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“ Africa is, arguably, the most diverse continent in the world. 
Its 11.7 million square miles of land is rich in biodiversity, 
featuring forest, woodland, savannah, grassland, desert, 
wetland, and marine ecosystems. Its 54 countries and 11 

territories are home to an estimated 3000 distinct 
ethnic groups speaking over 2000 languages. Its 

textiles are similarly diverse in terms of material 
and method. The continent has many great 

stories to tell and cultural styles to share. And 
yet there is an unspoken language that 
is understood across the continent - the 
power of African collaboration, that there 
is strength in unity, one Africa, Ubuntu. 
Africa Communications Media Group 
is living proof that there is an immense 
power in intra-continental partnerships. 
Our business model is built upon the 
foundation of partnerships and more 
specifically partnerships in and across 
Africa. To date, we have partnered with 
affiliates in 51 African countries. These 

partnerships have allowed us to deliver 
excellent, tailored work for our clients 

in unique African markets.”
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EXPONENTIAL INTRA-
TRADE GROWTH EXPECTED 

ON THE CONTINENT

The figures prove promising as trade among 
African countries is projected to hit a 22% 
increase by 2040, raking in $70bn in additional 
value.

This was the take-home message of The Money 
Summit 2022, which took place in Ghana at 
month’s end. Its theme: “Africa’s economic 
growth - facilitating investment, payment and 
settlement systems”.

FACING ECONOMIC CHALLENGES 
HEAD ON

Sponsored by Business & Financial Times, the 
summit sought to bring together players in the 
financial sector including banking, payment, 
insurance, investment banking, fintechs and 
others, to discuss pertinent financial issues and 
proffer solutions for the industry.

The keynote speaker at the summit opening, 
Elsie Addo Awadzi, second deputy governor of 
the Bank of Ghana highlighted the trade and 
economic challenges faced by the continent, 
and PAPPS’ role in addressing these head on.

Of great concern are the trade figures coming 
out from The United Nations Conference on Trade 

and Development (UNCTAD), which estimate that 
intra-African trade in 2019 was 15% compared 
with 68% in Europe and 58% for Asia.

Source:  Supplied. Elsie Addo Awadzi second deputy 
governor of the Bank of Ghana.

Heralded as a game-changer for intra-African trade, the Pan-African 
Payment and Settlement System (PAPPS) is expected to be the most 
important component under the African Continental Free Trade Area 
(AfCFTA) since it promises to save businesses across the continent some 
$5bn annually in transaction costs.

...



“ Fragmented payments’ infrastructure, 
multiple and non-convertible 
currencies, and over-reliance 
on correspondent banking, were 
[and continue to be] some of the 
factors inhibiting intra African trade, 
investment and growth,” Awadzi said.

As the first centralised payments system 
infrastructure for processing, clearing, and settling 
intra-Africa payments, PAPPS (a collaborative 
effort with Africa’s central banks and supported 
across AfCFTA and the African Union) looks set 
to shape a more robust economic reality for 
the region.

Launched in January this year, PAPPS is already 
making inroads in Africa with eight central banks, 

six switches and about 25 of the continent’s 
largest commercial banks on board, and it 
is currently signing very significant strategic 
relationships with other key institutions.

In a separate report Mike Ogbalu III, chief 
executive officer of PAPSS said:

“ We are hopeful that in the next one 
or two months we can announce 
that we have grown the network up 
to 10 central banks. We have signed 
an agreement with one central 
bank in the Southern African region; 
the network is expanding, and we 
continue to reach out to the other 
central banks in the continent.”

EXPONENTIAL INTRA-TRADE GROWTH EXPECTED ON THE CONTINENT
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READ ARTICLE

https://businessday.ng/news/article/papss-buna-to-build-payment-gateway-for-africa-arab-region/
https://panafricanvisions.com/2022/04/a-potential-game-changer-for-trade-in-africa-with-papss-mike-ogbalu/
https://www.bizcommunity.africa/Article/410/516/227602.html


Securing a strategic partnership is a win-win 
situation for both participating brands and an 
effective way to share marketing resources, 
tap into existing audiences and boost brand 
awareness without breaking the bank. A 
partnership with the right company on the right 
project goes a long way in helping you tap into 
a new audience and strengthening the brand 
identity through association.

Great brand partnerships are a result of in-depth 
research, deliberate foresight and strategic 
planning, but most importantly, being transparent 
and completely realistic about the execution. 
Offering consumers a unique product, activation 
or experience that’s newsworthy and relevant 
can result in big benefits and ROI for the brand. 
But before embarking on a brand partnership, 
it is important to consider the following as these 
factors are imperative to ensuring a successful 
partnership and campaign:

DEFINE YOUR OBJECTIVE 
The first step in creating a successful relationship 
with another brand, company or influencer is 
determining what you want to gain from this 

partnership. It’s important to be specific on 
your goals before embarking on a partnership. 
Determining your goals ahead of time will help 
you choose the best partner and allow you to 
structure your strategy and deliverables. Outlining 
your goals to your brand partner ahead of time 
will also help the relationship and ensure both 
parties are focused on working together to 
achieve these goals. Partnerships require a lot of 
time and patience, so being transparent from the 
beginning and maintaining an honest and open 
communication opens up the possibility for more 
partnerships in the future, builds trust and creates 
a long-lasting relationship.

FIND THE RIGHT PARTNER 
Align with a brand that shares the same values 
as the audience, so the partnership is organic 
and authentic. Think quality over quantity. You 
don’t need to reach massive numbers, but rather 
reach the right people who will support your 
brand and become long-term loyal consumers. 
Niche brands are becoming more popular as 
they create a deeper connection with their 
followers, resulting in a greater influence on their 
audiences’ purchasing decisions.
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BUSINESS 
& MARKETNEWS
THE 
POWER OF 
PARTNERSHIPS IN PR

In today’s PR and marketing world, it takes more than traditional PR 
to drive consumers’ engagement with and awareness of brands. In 
an industry oversaturated with activations, media events, and co-
branded partnerships, it’s crucial for brands to execute strategic 
partnerships that diversify their consumer base, drive depth of 
engagement, improve consumers’ perception of the brand and 
increase brand loyalty.

...



BUSINESS & MARKET NEWSBUSINESS & MARKET NEWS
THINK OUTSIDE THE BOX 
The media landscape has changed. It’s no 
longer only about securing the print feature 
or the broadcast segment. A successful PR 
campaign is measured not only by impressions 
but by its engagement and long-term results. 
When planning a brand partnership, it’s important 
to establish from the beginning the different 
strategies and outlets where that partnership will 
live in the long-term. Consider all the different 
tools to expand your partnership’s reach, 
including influencers, editorial content, social 
media channels and more.Enlisting influencers to 
assist in brand promotion and cultivating these 
influencers into genuine brand spokespersons 
is another important tactic in today’s ever-
changing public relations landscape. When 
working with influencers or media partners, 
it’s essential to keep in mind that just because 

someone has a large audience of followers 
doesn’t necessarily mean their audience is a 
good fit. Focus on a niche and more specialized 
influencers and brands that align with your 
company values and target audience.

EVALUATE YOUR CAMPAIGN’S SUCCESS 
As with any PR and marketing initiative, it’s 
important to evaluate the partnership’s success 
during and after the campaign. Make sure 
before the partnership starts, you outline your 
metrics and expectations upfront and share the 
results with your brand partner. Establish your 
KPIs from the beginning and keep track of your 
impressions and goals during the partnership 
to ensure you’re meeting them and your 
partner is delivering the expected results. Brand 
partnerships must be carefully considered and 
responsibly implemented, but if done so, have 
the potential to propel a brand to new heights.

The power of partnerships in the context of public 
relations extends beyond the strategic brand 
partnerships that we propose for our clients to 
include partnerships and collaborations with our 
industry peers.

Said best by Sarah Gooding from WE 
Communications, “The number of agencies in our 
industry has grown, but showing up still requires 
the same grind. Cutting through the noise for 
smaller and boutique agencies continues to 
be a challenge. As communications leaders, 
think about how you’re involving yourself into 
networking events, judging panels and industry 
roundtables. Having more seats at the table 
doesn’t mean it becomes overcrowded. It’s 

about creating a space to be heard and listening 
to and learning from the industry peers around 
you. That’s how the deepest connections are 
made. We’ve seen this evolution in South Africa, 
where sharing opportunities with other agencies 
is more common than in the rest of the world. This 
is particularly true where we have non-compete 
agreements or with someone we know could 
better meet the task at hand. Although this may 
differ around the world, sharing insights, tips, 
and contacts has been a way the industry has 
evolved in the South African market, tackling 
issues in common from staff development to 
managing remote working as we have in the 
past year.”

With our hub-and-spoke business 
model, Africa Communications 
Media Group is a long time advocate 
for inter-agency partnerships and 
collaboration as this approach has 
been an integral part of our success 
in delivering excellent work to our 
clients who aim to increase their brand 
presence across the African continent. 
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READ MORE

READ MORE

https://www.odwyerpr.com/story/public/13942/2020-03-12/how-successfully-execute-brand-partnership.html
https://www.prweek.com/article/1710072/biggest-shift-pr-past-decade-living-purpose


Our client, JLL Africa, recently 
relaunched their office in Kenya and 
invited several media houses for an 
informal meet and greet at the Social 
House ~ 154 James Gichuru Road 
Lavington, Naribi.

This event was organised by our in-
country team in partnership with 
JLL Kenya and needless to say the event 
was a success. Our client was able to 
present an overview of JLL’s plans not 
only for Kenya but the rest of Africa, 
which was well received.

Our partnership with JLL Africa did not 
end there and we further collaborated 
with them to determine the messaging 
for the East Africa Property Summit 
(EAPI), where a number of JLL Executives 
participated in panel discussions on 
several topics.

Through our partnership with JLL Africa, 
both the relaunch of JLL Kenya as well 
as the panel discussion at the East Africa 
Property Summit were great successes.

This would not have been possible if 
it was not for the trust JLL Africa put in 
us and the trust we have with our in-
country team.
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BRAND
SPOTLIGHTSPOTLIGHT

JLL AFRICA



Tech, innovations 
& TRENDS
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Across Sub-Saharan Africa, there are 
millions of small to medium scale 
agriculture and food businesses 
run by resilient entrepreneurs, also 
known as agripreneurs. According 
to a study by the Alliance for a 
Green Revolution in Africa (AGRA), 
agripreneurs contribute to the 
production of over 80% of the food 
we consume on the continent. 
Despite this, they face many internal 
and external challenges in an ever-
changing environment.

UBUNTU MEAL DELIVERY SERVICES is an 
experimental project that began in a guest house 
before growing to become one of the most 
popular on-demand meal delivery platforms in 
Zambia’s capital, Lusaka.

Another critical community to Africa’s agriculture 
and food ecosystem is NOURISHING AFRICA, a 
digital knowledge and membership hub focused 
on supporting African agri-food entrepreneurs 
to scale their businesses through collaborative 
models, peer-to-peer support, and provision of 
critical resources and tools and opportunities.

Through the platform, agripreneurs access 
funding and capacity building opportunities, 
essential data and reports, information about 
events, e-learning resources, media showcase 
opportunities, and mentorship. The Hub also 
serves as a platform for them to accelerate their 
work, connect, and celebrate their successes on 
the continent.

The advent and growth of technology has 
enabled the transformation of traditional groups 
into online communities and platforms like 
Nourishing Africa to flourish. According to GSMA 
Intelligence, a mobile industry insights platform, 
more than half of the population in Sub-Saharan 
Africa had access to 4G network by the end 
of 2020, the same year Nourishing Africa was 
founded, leveraging the power of technology to 
break geographical barriers that had previously 
prevented African entrepreneurs from scaling.

Stories about the power of digital communities 
point to the continent’s dire need to leverage 
innovations and collaboration to accelerate 
socio-economic development and achieve the 
United Nation’s Sustainable Development Goals 
(SDGs). Youth participation in critical areas such 
as the agricultural sector can only realistically be 
achieved through innovation in the technology 
sector, especially when scaling these solutions 
across the many borders on the continent. 
~ Multiple sources

THE POWER OF COLLABORATION 
FOR AFRICAN INNOVATION

https://www.facebook.com/ubuntumealdeliveries/
https://nourishingafrica.com/


EVENTSEVENTS
On April 25, 2022. Vestergaard, 
manufacturers of PermaNet® mosquito 
nets, and Goodbye Malaria, an African 
run initiative to eliminate malaria in 
Southern Africa, partnered with the 
Mozambican Ministry of Health to mark 
World Malaria Day 2022.

The partners hosted a half-day plenary session at 
the Polana Serena, Maputo. The event provided a 
platform to renew the power of partnerships in the 
fight against malaria as well as the opportunity 
to engage with the Mozambican Private Sector 

to commit to keeping malaria at the top of the 
National agenda.

The event was attended 150 guests which 
comprised of the members of the media and 
high-level government guests; His Excellency 
ADRIANO MALEANE, Prime Minister of the 
Republic of Mozambique,His Excellency Armindo 
Tiago, Minister of Health and His Excellency Eneas 
Comiche, President of the Maputo Municipal 
Council. Other guests were representatives’ 
development partners and captains of the 
private sector such as Vodacom, ExxonMobil and 
Kenmare to name a few.

VESTERGAARD AND 
GOODBYE MALARIA 
PARTNERED WITH 
MOZAMBIQUE’S MINISTRY 
OF HEALTH TO CELEBRATE 
WORLD MALARIA DAY

...
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https://vestergaard.com/
https://www.theglobalfund.org/en/private-ngo-partners/resource-mobilization/goodbye-malaria/
https://www.theglobalfund.org/en/private-ngo-partners/resource-mobilization/goodbye-malaria/
https://vestergaard.com/
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EVENTSEVENTS
A total of $ 7million was pledged on the day to 
help eliminate malaria. Malaria is endemic in 
Mozambique. According to the World Malaria 
Report 2021, Mozambique is among the six 
countries that accounted for more than half of all 
malaria cases and deaths worldwide (4 percent 
of global cases and deaths). The country also 
has the second highest prevalence of malaria in 
Eastern and Southern Africa (17.2 per cent).

The World Malaria Day 2022 provided an 
opportunity for Mozambique to reflect and renew 

its efforts in the fight against malaria as well as 
the opportunity to engage with the Mozambican 
private sector to commit to the ongoing 
investment to eradicate malaria in accordance 
with the national malaria control programme 
strategic plan.

The ACG team was responsible for a complete 
turn-key event management solution which 
was supported with local and international 
media relations.
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TIPTIP of the  of the MONTHMONTH

At the time of the global village and 
because of the interdependence 
between the national and the 
international, the importance of 
developing means and axes of 
differentiated communication 
guarantees the respect of customs, 
rites, and cultures that are distinguished 
from each other. That’s why forming 
partnerships and relationships with 
other countries can be a sustainable 
backbone of economic growth for all 
African countries.

With the economic crisis caused by the 
coronavirus, we are now witnessing a 
change in the economic paradigm 
and a new approach to intra-African 
relations. The development of African 
nations requires the implementation of 
an efficient intercultural (multicultural) 
partnership strategy that responds to the 
complexity and diversity of intercultural 
challenges in the African continent. The 
global Covid-19 pandemic has shown 
the unavoidable need to develop intra-
African partnerships.

#PartnershipPower

“As a Communications Consultant, I have become well acquainted with partnerships 
through my collaboration with Africa Communications Media Group. This is all 

the more true given that communication is important and inseparable from 
the partnership. Communicating is an intimate, relational, and social daily act 
participating in life in all its forms and logic, at every moment in the partnership 

between man and his environment.”



AT A GLANCE
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Though our peoples are diverse, in language and custom, we 
share a common history and a  common aspiration - to see 
the African peoples free, advanced and progressive, making 
a full and equal contribution to the family of mankind.

This common background, and the knowledge that in unity is 
our strength and our main weapon to achieve our aspirations, 
gives Africans from every corner of our continent a powerful 
sense of kinship and brotherhood, transgressing all regional, 
linguistic, religious or other loyalties and giving us a powerful 
sense of identity.

READ MORE

https://www.sahistory.org.za/sites/default/files/archive-files/towards_a_united_africa_by_n.numade.pdf
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Africa Communications recently 
partnered with Playground, a PR agency 
that started back in 2009 when two 
communication professionals - Miguel 
Proença and Patrícia - fell in love with 
Mozambique, its culture and people, and 
decided to open their agency on a small 
balcony in Maputo.

When asked how Playground maintains 
partnership relationships with other 
organisations, Proença shared,

“ Partners are essential when you have 
a large country such as Mozambique. 
We have excellent local partners that 
help us develop our activities over 
the 3 500 km of Mozambique. With 
events in Tete, Palma and Pemba, 
our partners help to get our ideas 
across so we can reach more people, 
while maintaining our quality and 
purpose. We still want to reach further 
countries such as South Africa, Brazil 
and Portugal. Our partnerships have 
been in place for a long time and are 
becoming increasingly robust.”

Echoing the power of intra-continental 
partnerships within Africa, Proença 
further went on to share,

“ Africa is booming. African agencies 
should talk more and share technical 
experiences and creative insights 
that allow us all to keep up and 
grow as quickly as our economies, 
our subscribers, our audiences and 
our consumers.”

TALKING TO
AFRICA

PLAYGROUND, 
COMMUNICATION 
PROFESSIONALS

Miguel Proença, Playground



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

Our CEO and Co-Founder, Mimi Kalinda, has recently 
been verified and inducted into the LinkedIn 
influencer community, which consists of 800 million 
users and a group of approximately 1300 thought 
leaders, innovators, and opinion shapers globally. 
Current participants include Julie Sweet, Richard 
Branson, Arianna Huffington, and Peace Hyde. 
Speaking to the achievement she shares,

“ My passion is to contribute to Africa’s 
reputation by sharing positive African 
stories. As a narrative shaper, storyteller, and 
communicator, I am more committed than 
ever to contribute my skills and platforms to 
moving our continent forward, one story at a 
time. Thank you LinkedIn for this opportunity to 
partner with your team to amplify even more 
African stories for global audiences.”

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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