record
with a muckraking reporter.
Everything you say could be
on the record, even if the
reporter says otherwise;
terms like "on background"
and "off-the-record" are not
legally binding. The
reporter does not need your
permission to write or print
anything you say, so do not
share anything you would
not want to see on the web
or in print.

3. Assume You're Being 
Recorded

The reporter does not need
to notify you. An "on-hold"
message alerting callers you
may record or monitor calls
is permission enough for the
reporter to record as well.

4. Gather 
Data

The reporter is not the only
one who can ask questions.
Obtain as much information
as you can about the
complaint or issue the
reporter is calling about.
Listen and take notes, but do
not argue the merits of the
case right away. Let the
reporter ask their questions.
Answer what you can, but do
not feel the need to respond
to everything at the point of
initial engagement. It is not
unreasonable to request
reasonable time to look into
the situation or gather
information. That gap
between conversation and
deadline also gives you an
opportunity to deal with, say,
the issue. By the time you get
back with the reporter, the
problem may no longer exist.

5. Kill the 
Story

Resolving the issue before it
is written about can kill the
story and limit exposure to
bad press.
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6.  Be strategic

Think about what it is that
you want to
share, why you want to
share it, what it is you
want to achieve and when
may be ideal to share.

Tips for Dealing 
with Media

7.  Do not expect media 
to share your agenda

It may be great news for
the city, but this will not
necessarily be great news
for journalists. They will
pick up on the story that
they want to run, which
may lead to your message
being communicated in a
different way than you had
intended.

8. Do your 
research

Take initiative, research
media outlets and try to
match up your own
interests with the interests
of a specific journalist.
Look for journalists that
are interested in what you
have to say in your area of
expertise, and you will
have more success.

9. Have a clear message and 
deliver it in plain English or 
relevant language.

Use very short words and
short sentences to
communicate your message,
and keep it very simple, plain
and direct. Journalists receive
hundreds of messages a day,
so do not overwhelm them
and lose them.

10. Remember journalists 
are human.

If you do get a piece of
news out there, the
chances are they will
contact you again if
something new comes up
in the field. This will help
you to establish a
relationship with them. So,
if you have a good
experience, say ‘thank
you’, and this gives you
the opportunity to mention
other work you have
coming up in the future.
Journalists want new
stories and contacts.
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Identify the 
media outlet

What is the story 
about? 

Who else are they 
talking to?

Who is the right 
spokesperson to 
handle the query?

What is the deadline 
for a response?

Tips for Dealing with Media: 
What to do when a reporter 
calls you
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Know in advance what you are 
going to talk about and LISTEN 
CAREFULLY to questions.

Find a way back to the point 
you want to make.

Expand or narrow the scope of 
the question.

Do not speculate. If you do not 
know the answer, say so.

Do not repeat false 
statements or “toxic” 
wording.

1 2 3

4 5

Tips for Dealing with Media: 
Bridging
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To receive a list of 
questions prior to 
the interview.

To approve the 
reporter’s story ahead of 
time, but you can offer to 
be available to fact-
check.

To tell the reporter 
what he or she should 
write about.

The headline to 
reflect the content of 
the story.

Tips for Dealing with Media:
Don’t Expect . . .

1 2 3 4

42



– No sunglasses (unless 
medically required to 
because of visual 
impairment)

– No striped, checkered, 
plaid, or big prints

– Consider storing an 
extra jacket/tie in the 
office

– Speak to the reporter 
(taped)

– Speak to the camera 
(live)

– Avoid swivel chairs

– Sit up straight “puppet 
on a string”

– Avoid blood red 
colours - Red bleeds

– No herringbone 
jackets

– Avoid high back chairs 
- Back of chair should 
not be higher than 
your shoulders or neck

– Bright, flattering 
colors

– Minimal jewelry

– Flattering makeup

– Professional look

Tips for Dealing with Media:
On Camera Appearance and 
Dressing for TV

Clothing General WomenPhysical

– Conservative colors

– Blue dress shirt

– Professional look

Men
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1. Determine the purpose of 
your talking points
– The first thing you must do before

writing talking points is to determine
and define the purpose of your
message. Consider,

– Who your audience is
– What setting you'll be

presenting your talking points
in

– What you're primary mission is

– What type of emotion you want
your audience to feel when you
deliver your talking points

– Why your audience should care
about what you're saying

– It's a good idea to make a list of the
answers to all of these questions
before writing your talking points.
This will give you a clear idea of your
primary purpose and help guide you
when creating each talking point.

Talking points are typically
short lists of information or
ideas used when giving
speeches, making
presentations, discussing
projects or any other situation
in which covering important
information occurs. Talking
points support a speaker's
argument and ensure they
remember to bring up the most
important components of their
stance. These points help
individuals remain focused and
organized so that arguments
and speeches are delivered
effectively and concisely.

2. Organize your Ideas
– Next, organize your ideas in separate

categories to make it easier to write
them. The more organized your talking
points are, the better you'll be able to
deliver a compelling and concise
argument or speech or interview.

Tips for Dealing with Media:
Developing Talking Points
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3. Create two to five
main talking points
that support your
purpose

When writing talking
points, it's important to
focus on only a few rather
than several. Best
practices for writing talking
points suggest focusing on
two to five main points that
you'll discuss. These main
points will support your
argument or ideas and
help you prove your
primary message.

Keep your talking points
short, clear and to the
point. Consider creating
your talking points from
important keywords or use
brief sentences that
include only the most
important information you
want to discuss.

4. Support each
talking point with an
example

You should also include a
specific example to
support each of your
talking points. Examples
are a great way to make a
lasting impact on your
audience. It's important to
only use one or two
examples for each talking
point to avoid
overwhelming your
audience with information.
Fewer examples will also
support a more concise
and clear proposal or
speech.

5. Focus on any win-
win scenarios

If you are arguing a point
or presenting a new
solution to an issue,
include a win-win scenario
in which everyone benefits
from your idea. Presenting
a win-win solution shows
your audience how they
will benefit and why they
should care about what
you have to say. In other
words, rather than simply
presenting identification of
an issue, provide viable
solutions on how your
audience can address the
issue.

6. Include a call to
action if appropriate

Providing a call to action
that your audience can act
upon is a great way to
encourage action and
increase the likelihood that
they will support your
cause or mission. The call
to action should be specific
to your message and result
in a direct benefit that
supports your cause.

7. Practice your talking
points

Practicing your talking
points with a colleague or
friend is a good way to
ensure you cover all
important material and that
your points are concise
and effective.

Tips for Dealing with Media:
Developing Talking Points
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Yes No Responsibility

1 Define Your Goals

2 Identify Your Target Audience

3 Develop Your Message and Content

4 Research Content, Topics, and Stories

5 Identify Media Channels, Influencers, Partners, 
Spokespersons and Contacts

6 Establish Relationships and Reach Out to Media

7 Accessible Resources – Media or Press Kit

Media Relations Checklist
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LECTURER

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.

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

Module 4 https://vimeo.com/showcase/9145239
Password SACN_2021

Marketing Communications 
Lecturer
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Media is a key
interface between a
city and its citizens. It
is one of the most
fundamental
relationships to
engage with a wider
audience in order to
communicate a city’s
vision and its
programmes.

Conclusion

Whether it is to
communicate a
programme, policy or
respond to a crisis, a
clear, coherent and
consistent message
can be the difference
between success or
failure, or worse yet,
a waste of time and
money.

Media relations
strategy is about
ensuring (a) the right
message, (b) to the
right audience, (c) at
the right time and (d)
through the right
channels to deliver
the message.

When a crisis hits, the
primary goal is to
protect the city’s
reputation. Being
accessible and
perceived as a
caring, competent
and prepared city
goes a long way to
mitigating the
damage of a crisis.

Proper Planning
Prevents Poor
Performance.
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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.

Faculty
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