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A word 
from theCEO

Fostering good client-agency relationships is essential. To achieve 
this, trust has to be earned. We, at ACG, believe in making our 
clients feel comfortable, safe and heard – in a professional manner. 
Emotional intelligence is key in this aspect – knowing when to say 
what and reading the room. We keep honest and open channels 
of communication with our clients so that we can well-receive 
constructive feedback as well as give it. It’s not about what you 
say; it’s how you say it.

As a PR agency, we like to think of ourselves as an extension of the 
clients we take on. We make it our mission to properly understand 
the intricacies of our client’s businesses, and we are heavily 
invested in their success. A win for them is a win for us.

Our aim is to create and maintain good, long-standing relationships 
with our clients so that together we can produce excellent quality 
work and deliver return on investments. We have managed to 
maintain long-standing relationships with many of our clients, for 
example, the Bill and Melinda Gates Foundation, The MasterCard 
Foundation, as well as Vestergaard – just to name a few.

Mimi Kalinda 
CEO AND CO-FOUNDER OF AFRICA 
COMMUNICATIONS MEDIA GROUP
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CLIENT-AGENCY RELATIONSHIPS
The very essence and purpose of communication is relationship 
building. As Africa’s most culturally-savvy agency, we get hired to build 
relationships between our clients and their stakeholders. This entails 
ensuring we thoroughly understand what clients want to communicate, 
to whom, when and for how long. The ultimate outcome, however, is 
always the same: to ensure the relationship with clients’ audiences are 
strengthened and that they bear fruit for both parties. 

Running a communications agency is challenging on many fronts but at 
the centre of the work we do is managing our relationships with clients 
on a daily basis. At ACG, we measure success not just by how well we 
have met our deliverables but how much we have strengthened trust 
and likeability with the client- two cornerstones of strong relationships. 
Over the years, we have learned five main concepts about the process 
of impactful relationship building:

SETTING CLEAR GOALS AND MANAGING 
EXPECTATIONS
Success may look different for agencies 
and clients. After all, while the agency 
brings communication expertise, clients 
are ultimately the subject-matter experts. 
Clearly understanding what needs to be 
achieved, as well as what role each party 
must play in the outcome, is imperative. 

From a communications perspective, it’s 
important to ask questions like: “What 
actions do we want audiences to take? 
What perceptions are we trying to change 
and for what purpose? How will we report 
on progress as we go along?”. These early 
discussions about goals and objectives will 

help everyone manage expectations when 
the work begins. 

However, managing expectations also 
requires paying attention to the little things, 
such as alerting the client if work is likely not 
to be delivered on time, if the landscape 
in which we operate has changed and if 
we encounter challenges (or opportunities) 
along the way. After all, we are in the business 
of communications- communicating will 
continuously help us manage expectations 
on both sides.
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It is impossible to build a solid relationship 
in any context with someone you don’t 
understand. 

Making an effort to learn about the client 
beyond the information they provide 
(Google!) and having conversations that 
don’t just touch on work (if the client is 
willing) will go a long way to the agency 
understanding what really matters to the 
client and the internal stakeholders they 
may be managing. 

Consistently measuring results and reporting 
on objectives is important to maintain 
momentum and to allow for adjustments 
where they need to be made. 

An often-forgotten part of the process is to 
also periodically report on learnings. In any 
relationship, it is crucial to sometimes take a 
critical look at what is working and what isn’t 
so that the outcome is the best it can be. 

The eternal request from communications 
agencies to clients is that we are brought to 
the strategic decision-making table so that 
the narrative of the company reflects the 
business objectives. 

Too often, communications agencies are 
brought in at the last minute, when key 
decisions have already been made, as an 
implementation partner or to manage a 
crisis. Agency and client working together 
as strategic partners towards a common 
objective can spark creativity and magic. 

as previously mentioned, trust and credibility 
are central to the client/agency relationship 
and keeping promises from both sides is key. 

As an agency, when one gives timelines 
based on an agreed scope of work, one 
needs to stick to these or communicate 
if anything changes. At the very granular 
level, trust is based on keeping promises and 
communicating challenges as and when 
they come up. 

#WeKnowAfrica

UNDERSTANDING THE 
CLIENT BETTER

REPORT ON PROGRESS 
AND RESULTS

WORK TOGETHER AS 
PARTNERS

DELIVER ON YOUR 
PROMISES

Ultimately, the client/agency relationship is based on the understanding that each party 
wants what’s best for the other. Every client wants to feel special. Applying some of the 
principles above will go a long way toward simplifying what can often be a complex 
relationship.
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BUSINESS & MARKET

DEEP CAPITAL MARKETS AND STRONG 
MACROECONOMIC MANAGEMENT MAKE THE 
LOCAL BOND MARKET GLOBALLY ATTRACTIVE.

NEWS
Our bond market is a good prospect for investors and a reliable, safe and consistent 
vehicle to continue developing the country’s financial market. 

When purchasing a new vehicle, consumers look to invest in a mode of transport that 
is reliable, consistent and safe. While different brands and body types might influence 
your preference, we are always compelled to consider reliability, consistency and 
safety as key deciding factors in our vehicle purchases – regardless of who you are 
and what you like.
 
In terms of reliability, we generally aim to seek out a mode of transport that won’t give 
us headaches. Consistency relates to our desire to find a vehicle that will perform 
reliably over an extended period of time in any given environment. Bonus points are 
awarded to models with a proven track record of overcoming South Africa’s potholes, 
dark streets, mountains, mud and madness. 

With regard to safety, we seek to purchase a car that has transparently passed every 
safety test in the book. We hope the vehicle we are purchasing will not damage us – 
as the mode of transport responsible for the safe passage of those we hold dearest to 
our hearts. Safety ratings and guarantees will underpin our decision-making to a large 
degree – no one wants to invest in a vehicle that might put your greatest assets at risk. 

Mail & Guardian 
MICHAEL DE LA HUNT 
10 OCTOBER 2022

CLICK TO READ MORE

https://mg.co.za/opinion/2022-10-10-deep-capital-markets-and-strong-macroeconomic-management-make-local-bond-market-globally-attractive/


BUSINESS & MARKET

RWANDANS BRACE FOR COSTLY CREDIT AS 
INTEREST RATES ARE SET TO GO UP.

NEWS
Borrowers in Rwanda will have to brace for more expensive credit after captains of 
the financial sector say interest rates are set to increase as the sector wrestles with 
biting inflationary pressures.

Central Bank Governor John Rwangombwa ruled out any possibility of interest rates 
cut, blaming this on prevailing economic conditions.
“With the current situation with the inflationary pressures, interest rates are expected 
to be higher. The good thing is they haven’t yet gone up as of now; we monitor on a 
weekly basis,” said Rwangombwa.

He said individual banks would determine the interest rates they charge, but the 
expectation is that the pressure will ease by the second half of next year.
“Each bank will look at its pricing model, look at the impact of this high inflation.” 

“Depending on the appetite of the boards of these financial institutions, one might 
decide not to increase the interest rates and maybe slightly eat into their profitability 
as we expect this to smoothen out... Let’s just hope that the increase in interest rates 
will not be too high,” said Rwangombwa.

Bank customers have been pushing for the reduction of interest rates, which are 
among the factors they blame for the failure to pay back their loans. Commercial 
banks in Rwanda charge as high as 17 percent to 20 percent interest on loans.

Rwanda Today 
MOSES K. GAHIGI
09 OCTOBER 2022

CLICK TO READ MORE

https://rwandatoday.africa/rwanda/business/rwandans-brace-for-costly-credit-as-interest-rates-are-set-to-go-up-3978702
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Brand

JLL Africa

Spotl ight

Our client JLL, a world leader in real estate services, is powered by an entrepreneurial spirit. 
They buy, build, occupy and invest in a variety of assets, including industrial, commercial, 
retail, residential, and hotel real estate. From tech start-ups to global firms, their client base 
spans across different industries, including banking, energy, healthcare, law, life sciences, 
manufacturing, and technology.

Guided by our regional understanding of the media landscape in the two regions (SA & 
KE), we were able to land JLL’s messaging into leading tier 1&2 publications across Africa. 
As part of our media engagement campaign for JLL in Kenya, we hosted a media meet 
and greet with key media in the region. 

This was done to allow the brand to network with leading media representatives in the 
region and allow the media to familiarise themselves with the JLL brand. We distributed 
over 10 pieces of content, securing over 143 pieces of coverage across Africa; the main 
regions were Kenya, Nigeria, and South Africa. They also unveiled their state-of-the-art eco-
friendly offices in Rosebank.

Ashden Climate - Power UP
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We launched the Power Up campaign for our client Ashden Climate. The Power Up campaign 
aims to influence politicians and decision-makers in countries where the population has 
little access to energy – and also wealthy nations that can help fund solutions – to increase 
commitments on energy access at the COP27 climate talks in Egypt this November. The 
expected activities are to run in Kenya, South Africa, Sierra Leone, Tanzania, and Rwanda. 
We launched the Power Up website and distributed a press release that secured over 347 
pieces of coverage.
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Events
PAMCA-Vestergaard Scientific Quiz Night

Kigali 26 to 28 September 2022 

The ACG Team created a fantastic and enjoyable informal 
evening event that provided each participant, attendee, 
and delegate with an experience of Kigali.

For the event, we provided the following:

● Event Management

● Stage design

● Venue branding

● Audio-visual service

● Intelligent Lighting

● Videography and Photography

● Entertainment- DJ

● Registration and Accreditation
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Tech, Innovation 
& Trends
Netflix is launching a tier 
for ad lovers
The streaming industry has taken one 
step closer to reaching its ultimate goal: 
normal television. Earlier this month, Netflix 
announced that its new ad-supported tier 
will roll out starting November 3 and cost 
$6.99 per month.

>   The amount of advertising won’t 
be insignificant, according to the 
company: Every hour, there will be 
four to five minutes of commercials.

>  Users will not be able to download 
content or have access to a select 
number of films.

 
While other streaming services have ad-supported tiers, Netflix’s decision shows a shift 
from its long-standing rejection of the idea. The company had no interest in showing ads, 
according to CEO Reed Hastings in 2020. However, the global streaming leader’s stance 
shifted following consecutive quarters of subscriber declines and competitive pressures in 
2022.
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Ye’s Quest to become 
“Uncancalable”

Kanye West has purchased Parler, a 
conservative social media app that bills itself 
as an alternative to other social media sites 
that emphasises “free speech.” 

The deal is reminiscent of similar decisions 
made by former US President Donald Trump 
and Elon Musk to purchase social media 
platforms and challenge what they see 
as oppressive moderation practises that 
“silence conservatives.”

What they’re saying:
1.  Conservatives like himself “had to make sure we have the right to openly express 

ourselves,” wrote West, who now goes by “Ye.”

2.  Ye will “never have to fear being removed from social media again,” according to 
George Farmer, the CEO of Parler’s parent company.

This is in direct response to Ye being locked out of his Twitter and Instagram accounts for 
recent antisemitic posts. Ye tweeted that he would go “death con 3 On JEWISH PEOPLE” 
and suggested on Instagram that Diddy was controlled by Jewish people, parroting 
longstanding antisemitic tropes.

How did this deal come together? 

At Ye’s fashion presentation in Paris, it was arranged by the conservative commentator 
Candace Owens. Farmer’s wife Owens worked with Ye to coordinate wearing “White 
Lives Matter” shirts to that fashion show, which sparked controversy due to the phrase’s 
frequent use by white nationalist groups.

What is Parler?
Launched in August 2018, Parler markets itself as an “uncancelable ecosystem where all 
voices are welcome” and an unbiased alternative to mainstream social networks such 
as Twitter and Facebook. Journalists have criticised this as being a cover for its far-right 
user base. It spiked in popularity following the 2020 presidential election but found itself in 
internet limbo after it was accused of allowing users to organise the Jan. 6, 2021, Capitol 
insurrection on its platform. Parler was removed from Apple’s and Google’s app stores 
(though it’s now back on both), as well as from Amazon Web Services.

Still, Parler has struggled to regain popularity in 2022, having been downloaded just 90,000 
times last month. By comparison, Twitter had 9 million downloads.
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10 tips for better client-
agency relationships 
TIFFANY TURKINGTON-PALMER
18 OCTOBER 2022

Call it “chemistry”, or “electricity”, or “trust”. What’s undeniable is that a good relationship 
between an agency and a client is the only way to build value and do great work to-
gether. Therefore it is heartening to see that many organisations regard their relationships 
with their agencies as ever more important; indeed, we’re seeing our client relationships 
being measured more and more in some kind of way.

Over the past 17 years, I have experienced the good, the bad and the ugly – and the 
fabulous – in client relationships and have come to clearly grasp what it takes to get the 
best out of an agency and client working together.

Top 10 tips

Here is a list of my top 10 guidelines and processes for a winning relationship with your 
agency.

1. Build relationships: 

Great work is done in partnership. Great partnership stems from understanding each other’s 
businesses – how they work and what’s important to them – and knowing each other as 
people. Also, be honest about your realities, your truths, because you will receive the best 
service if you trust your agency with them. This extends to bouquets and brickbats: give 
both compliments and criticisms when they are merited and required.

2. Be clear on remuneration: 

Both clients and their agencies have budgets. Scope work and decide on deliverables 
clearly and upfront to avoid scope creep, and under- or over-delivery, that fouls up budgets. 
Track budgets regularly, no matter how big or small they are, and include this information 
in status meetings. And understand budgets and specific line items – you need to know 
exactly what you’re paying for. Most importantly, be very clear about payment terms.

CLICK TO READ MORE

https://www.bizcommunity.com/Article/196/18/232571.html
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Media groups ask Uganda’s 
top court to scrap law over 
free speech fears

ELIAS BIRYABAREMA       18 OCTOBER 2022

Media groups asked Uganda’s top court on Monday to scrap a new digital communications 
law which they said broke the constitution and crippled free speech. The “Computer Misuse 
(Amendment) Act”, which came into force last week, bans people from using a computer 
to send any information that might ridicule or degrade someone.

It forbids the recording or videoing anyone without their consent, among other clauses, 
and has penalties ranging from fines to jail time.

Ruling party officials and other supporters of the legislation have argued that it will curb 
hate speech, protect children and stop the sharing of false or malicious information.
President Yoweri Museveni, who signed the bill into law on Thursday, has regularly complained 
about what he calls lies against his government on social media.

Rights groups have called the law draconian and said it adds to the arsenal authorities use 
to target critical commentators and punish independent media.

In their filing to the Constitutional Court, the 13 petitioners said the law was unconstitutional, 
ambiguous and criminalised freedom of expression.

Peter Arinaitwe, a lawyer representing one of the petitioners, Alternative Digitalk Limited, 
said the law’s vague language could punish legitimate communications.

“Citizens have a right to express themselves. It is inherent. It is a right given to us by nature,” 
he said.

CLICK TO READ MORE

https://www.bizcommunity.com/Article/220/717/232617.html
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Tracy Ikopit is one of the newest members of our team 
and will be interning with us. Tracy is a journalism 
graduate who majored in communications. 
She has a diverse communications skillset which 
includes a video presentation, writing, film and 
documentary making. Before joining the ACG 
team, she completed an internship with Stream 
Learn (film-production internship) in collaboration 
with the National Film and Video Foundation 
(NFVF), University of Johannesburg, and The South 
African Broadcasting Corporation (SABC).

Dumisani Ngwaila is a well-seasoned PR 
Practitioner, with a combined 6 years of experience 
working with companies in the tourism, corporate, 
consumer, government, banking, fintech, and 
telecommunications spaces. He spent 4+ years 
at the Global PR agency Weber Shandwick, 
and his primary responsibilities included strategic 
local and international media relations, content 
development, influencer engagement, strategy, 
and crisis communications planning. 

He has an in-depth understanding of the tourism media landscape. He was part of the 
team that organized and managed SA Tourism events, including Africa’s Travel Indaba, 
Meetings Africa, and the Lilizela Awards. He worked on various national campaigns such 
as Sho’t left travel week, Eat for Good campaign, and Tourism Month media launch, and is 
well vest in managing and organizing Media hosting. 

Dumisani holds a National Diploma in Public Relations, UNISA, Digital Public Relations 
Certificate, Red & Yellow Creative School of Business, and is currently working toward his 
Honours in Communication with the University of South Africa.

WELCOME TO THE
ACG TEAM

TRACY IKOPIT

DUMISANI 
NGWAILA 
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AT A
GLANCE

REMEMBER
‘Remember’ is a translation of Kwibuka in Kinyarwanda, Rwanda’s national language. It 
describes the annual commemoration of the 1994 Genocide against the Tutsi.

By remembering, we honour the memory of more than one million Rwandans who died in 
the hundred days of the Genocide. It was one of human history’s darkest times. Twenty-
eight years later we, Rwanda, ask the world to unite to remember the lives that were lost.

UNITE

RENEW

Twenty-eight years after the 1994 Genocide against the Tutsi, Rwanda has had a long but 
successful journey of reconciliation and nation-building.

Rwanda’s spirit has been restored by the resilience of its people and the strength of 
survivors.

In the face of tragedy, trauma and adversity, Rwanda’s road to resilience has been an 
eventful one. Health, Education, Agriculture, Trade, Economy… Rwanda has had to leak 
its wounds, resume existence and rebuild from all corners, for life never stopped for the 
rest of the world.

CLICK TO READ MORE

https://www.kwibuka.rw/
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Consumer Perceptions and Behaviours 
Towards Brands Decisively Shifted Post-
Pandemic in Sub-Saharan Africa
In partnership with ACG, MARCO conducted a survey in which Africa was involved. A 
new survey on consumer perceptions and behaviours towards brands conducted by the 
Madrid-based global communications agency MARCO, revealed a definite shift that will 
inform how companies and organisations engage with their target audiences. The “MARCO 
Research: Post Covid Consumer Behaviour” survey, was carried out from May to June 2022 
with a total sample of 14,200 consumers using an online methodology with representative 
permission marketing-based sampling carried out by CINT.

“Since the pandemic, we have adopted a global consciousness, inevitably reinforced by 
digitization. This global commitment to soft values has become a key to the brand strategy 
of companies, advertisers and public institutions,” said Didier Lagae, CEO of MARCO 
Group. In sub-Saharan Africa, the survey was conducted in Kenya, South Africa and Ivory 
Coast. According to the survey, many people started buying online with the onset of the 
COVID-19 pandemic and will continue to do so in the future, with 87% of respondents from 
South Africa having done so, and 99% reporting they will continue buying online.  

Similar feedback came from 85% of 
respondents in Kenya (With 99% saying they 
will continue to do so in the future) and 76% 
in Ivory Coast (With 98% to continue buying 
online in the future).  The survey found 
that 94%, 63% and 84% of the respondents 
in Kenya, Ivory Coast and South Africa, 
respectively reported having been affected 
by the pandemic. With people staying at 
home, TV was found to be the most reliable 
source of information among 79% of the 
respondents in Kenya and 74% in both 
the Ivory Coast and South Africa.  This was 
followed closely by Facebook and WhatsApp. 
According to the survey, brand sustainability 

is increasingly becoming an important 
factor to consider when buying a product. 
In South Africa, 75% of the respondents 
considered the sustainability of a brand as 
a very important factor to consider when 
purchasing a product. In Ivory Coast, 73% of 
the respondents had a similar consideration 
as did 76% of respondents from Kenya. In 
addition, survey respondents preferred a 
brand that is responsible as opposed to 
that which is trendy, as evidenced by the 
feedback from 85% of the respondents in 
Kenya, 82% in Ivory Coast and 88% in South 
Africa.

Human rights awareness at the workplace is also increasing as most of those surveyed 
believe that a brand should treat its employees well, as reaffirmed by 77% of respondents 
in Kenya, 91% in South Africa and 78% in Ivory Coast. Similarly, brands should participate 
in CSR initiatives, with 82% of respondents in Kenya, 88% in South Africa and 72% in Ivory 
Coast emphasising that. Environmental conservation is also given prominence, with 92% 
of respondents in South Africa preferring brands that care about the environment. Kenya 
and Ivory Coast had 86% and 87 respectively, of the respondents rooting for environmental 
conservation.

Click to see full article

https://www.cint.com/


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=

