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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



1. INTRODUCTION
2. 3 Steps of Report Writing

a) Planning
b) Writing
c) Revising

3. Checklist 
4. Live Lecture
5. Conclusion
6. Appendix

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





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.

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

Introduction
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Writing formal reports, like informal report,
and that of any other writing task follows the
same three steps, (a) planning, (b) writing,
and (c) revising.

Source: Lumen Learning

3 Steps of Writing a Report
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The first step is to
establish if there is a
prescribed or
standard structure
for the document
that is about to be
created. If so, follow
that.

Many formal or
compliance reports
have specific formats
that must be followed
exactly.

With a formal report,
there may be many
contributors which will
most likely require
extensive planning,
data gathering and
consultations.
Therefore it is
important to meet as a
group to divide the
work, agree on the
purpose, structure and
content, and plan how
the final document will
be assembled, edited
to ensure a common
voice or tone
throughout and ensure
version control.

With group writing,
there may be several
coordination
meetings at each
stage of the
document’s creation.

1 2 3 4

If it is a single contributor
and depending on the
criticality of the report
and seniority of the
audience, it is advisable
to have a second set of
eyes to review the
document prior
publication to wider
audience.
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This is the major
reason you're writing
the report in the first
place and determines
the kind of report you
write.

Decide in the
beginning what you
want the reader to
think and do after
reading your report

Consider and decide
whether you are
writing a factual,
instructional or leading
report?

– Factual reports aim
to inform.

– Instructional reports
aim to explain.

– Leading reports aim
to persuade.

Once your major aim
has been defined this
way, your subsidiary
aims will fall into
place - you inform in
order to explain and
inform and explain in
order to persuade.

This starting point
gives you focus and
informs everything
else.

Step 1 – Plan:  
Know the Purpose



Before you start writing
your report, consider its
target audience.

To be successful, a
report must ensure that
its target readers can:
– read it effortlessly;
– understand the

content;
– accept its facts,

findings, conclusions
and recommendations;
and

– decide to take the
recommended action.

Achieving this demands
more than presenting the
facts accurately. It also
means that you must
communicate acceptably
and intelligibly to the
reader.

To get a clearer picture
of the reader answer
these three questions:
– What does the reader

know?
– What are the reader's

attitudes?
– What does the reader

expect?

Step 1 – Plan:  
Know the Reader



Follow a top-down approach
to writing a report. This starts
with the thesis statement or
"terms of reference.”

The “Thesis” is a guiding
statement used to define the
scope of the report and helps
to collect, collate and
communicate the information
clearly and efficiently.

Info-gathering - there are a
number of questions to ask at
this stage:

– What information do I
need?

– How much do I need?

– Where will I find it?

– How will I collect it?

It is imperative that your
information source is credible
to avoid reputational risk and
questioning of the city
officials competence if
inaccurate information is
shared or worse a policy
decision is taken based on
the report.

Step 1 – Plan: 
Choose an Approach



Unless you have a prescribed 
structure, there are a few elements 
of a standard report.  

Front Matter Body  End Matter

– Title page
– Abstract
– Table of contents
– List of figures
– List of tables 
– Forward
– Preface 
– List of abbreviations and symbols

– Executive summary
– Introduction 
– Presentation of Results / Findings / Data
– Conclusion 
– Recommendations 

– Reference
– Appendices
– Glossary
– Bibliographies 
– Index

The structure can be customized to 
your own circumstances, needs and 
creativity.

Essentially, there are three basic 
components of a formal report:

Step 1  – Plan:  Decide on a 
Structure



Unless you have a prescribed structure,
follow the basic 3 components can be
organized into the 11 elements of a
standard report, which can be
customized to your own circumstances,
needs and creativity.

– Title page

– Index (or Contents)

– Thesis (or Terms of Reference or Abstract)

– Introduction (or Executive Summary)

– Background

– Procedure

– Implications (or Issues)

– Solutions (or Recommendations)

– Conclusion

– Appendices

– Bibliography (or References)

Step 1  – Plan:  Decide on a 
Structure
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Writing is a skill that for many may take 
years (and many reports) to master.Step 2  – Writing

The best reports are simple and quick
to read because the writer has
interpreted the data / information and
developed viable recommendations.
– Write as you speak.
– Avoid empty words.
– Use descending order of

importance.
– Use the active voice.
– Keep sentences short.
– Don't try to impress; write to

express.
– Get facts 100% right.
– Be unbiased and open.

Use efficient and intelligible 
language.

Use hard facts and figures, 
evidence and justification. 



Step 2  – Writing

Fonts

Remember that reports are conservative
and often formal documents, so your font
choices should not be cutesy, clever or
sexy.

For the body of the document, unless
specified, choose a serif font such as
Times Roman or Cambria with a point size
of 11 or 12. You can use a sans serif font
such as Arial or Calibri for bolded
headings to complement the body text.

Visuals

Spend time thinking about the visuals.
Wherever necessary, explain all aspects
of a visual and do not leave the reader
wondering about the connection between
the figure and the text.

Write good captions and choose the type
of visual with careful consideration. For
example, Bar graphs, pie charts and
tables do different things.

If the visual does not add value to the
report, then it will be better if not
included.
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No report is perfect. Unfortunately, well-written
reports are those that have
gone through the mill a
couple of times, either with
your gimlet eye or under
the skeptical gaze of
someone else. .

Leave as much time as you
can afford to check, check
and double-check, and then
ask yourself:

Overall, does the report
fulfill its purpose?

– Does it do what I was
asked to do?

– Does it achieve the
objective as stated in
the introduction?

Step 3  – Revise 
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Yes No Responsibility

1 Is there a clear introduction that clearly states the purpose of the report? 

2 Do the Conclusion and Recommendations clearly show how purpose/objectives have 
been accomplished? 

3
Does the report follow a clear structure where the information is organized logically 
under clear content headings and sub-headings for (a) front matter, (b) body and (c) end 
matter ? 

4 Do you have a clear and structured Table of Contents? 

5 Do you have a conclusion that suggests clear Recommendations or required Actions?

6 Have you included a Reference List that includes all references used in your report, 
where appropriate?

7
Have you included Appendices for extra information, where appropriate?

8
Has the report been edited for grammar, structure and purpose?

Checklist
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Live Lecture



LECTURER

THEBE IKALAFENG

Thebe Ikalafeng (South Africa) 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 is the founder of award-winning Brand Leadership Group, the non-profit Brand Africa and
ABLA. Ikalafeng holds BSc. MBA and LLM (Intellectual Property Law) degrees and is a Chartered
Marketer (SA).

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

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

Report Writing Lecturer

https://www.abla.academy/Faculty
https://vimeo.com/showcase/9145239/video/607320746
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The accuracy principle simply means
that the content of a report represents
what it claims it does. It involves
ensuring that the written components
and titles in the report are free from
spelling and grammatical errors and
that the data presented is associated
with the time period(s) indicated.

Conclusion – 5 Principles 
of Great Report

The consistency principle requires that
the same format and layout is applied
to all reports, which can also provide a
brand style for the source department
or individual writer.

The appearance principle means that
the report is aesthetically pleasing and
also professional-looking. The purpose
of most reports is to support decision
making and improve the appearance of
the report can often help to draw the
attention of the decision maker to the
most relevant data items (and avoid
distracting the recipient).

The efficiency principle involves
ensuring that a standard report can be
prepared as quickly and easily as
possible. This often means utilizing
automated or formulaic fields where
possible. This will help to minimize the
data entry and computations necessary
for the preparation of reports.

1 2 3

4
The usability principle relates very
specifically to decision support for the
report recipients. It involves
considering how the report will be
disseminated. In that regard, report
data should be organized to allow for
easy extraction by recipients. It should
also be easily understandable given the
specific background(s) of the recipients.
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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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