
5 Powerful 
Ways to Build 
Media Relations 
in South Africa.
Achieve brand success in South Africa, with 
these five PR tips and strategies.
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The landscape of media relations has changed 
radically over the last few years with digital, 
remote relationships taking charge and traditional 
communication taking more of a backseat. 
Whether digital or traditional, one thing rings true: 
Successful media relations is still all about building 
relationships.

If you’re looking to get your brand noticed in South 
Africa, here are five PR tips and strategies that 
we have perfected over two decades to help you 
achieve success.



01.
Get to know 
the market
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This is the golden rule to establish your brand with the media in 
South Africa. 

Knowing the local market gives you an upper hand in creating 
relevant content for your audience and understanding the media 
landscape gives you a great foundation to amplify that content.

We strongly recommend starting off with a local survey to gain 
original insights into the market you are targeting. This exclusive 
feedback is perfect to position yourself well with local media and 
will start to establish you as a thought leader in your field. 

The research also allows you to create additional content that will 
foster conversations, interest the media, and continue to create 
value long after the survey was completed. 

This strategy has been effective for our clients, most recently

01. Know your local 
market by conducting 
a survey

Red Ribbon has raised awareness of our 
digital asset protection company through a 
mix of research-led content and proactive 
media relations. 

Their efforts have generated significant leads 
and helped to position us as a thought leader 
within the industry.

– Simon Campbell-Young, Co-founder and VP of 
Global Sales at Digimune

and is especially important for multi-
nationals entering the South African market.

Benefits of conducting a local survey

1.	 Gain exclusive insights into the local market
2.	 Enables you to create additional content
3.	 Creates value long after the survey



02.
Have a local 
spokesperson
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Having a local spokesperson in your corner helps 
you position your brand appropriately within the 
market.

Journalists will look for responses from a 
spokesperson who understands the local 
environment and can answer questions from 
a South African perspective. Not only does it 
give them relevant, engaging content but it also 
establishes you as a brand that can relate to the 
local market.

Top tip: Have a local spokesperson on your 
team who is available in South Africa’s time 
zone. Being readily available at the right 
time opens up more access to immediate 
interviews and timeous responses.

Don’t worry that they might not know what to say or 
how to get your message across. Your PR specialist 
will brief them thoroughly beforehand.

02.
Have a local 
spokesperson 
and a strong 
relationship 
with key media 
contacts

R E D R I B B O N C O M M U N I C AT I O N S . C O. Z A



03.
Show local commitment 
to South Africa
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South Africans are 
patriotic and if you show 
them that you engage 
with the country on a 
deeper level, you’ll be 
more likely to win 
them over.

03.
Show local 
commitment to 
South Africa

This commitment can be 
shown by having a local office, 
offering job opportunities to 
South Africans, supporting 
local charities, providing 
free training opportunities 
for the youth, or working closely 
with other South African companies or 
entrepreneurs. 

You can also show your contribution by supporting 
local publications by booking advertisements, 
paying for sponsored content or sponsoring an 
event. It will also be to your benefit to make use 
of local research companies to conduct 
market research.



04.
Understand South Africa’s key socio-
economic challenges and communicate 
with that in mind 
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As an international company, part of your local 
media strategy should include looking at the socio-
economic challenges that South Africa faces and 
adapting your message to be sensitive towards 
them. This means considering issues such as the 
high unemployment rate, lacklustre economic 
growth, and growing inflation. 

Marketing goes beyond pushing your company and 
product, so communicating around issues in the 
country is vital to successfully – and sustainably – 
build your brand in South Africa. 

04.R E D R I B B O N C O M M U N I C AT I O N S . C O. Z A

The biggest challenges to acceler-
ating South Africa’s economic and 
employment growth are electricity 
load-shedding, a lack of skilled 
workers, and low private sector 
investment levels.

– PwC South Africa, October 2022

Understand 
South Africa’s 
key socio-
economic 
challenges and 
communicate 
with that in 
mind 



05.
Invest in long-term media relations to 
navigate the dynamic environment  
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In Africa, personal relationships are the key to unlock a successful 
media relations strategy. 

Invest in creating ongoing thought leadership articles and  
exclusive interviews, and you’ll see your brand awareness and 
reputation soar. 

Building a continued presence in the country – rather than taking 
on a sporadic project approach – is important to maximise your 
chances of success. Once you’ve launched your brand, build on 
the momentum.

Investing in media relations for the long term is a lot like investing 
in your fitness. You won’t get fit after just one 5 km run, but over 
time you’ll be able to complete a marathon.

In the last 20 years, we have secured over 200+ radio interviews, 
more than 5000+ top-tier interviews, and 50+ TV interviews. This, 
all in a challenging and difficult-to-crack media landscape. 

We partner with our clients to ensure that they get the most out of 
our formula for success, and build a solid media relations strategy 
that gets cut through in national, business and trade media. 

05. Invest in long-term 
media relations to 
navigate the dynamic 
environment 

South Africans are patriotic 
and if you show them that 
you engage with the country 
on a deeper level, you’ll be 
more likely to win them over.
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What our clients say:
I thoroughly enjoy working with the Red Ribbon 
team. Always under promising and over-delivering. 

– Stephen Osler, Nclose

Their results have surpassed what I had hoped for. 
We have seen our visibility skyrocket. 

– Kathy Wattman, KnowBe4.

They have continuously exceeded the brief given to 
them by our organisation.

– Perry Hutton, Fortinet

What makes us different?
1.	 Owner managed: This means that every client gets 

personal attention and every account is strategically 
managed from the top. 

2.	 We’re small, so we’re agile: Unlike big corporate 
agencies, there is no red tape to navigate nor 
cumbersome processes to wade through. 

3.	 We don’t count hours: Excellence 
isn’t on the clock, it’s in our 
commitment to delivering quality 
service. 

4.	 We believe in partnership: Building 
your business isn’t something we 
do for you; it’s something we do 
with you.



Get 
ready to 
achieve 

brand 
success 
in South 

Africa.

Call or WhatsApp us
+27 82 928 1489

Mail us
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