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ACG CEO AND CO-FOUNDER 

Mimi Kalinda

The 1st quarter of 22 has come and gone and what 
a year it has been so far, from Senegal winning the 
African Cup of Nations, to the war between Russia 
and the Ukraine. Both scenarios being vastly different 
in nature and importance but country branding and 
reputation building have come into play. The acts of 
individuals and of a country as a collective, all play 
a part in the external perception of a nation.

It was Nelson Mandela who said, “sport has the 
power to unite people in a way that little else 
does”. Currently, Africa needs a common goal to 
unite around as we strive to recover from a global 
pandemic while still dealing with a very unstable 
global socioeconomic environment. We 
need to invest in building the image of our 
continent in order to drive the African 
narrative, bring back tourism and restore 
our economies. Sports can play a 
major part in this effort.

I hope you will enjoy this edition of 
the ACG Review and ponder on 
the value of reputation building 
- in your personal capacity, for 
your country or for our continent.

Regards,
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THE FUTURE OF NATION 
BRANDING LIES IN SPORT

Mandela’s speech leaves no doubt on 
the pivotal role sport plays in a country’s 
development and nation branding. 
The term nation branding refers to the 
image and reputation of a state. It is 
the condensed expression of the peak 
performances of a nation. A nation’s 
brand is shaped by various factors, such 
as a state’s political structure, its culture, 
but also the character traits ascribed to 
its population.

In a paper published in the International Journal 
of Culture, Tourism and Hospitality Research 
under the title, “Leveraging nation branding 
opportunities through sport mega-events”, Fan 
(2010) defines nation branding as: a process 
by which a nation’s images can be created, 
monitored, evaluated and proactively managed 
in order to improve or enhance the country’s 

reputation among a target international 
audience. This definition stresses the process and 
actions of brand stakeholders and stresses the 
central activity of nation image management. 
It notes that nation brands are constructed 
and managed by stakeholders and do not 
simply come into existence on their own, and 
furthermore, that there is a strategic intentionality 
to the process, namely, that it is expected to 
result in positive reputation.

Every country is a brand because it represents 
a niche to differentiate itself from others. A 
country can establish its own brand trough sport; 
adapting the modern way of living through 
international standards without compromising its 
own culture and tradition. In theory of country 
branding, the “product” is the country, which 
includes its people, its government and other 
stakeholders engaged as brand ambassadors. 
In recent times, governments have become 
increasingly aware of the significance of shaping 
the international image of a state.

“ Sport has the power to change the world, where the rules 
of the game are the same for everyone, and behaviour 
is guided by fair play and good sportsmanship. It has the 
power to inspire. It has the power to unite people in a 
way that little else does. It speaks to youth in a language 
they understand. Sport can create hope, where 
once there was only despair. It is more powerful than 
governments in breaking down racial barriers. It laughs 
in the face of all types of discrimination that goes out 
into the world; spreading help, inspiration and hope.”

 ~  Nelson Mandela speech at Laureas World Sports 
Awards, Monaco, 25th May, 2000.
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ROLE OF SPORT IN NATION BRANDING

In a paper, The Use of Football as a Country 
Branding Strategy. Case Study: Qatar and the 
Catalan Sports Press, the authors argue that 
sport ‘can transform layers and networks into 
positive diplomatic relationships and, more 
importantly, offer an alternate channel for 
entrenched relations to move beyond the status 
quo’. As a respective part of public diplomacy, 
sports diplomacy plays an important role in 
communication, which is focused on achieving 
positive ideas about a country and aims at 
heightening the image and attractiveness of 
a country.

Sports victories belong to the most traditional 
means of increasing a state’s prestige and are 
often observed as indicators of the effectiveness 
of political leaders or the general vitality of a 
nation. For instance, countries that are successful 
in the Olympic Games or international football 
competitions tend to be assessed more highly in 
nation brand rankings in the area of culture and 
have a generally improved international image. 
This is because international sports provide an 
avenue for governments to present their national 
identities to the international public.

Examples abound of countries whose brand 
image has improved courtesy of sport.

Adidas Telstar Mechta Ball which appeared on the 
handover ceremony of the 2022 FIFA World Cup host mantle 
to Qatar. Source: wikimedia.org

THE CASE OF QATAR

Sport, above all football, has been a key sector 
in which the Qatari government believes in order 
to promote the image of its country worldwide. 
The Gulf State of Qatar is preparing to host 
the 2022 FIFA World Cup. Such sports events 
are recognised as a tourism resource with the 
power to attract large numbers of visitors and 
enhance destination image, thereby justifying 

a place in tourism development and economic 
diversification strategies. They serve additional 
purposes related to national branding and 
foreign relations as Qatar is actively seeking 
greater engagement with the international 
community. The country is investing heavily in 
its sports infrastructure, events programme and 
tourism in pursuit of favourable returns including 
social benefits for citizens.

Source: flickr.com

SOUTH AFRICA AND THE FIFA WORLD 
CUP 2010

As the largest sport event to be hosted on the 
African continent, the 2010 FIFA World Cup 
provided a platform for the host nation to be 
showcased to the largest global television 
audience for any single sport event ever and 
created an opportunity to dispel common 
stereotypes about Africa and dispel Afro-
pessimism.

The World Cup provided “an opportunity to 
portray a more positive image of the country 
both internally and externally”. Besides the 
external brand component portrayed through 
the media, the impact of the event on the local 
population was described as of vital importance 
to leveraging nation brand development, chiefly 
through fostering social cohesion and national 
pride or confidence. Also worth noting was 
the World Cup’s influence on local residents, 
in terms of increased sense of national pride, 
social cohesion, self-confidence and a general 
“feel-good factor”. Showcasing happy, friendly, 
excited and united local citizens was also 
described as a crucial element in the portrayal of 
more authentic future nation brand imagery. The 
significance of this, especially in the case of South 
Africa, given its tumultuous political and social 
history, cannot be overstated. ...

THE FUTURE OF NATION BRANDING LIES IN SPORT



©ACG 2022 PAGE 4

SENEGAL AND THE AFCON WIN

Celebrations continue in the West African nation 
of Senegal following the nation’s first finals victory 
at the Africa Cup of Nations (AFCON). The win 
was a long time coming for the Teranga Lions, 
who suffered two previous AFCON final defeats in 
2019 and 2002.

Winning AFCON for the first time was such a big 
deal for Senegal that the country’s president 
Macky Sall declared the day after the final a 
public holiday. As large crowds descended on 
the streets of Dakar to celebrate a breakthrough 
win, it wasn’t just Senegal who was celebrating 
the latest edition of AFCON. It was also AFCON 
organisers, officials, players and fans – across 
the world.

Following this win, Senegal continues to 
command global respect.

Compliments poured in from the African Union 
as the 55-country bloc’s Chair Moussa Faki 
Mahamat congratulated the team on his 
Twitter account.

Enthusiasm for Senegal’s victory stretched into 
the world of politics with the country’s President 
Macky Sall calling it a “beautiful moment of 
communion and national pride”.

According to Papa Massata Diack, who is a 
sports marketing expert, the opportunity has 
presented a new lease of life to Senegalese 
football.

“ With this championship, we now 
have a guarantee to attract foreign 
partners and encourage foreign 
clubs to invest in African football and 
particularly Senegalese. We also have 
the opportunity to use all platforms 
such as OTT, digital marketing, but 
it will also be done by a marketing 
agency because the federation 
cannot manage it. African federations 
have to be modernised by using 
marketing people and public relations 
agencies,” ~ Diack.

For decades, people only saw images of violence 
and crime so it was important to highlight the fun, 
the people and not the wildlife.

The World Cup also acted as a catalyst 
for sustainable development and urban 
transformation. The event’s success was in 
large part attributed to the event-linked urban 
development projects, especially those aimed 
at improving crucial areas of urban and tourism 
infrastructure. Besides the stadia, private and 
public entities in the host cities and provinces 

invested heavily in building facilities and 
infrastructure or in urban rejuvenation projects.

In both Cape Town and Durban, the areas from 
the fan park to the stadium precinct received an 
urban regeneration facelift. While many of these 
projects were public sector funded, there were 
also examples of private sector developments 
linked to the event. In Cape Town alone, five 
new five-star hotels were built in the lead up to 
the event – a significant boost to high-end tourist 
accommodation.

...

South Africa and the Fifa World Cup 2010
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KENYA’S ATHLETICS PROWESS

Kenya, a nation known for its middle and 
long distance runners continues to bask in 
international glory as sports tourism gathers 
momentum. Following the prowess displayed by 
Kenyan athletes such as world marathon record 
holder Eliud Kipchoge, many foreign athletes now 
use Kenya as a training ground. The Kenya Export 
Promotion and Branding Agency continues 
to associate with athletes, implying that their 
positive public image is reflected on the nation 
brand. In essence, these athletes have shaped 
the Kenya Brand. Kenyan prowess in athletics is 
playing a huge role in country branding, because 
the athletes are world-class and champions 
who keep on winning. Following the consistent 
dominance of Kenya’s sportsmen and women in 
world athletics, Kenya is now poised to exploit its 
strength in sports diplomacy.

It is the overall impressions that outsiders have 
of Kenya and its people that determine the 
country’s brand value. The impressions determine 

outsiders’ desire to associate with Kenya; the 
wish to visit the country; and also preparedness 
to invest in Kenya. Due to the popularity of sport 
in Kenya, many commercial organisations in the 
country, including multinationals, have been 
keen on using Kenyan athletes as their brand 
ambassadors, besides driving their marketing 
through sporting activities. The commercial 
organisations spend millions of shillings through 
advertisements and sponsorships of sport events, 
thereby enabling them to maximise profits 
through increased sales of their products and 
services.

When all is said and done, a country’s brand 
can have large impacts on its gross domestic 
product and economic growth. Developing and 
increasing a country’s reputation on a global 
scale is an important part of managing a country, 
just as developing and maintaining a strong 
positive corporate brand is an important part of 
managing a company.
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Source: wikimedia.org
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The State of the African PR Industry Report – 
conducted by Reputation Matters – examined 
the perception of PR, attitude towards ethics, 
developing talent, and the challenges and 
opportunities facing the industry in the future.

The study, which surveyed more than 550 
practitioners from 27 countries across Africa, 
paints a picture of a vibrant, growing industry that 
has emerged in a position of strength despite the 
disruption from the past two years. In fact, 33% of 
respondents said their strategic counsel is valued 
more than ever by business leaders, and a further 
27% said they feel valued at board-level.

However, the pandemic has created significant 
challenges for the African PR industry, with 36% 
of respondents having had their employment 
affected. And despite the growing overall 
optimism, 62% believed reduced budgets 
still posed the greatest threat to the PR 
industry’s future.

The importance of ethical, effective 
communications has never been more 
evident than today as the world grapples 

with disinformation across various media. 
Encouragingly, the majority of PR practitioners 
feel the profession is viewed as ethical. 13% of 
respondents said they had been asked to act 
unethically within the past 12 months.

KEY FINDINGS

The research revealed the scale of the challenge 
facing the industry’s attempts to adopt more 
rigorous measurement and evaluation methods 
to prove the power of its work. Troublingly, the 
universally discredited Metric Advertising Value 
Equivalent (AVE) remains the most common form 
of measurement.

Nearly half (47%) of PR professionals say that they 
will be back in the office full-time once Covid-19 
restrictions are fully lifted. Many will spend at least 
some of their time working from home, while a 
small number are still unsure.

Poor measurement and evaluation, and reduced 
budgets, are the biggest concerns on threats 
to the PR industry in the immediate future. While 
recruitment and retention, and technology and 
innovation, are also substantial risks.

Digital and social media is a clear leader in 
terms of increased importance during the past 
two years. It was closely followed by reputation 
management and crisis management, both of 
which have been particularly relevant during 
the pandemic.
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BUSINESS 
& MARKETNEWS
AFRICAN PR INDUSTRY 
EMERGES FROM 
PANDEMIC IN 
POSITION OF STRENGTH

The majority (67%) of African PR professionals believe the reputation 
of PR in business and society has improved since the beginning of 
the pandemic, according to PRCA Africa’s inaugural research.

READ MORE

https://www.bizcommunity.com/Article/196/18/226305.html


BUSINESS & MARKET NEWSBUSINESS & MARKET NEWS

SAVING JOURNALISM: 
views on how to pay for 
reliable information

Twisting the knife in the wound, the financial 
pressure on media organisations has been 
worsened by the Covid-19 pandemic. In the 
US, for example, at least 21 local newspapers 
merged and about 1,400 newsroom staffers 
lost their jobs. African journalism also felt the 
economic impact.

Without journalism, the foundations on which 
democratic societies operate will be weaker. 
Public and private institutions and their actors will 
be less accountable in their use of power.

A year ago, a team of researchers at Columbia 
University published a report assessing 

interventions and new initiatives to sustain 
journalism. Now this team, including myself, has 
gone back to assess the status of the promising 
measures we documented. We’ve also looked 
at worldwide strategies that show promise in 
stemming declines in revenue of media outlets 
and loss of journalism jobs.

Many countries are experimenting with different 
forms of government support and policies but the 
question is what works best and is sustainable in 
each context.

Journalism globally faces a sustainability crisis. It largely stems from declining 
advertising revenue, loss of revenue to technology giants, control of news media by 
political actors and individuals with business interests, disinformation and dwindling 
public trust.

READ MORE
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Africa Communications Media Group 
was approached by “Walk Free 
Foundation” to announce the signings 
coinciding with the launch of the Faith 
For Freedom smartphone app, which 
was created in collaboration with faith 
leaders to assist them in addressing 
modern slavery in their communities and 
congregations. Signing events were held 
in Kenya, DRC & South Africa.

The Global Freedom Network, which convened 
the signing, is the faith-based arm of Walk Free, 
an international human rights organisation. The 
Network is building a coalition of faith leaders to 
accelerate the end of modern slavery. Walk Free 
believes faith leaders can be a bridge between 
victims and law enforcement, social workers and 
victim support groups.

Modern slavery is an umbrella term which 
includes human trafficking, domestic servitude, 
the worst forms of child labour and forced and 
child marriage.

Franca Pellegrini, director of the Global Freedom 
Network, who presided over the ceremony, said 
faith leaders were in a unique position to see into 
the hearts of their communities.

“Faith leaders occupy a prominent position and 

are well placed to lead the fight against modern 
slavery in their communities”, said Ms Pellegrini. 
“The philosophy of Global Freedom Network is 
built on interfaith collaboration.

Pellegrini said that the Global Freedom Network 
was “acutely aware that poverty and inequality 
were driving forces of many forms of modern 
slavery”.

She noted that Walk Free’s Global Slavery Index 
rated South Africa a B – the top rating in Africa, 
which is accorded to nine countries on the 
continent. Ten countries – mainly in Europe – are 
rated A. The most recent Global Slavery Index 
was published in 2018, with an updated index 
due for release later this year.

The signing event coincided with the launch of 
the Faith For Freedom smartphone app, which 
was developed in collaboration with faith leaders 
to help guide them to tackle modern slavery in 
their communities and congregations.

“This a practical tool designed for and 
developed by faith leaders to assist with their 
important work addressing modern slavery in their 
congregations and communities,” Ms Pellegrini 
said. “We are using modern technology to 
address an age-old problem.”

The Faith For Freedom app is free to download 
now from Apple’s App Store and Google’s Play 
Store. Visit faithforfreedom.org to learn more.
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BRAND
SPOTLIGHTSPOTLIGHT

WALK FREE 
FOUNDATION

https://www.faithforfreedom.org/
https://www.walkfree.org/


BRAND SPOTLIGHT
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ABOUT WALK FREE

Walk Free is an international human rights 
organisation dedicated to accelerating the 
end of modern slavery. Walk Free works in 
collaboration with partners all over the world 
who are committed to ending modern slavery. It 
was co-founded in 2010 by Grace Forrest. Walk 
Free creates the Global Slavery Index (GSI), the 
world’s leading data set on modern slavery.

The GSI provides a country-by-country ranking of 
the number of people in modern slavery, country 
risk factors and an analysis of each government’s 
actions in responding to it.

ABOUT GLOBAL FREEDOM NETWORK

The Global Freedom Network is the faith arm of 
Walk Free. The Network is building a coalition of 
faith leaders to accelerate the end of modern 
slavery. Walk Free believes faith leaders can be 
a bridge between victims and law enforcement, 
social workers and victim support groups. The 
Global Freedom Network was formed in 2014 
when it held the inaugural signing of the Joint 
Declaration of Religious Leaders Against Modern 
Slavery at the Vatican.

https://www.walkfree.org/projects/global-freedom-network/
https://www.walkfree.org/
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EVENTSEVENTS
Africa Communications Media Group 
(ACG) assisted the Wikimedia Foundation, 
the global nonprofit that operates 
Wikipedia, to announce the launch of Wiki 
Unseen, a collaboration with artists aimed 
at expanding the visual representation 
of Black, Indigenous, and people of 
color (BIPOC) in Wikimedia projects and 
advancing knowledge equity.

Launched on the 9th of February, the first 
iteration of the project, a collaboration with 
artists from Africa, North America, and the 
Caribbean, will help to address the visual and 
written underrepresentation of several Black 
historical figures on Wikipedia and in media 
repository Wikimedia Commons. In addition to 
global artists, the Foundation is collaborating 
with AfroCROWD.org, a Wikipedia-volunteer 
led initiative to create and improve information 
about Black culture and history on Wikipedia, as 
well as Behance, a social media platform that 
showcases creative work on the initiative.

Research shows that Wikipedia articles featuring 
illustrations increase audience engagement 
and views, creating an additional point 
of entry for visual learners and expanding 
understanding of the information presented. 
With this in mind, the Wikimedia Foundation 
and AfroCROWD.org worked together to 
select 20 Wikipedia articles of BIPOC historical 
figures without visual representation, further 
collaborating with Behance to source a list of 
artists from the United States, Africa, and the 
Caribbean to create portraits of each. This year, 
the artists will create portraits for six of 20 total 
historical figures.

The commissioned artists include Enam Bosokah 
from Ghana, Esther Griffith from Trinidad, and 
Bukhtawar Malik from the United States. Among 
the first articles that will feature new illustrations 
are: Marian Ewurama Addy, William Greaves, 
Rose Dieng-Kuntz, May Miller, Mercedes 
Richards, and Asquith Xavier. These portraits will 
be published throughout the month of February; 
they include personalities whose images are 
not freely licensed and therefore unable to be 
added to Wikipedia articles.

“Wiki Unseen aims to make Black histories and 
those of other people underrepresented on 
Wikipedia more visible,” said Anusha Alikhan, 
Vice President of Communications at the 
Wikimedia Foundation. “Closing knowledge 
equity gaps — including visual ones — is key 
to ensuring Wikimedia projects are accessible 
to everyone and represent the breadth of the 
world’s cultures, experiences, and languages. 
We know that our work is incomplete until the 
diversity of our world’s histories are seen.”

When BIPOC histories are told, too often 
they lack visual representation. Of the 30+ 
articles in the African Royalty category on 
English Wikipedia, for example, only three 
pages picture their subjects. Visual aids and 
illustrations help people understand and retain 
information; their absence reinforces and 
perpetuates biases.

“Participating in this project is part of what I 
have been wanting to do as an artist in Africa. 
Black Africans have been excluded from history 
and knowing that I can contribute towards 
making this wrong right is an honor. Wiki Unseen 
has presented me with an opportunity to make 
a difference at a larger scale,” said Enam 
Bosokah “I hope more African artists will take 
heed of this call and contribute to the free 
knowledge movement.” ...
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EVENTSEVENTS
Wikipedia is powered by a global community 
of volunteer contributors working to advance 
Wikimedia projects in support of a vision to 
ensure that people everywhere can share in the 
sum of all human knowledge. A central pillar of 
the Wikimedia Movement’s 2030 strategy is to 
break down the social, political, and technical 
barriers preventing people from accessing 
and contributing to free knowledge, focused 
on communities left out by structures of power 
and privilege.

Wiki Unseen builds on the previous efforts 
of Wikimedia volunteers including Les sans 
pagEs, a French Wikipedia initiative, and the 
#VisibleWikiWomen campaign by Whose 
Knowledge?, which ran similar projects to 
bridge gender gaps.

ABOUT THE WIKIMEDIA FOUNDATION

The Wikimedia Foundation is the nonprofit 
organization that operates Wikipedia and the 
other Wikimedia free knowledge projects. Our 
vision is a world in which every single human 
can freely share in the sum of all knowledge. 
We believe that everyone has the potential to 
contribute something to our shared knowledge, 
and that everyone should be able to access 
that knowledge freely. We host Wikipedia 
and the Wikimedia projects, build software 
experiences for reading, contributing, and 
sharing Wikimedia content, support the 
volunteer communities and partners who make 
Wikimedia possible, and advocate for policies 
that enable Wikimedia and free knowledge 
to thrive.

The Wikimedia Foundation is a charitable, not-
for-profit organization that relies on donations. 
We receive donations from millions of individuals 
around the world, with an average donation 
of about $15. We also receive donations 
through institutional grants and gifts. The 
Wikimedia Foundation is a United States 501(c)
(3) tax-exempt organization with offices in San 
Francisco, California, USA.

ABOUT AFROCROWD.ORG

Afro Free Culture Crowdsourcing Wikimedia 
(AfroCROWD) is an initiative which seeks to 
increase awareness and the number of people 
of African descent who actively partake in 
the Wikimedia and free knowledge, culture 
and software movements. AfroCROWD has 
sensitized thousands in its target audience 
about free culture crowdsourcing and the need 
to close the multicultural and gender gaps in 
Wikipedia. AfroCROWD has also held monthly 
multilingual editathons in partnership with 
cultural institutions, galleries, libraries, archives, 
museums (GLAM), colleges, universities and 
many others including institutions at the United 
Nations and grassroots organizations.

ABOUT BEHANCE

Behance is the world’s largest creative 
network for showcasing and discovering 
creative work.

https://wikimediafoundation.org/
https://afrocrowd.org/
https://www.behance.net/
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This past Sunday, 36 million 
households in the US and millions 
of viewers across the globe tuned 
into the Super Bowl, but many 
didn’t tune in for the game, they 
came for the halftime show and the 
commercials.

“The Super Bowl is like nothing else in 
the industry in that the actual sport 
is almost the backdrop to what is 
ultimately a masterclass in hyped 
entertainment, that commands a 

global audience of over 150 million 
people,” says Struan Campbell, 
founder and director, Levergy.

A MASTERCLASS IN HYPED ENTERTAINMENT

Campbell says this year was the best halftime 
performance he has ever seen. “The actual Pepsi 
halftime show was a throwback to hip-hop’s 
golden age, where Dre, Eminem and Snoop were 
amongst a blockbuster cast.”

For him, it brought an overarching 90s revivalism 
theme that follows suit from a broader fashion 
and pop culture trend recently paying homage 
to the period.

Owned by Pepsi - which pays millions of dollars 
specifically for a 15-minute music show at a 
sporting final - the halftime show is a completely 
novel concept in the sponsorship world.

Until 1993 the Super Bowl halftime show was 
pretty much a dull affair with marching bands. 
This changed in 1992, when Fox aired an In Living 
Color special during halftime that saw millions of 
viewers tune in.

The NFL realised halftime could be more than 
its then format and in 1993 Michael Jackson 
performed at halftime and the halftime 
entertainment tradition was born.

“While there is no doubting the impact it makes 
for the brand and the relevance it provides, one 
has to ask the cost vs. value question, but without 
knowing their measurement metrics this is difficult 
to answer,” says Campbell.

THE SUPER BOWL: 
THE OSCARS OF ADVERTISING

READ MORE

By: Danette Breitenbach

Source: ©fox news Fox News

https://www.bizcommunity.com/Article/196/12/225161.html#more


In 23 November, 2022, the Confederation 
of African Football (CAF) unveiled the 
official match ball of the African Cup 
of Nations. The new official match ball 
was named “Toghu” after a traditional 
garb very popular in Cameroon. The 
ball would be used by the 24 teams 
during 52 matches in the competition 
between 9 January and 6 February. 
“Toghu represents tradition, ornate, glory, 
heritage, and unity,” CAF tweeted.

Perched on a street corner in the Obili 
neighbourhood of Yaoundé is a workshop that 
was established in 1998 during the World Cup 
in France. It was set up to design Toghu, the 
handmade regalia originally worn by kings and 
queens from the Northwest region of Cameroon 
and which had become a popular attire.

These days, the rattling of sewing machines 
welcomes visitors who are encouraged to inspect 
the colourful and beautifully embroidered 
garments displayed in different sizes and shapes. 
These are the latest versions of Toghu garments, 
each ornately crafted, and this is the busy centre 
of operations for fashion designer Fule Valentine. 
It was here that he conceived of the design that 
was to be stamped on the match ball.

“ The design on the AFCON 2021 match ball is 
tiger teeth made in a zigzag form, representing 
the design on the Toghu,” he explained.

The journey to deliver the design began with a 
phone call from the local organising committee 
for the African Cup of Nations, but Fule’s journey 
and engagement with sports designs began a lot 
earlier. At the 2016 Africa Women’s Nations Cup, 
in which Nigeria defeated Cameroon to lift the 
trophy, Fule dressed traditional dancers from the 
Northwest and Western regions of Cameroon as 

well as the musicians who sang the anthem at 
the opening and closing ceremonies in traditional 
regalia.The same year, the designer was called 
on to conceived and design the attire for 
Cameroon’s Olympics team. The country went 
on to win a medal for the best uniform at the 
Rio Olympics, a medal that brought smiles to the 
faces of many of Fule’s countrymen and women, 
even though the country did not win a medal at 
any of the events.

In 2020, the Cameroonian uniform once again 
made a colourful entrance at the Olympics and 
was again voted one of the best. So perhaps the 
phone call from the local organising committee 
of the African Cup of Nations was not entirely 
unexpected. After hearing what was required, 
Fule quickly got to work.
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AFCON 2022’s match ball 
was not just a football

By Leocadia Bongben (for Bird) – February 10, 2022

Embroidering the Toghu with thread and needle. 
Photo: Leocadia Bongben

ACG insightinsight
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“ I worked in the background with a delegation 
from Umbro to ensure the design on the ball 
was really the Toghu design,” he said.

Fule, who hails from a family or artists, is one of a 
number of designers transforming what was once 
the preserve of kings and queens, and used only 
for traditional ceremonies, into a popular cultural 
dress worn proudly by many Cameroonians. The 
original Toghu designs have been modernised in 
a number of ways, and what began as a novelty 
is now found at weddings, parties and even in 
the office.

According to Paul Nkwi, a professor of African 
anthropology at the University of Yaoundé, 
Toghu owes its origin to long-distance traders 
who introduced Cameroonian buyers to the 
cotton industry after travelling to Yola in Nigeria. 
Nkwi believes that Toghu clothing and design 
are important elements for forging a common 
Cameroonian identity.

“ I feel great that my design was used. The 
designs can be found on the mascot shirt and 
some t-shirts for AFCON. We feel great and 
give glory to God,” said Fule.

The garments are still, however, hand-made 
and that throws up challenges when it comes to 
producing enough for the garments to become 
regular wear.

“ The challenge is that it takes a longer time 
to embroider one dress, given that it is 
handmade, so we plead with the government 
to support us in opening vocational training 
centres for mass production,” he said.

Fule’s advice to young boys and girls is to look at 
the opportunities offered by Toghu embroidery 
and to be more like neighbouring Ghana and 
Nigeria where traditional wear is worn with 
pride and helps forge a common identity. In the 
meantime, the Toghu design can still be seen in 
the slo-mo’s, as happy Senegalese fans replay 
their glory at the finals, again and again.

This story was originally published by the 
Bird Story Agency.
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Fule Valentine. Photo: Leocadia Bongben

Toghu design with the gong. Photo: Leocadia Bongben

https://africanarguments.org/2022/02/afcon-2022s-match-ball-was-not-just-a-football/
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What have you missed recently at MARCO?

Perhaps the creation of MARCO Advertising? Our new top 
talent? Our lastest work? Or maybe the opening of our 
offices in Germany?

Catch up with us!

CONGRATULATIONS 
Les Lions de la Téranga

Despite incredible odds, Senegal stood 
strong and played with such passion again 
the undefeated Egyptians.

@SMane_Officiel scored the winning 
penalty as Senegal claimed a first ever 
@#AFCON title with a 4-2 over Egypt.

Never give up!

SEE POST

VIEW TWEET

https://www.linkedin.com/posts/marcoagency_what-have-you-missed-recently-at-marco-activity-6917392556209094656-OZuX?utm_source=linkedin_share&utm_medium=member_desktop_we
https://twitter.com/ACGAfricacomms/status/1490686879938797571?t=TixVzGJGp3LFkUbNu428Pw&s=08
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WE FIND OUT FROM MIMI KALINDA ABOUT 
HER JOURNEY INTO STORYTELLING

Q 1: When and how did Africa Communication 
Media Group come about?

A: Africa Communication Media Group (ACG) 
started in 2015 in Johannesburg, South Africa. It 
was born out of the need to create a culturally 
attuned Pan-Africa communications company 
owned by Africans. After having worked in 
leadership roles for public relations, and strategic 
reputation management companies, we realised 
(Addis Alemayehou and I) that there was a 
huge gap left by a lot of companies working 
in our space. Many were applying a cut and 
paste approach and taking a blanket look at 
the continent.

“ Having travelled the continent, we understood 
that doing communications in Nigeria, for 
example, was hugely different from how we 
would approach South Africa, Mali, or Benin.”

We wanted that to be reflected in the type of 
work and communications strategies that we 
developed for our clients.

Q 2: When you started out, what was your vision?

Our vision was to create a leading hub for Africa-
centered communications both for African 
clients and global clients. We have become the 
go-to PR and strategic communications agency 
for anyone looking to do business in Africa and 
share their narrative stories, and for that, we are 
grateful to our amazing clients.

Q 3: You’ve worked in film and television. How 
did you enter the industry?

My early career was in front of the camera, so 
my very first job in the media was with Channel 
O. I then moved on to MTV, where I was a VJ in 
London. The first half of my career was as a TV 
host. Then I transitioned into content production 
and I became fascinated with everything that 
happened behind the scenes. After graduating 
with a degree in Media Studies at New York 
University, I went on to work for HBO, Showtime, 
Life Time Television, Oxygen – I did everything 
from ad sales, to business development, and all 
work behind the camera and what an incredible 
experience this was.

I then chose to become a documentary film 
producer because I was fascinated by how 
we can use films to tell impactful stories that 
change narratives. I worked at 40 Acres and a 
Mule (Spike Lee’s production company) and 
eventually moved to the DRC, where I worked 
on a project called “Rien Que La Vérité” which 
addressed behavioural change challenges by 
highlighting stigma on issues such as HIV and Aids 
and violence against women in times of war.

“ That’s when I realised that you could use stories 
and media to create perceptions that lead to 
concrete behaviour change and action.”

So, eventually I came back to South Africa and 
started on my journey to blend everything I 
learned from content production to behavioural 
change communications into strategic 
communications and PR – I eventually started my 
own company ACG in 2015.

TALKING TO
AFRICA

A New York University graduate, Mimi Kalinda has accumulated a wealth of strategic media experience 
across different industries, specialties, and continents. This includes her work in film (working alongside 
greats such as acclaimed director Spike Lee), television (notably being the first African woman to host a 
show on MTV Europe), traditional and digital media.

MIMI KALINDA, ACG GROUP CEO, 
SHARES HER STORYTELLING JOURNEY
By Evan-Lee Courie, Bizcommunity



Q 4: Can you share any career highlights?

My career highlights include having worked as 
the Africa Lead for FleishmanHillard (FH), where 
I was in charge of the global public relations 
firm’s engagement with its affiliates in Africa. I 
was part of the team that won a Prism Award 
for the Barclays Africa “Prosper” campaign and 
the African Union’s Ebola campaign, which 
raised $51m.

I also worked for Weber Shandwick, where I 
oversaw social impact accounts such as the 
Innovation Prize for Africa, the Bill & Melinda 
Gates Foundation, and the Michael & 
Susan Dell Foundation.

During the 2013 African Cup of Nations, I also 
worked to increase the visibility of Samsung’s CSR 
initiatives and led content creation for the African 
Union’s CAADP framework and Nigeria’s Ministry 
of Agriculture.

I have also worked with director Spike Lee as a 
production assistant on the film Inside Man from 
2003 to 2006. During this time, I also produced 
and directed my first documentary, Miseducating 
the World about the impact of the negative 
portrayal of Africa in the US news media on 
Africans living in the diaspora.

Q 5: You’re notably one of the first African women 
to host a show on MTV Europe. What was this 
experience like?

It was an incredible experience, especially 
because the feed of MTV that I was presenting 
broadcast right back into Africa, which meant 
that young people back home could watch 
me and hopefully be inspired. Travelling all 
over Europe as a VJ and getting to know and 
understand the history of music, how music is 
made, and how a band’s music personality 
is created through marketing etc, that was 
fascinating and very educational for me.

Q 6: As an African woman who showcases 
leadership roles. What advice do you have for 
other women, based on your experiences?

Do not be afraid to go after what you want! I 
think a lot of the opportunities that I have had 
were based on my confidence in my ability 
to deliver. You have to be bold and believe 
in yourself. Know that what you have to give 
has value.

Do not be afraid of change. Nobody’s career 
is linear, there will be so many twists and turns. 
Be flexible enough to go with the flow and then 
be excellent at what you do because being 

excellent will get you into rooms you never even 
dreamed of. Make sure you work at your craft 
and when people look at your body of work, 
make sure it fully represents your brand.

Q 7: Can you elaborate on the importance 
of storytelling in an increasingly competitive 
marketplace?

Imagine you are an entrepreneur and you are 
walking into a room full of potential funders for 
your idea, products or services. You pitch your 
idea beautifully and it’s a compelling proposition. 
You walk out of the room and somebody else 
walks in with the exact same idea and business 
plan. What is going to make a difference 
between the two of you?

I believe the difference will be your story - what 
about you makes you the perfect person to 
execute the idea?

“ In business, storytelling is pivotal because it 
differentiates you from everyone else.”

Q 8: BizcommunityWhat approach should 
companies take when sharing their narrative?

A: Be deliberate. Storytelling is an investment - 
you spend time and resources. Telling a good 
story is not an easy exercise because you have 
to be clear about your intention, what you want 
your return on investment to be, who your target 
audience is and how you are going to reach 
them with your carefully crafted messages.

Be consistent. Storytelling is not a once-off thing. 
Set clear and winnable metrics- How will you 
know when you have reached your objectives? 
Anything worth doing should be measured.
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Mimi Kalinda, CEO and cofounder of Africa 
Communications Media Group (ACG)

TALKING TO AFRICA
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https://www.bizcommunity.com/Article/196/15/226226.html


ACG ONLINE

Need assistance with STRATEGIC PLANNING or 
COMMUNICATION for your brand?

Set up a free consultation with the ACG team by emailing: 
info@africacommunicationsgroup.com

https://www.facebook.com/ACGAfricacomms/
https://www.instagram.com/ACGAfricaComms/
https://twitter.com/ACGAfricacomms
https://www.linkedin.com/in/africommunicationsgroup/
https://africacommunicationsgroup.com/
https://africacommunicationsgroup.com/
mailto:info%40africacommunicationsgroup.com?subject=
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