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Introduction
In a rapidly changing environment, the Government Communication and Information System (GCIS) strives to
achieve integration, coordination and high levels of professionalism in the government communication profession. Government communicators are indispensable links between the public and government. This relationship
is important for a thriving democracy and to ensure that government communicates with the public on matters
pertaining to the improvement of their lives.
The Government Communicators’ Handbook is a toolkit for government communicators and assist them to understand their roles within the communication system. The handbook also helps government communicators by putting issues into context and providing background, easy reference tips and practical guidelines on issues they will
come across in their daily work.
The handbook is designed to add value and further equip government communicators with the requisite knowledge to be more effective and professional in the performance of their duties.
Overview
The handbook deals with, among other things, the role of the GCIS; the Performance Scorecard for government
communicators; how to deal with the media; advertising and distribution strategies; communication research; campaign development; crises management; development communication; internal communication; and developing and
maintaining a government website.
It also includes the Editorial Style Guide that can be used daily in writings to ensure uniformity in the presentation of
messages, as well as the Government Communication Policy Guidelines, which include advice on media policy, marketing, crisis communication and local government communication.
Appendices to the Policy Guidelines are available on the Government Communicators’ Forum (GCF) website:
https://ww1.gcis.gov.za/gcf.
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ABOUT THE GOVERNMENT COMMUNICATION AND INFORMATION SYSTEM (GCIS)
1.1. Legislative mandate
The GCIS was established in terms of Section Seven (subsections two and three) of the Public Service Act, 1994
(Act 103 of 1994), as amended, and ofﬁcially launched on 18 May 1998.
The GCIS is located in The Presidency and is responsible for setting up the government communication system and
continuously working with the rest of government to communicate and inform the public about the policies and
programmes of government aimed at improving their lives.The Chief Executive Ofﬁcer (CEO) of the GCIS attends
Cabinet meetings and is the ofﬁcial government spokesperson.
1.2. GCIS strategic support
In supporting government to implement its activities, the GCIS offers a variety of key strategic services.
• Media bulk-buying
Cabinet Memorandum no 8 of 1998 mandates the GCIS to facilitate placement of all national government campaign
advertising through the media bulk-buying contract approved by National Treasury.
This authority was delegated to the GCIS, taking into account the recommendations of the Communication Task
Team (Comtask) Report that government was not taking advantage of the beneﬁts of economy of scale realised
through coherent and centralised government media bulk-buying. Ad hoc advertising by national government
departments resulted in government resources not being utilised cost-effectively and efﬁciently.
The GCIS was mandated to develop guidelines on the equitable distribution of advertising expenditure for government. A document entitled, Guidelines on Equitable Distribution of Advertising Expenditure by Government, was developed by the GCIS and shared with all directors-general early in 2005 to ensure that government departments
understood the rationale behind the centralisation of media planning and buying in government.
• Media monitoring and content analysis
The GCIS monitors and analyses media coverage of government’s programmes and policies. It also conducts ongoing, quantitative analyses of media opinion-forming and agenda-setting. Media content analysis contributes towards
improved understanding of the media landscape – an outcome that contributes towards enhancing the presentation of government’s policies and programmes.
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This monitoring and content analyses enable the GCIS to:
- make decisions on interventions in the media environment
- inform government’s communication strategy
- assist other government departments and agencies with analysis of the communication environment relevant
to the programmes and campaigns of government
- assess the effectiveness of government communication messages.
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GOVERNMENT COMMUNICATION IN CONTEXT
The approach to government communication takes its cue from the constitutional imperative of freedom of information and the objectives of building a truly democratic state. This requires government to maintain continued
interaction with the people to be able to understand their needs. This type of communication will enhance an
informed and appropriate response to people’s needs to enable all South Africans to become active and conscious
participants in social transformation.
Government communicators have a critical role to play in harnessing goodwill for productive purposes, in helping
to shape the national mood and nation-building.They should be able to address these issues by using an appropriate
mix of activities and channels driven by a strategic overview. A fundamental need of government communication
is to reach the majority of the population, especially the disadvantaged and those previously marginalised from
all forms and channels of communication. Communication trends have inﬂuenced the way governments interact
with the public and these trends are triggered by recognising the role of information as an agent of empowerment.
Having communicators who are always at the cutting edge of their profession and understanding the environment
better is critical.
2.1. Politics and the government communicator
If there is one area of governance that fully represents the political and administrative interface, it is the task of
communication.The communicator straddles the relationship of political and administrative operations and harmonises the varying emphasis of these two fraternities to emerge with messages that reﬂect their unity of purpose.
It is the government communicator who must package messages in a manner that harmonises the administrative
and political arms of government.
Indirectly, the work of a communicator is likely to be related to party-political expression as they communicate
policy positions, most of which, if not all, are associated with a ruling party. To this extent, a government communicator presents policies, positions and information which may be counter to those of opposition parties.
We need to make the ﬁne distinction between communicating government policies and improperly using one’s
position to promote or prejudice the interest of a political party. Government communicators are public servants,
whose operational code includes impartiality and professionalism as encapsulated in the Public Service Regulations. Section 36 (c) of the Public Service Act, 1994 (Act 103 of 1994), states that public servants are prohibited
from acting in a manner that is intended to promote or prejudice any political party. It reads as follows: An ofﬁcer
or employee may not draft up or publish any writing or deliver a public speech to promote or prejudice the interests of any
political party.
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It must also be noted that communication tends to be an embodiment of the politics of a ruling party and government administration with messages emerging from the administrative-political melting pot.The following guidelines
regarding the conduct of government communicators should be followed during an election period:
2.1.1. Guidelines on government communication during an election period
It is normal practice in most democracies that, during an election period, particular attention is paid to ensure
government communication structures and ofﬁcials do not act in a way that advantages or disadvantages
participants in the electoral contest.
On 31 March 1999, Cabinet decided on a framework to be formulated to regulate against the dissemination of
government information during election periods in a way that is to the advantage of one political party and
to the disadvantage of others.
The guidelines were adopted during the local government elections in 2000 and the national and provincial elections in 2004. However, it is important to note that the provisions of the Public Service Act, 1994
were amended in 2007. They assist government communicators and other relevant public servants in determining the speciﬁc parameters within which they should conduct their work during an election period.
2.1.1.1. Scope of application
According to the Independent Electoral Commission (IEC), an election period is the period during which the
IEC’s Code of Conduct and the Independent Communications Authority of South Africa’s regulations apply. This
period is determined once the date for the election has been announced, party lists are submitted and participating parties and candidates conﬁrmed. The period ends when election results are certiﬁed and announced.
The regulations state that during an election period:
• state-ﬁnanced media will not be used for the purpose of promoting or prejudicing the interests of any political
party.
• state-ﬁnanced media should continue to be used for the distribution and dissemination of government information.
State-ﬁnanced media means any newspaper, book, periodical, pamphlet, poster, media release or other printed
matter, or statement, or any audio and video material, or any information in electronic format such as CD-Rom,
Internet or e-mail, which is produced and disseminated to the public, and which is ﬁnanced by, and directly under
the control of, government. Examples of state-ﬁnanced media include BuaNews Online, internal and external government newsletters and magazines.
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These regulations apply only to communicators and other relevant public servants. Ministers, deputy ministers,
premiers, Members of Executive Councils (MECs) and all political representatives, contractual workers and employees in role-playing posts in government are regulated by the Ministerial Handbook.
2.1.1.2. Public Service Regulations, 2001
Paragraph C.2.7 of the Code of Conduct for the Public Service provides that: An employee does not abuse her or his
position in the Public Service to promote or prejudice the interest of any political party or interest group. Paragraph C.2.9
provides that an employee recognises the public’s right of access to information, excluding information that is speciﬁcally
protected by law.
2.1.1.3. Public Service Amendment Act, 2007 (Act 30 of 2007)
Section 32 of the Public Service Amendment Act, 2007 provides that: An employee may be a candidate for election
as a member of the National Assembly, a provincial legislature or a municipal council, subject to the Code of Conduct
contemplated in Section 41(l)(b)(v) and any other prescribed limits and conditions. An employee elected as a member of
the National Assembly or a provincial legislature or a full-time member of a municipal council shall be deemed to have
resigned from the Public Service with effect from the date immediately before the date he or she assumes ofﬁce as such
member. An employee appointed as a permanent delegate of the National Council of Provinces shall be deemed to have
resigned from the Public Service with effect from the date immediately before the date he or she assumes ofﬁce as such
delegate. An employee elected as a member of a municipal council may only remain an employee in the Public Service if he
or she serves as a part-time member of the council; and shall comply with Section 30(1).
During an election period, these and other provisions of the Act continue to apply to all public servants. Communication agencies and components of government and their employees have to exercise special care to ensure that
their media products, statements and public events do not promote or prejudice any political party.
2.1.1.4. Constitutional rights and obligations
Government communicators and their departments should continue meeting the obligation of government to
provide information to the people.
They should continue exercising their responsibility to articulate, promote and defend the policies, programmes
and actions of government.
Like all other South Africans, communication ofﬁcers have freedom of association. Subject to the provisions of the
Public Service Amendment Act, 2007 and Public Service Regulations, they may belong to any political party of their
choice.

5

CHAPTER 2
2.1.2. Use of parliamentary forums
Because these forums are a key source used by the media, it is an opportunity for government to set the media
agenda.
2.1.2.1. Guidelines in answering questions for written reply
• The process of questions and answers (Q&As) for written reply is a standard item on the Parliamentary calendar.
• It starts in mid-January and continues until the ﬁrst Friday of December of the same year.
• This process consists of Members of Parliament (MPs) posing written questions to ministers who have seven
working days to respond.
• Parliament releases the responses immediately after they have been forwarded to the author (MP).
• Upon receiving the response, the MP has the prerogative to decide which communication route to take.
• The MP can decide to either call a media brieﬁng and/or or release it to the media with a supporting statement.
• The ministry in turn has no control over the released response.
2.1.2.2. The role of government communicators
• Communicators should always provide more information on the replies. Answers containing detailed information, including statistics and ﬁgures, must include explanatory notes that provide context.
• In dealing with enquiries from the media on issues relating to parliamentary replies, communicators must
always use right of reply to further contextualise ﬁgures.
• Communicators must be aware and consulted at all times to ensure that they plan around communication
implications of the responses to questions.
• In case the need arises, communicators should secure ministers and directors-general (DGs) to make further
pronouncements in one-on-one interviews and media brieﬁngs.
Recommendation
The Q&As have a strategic importance to Parliament and present communication opportunities for government. In this
context, departments should treat them as a continuation of the communication programme that commenced with the
State of the Nation Address (SoNA) and ensure that the core message “Working together, we can do more” is
reﬂected in communication.

2.2. Budget votes by departments
The presentation of budget votes is an opportunity to provide more detail of the implementation of government’s implementation activities. Communicators should use this opportunity as a communication channel. All
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the budget votes are preceded by the presentation of strategic plans to the parliamentary committees. Communication by principals must ensure that information is shared in a form and language that people understand and
can relate to.
2.3. Media brieﬁngs and interactions
Media brieﬁngs on the implementation of government activities are instrumental in disseminating focused messages
to the broader public and stakeholders. Communication on the visible achievement of milestones, which have a
direct impact on the public, should be highlighted.
There are various types of media brieﬁngs that are used as channels to communicate the Programme of Action
(PoA) and broader service delivery. These include: post-SoNA media brieﬁngs, quarterly media brieﬁngs, DG briefings, the mid-year progress report and strategic review, continuous brieﬁngs by principals and post-Cabinet media
brieﬁngs (by the CEO of the GCIS).
2.3.1. Portfolio and select committees
Ministers, DGs, CEOs of state-owned enterprises and senior ofﬁcials regularly brief these committees. These
meetings are open to the media and communication strategies should be in place to deal with issues affecting
departments.
2.3.2. National Assembly and National Council of Provinces (NCOP)
Ministers and deputy ministers deliver speeches and provide oral responses to questions in these two houses.
Ministers and deputy ministers also make policy statements and these are communication opportunities afforded
to government to make pronouncements on issues affecting the country.
2.3.3. Parliamentary Press Gallery Association (PGA)
The PGA is a recognised structure of the South African National Editors’ Forum. The PGA’s membership is made
up of the most senior political journalists in the country and they are permanently based at Parliament.
They cover all stories within the parliamentary precinct. It has a representative structure, which promotes the
interests of its members. Ministerial liaison ofﬁcers (MLOs) and heads of communication (HoCs) are encouraged
to forge good relationships with PGA members as they cover most political stories happening in Pretoria and Cape
Town.
2.4. Proposed communication structure for national departments
These guidelines set out a norm for departmental communication structures and functions and are informed by
the two Cabinet memorandums on communication as approved by Cabinet:
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• Cabinet Memo 8 – 1998
• Cabinet Memo 16 – 2000.
The structure can be adapted to ﬁt the responsibilities of a particular department. What cuts
across is that the level of HoC should not be below that of Chief Director.

Premier, Minister, DG and DDG

MLO: Spokesperson

Dir: Media Liaison

Chief Director: Communication

Dir: Corporate
Communication and
Branding

Dir: Communication
Research and Content
Management

Dir: Community and Stakeholder Liaison

2.4.1. Chief Director
The HoC is responsible for heading communication within a department and giving overall direction to the department, as a strategic aspect of government.
The Chief Director is:
• the HoC in the department
• the spokesperson of the department
• sits in management meetings so as to be kept informed of relevant issues affecting a particular department/
province
• is responsible for drafting and implementing the communication strategy
• is responsible for promoting integrated communication with all spheres of government.
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2.4.2. Directors
• Director: Community and Stakeholder Liaison
• Director: Communication Research and Content Management
• Director: Corporate Communication and Branding
• Director: Media Liaison.
Pending the size of the department and the amount of its work, the department can assess which of the key activities
are important for the department. Based on that assessment, a decision could be made whether to have all the
functions or merge them according to the department’s needs and affordability.

2.5. The 10 basic principles of government communication
2.5.1. Government work is a public activity
• In any democracy, government is elected by its people, and is therefore an institution for the people and by the
people. It is essential that ordinary citizens are constantly informed about government work and empowered
to take active part in it.
• Government needs to make an effort to continually counter insinuations that government work is secretive
whenever and wherever they surface.
2.5.2. A central communication service must have the authority to carry out its work − it
must be located in the highest ofﬁce
• To ensure legitimacy and effectiveness, all government communication must have its genesis and coordination
from the highest ofﬁce in the Government’s structure.
• On all other levels, communication structures must be placed in the ofﬁces of political principals.
2.5.3. Political principals are the main communicators
• Government communication must, in the main, be done by individuals holding positions of political oversight
or leadership.
2.5.4. Everyone in government is a communicator
• Everyone working in government is indirectly a communicator and must therefore assume the role of an emissary and be a positive representative of government.
• This is pertinent in every public service member’s behaviour, including verbal and non-verbal interaction with
people.
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2.5.5. Communication must be based on an integrated communication strategy and programme (with core messages that guide all actors)
• The central communication service must coordinate the formulation of the main and all encompassing communication strategies for the whole of government.
• All different spheres and parts of government must at all times communicate in one voice, meaning there must
be consistency in messaging.
2.5.6. Communication structures do not determine policy – they articulate it
• Government policy and priority are pre-determined and communication structures are there to inform and
accurately disseminate them to the public.
2.5.7. Communication is more than just media liaison
• In communicating, special efforts must be taken to seek, evaluate and, where feasible, employ all available measures or tools to get the message across.
• In implementing major campaigns in particular, a multimedia approach must be adopted for effective message
diffusion and sufﬁcient reach.
2.5.8. Direct communication and mutual exchange of views with the public is the most effective form of communication (where possible, there should be communicators in
all localities)
• Communication structures must be established to enable interaction, mediated or otherwise, between government and the public.
2.5.9. In working out campaigns and programmes, there must be a deliberate effort to
understand the communication environment
• Research is an integral part of the communication process.
• In any event, the success of communication depends on the accurate diagnosis of the surroundings that will
inform, among other things, the selection of appropriate messages, target audiences and media platforms.
2.5.10. Communication campaigns work best when they are carried out in partnership with
others outside of government
• Government does not function in a vacuum and for maximum communication impact, especially in terms of
credibility and reach, role players such as non-governmental organisations, opinion-makers and other important ﬁgures need to be involved.
(Joel Netshitenzhe, Challenges of Government Communication: The South African Experience, 18 March 2003)

10

STRATEGISING FOR COMMUNICATION

Strategising

CHAPTER 3

CHAPTER 3
STRATEGISING FOR COMMUNICATION
3.1. Guidelines on putting together a communication strategy
• Check external perceptions of your programme among potential target audiences before you start. Think
about how you ﬁt into the external horizon. This will help you develop a communication strategy that gives
you a distinct and credible voice.
• Be clear on the principles underpinning your strategy. Some may be self-evident, like producing honest, succinct, credible and cost-effective communication.
• Develop some simple messages and model how these might work in different contexts − a press release,
report, newspaper article, website, etc. Make sure your project is branded in line with your communication
objectives.
• Be clear about your target audiences and user groups and prioritise them according to importance and inﬂuence relative to your objectives. Don’t just only think about the “usual” ones that are known by all.
• Think about both the actual and preferred channels your target audiences might use and challenge yourself
about whether you are planning to use the right ones for maximum impact.
• Include a full list of all the relevant communication activities, developed into a working project plan with deadlines and responsibilities.
• Keep the communication programme simple and include key deadlines, milestones and review points.
• Communication should be allocated enough budgetary resources to carry out its activities. At least 5% of the
total funded budget in the department should be allocated to communication.
• Evaluate the implementation and impact of the strategy and the implementation process that has taken place.
3.2. Why strategise for communication?
A thousand voices speaking without a common message and single purpose will in the end just make an indistinct
noise that few will hear.
We communicate in a noisy world, competing for attention with voices that have objectives that are different and
often opposing. And we do so in a world made up of a vast array of interests and concerns, and a world in which
everyday concerns weigh heavily on most people.
3.3. Communication strategy outline
There are many ways of approaching this challenge – what follows is a process that has emerged out of GCIS’ own
experience in strategising for communication and has served us well. However, this is not a mechanical process
that yields automatic results – it needs hard work and lots of thought. Each step is of critical importance, and
interlinked.
It is important that research should inform a communication strategy because it gives insight to the
dynamism of the environment and the challenges it brings.
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INTRODUCTION AND BACKGROUND
The strategy aims to deliver an effective and efﬁcient communication approach for the Government
Communication Programme. This strategy provides a framework to ensure that the department manages
communication in a planned and coordinated way and maintains the commitment to effective and timely
communication. The strategy also provides for the strategic alignment with the national communication
framework of government and the Government priorities linked to the ﬁve-year electoral mandate.
•
•
•
•

this part also deals with pre-history
why do we need a strategy?
facts that locate it within a broader and longer term development
information on a particular programme or campaign.

REVIEW OF COMMUNICATION OF THE PREVIOUS YEAR
• Before developing the next year’s communication strategy, it is important to reﬂect brieﬂy on the experiences
and the lessons of the past year/programmes/campaigns.
• An assessment of the implementation of the communication strategy (How did we do in relating communication messages to the public?).
• Deal with all the weaknesses identiﬁed over the past year.
CONTEXT AND SCOPE
Within the context of government’s electoral mandate and pursuant to government’s vision of contributing to
and promoting the creation of a better life for all – communication is important and central to all key decisions of
government.
• Scope – mandate of government.
• Scope – mandate of the particular department.
• Scope – the period which the strategy will serve (one year, two years or ﬁve years). (The communication
strategy is for ﬁve years, linked to the electoral cycle and updated annually to be relevant in dealing
with issues within the environment).
What informs communication during a particular period?
• The department’s mandate.
• The State of the Nation Address (SoNA), (State of the Province Address and provincial Exco makgotla for provinces),
the National Communication Strategy, government’s Programme of Action (PoA) as identiﬁed by both the Cabinet Lekgotla of January, departmental strategic plans and objectives and the Medium Term Strategic Framework (MTSF).
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ENVIRONMENT
This will deﬁne the terrain and environment in which you choose to communicate. It should deal with issues such
as the public mood, the media agenda, concerns and attitudes of varying sectors and forces, potential for improving
environment, etc. It is critical to understand the environment before implementing the communication strategy. In
fact, the exercise of scanning the environment contributes greatly to the kind of programme you end up developing
for your department. Such a scan may require a number of areas that we may not clearly understand and needs
further research.
• The environment is impacted upon by changes and developments within which communication is taking
place.
• The communication environment is to be informed by research.
Understanding our environment requires thinking about the particular matters we need to deal with:
• mandate
• public mood
• political issues
• media agenda
• demography
• forces at play
• attitudes and concerns.
STRATEGIC EMPHASIS
• What is the strategic emphasis of your strategy? (e.g. safeguarding the country against external threats).
• Core issues – in support of the Government objectives as contained in the MTSF document and the strategic
plan of the department.
Communication should put more emphasis on the key priorities of the department.
• Defence Update 2025. The Defence Update must provide a cogent argument on the levels of defence required to respond to the strategic environment, and the requirements posed by the foreign and security policy of government to
meet the strategic defence objectives.
• Progress made in peace-support operations (PSOs). South Africa continues to be perceived as an honest broker and a
reliable partner in international affairs. Continuous attention must be given to popularising the country’s participation
in peacekeeping efforts on the continent. Vigorous communication is required regarding the progress made in PSOs
in Africa with regard to post-conﬂict reconstruction (disarmament, demobilisation, reintegration, repatriation and resettlement) and development.
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COMMUNICATION OBJECTIVES
All strategising is about how to achieve our communication objectives. However, if we are unclear about our objective or get it wrong, then the rest will be of little or no value.
What are we trying to do: Build support for a policy proposal? Reassure people? Dispel misleading information?
Halt or reverse the acceptance of misleading information by others? Persuade opponents of a policy to change
their minds? Change dangerous behaviour? Encourage participation in a campaign or election?
We can also:
• popularise
• mobilise
• ensure
• educate
• raise awareness
• reassure
• ensure.
COMMUNICATION CHALLENGES
Our broad objectives considered in the context of the communication environment will lead us to identify speciﬁc
challenges that we will face and which we will have to meet successfully to achieve our broad objectives. Challenges could be developments, which we must expect and take full advantage of, and obstacles, which we need to
overcome.
The key communication challenge could be to sustain the generally positive mood around the Programme of Action of the
departments by maintaining the momentum and ensuring that people see beneﬁts from the implementation.

MESSAGE AND THEMES
It is critical to indicate the themes and concepts that are associated with the communication effort being undertaken.
• It is important to avoid making a simple list of messages.
• When adopting a core message, it is critical to integrate it with the Government’s core message for the year.
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CORE MESSAGE
EXAMPLE: WORKING TOGETHER WE CAN DO MORE
Give an explanation as to what the message aims to achieve and what does it inspire people to
do and why).
EXAMPLE THEMES: - departmental speciﬁc
• An economy that beneﬁts all
• Social services for all
• Batho Pele – Serving all the people
• Safety and security for all
• Working for the renewal of Africa and the creation of a better world.

MESSENGERS
A campaign must have its own voice. Who is to speak for it? To whom? And in what ways?
The strategy proceeds from the premise that messages have more impact if they are delivered by our principals
rather than public servants. As such, there is a need to increase public appearances by the principals.
• Political principals are the chief spokespersons of government:
- President/Deputy President
- Minister and Deputy Minister
- Directors-General and senior members of the department, etc.
• Other messengers can include third-party endorsers.
COMMUNICATION CHANNELS
In most cases, this is complex as different target audiences are best reached in different ways.
Internal:
• notice boards
• Internet
• internal newsletters
• meetings
• brieﬁngs
• intranet
15
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• plasma screens
• CD-Roms and other promotional material.
External:
• Web-page on www.gov.za and www.thepresidency.gov.za
• training of public liaison ofﬁcers
• print and electronic media
• community development workers (CDWs)
• billboards
• loud hailers.
STAKEHOLDER SEGMENTATION
Purpose: To know your stakeholders/partners.
Internal:
• public servants
• national departments
• parastatals
• municipalities
• provinces.
External:
• private sector
• civil society
• organised labour
• sectoral groups
• faith-based organisations
• the media
• farmers
• consumers
• academics
• international audiences.
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STAKEHOLDER ENGAGEMENT STRATEGY
EXAMPLE
Priority issue

Desired outcome

Target audi- Key message to be
ence of com- communicated
munication
strategy

Tools

Increasing
sustainability of
agricultural practices by enhancing crop diversity
and moving away
from intensive
practices.

Raise awareness
about the importance of agricultural biodiversity on
environmental and
human health, leading
to changed behaviour
patterns.

Farmers

The value of changed
cultivation practices for
increased long-term crop
yields and thus increased
outcome.

Meetings

Consumers

The value of eating a diPrint and electronic media
verse diet for good health. CDWs
billboards
loud hailers.

COMMUNICATION PROGRAMME AND MILESTONES
The communication programme will be the guide for all future action, the standard against which the success or
failure of communication is measured, and the most critical means for keeping the campaign on track.
There are two parts: communicators can decide to do a programme in phases or just broad and general without
phases. This will depend on the type of activity or why the strategy is being put together:
• ensuring government’s effectiveness to deliver messages
• strengthening relationships with the media
• third-party endorsements
• commissioning TV or radio documentaries around the impact of government’s programmes
• regular feature articles, guest editorials and opinion pieces
• one-on-one interviews (these are more effective than media conferences and rather reserve the latter for
breaking news)
• using radio and the community media more as primary channels to disseminate information to communities.
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EXAMPLE
Programme

Targeted
milestone

Communication
approach

Budget

Responsibility

Time frame

Progress made
in peace and
security operations.

Lowering the
ﬂag in Burundi.

A multipronged approach:
• using the Department
of Defence and Military Veterans’ internal
magazine
• media brieﬁngs
• print and electronic
media.

R200 000

Head of Communication (HoC)

8 August 2009

ACTION PLAN
To put into practice the ideas resulting from strategising requires an Action Plan that spells out in detail what is
to be done for each event in the programme.
EXAMPLE
Event/Opportunity

Activity

Recognising improved
service delivery.

Female
Farmer of
the Year
Competition.

Action
Popularising 2009
competition and thus
raising awareness on the
importance of farming
for the country.

Channels

Budget

Electronic and R450 000
print media
adverts.

Time frame
November 2009

MEDIA ENGAGEMENT PLAN
The Media Engagement Plan consists of a detailed plan of interviews, press brieﬁngs, media/journalists to be targeted, opinion pieces, and most importantly, a statement of key messages, and questions and answers (frequently
asked questions) for communicators and writers to use.
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STRUCTURES AND PROCESSES
Highlight all the structures involved and the processes to be followed. This will include:
• consultations with stakeholders
• approval by management.
MONITORING AND EVALUATION PROCESS
How will you know if you have succeeded? When thinking about initial objectives and activities, it is worth building
in some simple performance indicators and evaluation measures at the start.
These could include:
• “Before and after” research to track awareness of your communication messages among important target
audiences
• evidence of translation of research ﬁndings into policy or practice
• evaluation of participation in and feedback from events and other activities of government (public participation
events, etc)
• tracking media coverage, including volume and nature of coverage
• tracking parliamentary discussion of your programme or project
• tracking expenditure and also assist in sharing costs where the need arises with other departments
• helping to deal with all unforeseen issues
• monitoring website usage.
Building the discipline of evaluation into your strategy from the start allows you to use the information to review
and reﬁne your strategy and keep it as a living, ﬂexible document that supports the implementation of the PoA.
3.4. Developing key messages
Key messages are simply key messages and not something else:
• Key messages are not statements. They are also not brieﬁngs or comprehensive statements of information.
• They articulate the essentials of government’s position on critical issues.
• They should inform all communication on the issue: interviews, statements, articles, posters, pamphlets, etc.
Developing a communication strategy does not, on its own, lead to more effective and integrated communication.
What is more critical is the capacity to ensure concrete implementation.
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The 4X4 format reﬂects their character:
• four propositions encapsulating government’s position, which any spokesperson should get across, whatever
else they say
• for each of the four, another four to elaborate and explain and use in response to further questions.
Key messages generate and develop a government discourse
• Key messages over time generate a body of discourse that consistently reﬂects government’s position.
• Consistency of style and terminology is therefore critical.
• Consistency of positions is critical − drafters should always check previous messages on related topics.
• Consistency in formulation on key issues helps communication, but formulations should also be sensitive to
the current environment.
Key messages communicate strategic directions
• Key messages are informed by the strategic directions of government policy.
• Therefore, when drafting them, don’t rely on desk research only; we need the guidance of those informed with
strategic perspectives.
• While HoCs should be informed accordingly, other senior ofﬁcials and policy-makers are often best placed –
behind every successful drafter is a good network.
• Drafts will always reﬂect the brief given. A good drafter must be a good briefer.
Key messages are time bound
• Good communication is on time: a proactive step ahead or an instant response.
• Therefore, key messages must be available without delay.
3.5. Government’s communication cycle
In any democracy, government is elected by its people, and is therefore an institution for the people by the people.
It is essential that ordinary citizens are constantly informed about government work and empowered to take active part in it. To ensure legitimacy and effectiveness, all government communication must have its origin and coordination from the highest ofﬁce in the Government’s structure.
Government should ensure integration of messages by strategising for communication. This will assist in working
towards an ideal of a government speaking in one voice. The success of communication depends on the accurate
diagnosis of the environment that will inform, among other things, the selection of appropriate messages, target
audiences and media platforms.
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3.5.1. Strategising process
• The communication cycle last from October/November up to March of the following year.
• Communication-strategy implementation lasts from April until March of the following year.
• This means that between October and March, the cycle will run concurrently with the implementation of the
current communication strategy.
3.5.1.1. Application of the communication cycle
• This cycle applies only to the national and provincial spheres of government. Local government has its own
cycle in terms of the budget and planning.
• In implementing the communication cycle, communicators should bear in mind that there are communication
activities being implemented at the local sphere of government and this might have a bearing on the implementation of their communication strategies.
• In implementing the communication strategies in line with the communication cycle, communicators should
bear in mind the Government activities that are taking place through out the year (Women’s Day, Youth Day,
Freedom Day, Heritage Day, etc.)
THE COMMUNICATION CYCLE

1st phase

Calendar
month/s
October/
November

Process

Process explanation

Pre-Cabinet
Lekgotla

• Directors-General (DGs) prepare for the January Cabinet Lekgotla.
• DGs meet to look at the implementation plans in preparation for the
January Lekgotla.
• Based on the implementation plans from the DGs meeting, the HoCs
will draft communication strategies.
• Clusters and departments review the implementation of their communication strategies and submit their report to the GCIS for inputting
into the January Lekgotla.
• The GCIS will continue to provide advice to government communicators where necessary.
• The last Government Communicators’ Forum (GCF) of the year is held
where the rest of government looks at how they implemented their
programmes.
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2nd phase

January

3rd phase

February/
March

Cabinet Lekgotla • Clusters begin to plan for post-SoNA brieﬁng based on the outcomes of
the Cabinet Lekgotla.
• Plans approved by the Forum of South African Directors-General will be
tabled at the Lekgotla for input and approval.
• The Lekgotla agrees on the priorities for the year.
• The GCIS to update the existing Government Communication Framework and table it at the January Cabinet Lekgotla. Presentation of DG
cluster plans to the Cabinet Lekgotla.
• The GCIS will emphasise the message that communicators should start
working.
• Departments will work on second draft communication strategies based
on the outcomes of the Lekgotla.
• The GCIS will continue to provide advice to government communicators where necessary.
Opening of Par- • The SoNA will cover the priorities and key themes and messages for the
liament
year.
GCF
• Preparations for media brieﬁngs will reach the pinnacle and clusters will
brief the media during which ministers will outline the PoA from the
SoNA.
• Key programmes are identiﬁed and strategic issues will be communicated as high impact programmes.
• Further strengthening of communication strategies.
• HoCs will go through the process to approve the communication strategies and submit them to the GCIS.
• Upon receipt of the communication strategies, the GCIS issues a note to
acknowledge receipt and advice if required.
• The GCF is held where further guidance will be given to communicators
and the communication approach is agreed upon.
• The GCIS will continue providing advice to government communicators
where necessary.
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4th phase

April

5th phase

May, June, July, GCF
August

6th phase

September,
October,
November

Pre-Cabinet
Lekgotla

7th phase

December

Government
Communicators’
Awards (GCA)

Communication
strategies

• Implementation of the communication strategies begins.
• Continuous monitoring and evaluation as the implementation of the
communication strategies unfolds.
• All strategies should be approved with the budget before the ﬁnancial
year begins.
• When implementing the communication programme, clear key messages should also be completed for every activity in consultation with
the GCIS. This will assist with more integration and coordination and
working towards the ideal of government speaking in one voice.
• Departments and provinces should come up with a monitoring and
evaluation mechanism.
• The GCIS will continue to provide advice to government communicators where necessary.
• Implementation continuous.
• Departments will send their implementation/monitoring and evaluation
reports to the GCIS ahead of the GCF held post the mid-year Cabinet
Lekgotla.
• This report will assist government to assess how far they are in terms
of implementation and see if there are challenges to be dealt with.
• The GCIS will provide advice to departments on the way forward.
• The GCIS will continue providing advice to government communicators where necessary.
• Implementation continuous.
• Cluster departments and provinces review the implementation of their
communication strategies and submit their reports to the GCIS for
inputting into the January Lekgotla.
• The GCIS will continue providing advice to government communicators where necessary.
• The GCA is held to reward communicators who have excelled during
the year.
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ENHANCING THE EFFECTIVENESS OF GOVERNMENT-WIDE COMMUNICATION
In 2007/08, the Government Communication and Information System (GCIS) initiated the Government-Wide
Communication System Review as part of a 10-year evaluation of the system. The objective was to better understand communication challenges that still persisted and make recommendations on how best to address them.
Among the key issues identiﬁed in the report were:
• the need for comprehensive government communication policy guidelines (See Appendix 16.1) which, among
other issues, emphasise the different aspects of communication, including outreach, stakeholder relationships
and partnerships, media liaison, marketing, advertising and public relations
• where necessary, regulations enforcing policy decisions should be crafted to cover, among other things, speciﬁc
requirements on advertising; guidelines for stakeholder engagement; guidelines on community engagement and
consultation; participation by departments in government-wide communication projects, including izimbizo and
media brieﬁngs; and guidelines and standards for media engagement
• the ﬁnding that communication is not prioritised across all government departments and spheres of government, and that budgets and resources are applied unevenly across departments.
The review also identiﬁed existing challenges that limit the effectiveness of government communication, which
include:
• Political principals (ministers, members of the executive committees and/or heads of departments, directorsgeneral [DGs] or chief executive ofﬁcers) are not always aware of the requirements or impact of effective
communication. This causes a gap in expectations and delivery.
• Communication is often seen as peripheral to departments. Capacity, budgets and skills in the communication
components of most government departments are unevenly applied.
• There is no appropriate system of accountability in place to ensure that communication strategies are implemented and there is no standard assessment of the impact of communication.
Recommendations to address these challenges included that the GCIS should facilitate the development of a
communication leadership programme to be included in the induction process of political principals and heads of
departments – with participation in such a programme being compulsory.
The review also recommended that communication within the government-wide communication system be professionalised by introducing standard practices of communication through the institution of a performance-management tool (See Appendix 16.2), as well as by tailoring the qualiﬁcation requirements for government communicators.
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4.1. Performance Scorecard for government communicators
The review process showed a need for integration and further enhancement of the government-wide communication system. It also indicated that there were some difﬁculties in linking the heads of communication’s (HoCs)
expected deliverables to their scope of work. Given this, a generic scorecard has been developed to serve as a tool
to assist DGs and HoCs in deﬁning and determining departmental and provincial communication deliverables and
standardising the performance requirements of HoCs.
The Generic Performance Scorecard has been developed to aid all HoCs based at national government departments and HoCs based in the ofﬁces of the respective premiers.
Due to its generic approach, it is necessary that each department or province adapts the Performance Scorecard
to accommodate their particular context and circumstances – e.g. the communicators employed by the Department of International Relations and Cooperation need to liaise with foreign representatives of South Africa and
to see to it that they have adequate information available as soon as possible. To enable this, resources need to be
appropriately allocated with regard to the required information and budget and other contributing factors need to
be sought to allow effective measurement of task execution. This will then form a key result area or KRA, which
refers to a broad area of performance, for which an incumbent will be held responsible. It must relate to the organisation’s overall mission, as well as to why the speciﬁc job exists. A KRA is deﬁned as a future state of achievement
that helps an organisation to succeed and create value.
The following reports were consulted in the drawing up of the generic scorecard:
• Cabinet memoranda – 1998 and 2000
• National Communication Strategic Framework (NCSF)
• Comtask Report
• Review of Government-Wide Communication
• international benchmark studies
• The GCIS Strategic Plan
• SMS Chapter on Performance Management and Development System.
The GCIS undertook this task, as it understands that:
• communication is a strategic element of democracy
• it is key in a participatory democracy that government effectively communicates with its citizens in a transparent and coherent manner
• all government communicators “speak with one voice”.
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Effective government communication requires excellent coordination and integration of messages, campaigns and
programmes. It also requires the effective implementation of the Government’s Communication Strategy.
Strategy and planning are key elements for effective, integrated and coordinated government communication.
The capacity to communicate with one voice is promoted by such practices as the Government Communicators’
Forum and joint communication around programmes and campaigns undertaken collectively.
The GCIS has previously developed some tools (for example the Government Communicators’ Handbook) to assist
government communicators to understand their role as well as to introduce a “new approach to government communication that encourages integration, coordination and high levels of professionalism”. However, the GCIS has
recognised that greater integration and further enhancement in the delivery of its services can be realised through
a process that monitors and measures performance. The identiﬁcation of the need for a generic scorecard is seen
to further enhance these types of initiatives by ensuring that a standard set of measurements, by which to hold
HoCs equally accountable, is developed. The expected result of this is uniform accountability and better quality
communication work from all HoCs. It will also address the perception of external stakeholders, as captured in
the 10-year review document, that there is uneven performance across departments and spheres due to a lack of
a uniform approach.
4.1.1. Context – GCIS and Senior Management System (SMS) Performance Management
and Development System (PMDS)
The context within which the Generic Performance Scorecard for all HoCs was developed was that of the government-wide communication system vis-à-vis the SMS PMDS. The development of a generic scorecard for HoCs
formed part of the existing SMS PMDS and was therefore not intended as a reinvention of the wheel.
The elements of the existing system of performance management include:
• signed performance agreements
• an agreed format
• 80:20 KRAs (measurable output) and core management criteria (CMC)
• linkage between organisational and individual performance management
• a standardised rating scale
• a performance management cycle
• moderation processes
• ﬁnancial rewards
• personal development plans
• poor performance and dispute-resolution mechanisms.
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Described below are the key principles that underpin the SMS PMDS:
• Departments are expected to manage performance in a consultative, supportive and non-discriminatory manner.
• Performance management should be linked to the organisation’s strategic goals.
• An organisation implementing performance management is entitled to satisfactory work performance from
all managers.
• All existing SMS members are expected to enter into a performance agreement within the ﬁrst month of the
new ﬁnancial year. A newly appointed SMS member must enter into a performance agreement within the ﬁrst
three months of appointment.
• Performance management will be developmental (recognising outstanding performance) and transparent while
maintaining administrative justice.
• SMS members must play an active role in developing their performance agreements.
• Performance agreements should be directly linked to the organisation’s strategic/operational plan, and provide
information in respect of the progress made over the evaluation period and changes required in respect of
delivery focus.
• New performance agreements should indicate how results could be improved in the forthcoming performance
cycle.
• Performance outcomes should form the basis for staff development and developmental plans.
• Supervisors must provide constant feedback to employees to enable them to ﬁnd ways of continuously improving their output.
• Corrective measures should be timeously undertaken should performance fall short of acceptable levels.
Performance management in the Public Service is guided by the Public Service Act, 1994 (Act 103 of 1994), the
Public Service Regulations, resolutions of the Public Service Coordinating Bargaining Council (PSCBC), Treasury
Regulations and the Batho Pele White Paper and must be integrated with other systems and processes in the organisation.
The development of a generic scorecard for HoCs is therefore framed by these parameters and regulations.
4.1.2. Roles and responsibilities in relation to the Generic Performance Scorecard
Departments’/provinces’ role:
• The Generic Performance Scorecard was developed as a tool for DGs to manage the performance of HoCs
against a standard set of measurements as determined by the “experts”.
• It forms part of the Performance Agreement to be signed by the DG and HoC and remains their functional responsibility.
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HoCs’ role:
• HoCs must help deﬁne their accountabilities.
• They must perform in line with the provisions of the scorecard.
• They must report on and provide required evidence of performance.
The GCIS’ role:
• The GCIS’ role remains that of providing strategic guidance and coordination between various departments,
and ensuring that communication is coherent.
• In respect of the scorecard, the GCIS will provide a quality assurance or means of veriﬁcation of performance
role to DGs.
4.1.3. Content areas of the Generic Performance Scorecard
The key functional areas of a government communicator, as outlined in the Government Communicators’ Handbook,
the NCSF and the 10-Year Review, are:
• communication strategy development
• implementation plan development and actual implementation
• campaign management
• media relations
• management and use of various communication channels
• development communication
• internal communication
• management of unplanned and urgent communication.
4.1.3.1. Key Result Area
A KRA refers to a broad area of performance, for which an incumbent will be held responsible. It must relate to
the organisation’s overall mission, as well as to why the speciﬁc job exists.
The ﬁrst step in developing KRAs is to identify the key responsibilities of a position and then the common themes.
These must then be reﬁned into realisable statements. KRAs should be SMART, i.e:
S – simple, clear and understandable
M – measurable in terms of quantity, quality, time or money
A – achievable and agreed on between the member and the supervisor
R – realistic, within the control of the member but still challenging
T – timely, assessable within the annual reporting cycle.
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Key result areas

Weighting

Government/departmental communication planning, strategy development and implementation

xx

Implementation and management of campaigns

xx

Effective management and use of appropriate communication channels

xx

Building and sustaining a positive reputation of the department/province

xx

Effective management of “unplanned’’ and urgent communication
TOTAL

xx
100%

4.1.3.2. Key Performance Indicator (KPI)
A KPI is one of the elements reﬂected in a performance scorecard and refers to tasks, projects or programmes
to be undertaken by an employee for the performance year. KPIs are deﬁned in respect of each KRA – and can
be seen as measurable output thereof. Measures can be set in terms of time (by when), quantity (how much) and
quality (improving rates of return, maximising investment and reducing cost).They must, as far as possible, be based
on an end result and not effort. They must be within the control of the incumbent and must be objective and observable.
Quality requirements
Quality requirements provide detail around the standards or quality needed with regard to KPI delivery – i.e. what
the KPI aims to achieve and against what standard performance it will be measured.
Weighting
The weighting refers to the score allocated to each KRA or KPI, which reﬂects its importance in relation to the
other KRAs or KPIs on the individual scorecard. Total weightings must add up to 100%.
Target
A target refers to the standard to which a KPI must be achieved (reﬂected in terms of measures such as time,
quality and quantity).
Evidence
This refers to the proof that the incumbent provides in support of achieving a KPI.
Means of veriﬁcation
This column refers to the required KRA’s sign-off or route of approval.
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Enabling conditions
These represent the systems, support, resources, etc. that must be in place to ensure that performance against
target is possible and meaningful. Enabling conditions could also be deﬁned as additional resource requirements, in
other words, the resources needed to achieve a particular activity/objective/output. These may be in the form of
people, equipment or ﬁnances.
The following tips should be considered in determining key resource requirements:
• It is important to provide a motivation for any additional resource requirements.
• It is critical to identify who is responsible for acquiring additional resources and ensuring that the “enabling
conditions” are in place. This needs to form part of that relevant individual’s performance scorecard.
• The additional resource requirements and enabling conditions should be developed collaboratively between
the employee and supervisor.

See Appendix 16.2
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COORDINATING AND PLANNING STRUCTURES
Since its establishment, the Government Communication and Information System (GCIS) has put in place systems
to coordinate and plan the communication work of government.
5.1. Communication Planning Meeting
This meeting takes place weekly to assist government to heighten communication by proactively planning and
rapidly responding to issues in the environment. Its objectives are to:
• assist to plan for communication in government
• discuss weekly diaries and communication approaches for better and integrated communication
• contributes to the heightening of communication
• ensure integrated planning and response to communication challenges
• ensure better coordination of government’s communication efforts
• assist the Government spokesperson to know key issues/activities that are taking place at departments in
preparation for the post-Cabinet brieﬁng and statement.
5.2. Government Communicators’ Forum (GCF)
The GCF is a forum in which all government communicators from national and provincial spheres of government,
including representatives from the South African Local Government Association (Salga), meet and strategise for
communication. It provides a platform for communicators to plan and identify communication opportunities across
the spheres and sectors of government through substantive discussions and joint planning to fulﬁl the Government’s commitment to accelerate service delivery to ensure a better life for all.This forum is convened three times
annually.
5.3. Ministerial Liaison Ofﬁcers’ (MLO) Forum
This forum assists in nurturing relations with the media and comes up with plans of action on how best to work
in a more constructive manner. It convenes three times annually with the objectives to:
• build greater integration and coordination of government messages
• assist with the effective implementation of the National Communication Strategic Framework
• network and strengthen partnerships with both local and international media
• facilitate training for MLOs to ensure professionalism.
5.4. Calendar of Events
This initiative enables government communicators to share their plans for public activities and programmes. It
assists them to take advantage of the opportunities created by other departments for bilateral work, to be more
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sensitive to the environment within which information is released and approaches are taken, and to be more proactive in setting the Government agenda.
5.5. Induction of government communicators
This tool enables the GCIS to introduce new government communicators into the communication system and
to clarify the role of the GCIS and the range of services it provides to government departments to support their
communication work.
5.6. Government Communicators’ Awards (GCA)
The GCA is a tool to motivate government communicators and to recognise improved delivery, innovation and
excellence in the government communication profession. The GCA recognises those communicators who consistently strive for excellence and seek new ways of improving the effectiveness of government communication.
Government communicators, individually or in groups from all three spheres, can enter or be nominated for the
awards.
5.7. Bua Magazine
Bua Magazine is an electronic magazine for government communicators. The magazine aims to encourage debates
and promote continuous discussions around issues affecting government communication. It also aims to improve
the ﬂow of information among government communicators.
5.8. Communicators’ Web (GCF Web Page)
The Communicators’ Web or GCF Web Page is an electronic information platform for government communicators
that offers updated information affecting government communicators and contains important contact information.
It enables them to access documents such as minutes, presentations, resolutions and other interesting material that
relate to the GCF and relevant information associated with the profession.
To access the GCF website go to: https://ww1.gcis.gov.za/gcf.
When you access the website you will get a message from your browser that “there is a problem with
this website’s security certiﬁcate”.This is because the GCIS has its own security certiﬁcate, but the GCIS certiﬁcate
can be trusted. Please follow the instructions on http://www.gcis.gov.za/cert/ to accept the GCIS security certiﬁcate.
After the security certiﬁcate has been accepted, you will no longer receive the message.
5.9. Communication clusters
Clusters were formed in line with the former vision and mission of the GCIS: To meet the communication and infor-
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mation needs of government and the people, to ensure a better life for all and to provide leadership in government communication and ensure that the public is informed of government’s implementation of its mandate.
Government has moved towards integrated communication through the cluster approach. Given the strong similarities in departmental aims and objectives, it was critical to establish the system that will see integrated servicedelivery efforts.
From the ministers and directors-general, it ﬂows down to departmental heads of communication. At communication level, various departments come together to plan for communication around their programmes, which
emerges from the intentions of rendering service to the people.
Communication clusters give meaning to the principle in the Bill of Rights and the Constitution of our country that
guarantees freedom of expression, freedom of association and the right to access to information. This is founded
on the understanding that without information there can be no popular participation, and without the latter there
can be no lasting legitimacy. Through clusters’ communication programmes, the objective of informing the people
can be met.
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COMMUNICATION RESEARCH
Government communicators need to inform the public about government’s policies and programmes to implement its mandate, including opportunities available to better their lives. In South Africa, the Government is using
communication research to a growing extend. The effectiveness of government communication and the dissemination of government information can be enhanced through the application of appropriate scientiﬁc research processes and methodologies.
A former chief executive ofﬁcer of the Government Communication and Information System (Joel Netshitenzhe)
argues that: In working out campaigns and programmes, there should be a deliberate effort to understand the communication environment, including target groups, appropriate media platforms, messages and forms of interaction. In this regard,
communication research is a critical element of the trade: communication is an art form, but it should be based on science.
Beneﬁts for conducting communication research include the following:
• helping to increase the efﬁciency and effectiveness of communication campaigns
• allowing for the needs of the target groups to be assessed
• assisting in the identiﬁcation of appropriate messages and strategies to effectively communicate with the target
audience
• evaluating the effectiveness of campaigns
• helping to meet accountability requirements
• assisting in the development of future campaigns through pre- and post-testing of campaigns and material.
6.1. Approaches to research
There are different ways to categorise the various ways in which communication research can be conducted – e.g.
empirical- and desk research, personal and telephonic interviews, and interviewing individuals or groups. Most
often though, researchers distinguish between quantitative and qualitative research.
6.1.1. Quantitative research
Quantitative research involves the collection of data in a valid and reliable manner. Statistical procedures are used
in the design, conduct and analysis of that research. Quantitative research is appropriate when we want to answer
questions such as: How many? How much? How often? When? By whom? Questions like these require precise and
quantiﬁable answers. Quantitative research can also be deﬁned as research that aims to measure or put a number
to a response. Quantitative research tends to emphasise relatively large-scale and representative sets of data. It
is research that is indirect and abstract and treats experiences as similar, adding or multiplying them together, or
quantifying them (Blaxter et al, 1996).
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Quantitative data collection primarily involves conducting surveys and mostly uses face-to-face interviews, telephonic interviews, self-completion questionnaires or Web-based questionnaires.
6.1.2. Qualitative research
Qualitative research is often more challenging and time-consuming than quantitative research. It is concerned with
collecting and analysing information in various forms, mainly non-numeric. Qualitative research also tends to focus
on exploring, in as much detail as possible, smaller numbers of instances or examples that are seen as being interesting or illuminating, and aims to achieve “depth” rather than breadth (Blaxter et al, 1996).
“Qualitative” implies a direct concern with experience as it is “lived” or “felt” or “undergone”. Qualitative research
aims at understanding experiences as nearly as possible as its participants feel it or live it (Blaxter et al, 1996).
Qualitative research aims at getting beneath the surface of verbal responses to explore the real dimension of
a problem and the range of attitude to it. This type of information is particularly helpful to communicators and
creative agencies as it allows for the development and evaluation of messages and products based on the target
audience’s motivations. This is why qualitative research is usually recommended for pre- and post-testing communication campaigns or material.
Qualitative researchers mostly use focus-group discussions and personal in-depth interviews for data collection.
6.2. Data analysis
It is important to understand the data after collection and capturing. Data analysis is an activity that permeates all
stages of a study. Concern with analysis should begin during the design of a study, continue as detailed plans are
made to collect data in different forms, and become the focus of attention after data is collected. Data analysis may
not necessarily be completed only during the report writing, and data can be reviewed and analysed again and again
depending on how one wants to utilise the ﬁndings.
Successful data analysis (quantitative or qualitative) requires understanding of a variety of data-analysis methods
and different software packages that can be used for analysis (e.g. Excel, SPSS, Atlas ti, Nvivo). Data analysis needs
to be planned early in a project. Researchers need to understand which methods will be best to attend to the aim
and objectives of the research project. Researchers need to understand the questions posed to respondents and
recognise how weaknesses in the data or the analysis can potentially affect the conclusions.
The dataset is often large (especially for quantitative research) and it is therefore not always easy to make connections between the various pieces of information. To make sense of the data, it is necessary to summarise it by
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following a set of procedures (Struwig and Stead, 2001). Such procedures for data analysis may be classiﬁed in three
dimensions as suggested by Bush (2005):
• classiﬁcation: aggregating and organising data (e.g. through tables)
• comparison: comparing two or more datasets
• interpretation: using a conceptual framework to explain ﬁndings.
Analysis provides a basis for organising ﬁndings and for explaining its signiﬁcance. When presenting ﬁndings, the
main method is likely to be classiﬁcation. This provides the basis for organising a complex dataset in a way that
makes the meaning clear to the reader. There are different ways of analysing qualitative and quantitative data.
Quantitative data analysis is the process of presenting and interpreting numerical data. Quantitative data
analysis often contains descriptive statistics and inferential statistics. Different software packages could be useful
in the analysis of quantitative data (e.g. SPSS, Excel, etc.) However, the use of such software needs knowledge and
understanding of the software.
Qualitative data analysis is less precise (compared to quantitative data) because the data-collection process
rarely provides an easy basis for straightforward comparison. Qualitative research relates to the personal (or “subjective”) experience of individuals and requires an approach to data analysis that acknowledges this emphasis. The
main issue is to seek understanding of the way in which individuals create, modify and interpret the social world
that they inhabit. It is concerned with meanings as much as with facts (Bush, 2005).
The emphasis on subjective views has implications for the mode of analysis to be adopted in dealing with qualitative
data. Watling (2002) points out the problematic nature of ﬁndings based on people’s interpretation of events:
The qualitative research … is likely to be searching for understanding, rather than knowledge; for interpretations rather than
measurements; for values rather than facts; … you move away from the analysis of given, measurable, and objectively veriﬁable facts, to analysis of thoughts, feelings, expressions and opinions which are open to debate (Watling 2002:267).
Qualitative data may be subjected to both quantitative and qualitative analysis.
6.3. Content analysis
The main purpose of content analysis is to apply quantitative techniques to qualitative data.
The basic goal of content analysis is to take a verbal, non-quantitative document and transform it into quantitative data
(Cohen and Manion 1994:55).
Content analysis involves certain key phrases or words being counted, and the frequencies analysed. The selection of these
would depend on the hypothesis the researcher wished to prove or disprove (Easterby-Smith et al 1994:345).
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Content analysis typically involves frequency analysis but may also include identiﬁcation of categories and units of
analysis. These categories may be pre-coded or emerge from initial scrutiny of the data. Depending on the availability of skills and human resources, it is advisable to outsource data analysis.
6.4. Research tips
• Have a clear understanding of why you want to conduct research (referred to as the research aim).
• Make sure that you have clear and measurable objectives.
• Make sure that the deliverables and their format are clearly stated.
• Get good advice on the best research strategy/method to assist you to attain your objectives.
• Scan the market to determine the best possible price for your project.
• Conduct a background-check of the potential service-provider before appointment (previous research experience of clients).
• Check the experience of individual team members.
• Once the service has been outsourced, you must be involved in every step of the research process.
• Make sure that the service-provider and the research team are given a proper brief before the commencement
of the project and throughout the course of the project cycle.
• Monitoring and quality assurance of ﬁeld work (recruitment, transcripts, report, etc.) are important for the
quality of the research output.
• Provide feedback to the service-provider throughout the research process.
6.5. Elements for research speciﬁcations/terms of reference
Before embarking on a research project, you need to develop the project speciﬁcations/terms of reference. The
following are essential elements for research speciﬁcations:
• introduction/background
• main aim and objectives
• research design
• target market
• brieﬁng and debrieﬁng session
• proﬁle of the research team
• data-collection instruments
• project plan
• time frames
• cost
• deliverables
• bid evaluation process (including evaluation criteria).
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CRISIS MANAGEMENT
7.1. Handling a communication crisis
Since we may not be able to prevent crises all the time, there are a few things we can do once it has arisen:
7.1.1. Five steps to an effective crisis communication strategy
• Create a crisis communication plan ahead of time
• Anticipate the crisis; think and talk about what might happen and how it can be effectively managed. Develop
response strategies that can be implemented when a crisis occurs. Establish communication protocols.
• Designate a crisis management team
• Determine and train spokespeople.
• Address issues of empowerment and the chain of command.
• Monitor and keep communication lines open between internal staff.
• Manage the message and the media
• What is the issue? Deﬁne the nature of the crisis.
• What is your message? Keep the message clear and consistent.
• Anticipate and meet the needs of the media.
• Communicate early and often
• Be proactive rather than reactive.
• Decide on communication methods (press conference, in-person brieﬁng, phone, fax, etc.). Release prepared
statements and collateral material to the media.
• Identify and prioritise key audiences and channels of communication
• Who are the audiences who matter most to your department?
• Know what type of information each audience is seeking and keep them informed promptly; notify employees, key constituents, grantees, law-makers, etc.
See Appendix 16.1
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DEALING WITH THE MEDIA
8.1. Media perceptions audit of government communication
In 2005, the Government Communication and Information System (GCIS) commissioned research into the media
perceptions of government communication to improve government’s services to the media.The research consisted
of 67 in-depth interviews with prominent journalists between August and October 2005. It was done by Kuper
Research and the Media Observatory, a project of the University of the Witwatersrand’s Journalism Programme.
Research revealed that although most senior journalists believed there had been improvements in government
communication in recent years, they felt that still more advancement was needed.
KEY RECOMMENDATIONS
Avoid an adversarial relationship
There needs to be an alignment of government communication and the media behind common objectives.
A “them” and “us” mentality is counterproductive. The culture needs to be one of information-sharing, trust and
respect.
Understand the needs of the different media types
Part of the professional standards required from government communicators is that they need to know the different platforms they can harness to deliver a message.
Understand the importance of journalists’ deadlines
Be accommodating and assist in meeting the deadlines. Understand the immediacy of daily newspaper, radio and
television news deadlines.
Be accessible
Government communicators have to be accessible to the media to share information and for them to meet their
deadlines. Ministers and decision-makers should be more available to the media.
Consistent professional standards
Government communicators should consistently reﬂect professional standards in their work.
Don’t be “over-bureaucratised”
Government communicators should try to “de-bureaucratise” the process through frequent and structured interactions between their principals and the media.
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Government spokespersons are not bodyguards
It is not the job of government communicators to protect their principals but to rather be their “voice”.
Media are not a “loudhailer/echo” for government
Government communicators need to understand that the media are not loudhailers or there to echo government
messages. They are also not “vultures waiting to disseminate negative news”.
Contact and recognition
The media wants more contact and recognition at the senior level of government.
Truthful vs economical
Government communication is not seen as untruthful but rather “economical” with the relevant information
8.2. What must a government communicator do?
Government communicators can contribute to the building of healthy government-media relationships in the following ways:
• Know the policy positions of your department.
• Bear in mind that South Africa is a democracy. This means that the public’s access to government information
through the mass media is an important right.
• Be professional, efﬁcient and enthusiastic.
• Know the journalists who work in your ﬁeld and avoid limiting your relationship to that of a voice over the
telephone.
• Develop an understanding of the different kinds of media and customise your service to journalists to suit
each medium.
• Make time to visit newsrooms to understand the news process and how decisions about what is newsworthy
are made.
• Find out about deadlines since each newspaper, radio station or television station has its own deadlines. As a
general rule, print media will have longer deadlines than broadcast and online media. This means that a radio
journalist will be working on hourly or even half-hourly deadlines compared with the print journalist who may
have a day or longer to write an article.
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A journalist’s nightmare
What government communicators must not do:
• be unaware of what your department is doing
• lie to the media
• make promises you know you cannot keep
• be pompous and rude with journalists
• show a lack of respect for media deadlines
• make sexual advances towards journalists
• do not alert the journalist about a press release you have sent, especially if it was via e-mail
• keep sending long press statements and treat the media as the PR wing of your department
• be constantly unavailable
• send inaccurate information
• make inconsistent statements.

8.3. A guide to media and communication engagement
8.3.1. Questions that may be helpful when approached for a media interview:
• Would it help the journalist if your department sent through some background material ahead of the interview?
• Can you call the journalist back in a few minutes? Buy yourself some time to collect your thoughts and review
your tone and key messages.
• What is the preferred location for the interview – their studio, your ofﬁces or another venue?
• When do they want to do the interview? Preferably do a taped TV interview early in the day if intended for
broadcast in the evening – that will leave more time for quality editing.
• How long will they need you for? This will help shape the depth of your messaging.
• Is it live, live-down-the-line (live remote, where you are in a different location to the actual interviewer) or
recorded?
• Who will be the interviewer and how does that impact on the tone and direction of the interview?
• Will you be interviewed alone or with others, and who are the other participants? Will there be a studio audience?
• Do you want to be part of this mix – if the interview is refused, give a credible reason, offer to be interviewed
another time, make it clear that “the refusal” is not government policy and suggest other issues that you’d be
happy to comment on.
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8.3.2. General interview principles
While the following practical pointers are presented as a set of media interview guidelines, the majority of the
principles apply to any communication encounter – be it a media interview, community public participation, a presentation to a group of international investors or an informal conversation at a formal dinner. Please consider how
the principle may be relevant to the context of your many different communication engagements.
PLEASE REMEMBER:
• You are always potentially “on record” – whether it be on camera or linked to a microphone, or if someone else is
talking. This also applies to print interviews and stakeholder meetings.
• The interview lasts as long as a reporter is there. Maintain your interview mode until the conclusion of the engagement, not just during the formal interview process.
• Find out in advance who your audience will be, and structure the content and tone of your messages appropriately.
• Use terms and language understood by your audience. If you have to use technical jargon, ensure that you are able to
deﬁne/explain the term succinctly and memorably.
• Project enthusiasm for your messages. This attitude is contagious. Enthusiasm – I am happy to be here. Concern – My
subject is important to me and to you/the audience.
• Authority – I know what I’m talking about.
• Plan and prepare for the ﬁve worst questions you could be asked – questions that may not be related to the event you
are attending or the issue you were invited to discuss.
• Role play repeatedly, anticipating the tough and/or frequent questions and current news issues.
• Get familiar with the publication/programme and the reporter’s style and approach before the interview. Besides giving you a clue as to how he/she will approach your subject, the fact that you are familiar with his/her work will help
build rapport with him/her.
• Listen and hear the entire question from the interviewer/audience before answering.
• Seek clariﬁcation if the question is ambiguous or unclear, or restate the question (to your advantage) in your answer.
• Use the ABC approach – Answer the question, Bridge to your key messages and lay out the facts and Conclude by
telling us what those facts mean.
• Use concrete facts wherever possible – even better, use word pictures or tell a memorable human interest story that
illustrates issues such as service delivery and the positive difference that the Government makes in people’s lives.
• It’s your answers, rather than the questions, that are the most memorable (or in the case of print, the only) parts of
the story.
• Talk through the interviewer to the audience – treat your host as you would an intelligent guest at a dinner party in
your own home.
• Treat every question seriously – what may be funny to some people can damage your reputation once shared with a
wider audience.
• Say the most important thing ﬁrst, rather than ﬁrst providing the rationale for the most important thing.

42

CHAPTER 8
• Answer with positive statements and replace objectionable words used by the interviewer or audience member
with more acceptable terms.
• Please avoid speculating on other public- or private-sector organisations – overt criticism of other players often
can come back to haunt you as the media returns to focus on any gaps between what you say and what you do in
your department.
• Mention the name of your department, rather than saying “we” or “us” – but use the name in moderation.
• Use modest hand movements only.
• Remain calm and polite with the interviewer – it is your role as spokesperson to make a friend, not an enemy, of
the media.
• Look down as you consider a response, not up towards the sky, which can create an impression that your response
is not authentic.
• Keep away from any alcohol – as a relaxant – before the interview. Also, avoid such things as cola drinks,
chocolates and milk and milk products. It takes several hours to “uncoat” your throat from these products.
• Have a system for ensuring that the journalist/audience member receives everything they want after an interview or
meeting and that all follow-ups are actioned by someone in your department.
• Be conscious of journalists’ news cycles and deadlines.
• If the reporter asks for information that is already a matter of public record, seriously consider making it available
to the reporter. Withholding such information will only force the reporter to develop other sources and will undermine the relationship with the reporter.
• BE YOURSELF! When your responses in an interview sound as if they were written by a PR specialist, approved by
your legal department, and then memorised verbatim, you lose your credibility.

8.3.3. Broadcast interview guidelines
Communication is received and interpreted by one’s audience on three levels: visual (body language), vocal (the
tone of your voice) and verbal (the messages and words you use). Of these three levels, your verbal content is by
far the least impactful with your audience, with typical audience recall levels for verbal content being as low as 7%
to 15%, while the visual element can make up to 55% of your message.
So, it makes sense to focus on a handful of core messages that you want your audience to remember, and to transition (bridge) to your core messages regardless of the question asked during a media interview.
Select two or three key messages targeted at your speciﬁc audience, taking into account that you should:
• Identify the issues that journalists and their readers/viewers/ listeners are interested in.
• Make your messages snappy and memorable – messages for broadcast media average between ﬁve and 20
seconds, and the average “soundbite” is nine seconds.
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PLEASE AVOID:
• Speaking off the record, or not for attribution. The golden rule is that if you would not be comfortable seeing a
comment on the front page of the newspaper tomorrow, then don’t make the comment.
• Losing your composure and, for example, walking out on a TV interview – the world could see the re-runs of the
incident in the traditional media and millions of times on social media such as YouTube.
• Speculating on an issue or being drawn beyond your specialisation area, or responding to hypothetical questions.
• Answering difﬁcult questions with “no comment” – if you cannot give the interviewer an answer, say why you
cannot, and then provide them with other information they could use. Most people interpret a “no comment”
response as a signal that the interviewee has something to hide and that the allegation is true.
• Over-answering a question. Short answers are better than long. Keep your responses snappy. Don’t use three words
when one or two will do. Long responses are difﬁcult to edit.
• Being afraid to admit that you don’t know the answer to a question. Instead, offer to ﬁnd the answer and get back
to the reporter before the deadline.
• Trying to use government advertising pressure to inﬂuence editorial coverage or to hit back at a journalist or editor.
• Falling for the surprise last question or being misled by an apparent end to the interview e.g. the journalist closing
her notebook or starting to chat about something else, giving the appearance that the interview is over.
• Responding to questions based on unfamiliar information presented as “facts” by the interviewer.
• Succumbing to the “pregnant pause” tactic where the interviewer allows you to answer a question and then withholds comment or a further question in the hope that you will be drawn into embellishing your response – the onus
is on the interviewer to keep things ﬂowing and ﬁll dead air, so never keep talking to ﬁll the vacuum.
• Dropping the endings of your words or let your voice trail off at the end of sentences – lost words are lost
causes.
• Referring to notes other than for complex ﬁgures or quotations – use them openly, then put them aside. Never
read your responses.
• Creating an editing challenge by referring to calendar days and terms such as “ﬁrstly” and “secondly” in a recorded
interview for editing.
• Repeating the question verbatim if it contains a negative word or phrase.
• Feeling you have to answer every part of a multiple question – rather say something along the lines of:“You’ve raised
a number of issues there. For us, the most important right now is …” and address the one aspect of the multiple
question you’d prefer to talk about.
• Asking the reporter if you can review the story before it’s published. If the story is highly controversial, you may ask
the reporter during the interview to read back your quotes to conﬁrm accuracy.
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• Make them positive – avoid using the word NOT in front of a negative term when discussing your department,
as it is the negative term that will often stick in the audience’s mind and continue to be associated with the
department. For example, avoid saying “We are NOT corrupt” (where the word “corrupt” is remembered –
rather say something meaning the same thing but with positive phrasing, for example” “Our corporate governance standards are excellent”.
• Personalise and internalise your core messages, rather than memorising them.
• Avoid clichés and puffery.
• Back them up with facts, statistics and evidence.
• Emphasise messages based on beneﬁts to the audience and the impact on their lives.
• Revise them on a regular basis, and consider publicising them internally to promote more consistent external
messages.
• Remember that the more points you make, the more chance that the media will select the less important
points for their story.
8.4. Message presentation strategies
REMEMBER
Government communication exists to ensure that the public is constantly informed about service delivery and the
challenges facing government. In the process, government communicators are delivering a service that is as important
as the delivery of houses, water or electricity. It is therefore important that government messages are constructed in a
way that would capture the public’s attention. A badly constructed message can be as bad as denying citizens their right
to information.

8.4.1. How can I avoid badly constructed messages?
• Organise a brainstorming session with the communication team and relevant ofﬁcials.
• Identify key messages.
• Identify target audiences.
• Identify appropriate media and journalists.
8.5. Other options to respond
Although the GCIS regularly arranges media brieﬁngs on behalf of clusters or departments, communicators are
often required to respond to issues raised by the media or in response to requests by principals. Depending on the
nature of the issue being addressed, communicators may have to decide on the best way to respond. Some of the
options at the disposal of the communicator are:
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8.5.1. Letters to the editor
This could appear on the letters’ page in the name of the political principal, senior ofﬁcial or the communicator.
A stronger response can be achieved if the corrective information is put in the public domain in the name of a third
party not seen to be in government. It is advisable that communicators cultivate contact with third-party endorsers
who can be requested to respond to certain issues. There is generally a strong likelihood that such a letter will be
published as the letters’ page is a media institution recognised as the columns through which the public has its say
on current affairs. Such letters do, however, have to conform to laws governing libel, defamation, etc. before being
considered for publication.
8.5.2. Opinion-editorial (op-ed) pieces
An op-ed piece is perhaps the strongest response a communicator can use in correcting inaccurate reporting. As
the name implies, the content of such a piece is a combination of both opinion and editorial and does not conform
to the conventions of the “objective hard news” report. Space in newspapers for such pieces cannot be booked
and involves negotiations with editors.
Editors subject such pieces to a number of tests to decide whether they are worth publishing, including the test of
newsworthiness. The op-ed allows a communicator to develop a reasoned response to an issue or a new development to explain it to the public more clearly. Although some of the suggestions in this section of the handbook
are based on a reactive response to messages in the public domain, the op-ed allows government to be proactive
in placing new issues on the media agenda before they enter the communication environment.
Communicators can invoke a media convention known as the “right to reply” to ensure publication of such a piece.
On the other hand, if media made unsuccessful attempts to elicit government response because of a slowness to
respond to media queries or evasiveness on the part of the communicator, the likelihood of such a piece being
placed diminishes.
8.5.3. Paid media coverage
Government departments should not pay the media for any form of editorial coverage. We should achieve reputation-enhancing, earned media coverage through the newsworthiness of activities and announcements.
8.5.4. Advertisements
Often used by government to respond to issues or to bring new issues to the public domain, this is the weakest
tool at the disposal of the communicator because of the high cost of advertising in both broadcast and print media.
Secondly, the credibility of information in an advert is often treated with scepticism by the public. Finally, it indicates
that the communicator was not successful in packaging the information in a manner newsworthy enough to attract
the attention of a journalist. Although a weak option, there are times when communication in the form of adverts
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can be used, but this should be seen as necessary only when required as part of a broader communication strategy
or a last resort.
8.5.5. Advertorials
Like an advertisement, an advertorial (advertisement + editorial = advertorial) is a paid-for media space. The
difference, however, is that it appears to the reader as news copy, although branded as “advertorial”. Although
creating the effect of greater credibility, advertorials still carry a high cost factor and, where they are detected, an
image of low credibility.
While the above represent some of the tools in the communicator’s toolbox, one of the most effective ways of
dealing with the media is through direct contact.
8.5.6. Direct contact
• One-on-one brieﬁngs with journalists: These often arise as a result of requests from the media, but
can be effectively used for proactive communication. As the media is driven by the psychology of the scoop or
the exclusive story, this can be very effective in certain issues, particularly where communicators have strong
relationships with individual journalists covering their beat. This can also work well where a particular journalist has been consistently incorrect or off-message on an issue.
• Beat brieﬁngs: Although government is generally covered by political journalists, it might often be required
that certain beat journalists be targeted for special brieﬁngs. These could be from health, transport, ﬁnance,
agriculture, etc. Such brieﬁngs are important as these specialist journalists have a ﬁner (and sometimes more
troublesome) understanding of a particular area. Keeping them constantly aware of developments on their
beats is vital to government.
• General brieﬁngs: The GCIS frequently arranges media brieﬁngs on speciﬁc issues and some that affect
government in general. Departments and clusters also conduct brieﬁngs from time to time and these have had
the effect of reducing uninformed speculative reporting around some issues as pertinent information has been
placed on record for the media.
• Parliamentary Press Gallery Association (PGA) brieﬁngs: The PGA comprises reporters whose
dedicated beat is Parliament. Located in Cape Town, brieﬁngs with the PGA are regularly organised by the
GCIS. The most frequent brieﬁngs with the PGA take place following Cabinet meetings, during the parliamentary media brieﬁng weeks following the Opening of Parliament and cluster media brieﬁngs.
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• Lock-up brieﬁngs: Most frequently conducted by the National Treasury, the lock-up brieﬁng is based on
the idea that complex information requires assistance from the media with interpretation. The release of statistics or complex results of studies might require a lock-up style brieﬁng during which principals explain the
information and ﬁeld questions on information presented to manage the manner in which it enters the public
domain. Usually, information presented during such a lock-up is embargoed until the end of the lock-up. The
GCIS can assist line-function departments in the protocols required for such a brieﬁng.
• Foreign Correspondents’ Association (FCA) brieﬁngs: Some foreign correspondents based in
South Africa are members of the FCA. Through the analysis of stories in international media and requests
from the FCA, the GCIS regularly arranges media brieﬁngs for FCA members and line-function departments.
Because not all foreign reporters are members of the FCA, the GCIS maintains a database of foreign reporters
in South Africa to facilitate contact with all foreign media working in South Africa.
• Formats for brieﬁngs: Brieﬁngs of the kind described above can take many formats. Communicators need
to decide on the format in consultation with the principals leading a brieﬁng prior to its commencement. The
chair of a brieﬁng should then announce the format before the brieﬁng begins. The formats are:
- On-the-record brieﬁngs: As the term suggests, all information at such brieﬁngs is for broadcast,
is printable and is attributable. In other words, the person(s) leading the brieﬁng can be quoted by name
by the media in attendance and all the information is considered a matter of public record. Although this
might be obvious, it needs to be clariﬁed at the start that such a brieﬁng is on the record and attributable by
name and designation to the principal(s) conducting it. This format need not be announced in advisories to
the media as it is generally assumed that brieﬁngs are on record.
- On-the-record, but not for attribution: This is a trickier brieﬁng to conduct and manage. The media needs to be given a clear indication that the information being discussed can be used in coverage, but the
source cannot be named.A clear indication needs to be made on whether the source can be referred to as “a
senior government ofﬁcial” (i.e. anonymously) or not at all.These are sometimes referred to as “background
brieﬁngs” and the format and terms of the brieﬁng must be announced both in the advisory (as a background
brieﬁng) and at the brieﬁng itself.
- Off-the-record and not for attribution: As the term suggests, this is intended to be a background
brieﬁng for the information of the media.The material can neither be used, nor can any reference be made to
the source by name, by designation or anonymously. The format and terms of such a brieﬁng must be made
clear, both in the advisory and prior to the start of a brieﬁng. These are sometimes called “deep background
brieﬁngs”. The advisory sent to media can describe it as a “deep background brieﬁng”, but might want to
omit the name of the principal conducting the brieﬁng. Such brieﬁngs require high levels of trust and are best
done on a one-on-one basis.
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- On-the-record and for anonymous attribution: It is often necessary to prepare the communication environment for certain important developments. In such instances, it might be useful to brief the media
on record but not have a principal quoted by name. The media should be given an indication of whether the
source of the information can be described in general terms or more speciﬁcally within the idea of anonymous attribution. For example, would the attribution “senior ofﬁcial in the Department of Tourism” or “a
representative from the Ministry of Health”, speaking on condition of anonymity lends more credence to a
particular story than “government ofﬁcial” or “senior ministerial ofﬁcial”?
The statement ”speaking on condition of anonymity” is usually associated with negative or leaked information and
communicators must ensure that such brieﬁngs do not lend themselves to such a description of principals. This
format needs to be announced at the brieﬁng and should not form part of the advisory.
As the above formats make clear, there are some rules of engagement with the media that make the task of communicators a little clearer. One of the most frequently made errors in brieﬁngs is the failure to announce the
format of a brieﬁng before it begins.
This confuses the media and sometimes leads to the unintended publication of sensitive information. It is therefore
vital that formats are announced, both where necessary in the advisory and prior to the commencement of a briefing. Another frequently made error is the tendency to move between on-the-record and off-the-record formats.
Brieﬁngs should be consistent with the stated format constructed in such a manner that principals are clear, within
the timeframe of a single brieﬁng, on where on-the-record ends and off-the record begins. Erratic skipping between
the two increases the likelihood of damaging communication appearing in the public domain and the consequent
erosion of trust between government and the media.
As a rule, some principals do not make off-the-record statements that are not defensible in an on-the-record
context. Others, who have strong relations of trust with the media, comfortably impart information in an off-therecord, not-for-attribution context. It is the task of communicators to establish the preference of their principals
and the speciﬁcs of the content on which media are to be briefed.
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PUBLICATIONS
9.1. Ofﬁcial publications deposit and publication reference numbers
The Government Printing Works (GPW) provides a printing service to national government departments and
provincial administrations. The GPW also plays a role in allocating the following identiﬁcation numbers on the
published ofﬁcial publications:
• ISBN (International Standard Book Number)
• RP (national departments’ annual reports’ number)
• PR (provincial departments’ annual reports’ number).
The GPW obtains a group of ISBNs from the National Library of South Africa for allocation to newly published
publications during the year. RP and PR numbers are required by the Auditor-General’s ofﬁce for reference purposes and are allocated to the national and provincial departments’ annual reports by the GPW.
Heads of communication (HoCs) are responsible for ensuring that ofﬁcial departmental publications comply with
the requirements of the Ofﬁcial Publications Deposit, and that the appropriate identiﬁcation numbers such as ISBN,
RP and PR are allocated to ofﬁcial publications.
9.2. Publication strategy
All departmental marketing publications – brochures, newsletters, reports, magazines, newspapers – must be based
on the marketing strategy approved by the HoC.
Departments should only produce publications if there is a legitimate public beneﬁt in doing so, or if the public
requires speciﬁc information that is best communicated through a publication.
TO NOTE:
• The procurement and appointment of external service-providers used in the production of publications must be in
accordance with government procurement processes.
• All publications must conform to departmental corporate identity standards.
• Publications must be printed with due regard for the language preferences of the intended audience, and according to
plain language requirements.
• The size and style of typefaces and other design elements used in the publication must serve to promote effective
readability.
• Publications must not bring the department into disrepute by virtue of their content, whether it is the quality of the
written content or the quality of any photographic images or other graphic material.
• It is the responsibility of the HoC to ensure that publications produced by the department respect the relevant copyright and privacy requirements.
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9.3. Publication on the Internet
Publications produced by the department should be made available on the department’s Internet site in PDF format unless the HoC determines not to publish it on the website because of the:
• high publication costs relative to the beneﬁt of electronic accessibility
• high publication complexity
• low suitability for web delivery.
9.4. Government Communication and Information System (GCIS) publications
9.4.1. BuaNews
BuaNews is an online government news service that provides the latest information on government-related activities with speciﬁc focus on the implementation of the Programme of Action (PoA).
9.4.1.1. Beneﬁts for communicators
Given the appreciation of the quality of BuaNews stories, communicators tend to beneﬁt by having their activities
covered and known by all communities.
• BuaNews stories are covered in community, mainstream and international media.
• Internet website utility of BuaNews locally and internationally is very high, with most sites locally recognising
and using BuaNews articles, including linking to the BuaNews website.
• Increased international utility has been enhanced via strategic news agreements with partners such as Xinhua
news agency, IRNA (Iran), SANA (Syria); Prensa Latina (Cuba); United Press International (Washington); Tanjug
(Serbia) and the Nam News Network (Malaysia).
• Apart from media pick-up, pick-up by publishers such as Maskew Miller Longman and Lingua Franca has increased with BuaNews articles published in high school textbooks. There is an appreciation from this sector
for the simple language BuaNews uses, accuracy of information, topics explored and quality of content.
• The number of visits to the online website increased from 500 hits in July 2005 to approximately 500 000 hits
by December 2009.
Government communicators in all three spheres can send statements, speeches, advisories, alerts and releases to
newsﬁles@gcis.gov.za to ensure that these are picked up by BuaNews journalists.
Visit the BuaNews website at www.buanews.gov.za or contact 012 314 2449.
9.4.2. Vuk’uzenzele
Vuk’uzenzele is a free government magazine published six times a year by the GCIS. It is a multilingual magazine
launched in September 2005 and since then more than 20 editions totalling 28 million copies have been produced
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and distributed countrywide. The core function of Vuk’uzenzele is to meet the need for public information about
socio-economic opportunities, especially among those with less access to mainstream media, as well as creating
awareness of government programmes in general.
Even though the magazine is intended to meet the information needs of all South Africans, the core target market
for the magazine is LSM 1 – 5. The magazine boasts a circulation of 1,6 million for the ﬁve editions produced in
May, July, September, November and January each year and with one edition with a print run of two million.The ﬁve
editions consist of 32 pages while the one edition that comes out in March consists of 48 pages as it incorporates
the State of the Nation Address and highlights of the PoA.
9.4.2.1. Beneﬁts to communicators
• It is multilingual.
• It reaches those corners of the country that normal advertising doesn’t reach.
• The magazine is distributed in all nine provinces covering the rural, deep rural and peri-urban areas where the
majority of the recipients fall within the LSM 1 – 5 group.
• It provides public education on issues of government communication campaigns. The magazine carries regular
pages that include health issues, credit, crime, fun and letters page, role-model features, etc.
• It is reaching a huge sector of South Africa’s people – mainly the poor – largely ignored by mainstream media.
Feedback and research show that it is keenly read and deeply appreciated.
• It is a platform that integrates government’s various messages directed at especially the poorer sections of
our society.
• By so doing, it extends the reach of each department.
Clearly, it can make a signiﬁcant difference to the work of government communicators. Vuk’uzenzele needs your
input as it is the only magazine that can extend the reach of your communication.
9.4.2.2. Contributions
Your contributions can be in the form of paid-for advertisements (we pay particular attention to making sure that
adverts are well designed and written for the readers of Vuk’uzenzele) and information for articles by our journalists (who are trained to write in a style that our readers like).
9.4.2.3. Recognising stakeholder needs
Vuk’uzenzele is also available in Braille and online. The online version can be accessed at www.info.gov.za/vukuzenzele.
The magazine dedicates ﬁve pages to advertisers from both the public and private sector to proﬁle their products
and services at a market-related rate (prices are negotiable). You are also welcome to sign up for the advertise52
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ment placement for a year. Vuk’uzenzele has been registered with the Audit Bureau of Circulations of South Africa
(ABC) since June 2007.
Vuk’uzenzele is a platform to communicate government’s programmes through articles of which the departments
will be acknowledged via byline and through paid advertisement placement.
Your contribution can be forwarded to the Chief Director: Vuk’uzenzele, Raﬁq Rohan, at 012 314 2159 or raﬁq@
gcis.gov.za and the Director: Vuk’uzenzele, Dorris Simpson, at 012 314 2826 or dorris@gcis.gov.za.
Vuk’uzenzele – Let’s make it happen.
9.4.3. South Africa Yearbook
The South Africa Yearbook is updated annually by the GCIS to provide a comprehensive account of programmes and
policies of the South African Government and serves as the ofﬁcial reference on the work of government departments over a given period of time.
It also captures highlights in the history and evolution of our country and showcases the achievements of South
Africa and its people.
The South Africa Yearbook is a useful information resource for government communicators, researchers, public
relations specialists, business, tourism, journalists, marketers, visitors, educators, learners and the general public of
South Africa.
Given its wide reach, and its objective to serve as the ofﬁcial record of the work of government, it is imperative
for government communicators to play an active role in updating and enriching the content of the South Africa
Yearbook.
Each year, government communicators across all departments are given an opportunity to revise the content of
the section/s of the publication that applies to their respective departments.
The GCIS prints 45 000 copies annually around the end of the ﬁnancial year. It is distributed to schools and other
educational institutions across South Africa at no cost. Copies of the South Africa Yearbook are also distributed
internationally to embassies and missions across the world. Free copies can be obtained from the GCIS, provided
that they are not used for retail purposes and also pending stock availability.
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To obtain a copy of the South Africa Yearbook 2009/10, Pocket Guide to South Africa 2009/10 or CD-Rom, or for more
information, kindly contact the Editor, Delien Burger, tel: 012 314 2410 or delien@gcis.gov.za.
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DEVELOPMENT COMMUNICATION
“Development communication is the art and science of human communication applied to the speedy transformation of a country and the mass of its people from poverty to a dynamic state of economic growth that makes
possible greater social equality and the larger fulﬁlment of the human potential.’’ – Nora Quebral; Quoted in Development Communication – Rhetoric and Reality by Pete Habermann and Guy de Fontagalland.
Access to information, open dialogue, openness and accountability and media freedom are all fundamental tenets
of a thriving democracy. To achieve these, government should maintain continued interaction with all stakeholders
and require that political principals take on the role of chief communicators within their portfolios.
This is particularly relevant within the context of developmental communication, which focuses on meeting the
communication needs of the people in a manner that is accessible to them and which will result in a qualitative
difference to their lives.
The development-communication approach is aimed at making public programmes and policies real, meaningful and
sustainable. Information should be applied as part of community development efforts and should address information needs identiﬁed by communities, including various structures and groups within communities. Most importantly, the information should take into consideration the diversity of culture and language and different literacy
levels. The intended outcome is to make a difference in the quality of life of individuals and communities.
10.1. Characteristics of a development-communication approach
It is responsive
This means that communication between government and the community must be responsive to the needs of the
community within the context of government’s mandated programme to improve the lives of all South Africans.
It relies on feedback
It is a two-way communication process that involves consultation with the recipients of information and provides
them with answers to their queries. This process similarly gives government an opportunity to listen to the ideas
and experiences of communities, especially about programmes and services aimed at improving their lives.
It must be creative and innovative
The message must clearly show how information can better the lives of recipients. The message must promote
hope and trust among its recipients, as well as encourage them to be interested in its content and to become a
part thereof.

55

CHAPTER 10
It is about continuity and sustainability
It is not about government dumping communication material on communities and not making sure that they
understand its content. Follow-up workshops can be arranged to emphasise the importance and necessity of the
information. The community must therefore use it continually and in a sustained way to enrich their lives. It must
be available continuously when there is a need.
10.2. Examples of the development-communication approach
10.2.1. Thusong service centres
The Thusong Service Centre (formerly known as multipurpose community centres) programme of government
was initiated in 1999 as one of the primary vehicles for the implementation of development communication and
information, and to integrate government services into primarily rural communities. This was done to address historical, social and economic factors, which limited access to information, services and participation by citizens, as
they had to travel long distances to access these services.
Thusong service centres are one-stop, integrated community development centres with community
participation and services relevant to people´s needs. They aim to empower the poor and disadvantaged through
access to information, services and resources from government, non-governmental organisations (NGOs), parastatals, business, etc, enabling them to engage in government programmes for the improvement of their lives.
Government´s vision for Thusong service centres is to provide every South African citizen with access to information and services within their place of residence and in each local municipality by 2014 with the purpose of improving the quality of their lives through integrated service delivery.
By the end of February 2010, 140 Thusong service centres were in operation, making a crucial contribution to the
expansion of infrastructure for access to information and services that citizens can use. Typical services found at
these centres include those from the departments of home affairs, labour, social development and health; the South
African Social Security Agency; the GCIS; telecentres; the Post Ofﬁce; libraries; agricultural extension ofﬁces; and
municipal services. Community development workers, the South African Police Service, NGOs and communitybased organisations also offer services through the centres.
Communities get services which they were unable to obtain in the past, and participate in activities that allow
for two-way communication between the Government and the people. A Thusong service centre is also a base
from where information products and services are sent to all parts of the district.
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Similarly, Thusong service centres link communities to the Government’s distribution network of publications and
products about government programmes and activities. Community participation events, campaigns, exhibition and
road shows at Thusong service centres provide communities with information they can use to improve their lives
and develop the community.
Some speciﬁc beneﬁts to communities include the following:
• local economic development
• integrated service delivery in line with the requirements of the Municipal System Act, 2000 (Act 32 of 2000)
• improvement in infrastructural development
• education and skills development, Adult Basic Education and Training and government programmes
• access to information and services closer to where people live
• access to technology: telecentres provide access to the Batho Pele Gateway and computer training
• platform for partnerships, which empower communities through, for example, sustainable projects that encourage ownership and self-employment, as well as employment of others.
10.2.2. Public participation
Since Cabinet’s decision in October 2000 to introduce public participation (izimbizo) as a method of interactive
governance and unmediated communication, the platform has enabled government to better understand people’s
needs and how these needs can best be met. In essence, the Public Participation Programme is a unique form of
participatory democracy.
This interactive programme promotes people’s direct access to and interaction with the President, ministers,
premiers, MECs, mayors and local councillors. It is an important platform for mobilising all sectors of society to
partner with government to speed up change and accelerate service delivery.
Public participation events therefore provide an opportunity for political leaders in all three spheres to intensify
interactive communication around the Programme of Action (PoA) and other government activities.
10.2.1. Strategising for public participation communication
A public participation communication programme has to be based on a deﬁned communication strategy. The
strategy must clearly outline the objectives of undertaking public participation and must contain all the elements
of the communication strategy as outlined in the generic framework for developing a government communication
strategy. The communication strategy must also be accompanied by a phased action plan to facilitate monitoring
of the implementation of the communication strategy.
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10.2.2.2. Planning of public participation events
Effective planning is a critical aspect of any successful campaign. This embodies initial conceptualisation of how
thePublic Participation Programme will take place, using the communication strategy as a guide. At this stage,
role players must be identiﬁed and the necessary steps and processes speciﬁed in a work breakdown structure
and action plan. Based on the information received, the GCIS strategically deploys available political principals to
events. The various departments also submit their programmes through the database developed and maintained
by the GCIS.
A national task team was established with the overall responsibility of coordinating and overseeing the implementation of the Public Participation Programme. This team consists of members of the GCIS, The Presidency, the
Department of Cooperative Governance and Traditional Affairs, other national departments and provincial heads
of communication.
The national task team’s responsibilities include:
• Programme consolidation with ofﬁcials responsible for provinces and the ofﬁcials responsible for national
departments.
• Marketing and distribution.
• Media liaison with two media liaison ofﬁcials. One is responsible for mobilising media at national level and
should liaise with the other ofﬁcial mobilising media at local level (community media).
• Overseeing the provincial public participation coordinating team.
• Capturing programmes/events onto the database (but this does not take away departments’ and provinces’
responsibility to factor their programmes onto the database).
• Developing a public participation poster that will be sent to provinces to translate according to their own
language needs and mass production and distribution.
• Developing radio and television advertisements.
• Media monitoring and analysis.
The provincial coordinating task team’s responsibilities include:
• setting up the provincial public participation task team
• drafting public participation programmes and factoring them into the database and/or submitting them to the
GCIS
• liaising with the ofﬁces of the ministers regarding the deployment of political principals (ministers/deputy
ministers)
• submitting post-public participation reports to the National Task Team (GCIS).
The budget is another crucial aspect of a public participation programme’s implementation. Sometimes, budget
commitments will be shared between the national department and the province. When this is the case, it must be
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made clear which aspects of the budget are the responsibilities of the province and which of the national Government. At times, this is left hanging and often results in unnecessary debts and unhealthy relations.
Media liaison is critical to popularise public participation to relate to people the commitment government has in
uniting with the people to achieve change.
A media liaison manager must be identiﬁed. Too many people managing media liaison activities often result in confusion and negative coverage of the public participation event. The media liaison manager and team will then be
responsible for developing and implementing an effective media liaison strategy and plan that should entail, among
other things:
• media brieﬁngs
• interviews
• media to be targeted
• opinion pieces
• key messages about public participation
• contents of the media kit.
It is crucial that the media should be informed in time what public participation is about – and this does not, at
initial stages, have to cover details of the programme.
During some public participation programmes, it may be necessary to organise transport for the media to move
from one venue to the next so that at all times they have access to the activities of the principal. Another essential
element of media liaison during public participation programmes is to provide the facilities necessary for the media
to do their work effectively. This may be an Internet café where the media can ﬁle their stories. A brieﬁngroom
could also be handy when the need arises to give further brieﬁngs to the media.
To reinforce the message, publicity material has to be developed, availed and widely distributed. Such material must
relate to government’s programmes, reﬂecting on successes and challenges of service delivery.To achieve maximum
impact, common publicity material is used, including posters, pamphlets and leaﬂets. Media statements, interviews
and publicity material can be complemented by any promotional material.
Departments and provinces can produce other material of their own, as long as the central message of government
is integrated.
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10.2.2.3. Conducting research for public participation programmes
Preliminary research: Research must be conducted on the area where the Public Participation Programme
is scheduled to happen. This could either be a province, a particular community or village. In terms of quantitative
data, some of the service-delivery indicators that could be used include statistics of:
• electricity grid connections
• houses completed or under construction
• people gaining access to water and healthcare
• number of telephone lines installed
• matriculation results
• educator: learner ratio.
To show a trend in terms of service delivery, it is advisable for statistics to reﬂect delivery from 1994 up to the
most recent and veriﬁed reports. This can in turn be used for publicity material for public participation programmes. In terms of qualitative data, consideration must be given to developmental issues in the speciﬁed area,
languages spoken, natural resources and the communication milieu.
Secondary research: In assisting the project team to make informed decisions on the development of the
programme, it is necessary for information to be gathered from various service-delivery departments on successes
and challenges that face their programmes in the given area.
• Information received from departments has to be veriﬁed by independent research, which may involve ﬁeld
visits or contacting people involved in the programmes, etc.
• In processing the research, consideration must be given to both the output and impact of service delivery.
• Research brieﬁngs must be written on each service-delivery programme, whether it is building a school or
constructing a clinic. All research brieﬁngs must be in a format that is easily readable and succinct. It should
ideally contain sections on the background, success, status and challenges of the programme.
• It is important to keep the brieﬁng notes clear and precise so that they can then be used by the ministerial
liaison ofﬁcer and included in the press packs.
Assessment and follow-up research
This is crucial for an effective public participation programme, which will ultimately be measured by its follow-up
in terms of action taken:
• The researcher needs to identify and brief scribes for each event. Scribes must be ﬂuent in both English and
the language spoken in the area where the event takes place.
• Ideally, scribes should come from the communication sections in provinces, because they are more aware of
the communication environment in which they will be documenting issues raised.
• A user-friendly form needs to be compiled by the researcher for each scribe to complete when documenting
issues raised by the people.
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• All scribe notes need to be collected and collated into a follow-up report comprising all issues raised.
Ideally, this should be in the form of a database, or in a tabular form, which captures all the ﬁelds of the scribe’s
form.
• A fortnight after the public participation activity, it may be necessary to visit the province to obtain reportback,
as well as discuss the development of a consolidated report.
• The consolidated report, which will also include time frames of action required by responsible departments
and bodies, should be presented to the relevant principal.
• The report must be communicated to the relevant responsible departments or bodies via the proper protocol channels to ensure that action is taken and communicated to the affected province or area. Together with
other documentation and plans, all research material and notes must be ﬁled and used during the assessment
and closure of the project for that particular public participation event.
10.2.2.4. During public participation events
During the event, the task team must take care of several critical issues.
Recording proceedings
The task team has to allocate people who will be in charge of recording and documenting the issues raised by
people, and the responses given by government ofﬁcials.The task team must therefore ensure that there is an operational public address (PA) system and roving microphones. Given the mobile nature of these sessions, it would be
advisable to outsource the PA system from venue to venue.The GCIS’ broadcast production unit may be requested
to record those events that have a development-communication element. These requests need to be made within
a reasonable time frame as the GCIS provides its services pending the availability of resources at the time.
Monitoring the programme
The task team should allocate members to all the venues where the public participation activities will be taking
place to ensure that things are efﬁciently organised. Any problems should be reported immediately to the project
leader for alternative arrangements, if necessary. Adherence to the time allocated to the programme is crucial. It is
critical to advise people beforehand about the actual venues to avoid situations where people wait for the principal
in venues that are not part of the itinerary.
However, the provincial project leader should be dynamic and ﬂexible to deal with unforeseen circumstances. The
heads of protocol and security should be briefed continuously to inform them when the programme has to take a
slight or drastic change. If public participation is happening over a few days, the task team should meet at the end
of each day’s programme to assess the proceedings and plan for the next day.

61

CHAPTER 10
Post-public participation tasks
The task team does not disband immediately after the last item on the programme of the public participation event.
There are issues to be dealt with after the public participation programme, e.g. ensuring that issues raised are sent
to the responsible departments.
10.2.2.5. Evaluation of the Public Participation Programme
The task team needs to evaluate the Public Participation Programme and critique where necessary for future improvements. The evaluation should be the ﬁrst step towards writing a report about the programme.
Public participation report
The task team has to produce a report about the Public Participation Programme, which is submitted to management. The report should contain recommendations about how issues raised will be taken forward.
Follow-up
The task team should also set up a process through which issues that were raised during the public participation
activity will be followed up. This may entail consulting relevant government structures that may not have been at
the public participation activity but are the competent structures to respond to issues raised. Formal contacts need
to be made with those structures through the political head or appropriate ofﬁcial.
10.3. Guidelines for effective scribing during a public participation programmes
A crucial determinant of the success of a public participation programme is effective follow-up and resolution of issues and concerns raised during an event, as it will ultimately be measured by its follow-up in terms of action taken.
Outlined below are some guidelines, which serve as pointers for effective capturing of issues and concerns.
• There should be a central person to coordinate and brief scribes.
• Scribes must be ﬂuent in both English and the prevalent language spoken in the area where the public participation activity is held.
• The response and action committed to by the relevant political principals must also be accurately captured.
This is crucial in terms of accountability.
• The coordinator needs to collect all scribes’ notes and collate them into a follow-up report of all issues
raised.
• A fortnight after the public participation activity, it may be necessary to visit the province to obtain their report
back as well as to discuss the development of a consolidated report.
This will ensure that action is taken and communicated to the affected province or area.The Head of Communication in the province needs to ensure that feedback from provincial departments, national departments and all other
responsible entities is communicated to the affected communities. Together with other documentation and plans,
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all research material and notes must be ﬁled and used during the assessment and closure of the project for that
particular public participation event.
10.4. The GCIS’ regional distribution network
The GCIS has established more than 4 000 distribution points across the country. These points may be utilised by
departments for the distribution of their communication products and dissemination of messages. Each of the nine
GCIS provincial ofﬁces has an information resource centre (IRC) where material can be sent for distribution.
The GCIS also has two additional IRCs, one at head ofﬁce in Pretoria and one at the Parliamentary Ofﬁce in Cape
Town.
How can I make use of GCIS’ distribution network?
To properly manage distribution support, several key principles have been put in place.
The process outlined below is tailored speciﬁcally for a partnership with the GCIS regional ofﬁces and district
ofﬁces. The complete development of a distribution strategy for a campaign, which includes marketing and media
buying, is handled by the Directorate: Marketing of the GCIS. Usually, such a strategy would have formed part of an
overall communication strategy development process, which would in such cases be directed to the GCIS Project
Desk.
• If material has to be distributed through the regional and district networks of the GCIS, the client department
needs to have a manageable size of resource material (few thousand and not millions as such large volumes
require procurement processes).
• A rule of thumb is about 10 000 per province as print runs of 90 000 to 100 000 are manageable. The GCIS
regional ofﬁces and partners do not have the capacity to handle bulk distribution.
• The client department needs to approach the Directorate: Provincial Coordination in the GCIS with the request and indicate the development-communication content of the material and the programme it is intended
to support.
• A language proﬁle for each province will be provided to guide the client on the quantities and languages to be
send to each speciﬁc province.
• The database of all disability groups/organisations around the country assists clients to also reach disability
groups and to cater for their needs. It assesses the quantities of, for example, Braille material, which can be
managed.
• Contact details of organisations that cater for these special needs are also available on request, so that clients
can outsource their services to these.
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• Only once a clear agreement has been reached between the client department and the Directorate: Provincial
Coordination, will a detailed brief be sent to each GCIS provincial director with the details of the quantities to
expect, delivery dates and who the primary target groups are.
• Once this brief has been agreed to, the client will distribute material at their own cost to regional ofﬁces, based
on an address list provided by the Directorate: Provincial Coordination.
• Material must reach GCIS provincial ofﬁces during the very ﬁrst or last week of a month. During the ﬁrst week
of a month, all district-based communication ofﬁcers meet at provincial ofﬁces for their monthly staff meeting.
The information secretaries in the IRCs will divide your material into district-based distribution groups. Upon
leaving for their regions, GCIS’ communication ofﬁcers will take the material with them and start the distribution process using the following principles:
- The GCIS does not handle short-notice distribution – this is where the material is dated and has to be distributed within a limited timeline. The GCIS only handles educational and information products that have a
longer shelf life and where your need is to extend the reach and access of your products, especially to rural
communities.
- Clients will be provided with a distribution proﬁle indicating where the material was distributed and to
which primary groups.
• Any resource material sent directly to the GCIS provincial ofﬁces, without the written approval of the
Directorate: Provincial Coordination will not be distributed.
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INTERNAL COMMUNICATION IN THE PUBLIC SERVICE
11.1. Why internal communication in the public sector/government?
A key part of government’s communication approach is the recognition that communication is central to all the
service-delivery efforts of government.
Though government has made great strides in communicating with the public, in particular around the implementation of its programmes, it is clear that there is a need to complement public communication with improved internal
communication to inform and mobilise public servants.
In 2006, Cabinet took a decision that internal communication in government should be strengthened to ensure that
public service ofﬁcials are kept abreast of what government is doing to deliver services to the broader public.
Messages from management should ﬁlter down to all employees to provide them with a better understanding of
the purpose, goals and directions of government.There should also be methods in place for feedback from employees to upper management. Against this background, internal communication should be seen within the context of
broader efforts to build a better performing state.
Clear, concise and consistent communication educates employees, enabling them to appreciate the value of their
institutions’ programmes and goals. It is a signiﬁcant element in engaging employees and keeping them focused,
committed and productive and aligning everyone’s activities.
For government to communicate effectively with its employees, it needs a well-structured and managed internal
communication unit that seeks to continually inform staff members of all the programmes and projects carried out
in government departments.
A department’s internal communication strategy should emerge from, and be guided by, among other things, the
department’s strategic objectives and its communication strategy, the National Communication Strategy Framework, and the State of the Nation Address.
• Develop mechanisms so that employees are informed of important messages that are being communicated to outside
stakeholders.
• Government employees are the ambassadors of government and should be able to reﬂect the vision of government
through their work.

65

CHAPTER 11
11.2. Strategic internal communication
Strategic internal communication impacts on an organisation’s effectiveness dramatically. A strategic approach is
needed to make sure that the focus is on the right things at the right time and that an impact is made.
The best way to do this is to develop an internal communication strategy (see Strategy Development Template in
Chapter 3) that takes you from where you are now to where you want to be, and sketches how you will get there.
It should be backed up by a detailed action plan:
• adding value to your organisation through performance-based communication
• using the most effective communication channels and media for your audiences – from blogs to print
• reinventing the role of the communication function from tactical implementers to strategic change managers
• engaging employees at all levels by connecting them to your organisation’s goals and strategic plan for the
future
• using leadership communication to build employee trust
• transforming your day-to-day operations to make them more citizen-centred and results-oriented
• ensuring that managers at all levels manage communication well so people have the information when they
need it to make the right decisions
• measuring the impact communication has on relevant performance measures such as quality, service and cost
• aligning your internal and external communication strategies to ensure continuity within your organisation and
advance your objectives
• fostering mission-focused employee behaviour and culture to support agency goals
• utilising your intranet to inform, align and invigorate employees
• focusing your message to cut through the clutter and deliver your information effectively
• developing an internal branding campaign, communicating with your employees to build your brand, change
their behaviour and impact on your organisation’s bottom line
• using a balanced scorecard approach to manage and measure your internal communication programme
• getting support from senior leadership and key stakeholders.
11.2.1. Developing an internal communication strategy
It is important to develop an internal communication strategy, which sets out internal communication objectives
and how they will be achieved.
The following are suggested as starting points for a communication strategy:
• Convince top management of the importance of communication.
• Build alliances across the organisation to support initiatives.
• Recognise that no single method will be effective.
• Use a mix of approaches and use all available channels where relevant (written, face-to-face, web-based, moving images).
66

CHAPTER 11
• Target the form(s) of communication to the audience; for example, it may well be appropriate to use different
methods for shop-ﬂoor employees and senior managers.
• Respect cultural diversity and vary approaches accordingly. This is particularly important in a multinational
context, but also bear in mind South Africa’s cultural diversity.
• Make sure that messages are consistent, over time and between audiences.
• Ensure clarity of message and keep things as simple as possible. For example, in written communication use
short, sharp sentences or phrases – sometimes even without verbs.
• Train managers in communication skills and ensure that they understand the importance of communication.
• Seek wherever possible to develop and sustain two-way communication, dialogue and feedback.
• Ask yourself whether employees feel that the culture of the organisation is such that they can say what they
think without discomfort; and if they can’t, think about how that culture can be changed.
• Consider whether communication is built into the planning stages of all activities.
• Review communication initiatives to check what has worked, what hasn’t, and why.
It is important that the strategy should involve plenty of two-way communication. Make sure that a pledge to “listen
to staff” is backed up by visible action; otherwise your improved communication is likely to be met with cynicism
rather than trust.
A good internal communication action plan will tie in directly with the strategy, setting out the activities, targets,
deadlines and resources needed to implement each element of the strategy. It will also identify lead ofﬁcers responsible for each action, and build in evaluation so that you can monitor the success of each action.
The action plan is a working document that can be updated and revised as targets are met, circumstances change
or new objectives are identiﬁed.
11.3. Principles of internal communication
Effective internal communication is planned to deal with speciﬁc issues for the long-term well-being of the organisation.
11.3.1. Timeliness and content
Providing timely and relevant information to public servants, through channels they use and trust and in languages
they understand, remains the basis for successful and strategic internal communication.
Communication content should provide context and rationale for changes or new initiatives as they relate to the
Public Service, but especially to the relative performance or requirements of public servants in departmental work
units. This underlines the importance of the supervisor’s front-line role in communication.
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11.3.2. Channels
Face-to-face communication is the richest medium. It should be emphasised in internal communication, especially
to resolve conﬂicts or crises, communicate major changes and celebrate accomplishments.
Excellent listening skills reduce errors and misunderstanding, help uncover problems, save time, improve evaluations and facilitate relationship-building. The development of excellent listening skills among leaders at all levels in
the Public Service is crucial.
Social media are fast and powerful dialogue-creating channels that can empower and engage public servants and
members. They inﬂuence and alter traditional media and their uses, but don’t eliminate them. Communicators
should blend new and traditional media in ways that help the Public Service to best achieve its goals and enhance
relationships with internal publics.
11.3.3. Leadership roles
The CEO or senior leader(s) must be a visible and open champion for internal communication.Visibility is the ﬁrst
and most basic form of non-verbal communication for leaders.
The communication style of leaders should invite open, ongoing and transparent discussion so that people are willing to voice their opinions and suggestions.
The actions of leaders at all levels must match their words.This has everything to do with credibility and the extent
to which employees will trust, commit to and follow leaders.
11.3.4. Professional communicator roles
Professional communicators must see themselves as internal experts on communication who serve as facilitators
and counsellors to executives and managers and provide strategic support for business plans.
Communicators must also be public service experts. They must possess knowledge of the Public Service’s structures, challenges and objectives, as well as understand public servants’ issues and needs and marketplace requirements and realities.
11.3.5. Participation and recognition
Encouraging public servants’ participation in decision-making builds loyalty and commitment and improves the
overall climate for communication in the Public Service. Participative decision-making also often improves the
quality of decisions.
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Recognising and celebrating achievements at all levels help build shared values and organisational identity. Similar
social events, rites and rituals contribute to and reﬂect a distinctive culture in the Public Service.
11.3.6. Measurement
Measurement is a key to successful communication in any organisation or government department. Through diverse forms and approaches, measurement helps deﬁne problems, determines the status quo, records progress,
assesses value and provides a factual basis for future direction and action. Improving measurement knowledge and
practice is an ongoing professional requirement.
11.3.7. Culture
Ongoing two-way communication is the foundation for employee motivation and organisational success. Two-way
communication provides continuous feedback, which is crucial to learning and to processing change in the Public
Service.
In addition to achieving speciﬁc goals, internal communication should help create and reﬂect a culture for communication, where public servants at all levels feel free to openly share ideas, opinions and suggestions. This will
enhance employee understanding, build trust, stimulate engagement and encourage greater diversity.
11.4. Why will employees beneﬁt from internal communication?
Strategic internal communication can do more than keep employees informed – it creates a positive state of mind.
It can ensure that they work towards a common goal through clear direction and vision. This reduces the capacity
for workplace conﬂict and encourages a knowledge-sharing environment that motivates for better performance
and a “bigger-picture” approach.
Internal communication is a vital means of addressing organisational concerns and, if done successfully, helps employees to understand the organisation’s vision, values and culture and establishes formal roles and responsibilities
for them.
By maintaining open lines of communication between management and employees, effective internal communication can enhance stronger relationships throughout all levels of the organisation and forge a sense of community.
Internal communication empowers employees, gives them accountability, responsibility and better performance
results from a common understanding of the business/organisation. This often improves coordination and cooperation between departments. Employees can readily see how their contribution impacts on the company and
its performance.
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Beneﬁts
• Internal communication provides best-practice tools and techniques for organising your department to achieve maximum results.
• A department is able to distinguish itself enough to attract and retain the best and brightest employees and therefore
has a strong sense of culture, one that employees help create and want to participate in. Employees feel comfortable
enough to not only recognise and accept change and growth, but to participate and lead it.
• Employees at all levels engage in a dialogue to become intimately involved in the organisation and its daily interaction
with its stakeholders. Employees can readily see they are working for something larger than themselves, some greater
cause, and thus can see the effect of their efforts on the bigger picture.
• Clear communication engenders a strategic discussion about your department and its industry, leading to continuous
improvement and innovation that anticipates and addresses market needs. In internal communication, common planning frameworks are needed to ensure consistency and coherence.
• Employees who are better informed are more satisﬁed, feel more involved in the fate of your organisation and ultimately contribute more to your success. Departments that make internal communication a priority are more likely
to reach their objectives with motivated employees. In turn, you can resolve conﬂicts quickly and improve employee
productivity.
• Employees can make more decisions themselves since they have the tools and knowledge to know the “right” decisions in line with the organisation’s goals

11.5. Current status of internal communication in government
Cabinet mandated the GCIS in 2006 to intensify internal communication within the Public Service.This pronouncement by Cabinet was in recognition of the fact that government is the largest employer in the country and as such
we need to talk to our people so that they can support our programmes and messages.
In November 2006, the GCIS established the Internal Communication Forum (ICF). The forum brings together
all internal communicators who share views and case studies in support of government’s communication programme.
Currently, many departments that have an internal communication unit only focus on disseminating departmental
information to their staff members.There is not enough done within departments to promote the implementation
of the Government’s Programme of Action (PoA) and looking at strategic internal communication.
Internal Communication’s function is to establish and maintain platforms to effectively reach out to public servants
in the department via, for example, the intranet, internal publications, notice bards and news ﬂashes. It conducts
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research on platforms, media, products and language preferences to deepen public servants’ understanding of departmental programmes. It facilitates the communication of top management decisions to all staff members, including matters relating to ethics in the Public Service and departmental and government policies.
Internal communication in the Public Service is underpinned by the following principles:
• In designing internal communication programmes, experience has shown that there is a need to supplement
communication on the ethics of the Public Service with more communication that builds an understanding of
the content of departmental programmes.
• There is a need to move beyond circulars and workshops as products and platforms for internal communication in the Public Service, because these alone cannot be sufﬁcient to mobilise for implementation of
government’s mandate. Therefore, careful thought should be given to media, products and platforms that will
effectively reach public servants in a manner that mobilises them for implementation.
• Experience has also shown that content for internal communication within a department can be a contested
terrain between what is strictly the mandate of a department, and what is broadly a government mandate. In
dealing with this challenge, it is important that the internal government communicator fully appreciates the
centrality of government’s PoA (within which departmental programmes fall) in designing internal communication programmes. However, it should also be appreciated that there is important work that gets done by
government, which might not be included in the Government’s PoA.
• Distribution coordination remains a challenge in escalating internal communication efforts in the Public Service. It is therefore important that the internal communicator should have a distribution plan for the information products (to be) developed, and that the GCIS will assist in sourcing relevant information material from
departments for internal communicators to distribute to public servants.
11.5.1. Internal communication units in departments
An internal communication unit is responsible for disseminating information within government. An internal
communicator ensures that there is a two-way communication process within the department. It informs the employees on the latest news and developments in the organisation. An internal communicator creates platforms for
employees to communicate with management on issues affecting the day-to-day running of the department.
Government’s internal communicators are responsible for developing and implementing an internal communication
strategy, which should be part of the overall departmental strategy. It is important that internal communicators should
understand the role, vision and corporate objectives of government and how its different departments deliver services.
11.5.1.1. Duties may include some or all of the following tasks:
• ensuring all staff have access to a range of internal communication, so they are able to keep up to date with
important news, share information and raise concerns, for example through team meetings, managers’ meet-
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ings, one-on-one meetings between staff and managers, brieﬁngs and e-mail updates by senior staff
• managing the compilation and distribution of the internal staff newsletter, including writing and editing content,
arranging photography, overseeing design (and production and print if it is produced in hard copy)
• managing the development of the department’s intranet, including working with information technology specialists on the structure and design and working with colleagues across the departments to create suitable
content
• consulting with staff across the department to gain their views on internal communication content and their
suggestions for improvements
• using staff feedback to recommend and implement new initiatives to improve internal communication
• providing advice and guidance to staff on the use of government’s corporate branding and identity
• developing and implementing an internal communication plan (informed by the departmental communication
strategy) with key milestones, combining both departmental activities and government’s PoA
• developing content for various products and establishing and maintaining platforms to effectively reach out
to public servants in the department (for example, internal publications, intranet, notice boards and news
ﬂashes)
• distributing material in the department, including to provincial departments and/or ofﬁces
• conducting quantitative or qualitative research on platforms, media, products and language preferences to
deepen the public servants’ understanding of departmental and government’s PoA on a regular basis
• organising internal departmental events, including celebrations of national commemorative days, director-general and deputy minister/minister’s staff addresses
• motivating staff members to become ambassadors of the Government brand and ensuring that all work towards strengthening the partnership to escalate service delivery
• facilitating the communication of top management decisions to all staff members, including matters related to
ethics in the Public Service and departmental and government policies.
11.6. Planning for internal communication
Unlike with external communication, departments often fail to strategically plan their internal communication. In
other words, internal communication is usually either arbitrary or incomplete and if planned, tends to be planned
only in reaction to speciﬁc events that forces interaction with workers. Effective internal communication should be
a well-planned process that deals with the broad range of issues within the departmental communication strategic
goals.
Some basic principles to keep in mind when creating your strategic internal communication plan are:
• develop a long-term focus
• identify clear values for your organisation
• deﬁne the speciﬁc goals for your internal communication strategy
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• use comprehensive and pervasive methods
• be consistent in your messages.
11.6.1. Understanding your internal communication needs?
It is important to identify and understand the internal communication needs. This will deﬁnitely vary considerably
from department to department. It is likely that you will ﬁnd that your department has a number of areas where
internal communication can be improved, with some being more important than others. These needs, and their
varying level of importance, will directly inform your internal communication strategy.
It is important to not only rely on employees taking action to read your internal news. E-mail inboxes are
ﬂooded, and only a small percentage of staff remembers to check the corporate website and intranet regularly. The only way to ensure that staff read your vital corporate information is to GRAB their attention!
The key challenge of any communication programme is to attract the target audience’s attention. People pay attention to messages that are relevant to them. Relevance is created by need (I have to pay attention, as this is key to
my job performance) or by desire (this message sounds like it could improve my life).
11.6.2. Internal communication channels/platforms
Methods
There are many methods of communicating with employees. This section discusses these, starting with traditional
top-down methods and moving on to those that are aimed at dialogue.
It should be remembered throughout that audiences differ, and that different techniques may need to be used for
different audiences. Departmental size is also important; communication is much easier in a single-site establishment than in a multinational organisation, especially where different languages and cultures are involved.
Developments in technology, notably web-based technologies, have increased the range of options in recent years.
Intranet and e-mail-based communication are probably now more important than traditional methods such as
printed newsletters. One of the beneﬁts of electronic communication is immediacy, and (just as important) enabling
immediate feedback. However, it needs to be remembered that in some organisations, not all employees – for example, shop-ﬂoor employees or drivers – have access to e-mail or intranet.
• Notice boards/bulletin boards: These are part of the furniture, and as such may be ignored. They can
get scruffy unless regularly policed. Not for important announcements.Today, there are also electronic bulletin
boards, but again they may be ignored by some staff.
• Newsletters/in-house magazines: These are regularly produced and may carry features on individual
employees and events, as well as organisational news. Nowadays, they may be distributed electronically rather
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than printed. They can have a role to play in integrated communication policies, but does everyone read
them?
Letters: Addressed to individual employees and perhaps sent to their home addresses, letters should be reserved for issues of major importance, but are more likely to be read than internal memos or e-mails.
Video and in-house television: These are potentially useful, although expensive in larger organisations
for introducing, for example, new products or policies. However, badly-produced in-house videos gained a
reputation in the 1980s and 1990s as vehicles for management propaganda, so they should be used sparingly. In
a few large organisations, in-house television is also used, delivered to employees’ desk tops. However, television and video are mainly passive, not a dialogue. People are visually sophisticated these days, so the production
must be good.
E-mails and intranets: Messages via e-mail can be targeted to particular groups and sent rapidly, but in
some non-ofﬁce environments not everyone has access to e-mail, so other methods may be needed. Feedback facilities can be incorporated in intranets, so there is some opportunity for two-way communication.
Employee-attitude surveys (see below) may be conducted by e-mail.
Presentations: Presentations directed to the workforce by a senior manager can be powerful, although
very dependent on the delivery skills of the individual. PowerPoint can add to the experience, but should not
be overdone. Time should be allowed for questions and answers, but this is not full two-way communication –
many employees may be nervous about having a full and frank public discussion with the boss.
Team brieﬁngs/group meetings: Messages are delivered by local managers to established work groups.
Here, communication can be face-to-face and a proper dialogue is more possible. Nevertheless, there are dangers. If the same message is intended to be given by various managers, they may deliver it with different emphases, leading to misunderstandings. The scope for misunderstanding may increase where some members of the
workforce are not ﬁrst-language English speakers. There can also be hidden expenses in terms of lost time.
Employee-attitude surveys: These surveys are one way in which management can ﬁnd out about employees’ views and concerns, though the right questions need to be asked (because the questions are devised
by managers, they may not reﬂect what employees would like to be asked).
Focus groups: Focus groups are another way of achieving qualitative feedback.
Face-to-face meetings with managers: Individuals can express their views directly to line managers.
They are potentially good methods of two-way feedback, but managers need to understand the importance of
upward transmission, and success may depend on how consistently they behave in this respect.
Staging of social events: Internal Communication organises the celebration of calendar days. Brieﬁngs on
topics such as human rights, HIV and AIDS and women’s rights are conducted to create awareness among staff.
Celebrations are held a day or two before the actual event to allow staff the opportunity to celebrate.
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Management By Walking About (MBWA)
Motivated, committed employees make for increased productivity and more proﬁt. The way in which management communicates with them can be the key to successful motivation or an absolute conﬁdence and commitment.
There is no doubt that a major contributor to the success of a business is the managers’ capacity to interact with their employees
as often as possible and to be seen to be leading by example – to cheer them on, motivate, encourage and perhaps even chastise them from time to time. Staff appreciates the personal attention that makes them feel special and part of a team or family.
It’s not too difﬁcult when one only has a few employees but the big challenge for any chief executive/director-general is to
maintain this personal contact. Problems arise, for example, when this personal contact is longer possible and it is replaced
with a programme of internal communication.
There are very few people who have a problem with the notion of internal communication being the foundations of a wellrun business. Even some accountants and bankers have been known to agree that communication with the rank and ﬁle is
important and not just something else that marketers in the company have dreamed up to waste money.
However, what many, even seasoned, marketers don’t grasp is that communication is not only about word but
very much to do with deed as well. Unfortunately, most of these programmes last about a week at best and
then it’s back to business as half-baked usual – not because there is anything wrong with the programmes.
Senior and middle managers are urged to practise one of the most ignored aspects of communication and management
pursuits – MBWA: Management By Walking About.
Perhaps the name itself is its biggest enemy, because it suggests either gooﬁng off or a time-wasting and silly pastime in
which no serious person would indulge. In fact, it is one of the most powerful internal communication and motivational
tools ever invented.

REMEMBER
A planned approach to internal communication is as critical to long-term business success as an effective external communication strategy. Communication occurs whether planned or not. Without an organised internal communication strategy,
the message received is left to chance. Take a proactive approach by creating ﬂuid communication channels in both directions. Aligning the internal message(s) with the mission, vision, values and objectives is the key to the success of an internal
communication strategy.
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CAMPAIGN DEVELOPMENT AND MANAGEMENT
12.1. What is a communication campaign?
A communication campaign is deﬁned as “a connected series of operations designed to bring about a particular
result” (Kendall 1992). A campaign can further be deﬁned within the context of the project management cycle
as follows:
• it has a speciﬁc start and end
• it changes to the way things happen (behaviour, attitudes and perceptions)
• it requires a new system or organisational arrangement
• it terminates once the objective is met
• it draws experience and expertise from various people
• it requires teams to meet the necessities of various stages of the project
• it has a speciﬁc budget.
Project management is the science and art of assembling necessary ingredients in a project to ensure that a project
is successfully implemented from initiation to closure.
All of these basic characteristics of a campaign are clearly articulated in the project plan, which is a road map towards
achieving project objectives, from a cost, scope and budget point of view.

Communication campaigns vary from political, product or service, ideological or issue- or cause-orientated, advertising and public relations.The objectives of carrying out a campaign can also range from public awareness, information and education and seeking to reinforce, change or modify the behaviour and attitude of the targeted public.
12.2. Campaign development
Campaign development and management include both systematic and creative elements. There is a step-by-step
process throughout a project life cycle through which a campaign will evolve:
•
•
•
•

Step one:
Step two:
Step three:
Step four:

Initiation
Planning
Implementation
Closure.
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Initiation
During this phase, it is recognised that a campaign should start and a commitment is made.
Formal recognition of the need for a campaign requires a clear understanding of the problem/policy background.
This phase requires a feasibility study and research (formal or informal). Once certain, the scope (refer to the work
that must be done) of the campaign must be determined.
In determining the scope, the following questions must be answered:
• deﬁne the problem/broad description of what the campaign is all about
• objectives
• main tasks to be executed, output and timelines or target delivery date
• budget determination
• project risks and constraints
• project’s start and completion date.
The Campaign Scope Document entails a detailed description of the amount of work to be carried out in a project and its expected end results or deliverables. It is also concerned with a detailed description of the broad time
frames for the project. In other words, it deﬁnes parameters within which a project should be implemented.
Effective scope management is one of the key factors determining project success. Failure to accurately interpret
the clients’ needs or problems will produce a misleading deﬁnition (scope of work). If this causes rework and additional effort, there may be project costs and time implications.
Planning
A plan is then compiled to meet the objectives that the project is set out to achieve. The necessary measures are
taken because the project is now ofﬁcially starting. As a matter of principle, the plan should consist of key activities, deadlines, people responsible for implementation and budget. For government, which is largely involved in
the business of social marketing, the Government Communication and Information System (GCIS) has developed
standard design guidelines for communication strategy development consisting of nine steps to ensure an effective
campaign.
The communication strategy of a campaign becomes an input to a detailed project plan for effective implementation. Usually, a team meeting is required to achieve this collective input.
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Elements of a detailed campaign plan include:
• tasks/activities and timelines
• input required for each task
• quality guidelines per task
• task allocations and responsibilities
• task scheduling or timelines using time tables: which day, week or month.
Planning can be done with any of the computer software such as Microsoft Word, Excel or Project in a form of a table, outlining
the elements above.The advantage of using MS Project is that it provides for systematic task scheduling, work breakdown and
easy overview of the campaign’s tasks and subtasks.

Quality refers to the desired standard that the campaign wants to achieve.
For a project to start, there should be resources allocated. Resources can be in the form of project team members,
facilities, equipment, etc.
Milestones are important; they are more like a deliverable achieved as a result of the implementation of certain
tasks/activities. As task activities are implemented, they culminate in the achievement of a milestone.
Once a plan has been developed, it becomes the basis for implementation. It should be noted that some elements
of the project plan might be required within a short space of time given the agile nature of the environment within
which we work.
Some key aspects of campaign planning to consider:
• objectives of the campaign
• approach used for the development of the campaign strategy
• how synergy was established with the national Government Communication Strategy
• brieﬁng process to agencies
• criteria used to select the service-provider/agency
• budget and time frames of the campaign.
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Implementation
This phase is progress-orientated and characterised by ongoing monitoring and evaluation of the implementation
of the developed campaign plan. The challenge here is to ensure that the plan is used as the basis for implementation, becoming also a monitoring tool.
The details of the work to be done are deﬁned and coordinated. Work is assigned for execution. Implementation
involves:
• the actual execution of tasks listed in the plan line with deadlines
• monitoring of the implementation of tasks and deadlines
• evaluation of task implementation, quality of deliverables and potential risks.
Tools for monitoring campaign execution include:
• campaign plans (task description, deliverables and deadlines, responsibilities)
• checklists and progress reports (tasks, start-and-ﬁnish timelines, responsibilities, progress status and remarks)
• review meetings (this relates to such basic techniques as organising a meeting, drafting an agenda, drafting the
minutes of a meeting, developing an action plan arising from the meeting, etc.).
One of the most important elements of managing a campaign is to ensure that it is completed within the estimated
time. For a campaign to be completed on time, all activities must be deﬁned, put in a sequence, duration estimated,
a schedule developed and controlled.
During project communication, information is gathered and distributed to the relevant project team members and
stakeholders. Project communication can be both formal and informal. Formal communication is pre-planned, and
conducted in a standard format in accordance with an established schedule. Informal communication occurs as
people think of information they want to share. Project information can be collected, processed and reported.
Risks are present in all projects, whatever their size or complexity and whatever industry or business sector.
As a result, they constantly need to be identiﬁed, assessed and managed.
Risk management is a formal approach to the process as opposed to an intuitive approach.
There are both external and internal risks. A plan to mitigate these risks should then be developed and implemented to ensure project success.
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Procurement management: For most projects to be successfully implemented, there is a need for the team to acquire services or products from external providers. It is imperative that services or products to be acquired from
external providers be identiﬁed and listed in advance to allow the team to properly negotiate their acquisition
within the context of the applicable procurement guidelines and policies of the organisation.
Some key aspects of campaign implementation to consider:
• the roles/responsibilities of the department (client) and the service-provider (agency) with regard to the implementation of the campaign
• mechanisms used to monitor the implementation of the campaign
• quality control during the implementation phase
• handling of conﬂict with the service-provider and/or changes to the scope of the campaign and sign-off at the various
milestones during implementation.

Closure
One characteristic that distinguishes a project from other work assignments is that it has a distinct end, a point in
time at which all associated work is done and results are achieved. It is around this time that the extent to which
the desired outcomes were achieved can be gauged.
This will enable determining whether the campaign was well conceived, well planned or well performed. Closure is
information, which is captured throughout the life of the project, and it is important to capture it while still fresh
in the participants’ minds.
Project team members must now ensure that all the work is completed in a timely and efﬁcient manner. The
purpose of the project is now reﬂected upon to check if it has been within time, cost and speciﬁcations. After
the campaign is completed, it has to be evaluated. Evaluation focuses on the performance of the campaign and the
extent to which the campaign has met its objectives.
Setting up of a campaign evaluation session to develop an exit report: After a project has been closed, an exit report is prepared to ofﬁcially close the project. The exit report outlines whether the campaign has achieved what
it set out to achieve or not.
The team needs to ask itself difﬁcult questions:
• did the campaign deliver the objectives as set out in the plan?
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• what were the campaign’s constraints?
• were the stipulated deadlines and timelines as stated in the plan satisfactorily met?
• have we learnt from our experiences and how will we apply those lessons and best practices to improve in
future?
Lessons learnt: Lessons learnt during the project are documented and recommendations made. Lessons learnt
form an integral part of the project closure phase.
The beneﬁciary of every campaign is the target audience, who are normally a segment of the public. Therefore, the
real measure of a campaign’s success should be its impact on their lives, not just how well the individuals or teams
performed their tasks or how much media coverage the campaign received.
Some key aspects of campaign closure to consider:
• how was the evaluation of the campaign handled?
• how was contract closure handled?
• what were the major successes achieved by the campaign?
• what were the major obstacles encountered during the campaign?
• what were the most valuable lessons learnt from managing the campaign?

12.3. Elements of a successful campaign
The following tips have been gathered from the GCIS’ experience in planning a successful campaign:
• Project initiation
- Project scope: All the activities of the project team are guided by the approved campaign scope. Care should
be taken to ensure that the team reﬂects the key areas in the scope brief, e.g. media liaison, research, community outreach and mobilisation, production, buying and placement (radio, video/television, design and
layout, print, etc).
- Financial implications: For campaigns with huge ﬁnancial implications (over R1 million budget for instance), a
team member should be nominated from the Finance Section or someone within the team should be nominated to handle the project’s budget, including monitoring of expenditure and budget reconciliation.
- Team members: The nomination of all team members should be preceded by a face-to-face brieﬁng on the
envisaged role of each one in the campaign and critical deadlines to be met.
- Previous reports: Before any campaign could be initiated, the communicator should ask himself/herself a
simple question: Was the department ever involved in a similar project of this nature? If yes, the project’s
exit report should be sourced, and read, with a view to presenting it in the ﬁrst meeting of the project team
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to ensure that the team is able to appreciate from the beginning possible project “blind spots” and plan
around them.
• Project coordination
- All campaigns should have a project plan in addition to a communication strategy to outline key tasks and
deadlines to be delivered by each team member. Once a strategy has been approved, it is advisable that such
a plan be distilled from the strategy to guide implementation.
- Every project team meeting should have an agenda, checklist and communication strategy, and there should
be prior discussion (telephonic and/or through e-mail) with the supervisor to agree on the key issues to be
discussed in the meeting.
- In coordinating interdepartmental projects, we should insist to clarify the roles/contributions of the department’s representative(s) in the project. There should also be agreement on the sign-off processes in the
department and the key liaison contact point for the department.
- In coordinating a campaign, the communicator should ensure that he/she reads/studies and fully understands
the policy or programme that has led to the campaign project he/she is coordinating. In instances where the
coordinator does not understand the origin of the policy or programme he/she is working on, it becomes
difﬁcult for one to give strategic communication counsel or support to the project team and the department.
• Use of project planning tools such as Microsoft Project
- Microsoft Project provides you with a systematic outline of project tasks and subtasks that must be performed to achieve campaign output-visibility. It is a deﬁned format that assists you in scheduling tasks and
resources consistently and effectively.
- Microsoft Project will help you develop quick project plans so that you can monitor the implementation of
your campaign progress to be monitored.
12.4. Getting assistance for your project from GCIS
Here is a brief outline of the process when requesting GCIS assistance:
• To ensure coordination and efﬁcient tracking, clients need to log a written request.
• The Project Management Ofﬁce (PMO) assesses its relevance and appropriateness to the Government Communication Programme and Government Communication Strategy before logging it formally.
• After logging the request, the PMO will liaise with the client department to determine in detail the scope of
the project.The PMO assesses the capacity and skills required for the implementation of the proposed project
before conﬁrming if GCIS would be in a position to provide the required assistance.
• After checking GCIS capacity in this regard, the PMO will refer the request to a designated project team and
subsequently inform the client department accordingly.
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• An agreement will have to be entered into with the client department, detailing conditions under which services will be rendered by the GCIS to the client department. This agreement clariﬁes the roles of the client
and the GCIS respectively and key target dates for delivery and other important deadlines. It must be signed
by ofﬁcials with the right level of authority, preferably accounting ofﬁcers of the two departments.
The PMO is willing to share its knowledge in project management, which is speciﬁcally customised for communication campaigns. Enquires can be directed to 012 314 2496.
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EVENT-MANAGEMENT GUIDELINES
This guide provides general guidance to help anyone planning an event to organise and manage it safely. For the
purposes of this guide, an event is deﬁned as:
“Any planned open air/outside activity that involves organisation by an individual or a committee, to which members
of the public will have access, either free of charge or for an entrance fee.”
13.1. Introduction
These guidelines have been designed to provide information to departments to assist in arranging an event, regardless of size. However, some parts may not be relevant for smaller events.The guide gives general advice that should
be used when arranging any type of event.
However, it must be remembered that events can be extremely diverse, ranging from a simple press conference to
a large outdoor launch, and therefore these guidelines cannot be considered as exhaustive. It is likely that additional
guidance will be required for specialist events and larger-scale activities. Should you require more information, it is
advisable to seek advice from specialists in the ﬁeld.
13.2. Types of events
• Press conferences/media brieﬁngs.
• Launches.
• Gala dinners.
• Concerts.
• Stadium events.
• Public-holiday events.
• Outreach programmes.
Not all of the following will be required for all events. Be selective when going through the list
to see what would be applicable for your event.
When risk issues are addressed in the community consultation and planning process, ensure you are also well positioned to include the positive beneﬁts and opportunities. Issues that contribute to enjoyment and success are:
• entertainment and activities
• good information and communication
• positive media reporting
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•
•
•
•
•
•

good coordination
safe and secure locations
good health and welfare facilities
transport arrangements
sponsorship
volunteers.
While managing risk is important, so too is making the event an experience of positive enjoyment and success for all
stakeholders. This will make the greatest contribution towards managing risk.

13.3. General event-planning checklist
Here are some questions to consider when planning your event.
• Establishment of the project team
It is important to put together a project team. The team must comprise stakeholders’ representatives who are
involved in the event and need to focus, depending on the event, on all the relevant aspects such as communication
and content; logistics; security; media, protocol; etc. Depending on whether the event will be held in a speciﬁc province and most likely in a speciﬁc municipality, you also need to involve ofﬁcials from the province and municipality.
Protocol plays a very important part, especially if political principals are involved and if this is the case,
the VIP Protection Unit needs to be contacted. A team should be put together to enhance full coordination of the
event.Various roles should be given to members of the team. This will encourage and promote the participation of
all people in the event or planned activity.
• Develop an event brief
The lead department must convene the ﬁrst meeting that will develop the event brief. It is vital to develop an
event brief that will serve as a concept document throughout the duration of the event. The event brief will
outline the objectives of the event to ensure that everyone working on the project is on par on what needs
to be achieved. For smaller events that don’t have that much logistics, an event brief will not be necessary.
• Budget
- Will the event pay for itself, for example through ticketing or sponsorship, or will it be free?
- Is there funding available from local, state or commonwealth governments?
- Are there any other organisations that could provide funding?
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- What sort of ﬁnancial records will need to be kept?
- What are the accountability issues?
The detailed budget for the entire event should be ﬁnalised and conﬁrmed after the event brief has been done.
Budget items have to be costed realistically e.g. marketing (TV and radio, outdoor advertising); products (banners,
posters, brochures); event logistics (venue, food, security, stage building, sound, lighting); other (security, protocol
etc.).
• Procurement procedures
Depending on the size and the needs of events, departments are allowed to outsource some services to outside
suppliers. This process needs to be done according to the Public Finance Management Act, 1999 (Act 1 of 1999)
Guidelines. It is advised that if departments are to outsource some services, they need to do so in time to allow
for proper planning.The easiest way is to procure the services of an event-management company, which in turn will
procure other services. Should this route be taken, there needs to be clear guidelines on the signing off of content,
what the company is allowed and not allowed to do and what departmental ofﬁcials will be responsible for.
• Draft an action plan
Once your team and other role players, its objectives and funding are in place, the ﬁnal product of the strategising
meeting will be a detailed action plan that will include all elements of the event, clear deadlines, persons responsible
and dates of the follow-up status meetings.
• Conﬁrming event venue
The venue of any event is critical to its success.This needs to be done as soon as the event brief has been ﬁnalised.
It is important to choose a venue that is suitable for the type of function and most importantly, that will accommodate the number of guests invited. The team needs to do a thorough site inspection to ensure that the venue is
capacitated with everything needed for the function. Site inspections should be done before conﬁrmation of venue.
If the venue is going to be in a marquee, proper procedures need to be followed in terms of assembling a marquee
for a government event.
The structure needs to be approved by the municipal ofﬁce and other relevant bodies. If you have to mobilise
crowds, you need to ensure that there are people close to your venue and that transport won’t cost most of your
budget to bus people to the event – unless this is adequately budgeted for. Refreshments for your guests are also
important and depend on the type of function – look at, among other things, the background and culture of your
guests and the type of function when deciding on your menu.
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• Conﬁrmation and securing of speakers
It is crucial to secure and conﬁrm speakers as early as the date of the event is conﬁrmed, to allow for proper
planning and organising. Most prominent speakers (e.g. ministers, executive mayors, premiers, etc.) are normally
secured in advance because of their busy schedules. You need to constantly check if they are still coming and if
required, draft speaker notes; brief the security and other personnel; etc. Depending on the level of the speaker,
you might have to talk to his/her personnel to ensure that you’re not caught off guard in terms of, for example,
providing a holding room; special dietary requirements; beverages, etc.
• Marketing and advertising of the event
Depending on the type of the event, a proper marketing strategy should be drafted and clear target audience and
marketing tools and channels should be indicated. The marketing should be done before the event takes place.
• Guest list
A guest list must be compiled and approved by relevant ofﬁcials. It should comprise all stakeholders involved in the
event – e.g. the public, stakeholders, partners, sponsors, etc.You also need to indicate how each of these audiences
will be invited e.g. the public via general mobilisation posters; sponsors through ofﬁcial invitations, etc.
• Sending out invitations
The guests need to be invited in advance to ensure maximum attendance of the event. The RSVP deadline must be
clearly stated on the invitation as well as the date, venue, time and dress code of the function. Proper follow-ups
must be made to the invitees to remind them to RSVP.
• Protocol procedures
Depending on the calibre of the guest invited, it is important to follow speciﬁc protocol procedures, guided by
the Department of International Relations and Cooperation. The department has a dedicated unit that deals with
protocol for government events and is able to assist on request. Protocol will have an impact on your seating arrangements and programme. Protocol is an important part of all events, ranging from invited guests to the contents
of all speeches, which should be approved on time, and recognising all key people invited.
• Risk management/crisis management
For every government event, it is important for the team to draft a risk management plan that would assist in organising the event much more efﬁciently. Should the event befall an unplanned and costly crisis, the plan can assist
in planning ahead to regulate and solve the problem.
• Payments of suppliers
All suppliers must be paid accordingly; at least a certain percentage of the total quotation must be paid to the

87

CHAPTER 13
service-providers. All invoices must be submitted on time. You need to check with suppliers regularly and ensure
you are on the same page regarding their deliverables, what you expect, delivery times, set-up times, de-rigging
times, etc.
Execution of event
All team members need to ensure that everything is in place and that the programme runs accordingly. Each team
member needs to have a responsibility in ensuring that the event is a success.
• Contact ofﬁcer
Among the team, the leaders should ensure that all people know who the contract ofﬁcer is for easy communication.
• Business liaison/event branding
Government events should reﬂect and promote government business values and goals at all times. This principle
should be seen in the event itself as it unfolds. The event should be able to tell people what government stands for.
It is very crucial to follow proper guidelines when using the Coat of Arms in any branding material.
• Publicity/media
Depending on the type of event, of importance to event management is the publicity of the event. This will ensure
that there is greater integration and understanding among the ordinary even before the events. A communication
strategy and a media plan should be put together for the planned events.
Through these strategies and plans, the organisation will be able to market itself. The publicity should take into
cognisance the needs of people with all forms of disabilities and those without.The messages should be distributed
to all target audiences as segmented.
• Sponsorships
Should sponsorship be required, a detailed sponsorship document needs to be drafted that will guide sponsors
and the sponsored on the beneﬁts of the sponsorship. A proposed sponsorship list should be compiled with
companies that might beneﬁt from your event.These companies should be approached formally to get an indication
of their interest. The letters should be followed up with a meeting to discuss details. Once agreed, the sponsorship
should be formalised by a letters from the company as well as an acknowledgement from the department. It is
advisable to draft a detailed checklist for each sponsor to ensure all areas are covered. Remember to always check
the sponsors’ corporate identity when using logos on event material.
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• Information and signage
- Information in alternative formats: Information about an event should also be provided in alternate formats to
include people with disabilities. The information should be placed at all key access points for easy access.
- Signage: All signage should be clear with good colour contrast. To assist people with colour blindness and
low vision, colours of red and green should not be incorporated together into signage. Lower-case lettering
should be used rather than capital letters and a black-on-white background provides the best contrast. The
international symbols for access and deafness should identify accessible toilets and hearing loops.
13.4. Key questions
Initial planning
• What are the overall aims e.g. safety, fund-raising, entertainment, management?
• Will a speciﬁc message be delivered through the event?
• What will the event include and not include?
• Should there be a number of events?
• Will an event coordinator be required?
• Does the plan ﬁt well with activities that normally take place in that part of the town or community?
• Is there a way of spreading the risk and work?
• What is the lead time for organising the event?
• Which state and local government agencies need to be advised about the proposed event?
• In which area will the event be held? What are the positives and negatives of this area/venue?
• Is this an annual event or once-off? If it is yearly, what are the lessons learnt from the previous year’s event, and
how do we improve this year’s event? (This should be guided by the exit report from the previous year.)
Logistics
• When can the venue be accessed?
• Who is the caretaker for the venue?
• Will there be a contract for speciﬁc venue hire?
• What sort of equipment is needed for a successful event?
• Is there enough lighting?
• How will everyone get there?
• What transport should be arranged?
• What if it rains?
• What are the crowd-control issues?
• Will security be required? Who can provide security?
• Are there likely to be any noise issues associated with the event?
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• What can be done to ensure there is minimal impact on the community and area immediately adjacent to the
event?
• Are there likely to be concerns with drug and alcohol abuse?
• Are there any emergency procedures to consider?
• When will police, ﬁre or ambulance services need to be involved?
• What are the health and safety issues and who is likely to be affected by any procedures addressing occupational and health matters?
• Who will look after the management of trafﬁc?
• Will the rate of trafﬁc ﬂow require an application for road closures?
• Who takes away the waste that will be generated at this event?
• Who can supply food at the event?
• How will drinking water be supplied at the event?
• Are there any licences associated with selling or giving away food and\or drinks at the event?
• Is the venue able to host a certain number of people without any stampedes or the building falling down? Are
there emergency exit points in case of ﬁre?
Stafﬁng
• What will staff do? What won’t staff do?
• How will everyone know what their role is?
• Will support workers/professionals be required in the team?
• Are there other steps that need to be taken to ensure appropriate levels of child protection?
• How will volunteers provide assistance for the event?
Insurance
• What are the potential legal liabilities arising out of staging an event?
• What information is required about insurance for public events?
• What are the risks with volunteers?
• What insurance is needed for hired equipment?
• If the structure/venue of the event crushes down, are the guests’ belongings and all the equipment within the
venue insured?
Publicity
• Will the event beneﬁt from publicity?
• Will publicity be free or paid for?
• What sort of messages need to be promoted?
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Risk assessment
Please remember that organisers of events have a legal responsibility to ensure the health, safety and welfare of any
employees, volunteer helpers or contractors involved in arranging the event, and to the public and participants attending.This must be ensured by carrying out detailed risk assessments. All hazards associated with the event must
be identiﬁed, the level of risk assessed and appropriate action taken to reduce these risks to an acceptable level.

Remember
Careful planning and organisation will help ensure your event is successful and, above all, SAFE.
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DEVELOPING AND MAINTAINING A GOVERNMENT WEBSITE
14.1. Introduction
Government has the responsibility to make government information and services available easily, widely and equitably.Websites are one of the initiatives that can be used by government departments for the electronic dissemination of information.
Websites should be comprehensive online depositories for government information, while government must be
responsive to the needs of the citizens by providing as many as possible services online. Websites should also provide a medium for two-way communication between government and citizens.
While it is important for each government website to reﬂect the character of its department, users of government
websites will beneﬁt from a standardised approach. There is a need for some level of consistency and conformity
between government websites to assist the user to ﬁnd information easily.
The guidelines in this chapter aim to support government departments to achieve these objectives.
14.2. Steps in developing or revamping a website
A departmental website provides a snapshot of the department and is an important marketing tool for the department. Any project to develop a new website or to revamp/redevelop an existing website should therefore be
carefully planned and executed in a structured manner. The following broad phases normally form part of such an
initiative:
Before a website can be developed, proper planning is vital.

14.2.1. Determine the purpose and aim of the website
A department should have a clear purpose for its website to ensure it is a success. The expected beneﬁts of the
website should be stated, for example why should the department have a website, what will be its objectives, and
what value will it add for the department? In general, the purpose of a government website should be to:
• provide its target audiences with easily accessible online information on the department’s mandate, functions,
services, programmes and activities
• provide a vehicle for interaction between the department and the audience
• promote the department’s and government’s image.
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14.2.2. Identify the website audience
The department should determine who the target audiences for its website are. An understanding of the audience will inﬂuence how the website will be designed and developed, for example what should be available on the
website (what should the department communicate to each of the target audiences) and what functionalities will
be included.
14.2.3. Identify suitable content for the identiﬁed target audiences
A crucial element of an effective government website is good content. Suitable content should be identiﬁed and/or
created before the website is developed.
A useful way to do this is to conduct an information audit within all units in the department to determine what
information and communication products meant for public consumption are available in the department and where
the main content sources are. This should result in a content plan, specifying what is available and where, and what
content should be generated additionally for the website. An important principle is to plan for the ideal situation,
even if you are not going to implement the full spectrum of content immediately.
14.2.4. Determine the type of website needed
Until recently, most websites comprised “static” pages with and HTML structure. This type of website allows for
little interactivity and can be time-consuming and expensive to update or revamp. This is particularly relevant for
websites with large amounts of information, or information that changes frequently.
A more ﬂexible approach is the “dynamic” website where part or all of the content resides in a database.The website itself consists of one or more design templates that deﬁne the website’s look, along with some programming
that describes what information from the database is to be included and where it will appear. When the website
is browsed, the pages that appear in users’ browsers are assembled “on the ﬂy” from the templates and relevant
information from the database. The dynamic approach offers opportunities for ﬁltering and decentralised maintenance. When considering this option, the following should, among other things, be kept in mind:
• All browsers should be able to read the dynamic pages.
• The system should be simple to manage.
• The syndication of information from speciﬁc owners in the department will probably be required. Content
owners will have to become responsible for a particular page or group of pages.
14.2.5. Structure content
The content that has been identiﬁed has to be structured by planning the information architecture (site map, storyboard). Divide or chunk the information into logical categories and subcategories down to the content level itself.
The hierarchy should be built from the most general concepts, down to the most speciﬁc topics. You can follow a
top-bottom or a bottom-top approach.
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Remember that users think differently, and therefore you have to consider categorising the same piece of information under more than one heading where relevant. Following the departmental structure might also not be the
most logical from a user’s point of view.
14.2.6. Label the categories and subcategories
The next step is to label or name your categories. It is important to do this before the development phase.
An effective labeling scheme is important for all content areas. Keep the labeling as clear and concise as possible.
Once you have decided on names for all categories and subcategories, it should be kept consistent throughout the
website.
Note: it is important to get approval from top management for the content architecture and labeling of categories
before you move to the next phase!
14.2.7. Decide on a navigation scheme
Determine a suitable navigation scheme to help users move easily around in the website. That will make it easier
for them to ﬁnd the information they need. Remember that, as users do not think or behave similarly, provision
should be made for different user behaviours.
14.2.8. Acquiring and writing content
No website should be launched without substantive content.The content identiﬁed for the website will need to be
provided by the relevant content owners. Some of the existing content will have to be edited or rewritten for the
web as medium, while new content will have to be written and signed off. This phase should take place consecutively with the planning phases as discussed in paragraphs 2.1.4 to 2.1.7 and the prototype development phase (see
paragraph 2.3.1). The content should be available before the templates (see par 2.3.2) are developed. If not, it may
hold back the completion of the website’s development.
14.2.9. Developing the website
Develop different prototypes (two or three) for the website’s home page and next level pages. These prototypes
may require several iterations before one is approved by top management. When it is approved, the development
of the individual pages can start.
• Create templates for the home page and different sections of the website.
• Create all pages using the templates.
• Obtain approval and launch the website.
14.2.10. Evaluating the website
It is necessary to evaluate the website before implementation and thereafter at regular intervals. Reasons for this
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include that websites are dynamic and constantly growing, the department or user needs might change and because
of continuous development in information technology.
Evaluation methodologies that may be considered include: analysing user feedback, monitoring and analysing website user statistics, usability testing, heuristic reviews (evaluation of website against quality criteria and principles),
interviews with users, conducting an online survey, and/or focus-group testing.
14.3. Best practice guidelines for quality government websites
14.3.1. Scope of information posted on the website
The website’s content should be relevant to its aim, purpose and audience. It should be broad enough and deep
enough to meet the audience’s needs.
Ideally, all government websites should contain the following minimum content:
• “About us”: This category should provide an overview or introduction to the department and should include
the following information:
- minister and deputy minister responsible for the department, with his/her biography, responsibilities and
contact information
- vision, mission, goals and objectives
- organisational structure and responsibilities of units (down to at least director level)
- leadership (DG, DDG, and chief directors) and short biographies for each
- vacancies (ideally with the application form Z83 available for downloading and recruitment policies and
procedures)
- bids advertised and awarded
- information about advisory bodies and associated statutory bodies.
• “Contact us”: complete contact information for the department.
• “Services”: services rendered by the department to the public, business and organisations, foreign nationals
and other government departments.
• “Programmes”: departmental programmes, projects and campaigns.
• “Legislation” (Acts, Bills, regulations) for which the department has the lead responsibility.
• “Resource centre”: documents, publications, policy documents, strategic documents, newsletters, audio and
video resources. It is also good practice to post documents that invite the public to comment upon prominently on the website.
• “Newsroom”: speeches, media statements, announcements, events related to the department and ministry.
• “Links”: selection of links to relevant websites. A general principle is that a department should not duplicate
information on other websites for which they do not have authoring responsibilities, as they may risk the simultaneous publication of conﬂicting versions of the same information.
• “Frequently asked questions” (FAQs): answers to enquiries from users that are asked frequently.
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Other features that must be included as part of the website are:
• A link to the South Africa Government Online website, www.gov.za, should be available on the home page.
• “About the website”. This should include an orientation to the website, for example the purpose and aim of
the website, the intended target audiences, an overview of the scope of information on the website and sitespeciﬁc help information.
• “Terms and conditions of use”.This page must contain provisions with regard to issues such as copyright, intellectual property rights and security. It must also include a disclaimer to protect the owner department from
any liability.
• “Feedback”. The website should have a facility that provides a means for users to give feedback or comments
about the website.
• Site map.
• An area where new information posted on the website is announced. This can be the home page or a page
speciﬁcally created for this purpose.
• Search functionality (for bigger websites).
14.3.2. Authority and accuracy of the website
Information on website must be accurate – the factual content must be correct and spelling and grammatical
errors must be avoided.
Where information originates from sources such as books, journals, articles, brochures or other types of publications, the source must be indicated. Include adequate citations to these sources to conﬁrm the accuracy of information and for the user to determine the origin.
Speeches and media statements must contain adequate source indications (for example, speaker, government institution, contact information, date of delivery). This will strengthen the credibility of information.
Quality control of information should be done before posting thereof, as well as on a regular basis thereafter to
prevent any compromise to the integrity of information on the website.
14.3.3. Information architecture/organisation of information
Structuring information is as important as the content itself. A website should have a logical organisational
structure or architecture for presenting information. The purpose of this architecture is to help users apply the
website by functioning as a “map”. A good architecture will provide order and help users to ﬁnd information.
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Principles in this regard include:
• Information must be divided into logical and digestible parts. However, subdividing information too much may
fragment information and will frustrate users who wish to read or print the complete text.
• Information should be grouped into clearly deﬁned areas. It is preferable to duplicate links to information
rather than to confuse users with similar information in more than one area of the website.
• Decisions will have to be taken on the number of levels the website should have.The best practice is to provide
information in the fewest possible steps. However, with larger sites more levels of navigation might be needed.
A balance between two approaches will need to be found: a ﬂat approach where many navigation choices
provide access to information in a few steps (this provides quick access to content but may present a confusing number of choices), or a deep approach where fewer choices at the outset provide access to information
in more steps with an increasingly narrowing focus (this requires more clicks and allows users to make more
informed decisions).
• Use a consistent way of grouping, ordering, labelling and arranging information.
Government-services information forms an important part of a government website. Principles for presenting
information about government services include:
• where relevant, information should be provided for the different audiences (government to citizens, government to organisations/business, government to foreign nationals, government to government)
• services within each of these groups should be organised according to one or more logical categories (for
example, life events, subjects/topics).
Each service should be presented in the following format:
• title of service
• description (deﬁnition, description, to whom applicable, requirements, conditions)
• steps to follow (the steps to be taken by the applicant to apply for the service)
• legal framework (the regulations governing the provision of the service, for example Act, policy, programme)
• service standard (the standards according to which a service has to be rendered by the department to the
applicant, for example time frame, formalities departmental employees must follow in providing the service)
• cost (payment required from the applicant/client to acquire the service)
• forms to complete (all forms to be completed by the applicant/client to apply for the service)
• contact details (where the applicant/client can get further information).
14.3.4. Language and writing style
Website content should be presented in a way that can be understood by all users, regardless of their education,
background or sophistication.
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In general, the guidelines in the Editorial Style Guide, which forms part of this handbook, apply also for websites.
However, the following guidelines are particularly important to keep in mind when preparing content for your
website:
• Although English is currently the ofﬁcial language used for government websites, material prepared in any of
the other ofﬁcial languages should also be posted. Consideration should also be given to translate information
into the other ofﬁcial languages.
• Write for the Internet as medium – do not merely replicate printed brochures or other material developed
for other mediums.
• Information to be read online must be concise and structured for fast scanning, for example with bulleted or
numbered lists to represent a lot of information in a concise manner.
• Use “newspaper” style, starting from the most important information and then moving to the least important
(inverted pyramid style).
• Plain language principles should be followed. The content and language must be user-friendly and understandable by all people.
• The website should be relatively formal and business-like, but not overly so. Avoid clichés, jargon and humour.
• Use short sentences and paragraphs.
• Avoid passive voice.
• Headings and subheadings must be descriptive, clearly phrased and understandable.
• Content must be free of typing, grammatical or language errors.
• Acronyms and abbreviations: write out the ﬁrst time with abbreviation in brackets. Avoid the use thereof in
navigation, but if used, include the full name as alternate text (ALT or TITLE attributes). Avoid using acronyms
for main navigation options.
• Limit the use of capitalisation and underlining.
14.3.5. Navigation and search
A logical and consistent navigation scheme is key to improved access to information on the website.The navigation
scheme of a website should give users a coherent means of ﬁnding information, reminding users where they are
within the website’s structure, and helping users who arrive at the site without going through the home page.
Government websites should include common navigation options in the top and side navigation bars of each page.
The top navigation options should include “Contact us”, “Help” and “Search”, and the side navigation “Home”,
“About us”, “Services”, “Resource Centre”, “Newsroom” and “Links”, as well as the rest of the departmentalspeciﬁc site navigation options. These navigation options should be available as text navigation, not images.
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Main principles to consider when determining your site’s navigation include the following:
• Every page on the website must have a link to the home page.
• A link to the disclaimer should be available on every page.
• Navigation must be consistent throughout the website.
• Navigation must be simple and intuitive.
• Navigation options should be clear and large enough to be easily read and selected.
• Provide different navigation routes for users to follow.
• The website should offer constant visual and functional conﬁrmation of the user’s whereabouts in the website.
• Always provide an opportunity for the user to move back in the hierarchy (not by using the “Back” option in
the browser).
• Use a breadcrumb trail on all pages to help users to move to higher categories and to determine where they
are.
• There must be no broken links on the website – check links continuously.
• Links must be made only to websites that are authoritative.
• Deep linking is preferred, i.e. where possible, link directly to the page where the relevant information can be
found. Links names must be as close as possible to the page linked to. Links to other websites must be indicated
and should open in a new window.
• Long documents should be avoided. They can be divided into smaller documents, which are then given an
internal navigation structure. This normally involves creating a table of contents, linking to each main section
heading. Each part of the document should be accessible from the other parts, and a link should be provided to
take the user to the next or previous part of the document. It should always be possible to access the table of
contents. A parallel link should be provided to a separate ﬁle that contains the full-length document.
• Avoid the excessive use of links embedded within body text, as it may distract and may affect readability of the
document. Links in text should also not duplicate the function of the menu.
• Short, common terms should be used for navigation menus, and acronyms and abbreviations that may be unfamiliar to the user should be avoided.
• Include a site map on your website to help the user to determine the content architecture.
A search function should be part of bigger websites. It should be easy to use and provide accurate and concise
results. Help should be provided on how to search for information on the website.
14.3.6. Design and layout
The visual elements of the website should assist users to understand the function and purpose of the website.
Design should not be used to entertain, but to make the website more informative and professional. It should not
distract users from the content.

99

CHAPTER 14
All government websites must display the following elements on all pages:
• The banner must include the Coat of Arms, accompanied by the name of the department on the left-hand side
on a white background, according to the Government’s corporate identity guidelines. The South African ﬂag
must be displayed on the right-hand side of the banner. The space between the Coat of Arms and ﬂag can be
used by the department to display an image that reﬂects the unique identity of the department.
• A link to the home page (except from the home page itself).
• Main navigation categories (preferably displayed in the left-hand navigation bar and at the bottom of pages –
see Navigation and search).
• All pages should include the “contact us”, “help”, and “search links” (preferably at the top of the page in a
navigation bar below the banner).
Main principles that should be considered include the following:
• Pages on the website should be consistent in layout and typographical style.
• It is recommended not to use frames.
• Develop for resizable screens, with a minimum of 800 X 600 pixels.
• The typography must contribute to the legibility of text.
• Text must be clearly visible and easy to read. Avoid using busy backgrounds. If backgrounds are used, ensure
that text contrasts well with the background. Avoid ﬂashing text.
• Implementation of graphics, images and animation should be carefully used so that they increase the effectiveness of the website and not hinder users’ access to information. Graphics should be limited. Animation,
scrolling and meaningless graphics should be avoided – they make websites busy and distract from the content.
However, a big amount of text can be difﬁcult to read. Strategically placed lines or graphic elements can be used
to break a long document into manageable portions.
• Avoid using images to convey textual information.
• Any image conveying information or linking to information should have an alternate text description (ALT or
TITLE attributes).
• The website should be usable with graphics turned off.
• The website should be designed to allow users to both read documents online and to print them.
• Support for downloading PDF documents should be provided. Documents in PDF format should be indicated
as such and a link to instructions on how to download PDF documents should be provided.
• Site covers or splash pages should be avoided.
14.4. Managing the website
The website should ideally be managed by the Communication Unit of a department. The website manager should
be responsible for planning, leading, organising activities, the overall information architecture and ﬁnal quality assurance.
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However, the information on your website should be the corporate responsibility of the whole of the department
and form an integral part of the department’s communication effort. All employees should realise that they must
take ownership of the information on the website. It is recommended that content managers be appointed by different organisational units to take the responsibility for coordinating the relevant information for that unit. They
should continuously identify new information for the website, validate the accuracy of the current information
and provide updates to outdated content. The website manager, content managers or specialist writers should be
responsible for writing new information or rewriting existing information for the website.
Other roles and responsibilities for the successful management and maintenance of a website include an information specialist (information architecture and optimal user interface), web author (uploading information on the
website), web developer (developing dynamic components and applications), database developer (for developing
database applications), graphical designer (responsible for visual impact and designing graphics) and webserver
administrator. These roles could also be outsourced.
14.5. Maintaining the website
A common mistake is to focus on the development of a website and to overlook the ongoing maintenance of
the website. Users expect government information to be available online on its release. They lose conﬁdence in a
website that is not properly maintained, when new information is not added, when old information is not removed,
or when a website remains static. In general, government websites contain rapidly changing information. Therefore,
information has to be checked, modiﬁed, added to, updated and removed on a regular basis.
It should be determined upfront what information needs to be updated and how often it should be updated. Measures and procedures to ensure regular updates and ongoing improvements should be implemented.
General guidelines to ensure and demonstrate that your website is current include:
• The information on the website should be current and up to date. The most current information must be
available.
• Any information released to the public in printed form should also be available on the website at the same
time.
• Obsolete information should be removed from the website. Only information that is useful should be kept on
the website. This does not mean that older information should not be available. The criterion should be that
the information should still be valid.
• Remove or update broken links.
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• The “What’s new” page/area on the website should be updated regularly, as many users may go to this section
ﬁrst and may not return to the website if this information is not updated. Each entry on this page should be
dated to enable users to determine the currency thereof.
• The site map should be updated when new sections are added to the website.
• All documents, publications, speeches and media statements posted on the website should include a publishing
or delivery date.
An important part of website maintenance is to ensure that interactive services are managed properly. Website
users expect quick responses to requests for information. It is also good practice to thank users who provide
feedback. If your website provides for a discussion group, it must be moderated and managed well.
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USEFUL LINKS
Government site: www.gov.za

The Government website links to the latest online directories (government and media) and also to several websites related to:
• government and politics
• Africa
• arts and culture
• business, ﬁnance and economy
• constitutional and legal affairs
• development
• education, training and skills development
• environment
• health
• housing
• human and social issues
• labour relations
• library and information services
• mining, minerals and energy
• news and media
• research, science and technology
• sport and recreation
• tourism and travel
• transport.
15.1. Search engines
15.1.1. International search engines
• www.google.com
• www.altavista.com
• www.ask.com
• www.dogpile.com
• www.excite.com
• www.hotbot.com
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• www.metacrawler.com
• www.yahoo.com
• www.webcrawler.com
15.1.2. South African search engines
• www.aardvark.co.za
• www.ananzi.co.za
• www.mweb.co.za
15.2. Grammar and style
• www.bartleby.com
15.3. Dictionaries
• www.webster.com
• www.britannica.com
• www.wikipedia.com
15.4. Currency converter
• www.xe.net/ucc/
• www.oanda.com/convert/classic
15.5. African digital library
• www.africandl.org.za
15.6. Online translation
• http://www.worldlingo.com/
15.7. News sites
• www.buanews.gov.za
• www.ananzi.co.za
• www.iafrica.com/news
• www.iol.co.za
• www.bday.co.za
• www.news24.com
• www.cnn.com

104

CHAPTER 15
•
•
•
•
•
•

www.bbc.com
www.time.com
www.reuters.com
www.nytimes.com
www.google.com
www.sapa.co.za
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1. Introduction
The policy guidelines presented here are aimed at meeting the requirement of Recommendation 1 of the Review of the
Government Communication and Information System conducted in 2008.
The guidelines provide direction to national, provincial and local structures regarding the basic requirements of communication
within their institutions, and set basic standards for effective government communication. The guidelines address the critical
areas identiﬁed by the review. They are not intended to be exhaustive, rather it is intended that the guidelines be updated
as and when the need arises.

1.1. HISTORY AND BACKGROUND
Government’s mandate requires that its communication should enhance access to information that enables the public to
participate in the country’s transformation and in bettering their own lives; that it should bring the realities of our emergent
and thriving democracy to the attention of the international community; and promote the renaissance of Africa, including
regional integration and implementation of people-centred development programmes.
While the means of achieving the mandate for government communication have evolved over the past 15 years, the core
vision remains the same: to achieve integrated, coordinated and coherent communication between government and the
South African public to enable citizens to participate in the country’s transformation.
The GCIS, in its 10th year of existence (1998), deemed it necessary to engage in a review of the government-wide
communication system to enhance effectiveness of the GCIS and government communication as a whole.
The review included a focus on the GCIS as a critical role player in the government communication system and assessed
processes, structures and systems towards strategising, integrating and coordinating government communication to enhance
overall cooperation, partnerships and effectiveness. The focus included the government-wide communication system, with
particular reference to the national and provincial spheres of government, not neglecting the local sphere.
Various recommendations are made from the review to strengthen government communication in South Africa. These are
explored in detail in the review report, which should be read in conjunction with this document.
A recommendation emanating from the GCIS’s external reference team upon presentation of the results concerned
the disjointedness of communication within government. It was thought that the time had come for the GCIS to clearly
articulate to the rest of government and to the public what the role of communication is and what could be expected from
this profession in the Public Service.
Addressing the ﬁrst reccommendation from the review, the GCIS developed overarching policy guidelines for media, marketing
crisis ad local government communication management in government. This document serves as the ﬁrst attempt by the
GCIS to provide guidelines towards standardising and professionalising communication across government. The guidelines
focus on aspects of major importance in government communication – media, marketing, crisis and local government.These
guidelines will be updated from time to time, working towards imrpoving effective government communication.
Other recommendations of the report have led to, among other things:
• an induction programme of government communicators and ongoing training, including and especially a qualiﬁcation for
government communicators
• recognising the need to build better capacity at the GCIS to provide better quality advice and strategic direction
• professionalising government communication through developing a generic performance scorecard for heads of
communication
• strategic planning of communication forums to focus on key communication priorities, proﬁling the forums as instruments
to strengthen the government-wide communication system
• developing a systematic process for evidence of how all the forums implement their communication plans and the
resultant impact.
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Given the GCIS mandate (including the revised vision and mission), the organisation provides a variety of services and have
vaious communication platforms available over and above its strategic leadership role within the communication system.
These services outlined below, are aimed at aiding the implementation of the draft government communication policy
guidelines within the givernment-wide communication system.
Services:
The GCIS’s services include:
• Advertising and media placement
• Brieﬁng the media
• Communication research
• Corporate Identity management
• Design and exhibitions
• Producing directories (database of contact information and proﬁles)
• Distributing government statements and documents
• Distribution services
• Event management
• Information enquiries
• Marketing strategies
• Media monitoring
• Photographic services
• Radio production
• Training services
• Video production
• Editing and translation services
• Website support
• Support in implementing local communication campaigns through provincial and district ofﬁces of the GCIS including
advice on development communication.
• Local liaison service
Platforms:
The GCIS’s platforms include:
• Vuk’uzenzele
• Bua Magazine
• Bua News
• Izimbizo
• South Africa Yearbook, including an interactive CD-Rom
• Pocket Guide to South Africa.
• Thusong Service Centres
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2. Media Policy Guidelines
2.1 Terms of reference
This policy guidelines covers ALL communication to the news media, including news releases, media advisories, formal
statements, interviews, press conferences and brieﬁngs, letters to the editor, opinion pieces (“op eds”), technical
announcements and other information or material given to news media representatives.
News media representatives refer to a collective term that includes, but is not limited to, reporters, editors, writers and
researchers for newspapers, magazines, scientiﬁc journals and trade publications; radio or television stations or networks
and online news services; bloggers and any other electronic or print media related to news distribution that could serve
as an information outlet.
The communication policy guidelines apply to public-speaking engagements and written articles where it might be expected
that the publication or circulation of the comments will spread to the community at large. They apply equally to all
government employees, across all departments and geographic locations.
It is the responsibility of the heads of communication (HoCs) in each department/province to ensure that the communication
staff is informed and fully aware of these media policy guidelines.

2.2 Authorised media spokespeople
2.2.1 Only ofﬁcials authorised by the minister, the Director-General (DG) and the HoC for the department may represent
the department to the media and serve as an authorised point of contact with the media.
2.2.2 Any media communication representing an employee’s personal opinion as a private citizen, not associated with
the department/province, does not require any approval. These opinions must subscribe to the Public Service Act,
1994 and the Code of Conduct for Public Servants, and must not use information acquired while on duty to voice
personal opinions.
2.2.3 The HoC or his/her designate can in consultation with the minister, deputy minister or DG identify a spokesperson
for the department on a case-by-case basis. The HoC may at any time give or withdraw such authorisation for a
designated staff member to initiate or respond to media contact.
2.2.4 All designated departmental spokespersons must have attended an approved media training session presented
by the Ofﬁce of the HoC, or the GCIS, or their designated agents, before they are permitted to represent the
department/province as a media spokesperson. Exceptions to media training requirements must be approved by the
Ofﬁce of the HoC or the GCIS.
2.2.5 The Ofﬁce of the HoC must hold an up-to-date list of all departmental staff who have received appropriate media
training.
2.2.6 This policy does not restrict the right of elected staff-side representatives of recognised trade unions or staff
associations to express their views through or to the media directly. Elected staff-side representatives of recognised
trade unions or staff associates are fully entitled to make comments on behalf of their staff associations or trade
unions. They are not permitted to comment on behalf of, or represent, the department.

2.3 Spokesperson’s roles and responsibilities
2.3.1 The minister, deputy minister, the DG, the minister’s designated ofﬁcial spokesperson and the HoC (if not the ofﬁcial
ministerial spokesperson) are the delegated ofﬁcial spokespeople for the department on all matters that may have
an impact on the image of the department.
2.3.2 The minister and deputy minister and his/her ofﬁcial spokesperson speak on any issue within their department, with
a focus on departmental strategy, policy and performance.
2.3.3 Media enquiries relating to the department should ﬁrst be raised with the department’s HoC, before comment is
provided to the media.
2.3.4 On technical or complex matters, subject-matter experts may be authorised by the minister and the HoC to
provide clarity.
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2.4 The role of the Ofﬁce of the Head of Communication
2.4.1 The media interactions for which the Ofﬁce of the HoC are responsible include but are not limited to:
2.4.1.1 identifying authorised spokespeople within the department, and equipping them with the skills and information to
present the thinking, decisions and actions of the department to the media
2.4.1.2 coordinating, editing and distributing all ofﬁcial media releases and statements that reﬂect the standing of the
department to the media
2.4.1.3 responding to and coordinating the response to media enquiries
2.4.1.4 scheduling and managing all ofﬁcial departmental news conferences and media events
2.4.1.5 coordinating and implementing the communication response to a reputation crisis.

2.5 Response and liaison standards for media enquiries
2.5.1 The department should recognise the deadline constraints facing the media and must endeavour to provide open
and equal access to all news media.
2.5.2 All media queries should preferably be acknowledged within two hours and no later than 24 hours for daily and
weekly print and broadcast media. Submission times for the actual provision of content to address a media enquiry
should be mutually agreed on with the reporter concerned, but with due regard for the guiding principles of
transparency, accuracy and efﬁciency of the departmental response.
2.5.3 Designated departmental spokespeople should make their mobile phone numbers available to the media.They must
further ensure that their mailboxes have sufﬁcient memory for media messages on a day-to-day basis and that the
content and tone of their voicemail message serve to build and sustain the professional image of their department
and the Ofﬁce of the HoC.

2.6 Media approaches to departmental employees
2.6.1 All requests received by a department’s employee for a media interview must be referred to the Ofﬁce of the HoC
immediately.
2.6.2 Any media enquiry to a departmental employee who is not authorised to speak to the media or who is not
authorised to speak on the subject of the media enquiry, should immediately be redirected to the Ofﬁce of the
HoC.

2.7 Televised or in-person speaking engagements by departmental employees
2.7.1 Any departmental employee who accepts a public speaking engagement representing the department will notify
the ofﬁce of the HoC. The HoC will provide guidance on the approach and whether the platform will be beneﬁcial
to the department.

2.8 Inappropriate media engagement
2.8.1

2.8.2

No spokesperson or employee will divulge to the media any ﬁndings or determinations in relation to departmental
internal enquiries, reviews or investigations, irrespective as to whether such processes are ongoing or considered
concluded, unless there is speciﬁc approval by the minister or the HoC.
This policy explicitly regards it as irresponsible of staff members to engage with the media in any activity or
comment, which is designed to:
2.8.2.1 bring the department or its stakeholders into disrepute
2.8.2.2 undermine the integrity and reputation of the department, its leadership or its stakeholders
2.8.2.3 present a personal viewpoint as a position which is held by the department
2.8.2.4 disclose departmental information without proper authority
2.8.2.5 comment on pending or current legal issues relating to the department.
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2.9 Language requirements
2.9.1 All media releases and other written media interventions should be produced and distributed in English. If the media
requests a copy of the issued communication in any other of the 11 ofﬁcial languages, the Ofﬁce of the HoC will
take responsibility for the professional translation of the communication and negotiate a mutually agreed deadline
for this translation with the media house concerned.
2.9.2 All communication issued to the media should be presented in plain language, without detracting from the accuracy
of the message, and should be presented in a way that is understood by the target audience.

2.10 Complaints about media coverage or behaviour
2.10.1 Any complaints from within a department regarding the performance of the media, for example the content and/or
tone of media coverage, or the behaviour of a reporter in their dealings with the department, will be made to the
Ofﬁce of the HoC.
2.10.2 The Ofﬁce of the HoC will be responsible for deciding what, if any, action will be taken in response to such a
complaint.

2.11 Off-the-record comments
2.11.1 No employee of the department will speak to the media “off the record”. The only exception is the HoC or his/
her nominee who, in certain circumstances, may be required to do so.

2.12 Media monitoring
2.12.1 The Ofﬁce of the HoC may negotiate their own media monitoring contracts with external service-providers, from
an approved list of agencies maintained by the GCIS.
2.12.2 The procurement and appointment of external service-providers will be done in accordance with government
procurement processes.
2.12.3 The Ofﬁce of the HoC in each department must monitor and evaluate the quantitative and qualitative performance
of the earned media coverage achieved at least every six months, using the coverage and data received from the
media-monitoring supplier.
2.12.4 The GCIS can supply departments with a template for assessing media measurement and performance, if
required.

2.13 Appointment of external media relations support
2.13.1 Departments may – if required – negotiate with and appoint an external public relations/media relations company
or other specialist communication support from the GCIS database of qualiﬁed and approved suppliers to assist the
department with its reputation management functions.
2.13.2 The procurement and appointment of external service-providers will be in accordance with government procurement
processes.
2.13.3 It is recommended that a representative from the GCIS forms part of the ﬁnal selection panel for the appointment
of any such service-providers.
2.13.4 GCIS must be informed of the preferred bidder for such Public Relations (PR) and media relations services prior to
the appointment of such a service-provider.

2.14 Public disclosure and right to information
2.14.1 The Promotion of Access to Information Act, 2000 (Act 2 of 2000), provides for requests addressed to the
department by members of the media to be directed to the Ofﬁce of the HoC immediately for consideration.
2.14.2 If the department receives a Promotion of Access to Information Act, 2000 request from the media in writing, it
should be time-stamped to record the date of receipt. When a verbal request is presented to the department by
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the media, it should be documented in writing, and the requesting party will, whenever possible, be required by the
Ofﬁce of the HoC to sign the documentation, which will then be time-stamped.
2.14.3 If a representative of the media asks the department for information that is already a matter of public record, the
department should make such information available to the media representative within a mutually agreed time
frame. Withholding such information will only force the media representative to develop other sources.
2.14.4 Requests from non-media sources for information under the Access to Information Act, 2000 should be directed
to the department’s Chief Information Ofﬁcer.
2.14.5 The Ofﬁce of the HoC should be informed of all requests for information under the Access to Information Act
2000; as such information may ﬁnd itself in the public domain and have implications for future media coverage
relating to the department.

2.15 Electronic communication
2.15.1 All e-mail correspondence to the media, whether intended for publication or as a private note to the recipient,
should be written in such a way that the correspondence would not bring the department into disrepute if
published by the media.
2.15.2 The tone, content and standard of language (grammar, spelling, etc.) of electronic correspondence with members
of the media should thus always be constructed from a perspective that the correspondence may ﬁnd its way into
the public domain.
2.15.3 Any weblog (“blog”) or presence on a social media site (e.g. Facebook) that identiﬁes the author as an employee of
the department, and/or refers to activities and policies of the department, must be sent to the Ofﬁce of the HoC
for approval before it is published on the worldwide web.

2.16 Photographic and video coverage by media
2.16.1 Media photography or videography is expressly prohibited on departmental property without the prior approval
of the HoC or his/her nominee.
2.16.2 If authorised by the Ofﬁce of the HoC, media representatives may be allowed inside departmental facilities under
supervision by a representative of the Ofﬁce of the HoC for the purposes of photographic and/or video ﬁlming
required for recording interviews, documentaries, news releases or other departmental approved applications.

2.17 Mandatory referral to Government Communications
2.17.1 GCIS must be notiﬁed of all potentially sensitive, contentious or controversial media enquiries with respect to a
department’s activities.

2.18 General media advice and counsel
2.18.1 The GCIS can provide advice on all aspects of media relations and assist departments with the preparation of
strategic approaches to media relations.

2.19 Media engagement tools
2.19.1 Quarterly media schedules
2.19.1.1 Targeted media for a speciﬁc media intervention should be carefully selected based on the news value of the
release for their proﬁle of readers/viewers/listeners.
2.19.1.2 The Ofﬁce of the HoC accordingly designs and implements proactive media relation activities according to a
comprehensive media relations schedule.
2.19.1.3 The media schedule will, among other things, identify target media for the media engagement; the planned media
intervention to be used, e.g. a media release, event or interview; and the qualitative and quantitative outcome of
the media intervention.
2.19.1.4 A comprehensive database of media contacts is maintained by the GCIS, and any enquiries regarding prospective
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media targets or current media contact details should be directed to Media Liaison at the GCIS.
2.19.1.5 The Ofﬁce of the HoC should furnish the GCIS with a copy of the department’s quarterly media schedule four
times per year, at least 14 days ahead of the start of the implementation of the media engagement programme
for the quarter.
2.19.1.6 It is recognised that day-to-day reactive media enquiries cannot necessarily be planned and will fall outside the
scope of the planned quarterly media schedule. However, response to particular issues must also be shared with
the GCIS for information and advice where necessary.
2.19.2 Media releases
2.19.2.1 All media statements will be approved in writing by the HoC, his/her nominee or, if appropriate, the DG or
minister prior to the statement being issued to the media.
2.19.2.2 A signed copy of the approved media release/statement should be kept on ﬁle by the Ofﬁce of the HoC.
2.19.2.3 A copy of all approved media releases issued by departments must be forwarded to newsﬁles@gcis.gov.za at the
GCIS when they are released, together with the media distribution list of the media release.
2.19.2.4 A copy of the media release will be posted on the department’s website immediately after its release to targeted
media.
2.19.2.5 All media releases issued by the department must be on department-branded stationery and conform to the
approved government Corporate Identity standards and format for media releases. The GCIS is the authorised
custodian of such Corporate Identity standards and format.
2.19.2.6 All media releases should include the name and contact details of an authorised departmental spokesperson, or
a department communication specialist who can direct media enquiries to the authorised spokesperson.
2.19.2.7 The contact person identiﬁed on the media release must make himself/herself available to receive media enquiries
following the distribution of the media release.
2.19.2.8 All requests to have a media release written and distributed to the media about a departmental event, programme
or achievement, should be directed to the Ofﬁce of the HoC.
2.19.2.9 The HoC or his/her nominee is empowered to make the ﬁnal decision regarding the newsworthiness of a
potential media release and whether it should be distributed to the media or not.
2.19.2.10 All media releases that refer to a campaign partner organisation will not be issued by the department until the
approval of the content has been conﬁrmed with the communication department or nominated approval party
of the campaign partner.
2.19.2.11The department issues joint press releases with non-commercial organisations only.
2.19.2.12 The Ofﬁce of the HoC monitors media coverage of the media release.
2.19.3 Media conferences
2.19.3.1 All requests to arrange a media conference under the auspices of the department should be submitted to the
Ofﬁce of the HoC within a reasonable period and at least ﬁve working days in advance of the planned media
conference – unless the media conference is in response to an unplanned and rapidly emerging issue or reputation
crisis.
2.19.3.2 There are different kinds of media conferences ranging from (1) background, (2) off the record, (3) non attributable
and (4) open press conferences. The ofﬁce of the HoC will upon receiving a request for a media conference,
decide and advice on an approach to be taken.
2.19.3.3 Media conferences should be authorised by the Minister, Deputy Minister or Director General and should be
arranged through the ofﬁce of the HoC.
2.19.3.4 Media conferences are only warranted in highly newsworthy circumstances and the HoC is empowered to
determine whether the circumstances warrant a media conference or whether other media engagement channels
will be more effective in communicating with the media.
2.19.3.5 Guidelines for the organisation and delivery of media conferences are presented under the Resource Section of
these policy guidelines as Appendix 1.
2.19.3.6 The HoC or a designated ofﬁcial from the Ofﬁce of the HoC should chair any press conference or brieﬁng.
The HoC should advice the department and journalists about the nature of the conference or brieﬁng including
advantages and disadvantages.
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2.19.4 Letters to the editor
2.19.4.1 Any letter to the editor of a print or online publication, identifying the writer as an employee of the department,
must be sent to the Ofﬁce of the HoC for approval before it is submitted to the intended media outlet. Only
approved letters to the editor may be sent to the media by departmental employees.
2.19.5 Opinion pieces
2.19.5.1 Any opinion piece identifying the writer as an employee of the department must be sent to the Ofﬁce of the HoC
for approval before it is submitted to the intended media outlet. Only approved opinion pieces may be sent to
the media.
2.19.5.2 These communication pieces may require further approval at departmental level, and sufﬁcient advance planning
and coordination time is required.
2.19.6 Paid media coverage
2.19.6.1 Government departments should not pay the media for any form of editorial coverage. Our policy is to achieve
reputation-enhancing, earned media coverage through the newsworthiness of our activities and announcements.
2.19.6.2 The Ofﬁce of the HoC should apply its professional discretion to leverage editorial opportunities, where possible,
in media that features on the department’s advertising schedule.
2.19.7 Positioning papers
2.19.7.1 The Ofﬁce of the HoC may, with the assistance of appointed and recognised specialists, prepare positioning
papers on topical issues relating to the department. Such positioning papers serve as reference documents for
media and other enquiries, and ensure consistent, integrated messaging to the media.
2.19.7.2 The Ofﬁce of the HoC will circulate approved positioning papers to authorised spokespeople within the
department within 24 hours of ﬁnal approval processes.
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3. Marketing Policy Guidelines
3.1 Government communicators’ toolkit
These policy guidelines do not address the entire menu of promotional tools in a marketer’s toolkit, such as sales and sales
promotion, packaging, merchandising and word-of-mouth marketing.
The focus of these policy guidelines is on marketing tools that constitute the bulk of the government communicators’
toolkit, namely:
a) content, language, tone and images
b) advertising and media bulk-buying
c) public relations (including events, exhibitions and promotional items)
d) distribution and direct marketing
e) digital marketing
f) Corporate Identity
g) sponsorship.

3.2 Content, language, tone and image of marketing campaigns
3.2.1 Content
3.2.1.1 Departments must ensure that the content of marketing campaigns is consistent with government policy, and the
design and presentation reﬂect positively and professionally on the department and government as a whole.
3.2.1.2 Information should be based on accurate and veriﬁable facts. No claim or statement should be made which cannot
be substantiated.
3.2.2 Guidelines for visual and audio content
3.2.2.1 Images used in campaign advertising should serve to articulate the vision of a people-centred government, working
towards the upliftment of all.
3.2.2.2 Images that reﬂect service in action, with a strong focus on people, should be used to articulate government’s vision
of both people-centredness and progress.
3.2.2.3 Departments should avoid the use of images of political and other principals in campaign advertising as such images
are not consistent with the “people-centred” proposition that government wishes to convey in its marketing and
communication.
3.2.3 Core message development
3.2.3.1 The focus of government’s marketing campaigns should be on messages that enable the public to participate in
democracy and improve their lives.
3.2.3.2 Every department will have some department-speciﬁc core messaging that will depend on the particular campaign
objectives and audiences. This should address one or more of the following objectives to warrant the marketing
campaign:
a) promote behaviour or attitudes that are generally regarded as being in the public interest, i.e. that will lead to
improved public health and safety or quality of life
b) promote public awareness and compliance with legislation
c) raise awareness of government services available to the public or target audience
d) encourage public use of government products and services
e) promote public awareness of rights, responsibilities, duties or entitlements
f) encourage public involvement in government decision-making
g) inform the public of new, existing or revised government policies, programmes, initiatives or events
h) promote public well-being, safety and order in the event of a crisis or emergency
i) report on government performance in service delivery to facilitate accountability to the public
j) encourage community pride, spirit, tolerance or assist in the achievement of a widely supported public policy
outcome
k) recruit staff, publish important statutory information and promote business opportunities with the department
concerned.
3.2.4 Language requirements
3.2.4.1 The Languages Bill is aimed at promoting the equitable use of the 11 ofﬁcial languages to facilitate equitable access
to government services, knowledge and information, as well as respect for language rights.
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3.2.4.2 Communicators across government should become familiar with the provisions of the Languages Bill and ensure
that there is a gradual progression towards implementation in their department.
3.2.4.3 All marketing communication should consider the preferred ofﬁcial language of the target audience.
3.2.4.4 Presentation in the 11 ofﬁcial languages as well as in Braille and audio formats should be considered where applicable
so as to facilitate accessibility for all language groups and people with disabilities.
3.2.4.5 As a general rule, all media-based advertising campaigns should be presented in the language used by the speciﬁc
media vehicle, e.g. the TV or radio station, magazine or newspaper.
3.2.5 Plain language1
3.2.5.1 All marketing communication must be presented in plain, clear language to facilitate understanding and improve
communication. This implies that communication documents should be presented in a manner that reﬂects the
following:
a) economic use of words at a level that the audience can understand
b) tight sentence structure
c) a welcoming and direct tone
d) visually appealing design
e) an easy-to-read document.
3.2.6 Corporate Identity and branding
3.2.6.1 All spheres of government should note that the Coat of Arms National Corporate Identity Guidelines regulate the
use of the Coat of Arms as branding for government. The guidelines limit the use of the Coat of Arms, to further
protect it from commercial exploitation and abuse.
3.2.6.2 The GCIS is the authorised custodian of government’s Corporate Identity and has delegated this authority to the
ofﬁce of the departmental HoC for departmental marketing activities.
3.2.6.3 The application of the government brand should be in line with the Corporate Identity Manual for Government,
which was developed by the GCIS and is accessible online at the http://www.gcis.gov.za (included as Appendix 2 of
the policy guidelines).
3.2.6.4 All departments should comply with the instructions in the manual to ensure standardisation of communication to
departmental stakeholders.
3.2.6.5 The inappropriate or unauthorised use of the department’s corporate visual identity will be regarded as a breach
of this policy.
3.2.6.6 Any piece of print or digital communication that is produced for the ﬁrst time as a new design and that carries the
department’s logo and/or word mark must receive written approval from the Ofﬁce of the HoC before it may be
published or distributed in any format.
3.2.7 Non-permissible use of departmental logo and word mark
3.2.7.1 The use of department stationery or business cards other than for bona ﬁde department business is prohibited.
3.2.7.2 The use of departmental stationery or business cards or other ofﬁcial department trademarks or documents
to further an individual’s private business interests or to express political or personal viewpoints is expressly
forbidden.

3.3 Advertising and media bulk-buying
These advertising policy guidelines apply speciﬁcally to campaign advertising.
3.3.1 Campaign advertising
3.3.1.1 Campaign advertising by a government department should be aimed at educating or informing the public regarding
the department’s services, products, programmes or policies.
3.3.1.2 Departments should only undertake campaign advertising if there is a legitimate public beneﬁt in doing so, or if
speciﬁc information is required by the public, which is best communicated through advertising.
3.3.1.3 Departments must plan advertising campaigns proactively at the beginning of the annual government communication
cycle when departmental communication strategies are due. Funding must then be allocated to advertising and
conﬁrmed with the GCIS. It is important to ensure that before considering advertising a campaign, it is warranted
according to the checklist outlined in Section 3.2.3.2 of these policy guidelines.

1

A guide to plain language writing - Appendix 2
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3.3.2 Non-campaign advertising
3.3.2.1 The design and layout of non-campaign advertising must adhere to the department’s guidelines for layout style, size
limits, type faces, type size, use of departmental branding, etc.
3.3.2.2 Non-campaign advertising should be short-term advertising that usually appears only once or twice in the media
and is not tied to an ongoing or substantial budget or marketing campaign.
3.3.2.3 Non-campaign advertising is generally limited to tenders, statutory public notices, auction notices, recruitment
advertising, invitations to make submissions and similar print advertising.
3.3.3 Advertising in emergency or crisis situations
3.3.3.1 Departments may decide that advertising is required to communicate information to the general public or speciﬁc
target audiences in an emergency or crisis situation.
3.3.3.2 Proposals to advertise during a crisis or emergency should be directed to the Chief Director: Communication
Service Agency (CSA) at GCIS any time such a contingency may arise.
3.3.4 Non-permissible advertising
3.3.4.1 Departments should avoid misuse of public funds for advertising campaigns. Public funds should not be used for
departmental advertising where:
a) the method or medium of advertising is excessive or extravagant in relation to the objective being pursued
b) a reasonable person could interpret the message as promoting a political party, or communicating on behalf of
a political party
c) the party in government is mentioned by name in the advertising campaign
d) party-political slogans or images are used in the advertising
e) references are made to political party websites, publications or other material
f) a political party or other grouping is being disparaged or held up to ridicule
g) members of the department are depicted in a manner that a reasonable person would regard as excessive or
gratuitous
h) the advertising creates a perception that a campaign promotes an individual, like a minister
i) there is no clear line of accountability, appropriate audit procedures or GCIS-approved procurement process for
the communication process.
3.3.4.2 Departments may not place advertising in a publication, or on a channel or station that does not have an industry
recognised independently audited circulation or audience ﬁgure, without written approval from the GCIS.
3.3.5 Authority for marketing campaigns
3.3.5.1 The HoC or his/her designated nominee is responsible for the implementation of marketing and advertising
strategies at departmental level.
3.3.5.2 All departmental marketing campaigns must be based on an approved marketing strategy. Ofﬁcials on the level of
at least HoC will be responsible for approving all marketing strategies for departmental campaigns.
3.3.5.3 For the commissioning of advertising and public relations services, the GCIS, as custodian of media bulk-buying, will
use its delegation for the procurement of media space and time, and advise departments on the appointment of
suitable agencies from the GCIS database.
3.3.5.4 A copy of the approved campaign marketing strategy must be submitted to the GCIS at least 10 working days prior
to the planned implementation for multimedia advertising campaigns exceeding R1 million, and at least two working
days for standard advertising campaigns.
3.3.5.5 A department must not commit itself to any costs or obligations in terms of the proposed campaign until it has
received written approval of the marketing strategy from the GCIS.
3.3.5.6 The GCIS does not prescribe a format for a marketing strategy, but the minimum requirements are that it should
cover the content areas outlined in Appendix 3 of these policy guidelines.
3.3.5.7 The right of ﬁnal approval for media placement and campaign content rests with the GCIS, which will take all
aspects addressed in these policy guidelines into careful consideration when assessing the suitability of departmental
marketing campaigns for implementation.
3.3.5.8 It is an unacceptable practice to split or vary a particular procurement need into smaller procurement bundles as
part of the same advertising campaign in order to circumvent the monetary threshold requirements of this policy.
3.3.6 Limited bidding procedure: Panel of Advertising/PR Agencies
3.3.6.1 In instances where the value of the campaign exceeds R500 000, departments are required to consider making use
of the GCIS Panel of Advertising/PR Agencies. The panel was established in 1998 after being endorsed by Cabinet,
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and is ideally updated quarterly and reviewed annually, to fast-track procurement for campaigns that exceed a
certain budget. The panel consists of a list of agencies, appointed after a pre-screening process.
a) After approval of the task directive, a shortened bid period (14 days) is linked to the panel for campaigns that
require a faster turnaround time. The evaluation process takes three to four weeks to ﬁnalise. The process to
be followed in the selection and procurement of marketing service-providers is presented in more detail in
Appendix 4.
3.3.6.2 However, if it is a multimedia campaign, a full media strategy, plan and schedule is required (including projected reach
and frequency) to provide the rationale for the media selections proposed.
3.3.7 Media bulk-buying
3.3.7.1 With the wealth of communication choices available to reach any given target market, it is essential that the media
planner is involved in the campaign development process from the start. The overall team will consist of four
principals, namely: departmental HoCs, GCIS, creative agency/creative source and the media planning and buying
agency. Interaction between these four principals is critical to ensure that there are no scope creeps.
3.3.7.2 When buying space in the media for promoting departmental activities and programmes, it should be remembered
that public funds are being dealt with and it should therefore be ensured that the money spent is justiﬁed by
predetermined outcomes. Process steps to be followed when buying media space are described in Appendix 5.
3.3.8 Government advertising during an election period
3.3.8.1 According to the Independent Electoral Commission (IEC), an election period is the period during which the IEC’s
Code of Conduct and the Independent Communications Authority of South Africa’s regulations apply.
3.3.8.2 This period is determined once the date for the election has been announced, party lists are submitted and participating
parties and candidates conﬁrmed. The period ends when election results are certiﬁed and announced.
3.3.8.3 According to the regulations, state-ﬁnanced media will not be used during an election period for the purpose of
promoting or prejudicing the interests of any political party.
a) State-ﬁnanced media means any newspaper, book, periodical, pamphlet, poster, media release or other printed
matter, statement, or any audio and video material, or any information in electronic format such as CD-Roms,
Internet or e-mail, which is produced and disseminated to the public, and which is ﬁnanced by, and directly
under the control of government. Examples of state-ﬁnanced media include internal and external government
newsletters and magazines.
3.3.8.4 These regulations apply only to communicators and other relevant public servants. Ministers, deputy ministers,
premiers, MECs and all political representatives, contractual workers and employees in role-playing posts in
government are regulated by the Ministerial Handbook.
3.3.9 Permissible marketing activities during a closed or “quarantine” period
3.3.9.1 Publicity and advertising are legitimate forms of government and parliamentary spending: communication campaigns
that inform people of their rights and obligations do not need to stop.
3.3.9.2 Departments may legitimately use public funds for information programmes or education campaigns to explain
government policies, programmes or services and to inform members of the public of their obligations, rights and
entitlements.
3.3.9.3 Marketing material produced and issued by a department during the election period must be drafted with a critical
appreciation of the scrutiny given at such time to the activities of government, its departments and its employees.
3.3.9.4 In the run-up to an election, departments should particularly consider whether any of their communication campaigns
or advertising could be perceived as promoting a speciﬁc political party, policy or candidate.
3.3.9.5 The GCIS can provide advice and counsel to departments on pre-election marketing activities.
a) Such advice and counsel will not constitute approval or clearance of material for compliance with legislation or
guidelines: in all cases the obligation to comply with legislation will belong to the department and its HoC.
3.3.10 Third-party marketing endorsements
3.3.10.1 In conducting campaign advertising, departments must avoid the appearance or public perception of endorsing or
providing an unfair marketing advantage to any person, organisation or entity outside of government.
3.3.10.2 Departments must not advertise or publicly endorse the products or services they purchase or obtain from the
private sector under contract.
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3.4 Public relations2
It is important to succinctly raise awareness of PR tools that extend beyond the traditional media relations interventions
(which are comprehensively covered in this document in the Media Policy Guidelines section). Actual implementation of a
particular tactic depends on campaign objectives, the characteristics of the target audience and the budget.
3.4.1 Events
3.4.1.1 The organiser of a newsworthy departmental event or function is encouraged to submit notice of such events to
the GCIS’s Diary of Government Activity, which is managed by the GCIS Communication Centre (shadib@gcis.gov.za).
3.4.1.2 Inclusion in the Diary of Government Activity helps promote and publicise the event and ensures that major events
do not clash with other major events on the Government Calendar.
3.4.1.3 If an event is postponed or cancelled, it is the responsibility of the organising authority of the event to timeously
remove it from the calendar.
3.4.1.4 The procurement of all suppliers for an event (e.g. catering, sound systems, décor, entertainment, etc.) should be in
accordance with government procurement policies.
3.4.2 Exhibitions and trade shows
3.4.2.1 At the beginning of the annual communication cycle, departments must provide the GCIS with an indication of
which trade shows and expos they intend to participate in during the 12 months ahead.
3.4.2.2 Where a number of departments are represented at the same show or exhibition, there must be a uniﬁed presence
that promotes common themes and messages of the South African Government. Participating departments should
identify a lead department as co-coordinator.
3.4.2.3 Exhibits and display material must comply with the department’s corporate identity standards, and be of the highest
possible standard in terms of format and presentation.
3.4.2.4. Agencies must ensure that any external service-providers used in the development or execution of shows and
exhibitions are procured in accordance with government procurement policy, and from the GCIS’ list of approved
marketing-services suppliers.
3.4.3 South African-based exhibitions and trade shows
3.4.3.1 Departmental participation in a South African-based exhibition or trade show is at the discretion of the HoC.
3.4.3.2 Any department ofﬁcial wanting to ofﬁcially participate in a South African-based industrial trade show or exhibition
must direct such a request in writing to the Ofﬁce of the HoC.
3.4.3.3 If the request is approved, the Ofﬁce of the HoC is responsible for ensuring that the stand design and execution
conform to departmental corporate identity and quality standards.
3.4.3.4 Budgeting for all exhibition elements at South African-based trade shows and exhibitions is the responsibility of the
line component (applicant), and not the Ofﬁce of the HoC.
3.4.4 International exhibitions and trade shows
3.4.4.1 The GCIS is responsible for evaluating and approving departmental participation in all international trade shows
and exhibitions.
3.4.4.2 Departments wanting to ofﬁcially participate in international trade shows or exhibitions must direct requests in
writing to the Directorate: Marketing of the GCIS at least six months before the opening date of the trade show
or exhibition.
3.4.4.3 If the request is approved, the Ofﬁce of the HoC is responsible for ensuring that the stand design and execution
conform to departmental Corporate Identity and quality standards.
3.4.4.4 Budgeting for all exhibition elements is the responsibility of the department (applicant), and not GCIS.

3.5

Sponsorship guidelines3

All sponsorship arrangements must:
a) directly relate to the department’s outcomes
b) provide value for money
c) enhance the department’s credibility and image
d) delivere clear and measurable beneﬁts to the marketing communication campaign.

2
3

Detailed description of PR - Appendix 7
Deﬁnition and key features on sponsorship guideline - Appendix 8

16

3.5.1 Government as a sponsor
3.5.1.1 If the department has no central sponsorship programme, nor funding set aside speciﬁcally for sponsorship, requests
for sponsorship related to marketing communication projects should be forwarded to the business unit that most
closely links with the event or project in question.
3.5.1.2 It is up to the business unit to develop a sponsorship proposal that funds any arrangements. Sponsorships can be
in kind or in cash and should always be recorded in the Donations Register of the department.
3.5.1.3 Please note that sponsorships amounting to R100 000 or less should be approved by the Accounting Ofﬁcer of
the department, and any sponsorship above the amount of R100 000 should be approved by National Treasury.
Sign-off procedures for any sponsorship arrangements can be endorsed by business unit managers in line with the
applicable ﬁnancial delegation accorded to them.
3.5.2 Private sector and international donor-sponsored projects
3.5.2.1 Government will not enter into marketing communication sponsorship arrangements with organisations
or institutions whose projects are likely to adversely affect the content or interpretation of the department’s
programmes or services or raise conﬂict of interest.
3.5.2.2 Government will not enter into marketing communication sponsorship arrangements with political parties and
with service organisations that may use the funds to sponsor or make a grant to a third party.
3.5.2.3 For the purposes of these guidelines, the following are not considered to be sponsorship activities, unless included
as part of an overall sponsorship package, in which other direct sponsorship beneﬁts are provided:
a) grants made as part of a funding programme
b) stand-alone advertising contracts
c) projects such as displays and exhibitions in which the department does not receive genuine and measurable
value for money
d) scholarships
e) communication-related research projects.
3.5.2.4 Sponsorship for communication-related research projects could be considered in liaison with the GCIS Research Unit.
3.5.3 Sponsorship guiding principles
3.5.3.1 Communication units of the applicable departments are required to process applications that relate speciﬁcally to
their core business. If it is determined that another business unit would be more appropriate to deal with a speciﬁc
sponsorship proposal, the proposal should be forwarded to that unit for processing.
3.5.3.2 All sponsorship agreements (even those that involve a small amount of money or non-monetary items) are
required to be in writing, either as a letter or a formal contract.
3.5.3.3 The ofﬁcial developing a sponsorship agreement should check the context of the agreement to ensure that it does
not conﬂict with the core business of the department or with any existing agreements, and that it does not expose
government to any type of liability.
3.5.3.4 The signatories for both parties must have the authority to sign such an agreement. It is advisable in the case of a
government department/institute, that the head of such an organisation be the signatory of sponsorship agreements.
3.5.3.5 All sponsorship agreements must clarify the roles, rights and responsibilities of both parties and protect the
department and government from unwanted liabilities.
3.5.3.6 All agreements must include a clause that affords departments the right to terminate the arrangement when it is
felt that the sponsors’ activities are incompatible with that of the department.
3.5.3.7 Any marketing communication sponsorship deal undertaken by a department must not compromise the
department’s reputation, public image, integrity or its ability to fulﬁl its functions.
3.5.3.8 While departments do not provide sponsors with commercial endorsements, sponsors may gain credibility from
association with the department. Departments have to be extremely careful in such circumstances as they may
lose credibility by associating with businesses that have a poor reputation or are in conﬂict with government’s vision,
programmes and commitments.
3.5.3.9 Protecting government’s and the department’s reputation must be expressed as a term or terms in the sponsorship
agreement. All departmental sponsorship agreements should have certain standard criteria, which are outlined later
in the policy.
3.5.3.10 Terms and conditions for sponsorship should be precise and should address the following:
a) identify all parties to the sponsorship (including any third parties)
b) specify the exact nature and value of the sponsorship
c) specify the payment terms, including how and when the payment will be made and to whom
d) specify the length of the sponsorship agreement, options or conditions for renewal, the period of time for any
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option and the formula to be used to calculate any increase in price
describe what the money is to be used for as set out in the budget
specify in detail both parties’ rights and beneﬁts
set out any special conditions that apply
set out ﬁnancial accountability requirements, including the terms of payment; an appropriate, fair and equitable
valuation of all contra items; and conditions on the use of funds received or provided
i) specify what should happen to any surplus funds
j) specify warranties and details concerning liability, including limits to liability and who is responsible for public
liability and insurance
k) stipulate that the department is under no obligation to continue the relationship beyond the contract period
l) set out procedures for communicating with and reporting on suppliers
m) specify who owns any intellectual property which might arise
n) specify relations with any employees of the organisation seeking sponsorship opportunities
o) consider methods to secure payment against the other party’s failure to deliver
p) indemnify the department and government to risk.
When co-branding activities, government’s Corporate Identity must be adhered to with respect to all creative
material developed in the promotion of the sponsored activity.
The sponsorship agreement should indicate where and how the sponsor’s Corporate Identity will be used in
relation to the department’s Corporate Identity. It is important to note that any co-branding activities must be
approved by GCIS’s CSA.
Ofﬁcials responsible for developing sponsorship agreements are responsible for ensuring that the guidelines for the
use of the Coat of Arms are met (these are also available on http://www.gcis.gov.za).
Sponsorship agreements must include the department’s right to review all promotional material and activities,
including speciﬁc uses prior to release.
e)
f)
g)
h)

3.5.3.11
3.5.3.12

3.5.3.13
3.5.3.14

3.6 Direct marketing and distribution
3.6.1 Bulk distribution
3.6.1.1 Departments should seek to leverage the GCIS’s distribution network as the ﬁrst choice for bulk distribution and
must not enter into publication distribution agreements with external service-providers without written approval
from the GCIS.
3.6.1.2 If your marketing strategy includes the distribution of material to your target audiences, consider the following:
a) ensure that the material is tailored to the needs of your target audience
b) your method of distribution must take into account the location of your audiences (urban-rural divide), language,
gender and cultural issues
c) where appropriate, the material must be distributed electronically
d) since distribution can be a time-consuming, costly and labour-intensive activity, you may want to use the services
of the GCIS distribution agency.

3.7 Publications
3.7.1

Responsibility of heads of communication
HoCs are responsible for ensuring that ofﬁcial departmental publications comply with the requirements of the
Ofﬁcial Publications Deposit, and that the appropriate identiﬁcation numbers such as International Standard Book
Number (ISBN), national departments’ Annual Reports Number (RP) or provincial departments’ Annual Report
Number (PR) are allocated to all ofﬁcial publications.

3.7.2 Publication strategy
3.7.2.1 All departmental marketing publications – brochures, newsletters, reports, magazines, newspapers and the like –
must be based on the marketing strategy approved by the HoC.
3.7.2.2 Departments should only produce publications if there is a legitimate public beneﬁt in doing so, or if the public
requires speciﬁc information which is best communicated through a publication.
3.7.2.3 The procurement and appointment of external service-providers used in the production of such publications will
be in accordance with government procurement processes, and will be made from the database of GCIS-approved
service-providers.
3.7.2.4 All publications must conform to departmental Corporate Identity standards.
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3.7.2.5 All publications must be printed with due regard for the language preferences of the intended audience, and
according to plain language requirements as reﬂected in Appendix 2.
3.7.2.6 The content of publications must conform to the content requirements outlined in Section 3.3.6 of these policy
guidelines.
3.7.2.7 The size and style of typefaces and other design elements used in the publications must serve to promote effective
readability – refer to Appendix 8 for design cues to aid readability of publications.
3.7.2.8 It is the responsibility of the Ofﬁce of the HoC to ensure that publications produced by the department do not
bring the department into disrepute by virtue of their content, whether it is the quality of the written content or
the quality of any photographic images or other graphic material.
3.7.2.9 It is the responsibility of the Ofﬁce of the HoC to ensure that publications produced by the department respect
the relevant copyright and privacy requirements.
3.7.3 Publication on the Internet
3.7.3.1 Publications issued by the department should be made available on the department’s Internet site in PDF format
unless the HoC determines not to publish on the website because of the:
a) high publication costs relative to the beneﬁt of electronic accessibility
b) high publication complexity
c) low suitability for web delivery.

3.8 Digital marketing4
3.8.1 The introduction or increased use of digital media does not constitute a complete departure from the traditional
communication objectives of government communication campaigns, nor does it indicate a shift in government
communication target markets. Instead, the use of digital media should be seen as contributing to government’s ability
to achieve its traditional objectives more effectively, while adapting to a rapidly changing communication environment.

3.9 Departmental websites
3.9.1 Departmental websites should:
a) establish a Corporate Identity and create visibility for the department
b) provide an efﬁcient method of delivering current, factual and ofﬁcial information to the public
c) market the department to external and internal stakeholders
d) publish information about the department to support strategic goals and meet legislative requirements.
3.9.2 Public information is to be published on the departmental website except where the HoC determines not to publish
on the website because of the:
a) high publication costs relative to the beneﬁt of electronic accessibility
b) high publication complexity
c) low suitability for web delivery.
3.9.3 The departmental HoC is responsible for website content and must ensure that:
a) information on the department’s policies, programmes, services and initiatives is regularly updated, accurate and
easy to understand
b) there is a mechanism on the department’s website for receiving and acknowledging public feedback
c) the services and information resources provided through the website are comparable in quality and functionality
to those delivered by other communication channels
d) people appearing in photographs published on the website have given permission for the use of their images
e) privacy rights and copyright ownership are respected.
3.9.4 All PDF documents must show the size of the pdf e.g. 700kb, and must open in a new window to ensure the site
remains open when the PDF is closed.

4

Detailed information on digital marketing – Appendix 9
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3.10 Third-party advertising and references on websites
3.10.1 Paid advertising is not allowed on any department’s website.
3.10.2 Organisations sponsoring departmental activities may only be acknowledged in text on relevant pages.
3.10.3 Organisations sponsoring departmental activities may have their logos added to the department website if approved
by the HoC, or designate. Only in exceptional circumstances will approval be granted.

3.11 Social media protocols
3.11.1 Any weblog (“blog”) or presence on a social media site e.g. Facebook that identiﬁes the author as an employee of
the department, and/or refers to activities and policies of the department, must be sent to the ofﬁce of the HoC for
approval before it is published on the Internet.
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4. Crisis Policy Guidelines
4.1 Background
4.1.1 For the purposes of these policy guidelines, a crisis is deﬁned as any emergency or controversy in the department
that results or could result in extensive media coverage and public scrutiny, and that could negatively affect the public
perception or reputation of the department or the country in general.
4.1.2 The way that the Government communicates in a crisis has a lasting impact on its reputation. How well a particular
department gets its message across to the public depends to a great extent on what is reported in the news. This is
especially true in crises, when people rely primarily on the information they receive from newspapers, television and
radio to form their opinions.
4.1.3 These crisis communication policy guidelines seek to provide:
a) a succinct overview of the key actions and processes to follow in the event of a crisis
b) the criteria for when an incident should be referred to GCIS for crisis management leadership and guidance
c) crisis communication policy guidelines that should be implemented by departments
d) a comprehensive set of crisis communication resources that can be used at the discretion of department
communicators to build, manage and maintain an effective issue and crisis management capability.
4.1.4 These policy guidelines are focused on crisis communication, and complement, rather than compete with or replace,
other disaster and crisis management protocols within government.

4.2 Crisis communication policy guidelines on potential tier one issues
4.2.1 Crises relating to the following transversal issues are classiﬁed as potential tier one issues and should be
immediately referred to the Chief Director: Government and Media Liaison at the GCIS for leadership of the
issue’s response. These are:
a) 2010 controversies
b) acts of terror committed in South Africa
c) international acts of terror impacting on South Africa and/or its citizens
d) major natural disasters
e) controversies relating to the decisions and actions of Cabinet or Cabinet ministers
f) issues affecting national security
g) incidents impacting on the safety and well-being of communities in South Africa e.g. xenophobia
h) crises related to the communication of controversial issues or the unintended consequence of government
communication or actions.
4.2.2 For tier one issues, the GCIS will either:
a) take the lead in managing the communication aspects of the issue
b) establish a command centre led by the GCIS and the lead department, which will manage communication
collectively
c) assign communication leadership to a speciﬁc department in the case of a cluster response, with the GCIS
participating in a support role
d) delegate the issue back to the referring department for communication management, and provide advice and counsel.

4.3 Crisis prevention
4.3.1 The Ofﬁce of the HoC will monitor international, national and regional print media on a daily basis and maintain
regular contact with the DG and minister, advising the department’s leadership on emerging issues that may lead to
reputation crises.
4.3.2 The department’s designated media monitoring agency will monitor local, regional and national news coverage of the
department, advising the Ofﬁce of the HoC on issues and/or trends that might lead to reputation crises.

4.4 Crisis reaction
4.4.1 The Ofﬁce of the HoC should be notiﬁed immediately of an emerging or breaking crisis within or affecting the
department.
4.4.2 The HoC should inform the authority and line functionaries about the crises immediately after the information has
been veriﬁed.
4.4.3 If a crisis should break into the public domain, the Ofﬁce of the HoC must gather and verify information about the
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crisis, assess the severity of the crisis, and whether it should be escalated to the GCIS for leadership (tier one issues)
or managed at departmental level.
4.4.4 If managed at departmental level, the Ofﬁce of the HoC should assess whether it is able to implement a simple strategy
to address and manage the issue departmentally, or whether the issue should be escalated to the departmental
Crisis Management Team (CMT).
4.4.5 Given the urgency of rapid communication, the HoC or his/her designee has the authority to begin taking action
immediately with departmental guidance, until a broader decision can be made about how the department should
proceed.
4.4.6 The DG or his/her designee must assemble at the designated Command Centre as per the Crisis Management Plan
and chair a CMT and – if required – include other specialist internal and external resources e.g. legal, PR, emergency
services, technical experts, etc.
4.4.7 Following input from the CMT, the Ofﬁce of the HoC is responsible for developing the strategy and tactics on how
information is to be released, who should speak for the department on the issue, and which audiences are to be
communicated with.
4.4.8 The Ofﬁce of the HoC should establish the logistical details of releasing information, and distribute veriﬁed
information as quickly as possible to an agreed list of internal and external audiences.
4.4.9 The Ofﬁce of the HoC must use multiple mediums to reach as many people as possible with accurate and timely
information. This is especially important in the ﬁrst hours and days of an emergency or a crisis.
4.4.10 The communication goal of the Ofﬁce of the HoC is to be open, accountable and accessible to all audiences,
although mindful of conﬁdentiality and legal and privacy considerations.
4.4.11 The guiding principle of the Ofﬁce of the HoC is to communicate facts as quickly as possible, updating information
regularly as circumstances change.
4.4.12 Final approval of the communication recommendations by the Ofﬁce of the HoC rests with the DG/minister or his/
her designated nominee.
4.4.13 The Ofﬁce of the HoC must implement the communication strategy immediately upon approval by the DG/
minister or his/her designated nominee.

4.5 Crisis spokespeople
4.5.1 No one is authorised to speak to the news media in a crisis without clearance from the minister, the DG or the HoC
or their designated nominees.
4.5.2 The HoC or his/her nominee is responsible for identifying departmental managers or staff with the knowledge and/
or technical expertise to provide specialist input to media responses or to speak as ofﬁcial representatives of the
department.
4.5.3 Designated spokespeople should make themselves available to respond to media enquiries in a prompt and
professional manner, using all possible communication tools, including the crisis command centre.

4.6 Working with the media
4.6.1 All media enquiries to the department relating to the issue should be directed to the Ofﬁce of the HoC.
4.6.2 The Ofﬁce of the HoC should work to supply veriﬁable details to the news media as rapidly as possible, using
appropriate media communication channels.
4.6.3 All media enquiries should ideally receive an initial response from the department within 30 minutes after all facts
have been established.
4.6.4 In the event of a breaking crisis, a media holding statement should be released no later than six hours after the ﬁrst
media enquiry.
4.6.5 After releasing information, the Ofﬁce of the HoC and its external media monitoring agency should monitor the
news coverage and respond appropriately where necessary.

4.7 Recording media enquiries
4.7.1 A dedicated media response set-up should be available to take all media enquiries and ensure that they are properly
responded to.
4.7.2 To ensure that the department responds to all media enquiries professionally and promptly, the ofﬁce of the HoC
should maintain a log to record all calls and interview requests from members of the media during a crisis situation.
4.7.3 A sample of a media log is included in Appendix 10.
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4.8 Communication approval processes
4.8.1 Crisp decision-making is required during a crisis to enable rapid and accurate communication to various internal and
external stakeholders.
4.8.2 To expedite the communication process in a crisis situation, ﬁnal approval for all crisis communication at departmental
level rests with the HoC or his/her designee.Where required, the HoC can verify facts with the relevant departmental
line functionaries.

4.9 Employee communication
4.9.1 The Ofﬁce of the HoC should be especially mindful of the need to address departmental employees as a priority
audience.
4.9.2 Whenever practical, the Ofﬁce of the HoC, working with Human Resources, should attempt to inform departmental
employees of the issues relating to the crisis, using established internal communication channels, before or
simultaneously with the details being released to external audiences.

4.10 Integrity of communication
4.10.1 The Ofﬁce of the HoC should adopt an attitude that all communication to all stakeholders may ﬁnd its way into the
public domain. The content and tone of any communication issued by the Ofﬁce of the HoC to a speciﬁc audience
– even if not meant for public consumption – should not embarrass the department or bring the department into
disrepute, should it be leaked into the public domain.

4.11 Informing other government stakeholders
4.11.1 The Ofﬁce of the HoC should identify relevant government stakeholders and coordinate appropriate crisis
communication to such stakeholders who are likely to be affected by, or have a strong interest in the issue.
4.11.2 Whenever practical and relevant, the Ofﬁce of the HoC should attempt to:
a) inform such government stakeholders of impending media calls that the Ofﬁce of the HoC may be aware of
b) supply such government stakeholders with copies of media communication when it is distributed to the news
media
c) notify them of any planned departmental media brieﬁngs.

4.12 Stakeholder communication response times
4.12.1 The goal of the Ofﬁce of the HoC is to ensure that the department gives a credible public response within one
hour of a media enquiry involving health, safety or the environment, or any media enquiry or potential issue that
may lead to a story that damages the department’s reputation.
4.12.2 Such an initial response may take the form of a brief holding statement (refer to guidelines in Appendix 11) that
conﬁrms that the department is aware of/investigating the alleged incident, establishes the commitment of the
department to responsible issue management and communication, and establishes the authorised source of media
information within the department for ongoing liaison.

4.13 Identiﬁcation of relevant stakeholders
4.13.1 The Ofﬁce of the HoC should build and maintain a comprehensive list of internal and external stakeholders for the
department, with contact details, which form part of the Crisis Communication Plan. A sample list of stakeholders
is included in Appendix 12.
4.13.2 The Ofﬁce of the HoC should maintain a media contact list for the department, in both hard copy and digital format
for use in a crisis situation.
4.13.3 The stakeholder and media contact lists should be updated monthly by the Ofﬁce of the HoC.

4.14 Next of kin and victim communication
4.14.1 It is the responsibility of the South African Police Service (SAPS) to notify next of kin in the event of a crisis-related
fatality. The department and its communication team should make every effort to ensure that it does not release
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the identities of any dead or injured persons until such time as it has been conﬁrmed that the next of kin have been
informed by the relevant authorities.
4.14.2 Personal information that cannot be released to the media includes:
a) a patient’s medical history
b) home address or telephone number of any member of the department
c) the identity of any department member involved in a serious incident, such as a shooting, vehicle accident, etc.
until the SAPS investigating ofﬁcer in charge has approved the release of this information.

4.15 Interdepartmental and multi-agency communication
4.15.1 The department should recognise that extraordinary and rapid efforts may be required in times of crisis or
emergency. Several government departments and agencies at national, provincial or local level may be involved in
responding to an emergency or crisis. Cooperation with others, such as industry or community leaders and nongovernmental organisations, may also be required.
4.15.2 Where it is unclear which government department or agency should take the lead in cross-jurisdictional crisis
communication, the GCIS will take the lead role.
4.15.3 The department or agency having primary jurisdiction as determined by the GCIS should be responsible for
releasing or coordinating the release of information to the media and other stakeholders.
4.15.4 No member of the department must release information from another department or agency without ﬁrst obtaining
permission from such department or agency, and only the Ofﬁce of the HoC can conduct any such release.

4.16 Media monitoring
4.16.1 The Ofﬁce of the HoC should activate and intensify daily media monitoring services during a crisis so as to be aware
of how the department is being portrayed in early and ongoing media coverage.
4.16.2 The Ofﬁce of the HoC must accordingly maintain or adjust the communication response as needed to limit
rumours, correct errors and maintain conﬁdence in the department.
4.16.3 Summaries of relevant media coverage should be provided to the department’s senior leadership and CMT at least
twice a day during a crisis situation.

4.17 Evaluation and follow-up
4.17.1 When the crisis is past, the Ofﬁce of the HoC must supply the CMT, the DG, the minister and GCIS with a summary
of news coverage relating to the crisis.
4.17.2 Members of the CMT should review this report and evaluate the department’s performance ”under ﬁre”.The team
must note:
a) overall success or failure of the crisis communication effort
b) problems to be avoided in the future
c) appropriate follow-up measures.
4.17.3 Attention also should be focused on identifying and implementing measures to improve the action plan used during
the crisis.

4.18 Updating of stakeholder lists
4.18.1 The Ofﬁce of the HoC should update the stakeholder contact details in its media list and crisis communication plan
at least twice a year.
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5. Local Government Communication Policy Guidelines
5.1 The aim of these policy guidelines is to assist municipalities in delivering well coordinated, effectively managed and responsive communication to meet the needs
of the public.
5.2 Objectives of policy guidelines
a) provide the public with timely, accurate, clear and complete information about its policies, programmes, services and
initiatives
b) ensure that its communication caters for all ofﬁcial languages, depending on the area
c) continuously ensure that the municipality is visible and accessible to the public
d) ensure that its communication messages reach the widest possible audience with diverse needs
e) identify important and crucial issues to communities and address the implementation of the municipal Programme of
Action as contained in the Integrated Development Plan
f) ensure that it consults with the public, listen to and take into account people’s interests and concerns when establishing priorities, developing policies and planning programmes and services
g) continuously ensure that the information service is managed in a people-centred and client-focused manner
h) continue to build public trust and conﬁdence in the integrity of the municipality and government as a whole
i) ensure that communication is integrated and coordinated across the three spheres of government.

5.3 Communication functions of municipalities should:
a) develop policies that are in line with their communication requirements
b) ensure that provincial and district communication policies are informed by these communication policy guidelines
c) ensure that once provincial and district communication policies are concluded, these policies go through the relevant
structures for ﬁnal approval before implementation.

5.4 The role of local government communication in public participation
5.4.1 Local government communication plays a major role in public participation. It acts as scientiﬁc support, provides
technical advice to campaigns, assists to broaden community participation and with the sustainability of public participation processes and programmes, strengthens the impact of public participation and provides informed environmental analyses (research).
5.4.2 The role of communication in public participation is:
a) preparing the community for public engagements and allowing for input before and after the engagements have
taken place
b) popularising public participation programmes
c) interacting with and engaging all role players for the success of public participation programmes.
5.4.3 Role players should include the following:
a) community members: they are the beneﬁciaries of the public participation process
b) administration: the municipality must avail resources, implement capacity-building programmes and integrate all
municipal processes, programmes and activities into the public participation cycle
c) elected public representatives: these include the speaker (custodian of the process), mayor (in executing his/her
responsibility), members of the Mayoral Committee (MMC) and the chairpersons of portfolio committees
d) ward committees: they have an advisory role and represent the interests of their wards
e) community development workers (CDWs): they fulﬁl their responsibility as community ﬁeld workers
f) external players:
i) other provincial and national government departments
ii) representatives from provincial and national structures (there should be integrated programmes)
iii) the provincial legislature and the National Council of Provinces
iv) CDW coordinator at district level
v) members of the district council.
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5.5 Capacity-building at the local sphere of government
5.5.1 All municipalities should budget for the training and development of communicators. Municipalities are encouraged
to use Sector Education and Training Authority levies and Municipal Infrastructure Grant allocations for this training.

5.6 Induction programme for municipal communicators and political principals5
5.6.1 Municipalities must have an induction programme in place for municipal communicators and political principals.
Orientation is necessary, since municipalities are complex institutions with various stakeholders and components.
5.6.2 Municipal communicators must have a thorough orientation in terms of the workplace, including an introduction to
all political principals, heads of units and leaders of institutions associated with the municipality. The interrelatedness
and collective character of the municipality in terms of service delivery will not be properly understood without
such orientation, which could lead to skewed communication services.

5.7 Development of a municipal communication strategy6
5.7.1 The provincial communication core team should assist provincial departments, districts and local municipalities in
drafting the strategy and presenting it to all relevant structures for discussion and approval.
5.7.2 All communicators in the province should participate in the development of a provincial communication strategy.

5.8 Institutional communication arrangements
5.8.1 Since communication is a strategic function and should be consciously planned, dedicated institutions for this function are required at municipal level.
5.8.2 The following must be established:
a) a communication unit must be located in the Ofﬁce of the Mayor, but with administrative accountability to the
Municipal Manager. This means the function will be politically accountable to the Mayor and administratively to
the Municipal Manager
b) the communication unit should ideally comprise ofﬁcials to handle the following functions: internal communication; external communication, including the imbizo programmes; media and stakeholder liaison; media production; and marketing and branding
c) municipal communicators should sit on the Executive Committee of municipalities, to be able to appreciate
policy and be in a better position to articulate it, but also to present current affairs and advise on the communication implications of deliberations
d) it is recommended that municipalities establish an internal communication forum to coordinate communication
activities within the municipality
e) it is also recommended that frequent communication strategising meetings be held, headed by the Mayor or
Speaker, to provide communication guidance
f) it is recommended that municipalities establish municipal communication forums to develop their own municipal communication capacity
g) municipal communication ofﬁcers should be represented on the district and provincial government communication forums (GCFs)
h) guidelines for the development of communication strategies at municipal level should be completed by August
each year
i) at institutional level, oversight and leadership of political principals is a prerequisite to ensure adequate reporting and accountability within the municipality
j) the rank of the communication ofﬁcer should reﬂect the strategic importance of communication
k) communication ofﬁcers should participate in various strategic committees in the municipality, e.g. the Mayoral
Committee, so that they can appreciate the work of such committees and have direct information
l) the roles and key performance areas of the communication ofﬁcer must be clearly deﬁned.

5
6

Detailed information on induction programme for municipal communicators and political principals – Appendix 13
Detailed information on development of a municipal communication strategy – Appendix 14

26

5.9 Provincial and local government communication forums
5.9.1 Provincial Communication Forum (PCF)7
5.9.1.1 The forum is commonly referred to as the Intergovernmental Communication Forum or IGCF provincially.
5.9.1.2 Roles and functions of the Provincial Communication Forum
a) The PCF is a strategic meeting of government communicators in a particular province.
b) The Ofﬁce of the Premier coordinates this forum with assistance from the Cooperative Governance and
Traditional Affairs, South African Local Government Association (Salga) and the GCIS.
c) The HoCs within departments, parastatals and districts attend the PCF.
d) The PCF is a platform that should be used to share information and iron out communication problems in the
province.
e) The PCF should assist with capacity-building and proﬁling case studies (it helps communicators to share lessons learned and best practices).
f) The PCF also assists with strategising for communication.
g) The provincial communications core teams should be represented in the PCF.

5.10 District Communication Forum (DCF)8
5.10.1 Roles and functions of the District Communication Forum
a) The DCF is a strategic meeting of government communicators in a particular district.
b) District municipalities (DMs) should coordinate the DCF with assistance from the Cooperative Governance
and Traditional Affairs, Salga and the GCIS.
c) The DCF should be attended by the HoCs of local municipalities, parastatals and any other government-related
structures in the district.
d) The DCF should be used to share information and iron out communication problems on a district level.
e) The DCF’s communication head should participate in provincial meetings and work with provinces in organising meetings with the South African National Editors’ Forum.
f) The DCF should assist local municipalities with capacity, and with communication strategies.
g) The DCF should coordinate and organise a calendar of events for the district and ensure that these activities
are streamlined across the district to avoid duplication and a waste of resources.
h) As the aims of DCFs are coordination and information sharing, the agenda should include:
i) assessing the communication environment, the public mood and the media agenda
ii) providing feedback from the GCF, the PCF, and other forums, e.g. the premier’s/mayor’s forums
iii) performing district and local communication strategy reviews, i.e. asking “how far are we?”
iv) compiling the communication programme, including input from all three spheres (usually guided by theme
months and the communication cycle of each sphere)
v) having special discussions on izimbizo, Cabinet/premier outreach programmes and mayoral/council meetings with the people
vi) distributing communication and information resource material
vii) assessing the status of the Thusong Service Centre Programme (formerly multipurpose community centres) and the promotion plan in the district
viii) providing capacity-building assistance to members of the forum
ix) monitoring the implementation of the imbizo approach on an ongoing basis in the municipal communication cycle through “Mayor and Ward Councillors Meet the People” initiatives
xi) ensuring effective monitoring systems of such forums through the relevant provincial intergovernmental
relations (IGR) premier’s/mayor’s forums.

5.11 Local Communication Forum (LCF)9
5.11.1 On a local level, municipalities should establish their own communication forums or put in place any other appropriate mechanisms to manage communication processes with communication partners operational at the level of
the municipality.

7
8
9

Detailed information on provincial communication forums – Appendix 15
Detailed information on district communication forum – Appendix 16
Detailed information on local communication forum – Appendix 17
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5.11.2 Roles and functions of the Local Communication Forum
a) The LCF is a strategic meeting of government communicators in a particular municipality.
b) The LCF should be attended by the HoCs of local municipalities, parastatals and any other government-related structures in the district.
c) The LCFs should be used to share information and iron out communication problems on a district level.
d) The LCFs should assist each other with strategising for communication.
e) The LCFs should coordinate and organise a calendar of events with the districts and ensure that these activities are streamlined across the district to avoid duplication and a waste of resources.
f) As the aim of the LCF is coordination and information sharing, the agenda should include:
i) assessing the communication environment, the public mood and the media agenda
ii) providing feedback from the GCF, PCF, DCF and other forums, e.g. the premier’s/mayor’s forums
iii) performing district and local communication strategy reviews, i.e. asking “how far are we?”
vi) compiling the communication programme, including input from all three spheres (usually guided by theme
months and the communication cycle of each sphere)
v) having special discussions on izimbizo, Cabinet/premier outreach programmes and mayoral/council meetings with the people
vi) distributing communication and information resource material
vii) monitoring the implementation of the imbizo approach on an ongoing basis in the municipal communication cycle through “Mayor and Ward Councillors Meet the People” initiatives
ix) ensuring effective monitoring systems of such forums through the relevant provincial IGR Premier’s/Mayor’s
Forum.
5.11.3 Structures at municipal level which may form a forum include:
a) local municipal communicators
b) communicators from departments with local ofﬁces
c) communicators from hospitals and police stations
d) CDWs and health workers
e) other community structures of importance.
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Standards Authority of South Africa (ASA) Code of Advertising Practice and other relevant legislation.
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The GCIS will only exempt a department from compliance with these guidelines on the basis of a national emergency,
extreme urgency or other extraordinary reason the CEO of GCIS considers appropriate.
Breaches of this policy may be deemed breaches of the relevant provisions of the Code of Conduct and the obligations of
departmental employees, and will be referred to the relevant authority in the department.

9. Supporting Policy
Other guidelines available from the GCIS to support this policy include:
• Editorial Style Guide for Government Departments and Communicators, 2009
• Government Communicators’ Handbook, 2009
• Best Practice Guidelines for the Procurement of Marketing, Advertising and Public Relations (PR) Services and Products, 2008
• Manual of GCIS in terms of the Promotion of Access to Information Act, 2000 (Act 2 of 2000)
• Elections 2009 – Guidelines on Government Communication during an Election Period
• Marketing, Advertising and Communication (MAC) Sector Charter on Black Economic Empowerment as published in the
Government Gazette on 29 August 2008
• Republic of South Africa National Coat of Arms Corporate Identity and Branding Guidelines
• Republic of South Africa Corporate Image Guidelines.
These supporting guidelines are published on the GCIS website http://www.gcis.gov.za

10. Other Relevant Government Guidelines
In addition to the above, the policy guidelines should be used in conjunction with the National Treasury Regulations,
including but not limited to:
• procurement guidelines
• regulations in terms of the PFMA, 1999.
These supporting guidelines are published on the National Treasury website, http://www.treasury.gov.za
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16.2. Generic Scorecard for Heads of Communication
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1. Background
The review process showed a need for integration and further enhancement of the government-wide communication
system. It also indicated that there were some difﬁculties in linking the heads of communication’s (HoCs) expected
deliverables to their scope of work. Given this, a generic scorecard has been developed to serve as a tool to assist
directors-general (DGs) and HoCs in deﬁning and determining departmental and provincial communication deliverables
and standardising the performance requirements of HoCs.
The Generic Performance Scorecard has been developed to aid all HoCs based at the national government departments
and the HoCs based in the ofﬁces of the respective premiers.
Due to its generic approach, it is necessary that each department or province adapts the performance scorecard to
accommodate their particular context and circumstances – e.g. the communicators employed by the Department of
International Relations and Cooperation need to liaise with foreign representatives of South Africa and to see to it
that they have adequate information available as soon as possible. To enable this, resources need to be appropriately
allocated with regard to the required information and budget and other contributing factors need to be sought to allow
effective measurement of task execution. This will then form a key result area or KRA, which refers to a broad area of
performance, for which an incumbent will be held responsible. It must relate to the organisation’s overall mission, as well
as to why the speciﬁc job exists. KRAs are deﬁned as a future state of achievement that helps an organisation to succeed
and create value.
The following reports were consulted in the drawing up of the generic scorecard:
•
•
•
•
•
•
•

Cabinet memoranda 1998 and 2000
National Communications Strategic Framework
Comtask Report
Review of Government-Wide Communication
International Benchmark Studies
GCIS Strategic Plan
SMS Chapter on Performance Management and Development System.

The Government Communication and Information System (GCIS) undertook this task, as it
understands that:
• communication is a strategic element of democracy
• it is key in a participatory democracy that government effectively communicates with its citizens in a transparent and
coherent manner
• all government communicators “speak with one voice”.
Effective government communication requires excellent coordination and integration of messages, campaigns and
programmes. It also requires the effective implementation of the Government’s Communication Strategy.
Strategy and planning are key elements for effective, integrated and coordinated government communication. The
capacity to communicate with one voice is promoted by such practices as pre-Cabinet meetings, the Government
Communicators’ Forum and joint communication around programmes and campaigns undertaken collectively.
The GCIS has previously developed some tools (for example the Government Communicators’ Handbook) to
assist government communicators to understand their role as well as to introduce a ”new approach to government
communication that encourages integration, coordination and high levels of professionalism”. However, the GCIS has
recognised that greater integration and further enhancement in the delivery of its services can be realised through a
process that monitors and measures performance. The identiﬁcation of the need for a generic scorecard is seen to
further enhance these types of initiatives by ensuring that a standard set of measurements, by which to hold HoCs
equally accountable, is developed.The expected result of this is uniform accountability and better quality communication
work from all HoCs. It will also address the perception of external stakeholders, as captured in the GCIS 10-year review
document, that there is uneven performance across departments and spheres due to a lack of a uniform approach.
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2. Context – GCIS and SMS Performance Management and
Development System (PMDS)
The context within which the generic performance scorecard for all HoCs is being developed is that of the governmentwide communication system vis-à-vis the SMS PMDS. The development of a generic scorecard for HoCs is envisaged
to form part of the existing SMS PMDS and is therefore not intended as a reinvention of the wheel.

SMS PMDS
The elements of the existing system of performance management include:
• signed performance agreements
• an agreed format
• 80:20 KRAs (measurable output) and Core Management Criteria (CMC)
• linkage between organisational and individual performance management
• a standardised rating scale
• a performance management cycle
• moderation processes
• ﬁnancial rewards
• personal development plans
• poor performance and dispute-resolution mechanisms.
Described below are the key principles that underpin the SMS PMDS:
• Departments are expected to manage performance in a consultative, supportive and non-discriminatory manner.
• Performance management should be linked to the organisation’s strategic goals.
• An organisation implementing performance management is entitled to satisfactory work performance from all
managers.
• All existing SMS members are expected to enter into a performance agreement within the ﬁrst month of the new
ﬁnancial year. A newly appointed SMS member must enter into a performance agreement within the ﬁrst three
months of appointment.
• Performance management will be developmental (recognising outstanding performance) and transparent while
maintaining administrative justice.
• SMS members must play an active role in developing their performance agreements.
• Performance agreements should be directly linked to the organisation’s strategic/operational plan, provide
information in respect of the progress made over the evaluation period and changes required in respect of delivery
focus.
• New performance agreements should indicate how results could be improved in the forthcoming performance
cycle.
• Performance outcomes should form the basis for staff development and developmental plans.
• Supervisors must provide constant feedback to employees to enable them to ﬁnd ways of continuously improving
their output.
• Corrective measures should be timeously undertaken should performance fall short of acceptable levels.
Performance management in the Public Service is guided by the Public Service Act, 1994, the Public Service Regulations,
resolutions of the Public Service Coordinating Bargaining Council (PSCBC), Treasury Regulations and the Batho Pele
White Paper and must be integrated with other systems and processes in the organisation.
The development of a generic scorecard for HoCs is therefore framed by these parameters and regulations.
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3. Roles and responsibilities in relation to the Generic Performance
Scorecard
Departments’/provinces’ role:
• The Generic Performance Scorecard is being developed as a tool for DGs to manage the performance of HoCs
against a standard set of measurements as determined by the ”experts”.
• It will form part of the Performance Agreement to be signed by the DG and HoC and remains their functional
responsibility.
HoCs’ role:
• HoCs must help deﬁne their accountabilities.
• They must perform in line with the provisions of the scorecard.
• They must report on and provide required evidence of performance.
GCIS’ role:
• GCIS’ role remains that of providing strategic guidance, coordination between various departments, and ensuring
that communication is coherent
• In respect of the scorecard, the GCIS will provide a quality assurance or means of veriﬁcation of performance role
to DGs.

4. Content areas of the generic scorecard (KRAs)
The key functional areas of a government communicator, as outlined in the Government
Communicators’ Handbook, the National Communication Strategic Framework and the
GCIS 10-Year Review, are:
•
•
•
•
•
•
•
•

communication strategy development
implementation plan development and actual implementation
campaign management
media relations
management and use of various communication channels
development communication
internal communication
management of unplanned and urgent communication.

5. Consultative Process
HoCs were consulted towards the ﬁnalisation of the scorecard and had the following issues
raised that need to be considered when implementing its use:
o that prior to the implementation of the scorecard, enabling conditions be created in departments’ communication
units
o that communication units must be appropriately ﬁnanced, properly located in departments and their role
appreciated
o that communication forms part of the DG’s Employment Agreement
o that a presentation be made in the ﬁrst Cabinet Lekgotla to show the importance of communication and to get
buy-in from the new Cabinet
o that a capacity improvement project be embarked upon to improve communication capacity in departments
and provinces
o that continuous monitoring be conducted to check the level of progress in the improvement of capacity in
communication units
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o that communicators ensure that they have the requisite skills to deliver a professional service
• The GCIS is currently developing a number of communication policy guidelines. These, together with the updated
Government Communicators’ Handbook, will serve as an invaluable tool during the implementation phase of the
scorecard.
• All the above should be brought together in a comprehensive induction programme for HoCs appointed for the
new political term.

5

ANNEXURE A:
Introduction to the Generic Performance Scorecard and instructions for use (for HoCs)
Why the scorecard?
In the public sector context, performance management is deﬁned as “a purposeful, continuous process aimed
at managing and developing employee behaviour for the achievement of the organisation’s strategic goals, the
determination of the correct activities as well as the evaluation and recognition of the execution of tasks/duties
with the aim of enhancing their efﬁciency and effectiveness; and a means of improving results from the organisation,
teams and individuals by managing performance within an agreed framework of planned goals, objectives, standards
and incentives”. In other words, the performance of the individual must be aligned to the achievement of the broad
organisational goals and objectives and must make a signiﬁcant contribution thereto.
The generic scorecard has been developed to serve as a tool to assist DGs and HoCs in deﬁning and determining
departmental and provincial communication deliverables. It is intended to promote and ensure uniformity in the
quality of communication work, as well as to standardise HoCs’ performance requirements. It is also envisaged to
serve as a development tool against which HoCs can identify areas for development.
The performance scorecard forms part of the performance agreement that the HoC will sign with the DG of the
department and stipulates what work must be done, when it must be done and how it must be done.
How do you use the scorecard?
The nature of the scorecard depicts a succinct and concise overview of key performance requirements and must
therefore be read together with the Government Communicators’ Handbook as well as the various policy guidelines
developed by the GCIS. The Generic Performance Scorecard and policy guidelines need to also form part of a
comprehensive induction training programme for all HoCs.
Due to its generic approach, it is necessary that each department or province adapts the performance scorecard to
accommodate their particular context and circumstances.
It comprises the following elements:
KEY RESULT AREA
KEY
PERFORMANCE
INDICATOR

QUALITY
REQUIREMENTS

TARGET

EVIDENCE

MEANS OF
VERIFICATION

ENABLING
CONDITION/S

The intent of the performance scorecard is to establish a strategic set of measurements and parameters against
which the effectiveness of HoCs needs to be measured, and, as a result, the scorecard focuses on KRAs rather than
on CMCs. In other words, it focuses on the measurable output required of communication departments rather than
on generic managerial and leadership responsibilities. The CMCs are an attempt to create a common understanding
of good management practice and clarify the expectations of individual managers in this regard.
Key Result Area
A KRA refers to a broad area of performance, for which an incumbent will be held responsible. It must relate to
the organisation’s overall mission, as well as to why the speciﬁc job exists. KRAs are deﬁned as a future state of
achievement that helps an organisation to succeed and create value.
The ﬁrst step in developing KRAs is to identify the key responsibilities of a position and then to identify common
themes. These must then be reﬁned into realisable statements. KRAs should be SMART, i.e:

S – Simple, clear and understandable
M – Measurable, in terms of quantity, quality, time or money
A – Achievable and agreed between the member and the supervisor
R – Realistic, within the control of the member but still challenging
T – Timely, assessable within the annual reporting cycle.
Key Performance Indicator (KPI)
A KPI is one of the elements reﬂected in a performance scorecard and refers to tasks, projects or programmes to
be undertaken by an employee for the performance year. KPIs are deﬁned in respect of each KRA – and can be seen
as measurable output thereof. Measures can be set in terms of time (by when), quantity (how much) and quality
(improving rates of return, maximising investment and reducing cost). They must, as far as possible, be based on an
end result not effort. They must be within the control of the incumbent and they must be objective and observable.
Quality requirements
Quality requirements provide detail around the standards or quality needed with regards to KPI delivery - i.e. quality
requirements detail what the KPI aims to achieve and against what standard performance it will be measured.
Weighting
The weighting refers to the score allocated to each KRA or KPI, which reﬂects its importance in relation to the other
KRAs or KPIs on the individual scorecard. Total weightings must add up to 100%.
Target
A target refers to the standard to which a KPI must be achieved (reﬂected in terms of measures such as time, quality
and quantity).
Evidence
This refers to the proof that the incumbent provides in support of achievement of a KPI.
Means of veriﬁcation
This column refers to the required KRA’s “sign off” or route of approval.
Enabling conditions
These represent the systems, support, resources, etc. that must be in place to ensure that performance against target
is possible and meaningful. Enabling conditions could also be deﬁned as additional resource requirements, in other
words, the resources needed to achieve a particular activity/objective/output. These may be in the form of people,
equipment or ﬁnances.
The following tips should be considered in determining key resource requirements:
• It is important to provide a motivation for any additional resource requirement.
• It is critical to identify who is responsible for acquiring additional resources and ensuring that the ”enabling
conditions” are in place. This needs to form part of that relevant individual’s performance scorecard.
• The additional resource requirements and enabling conditions should be developed collaboratively between the
employee and supervisor.

ANNEXURE B:
Key result areas and weightings
Key result areas (KRAs)

Weighting

Government/departmental communication planning, strategy development and implementation

xx

Implementation and management of campaigns

xx

Effective management and use of appropriate communication channels

xx

Building and sustaining a positive reputation of the department/province

xx

Effective management of ”unplanned’’ and urgent communication

xx

TOTAL

100%

3. Effective
management and
use of appropriate
communication
channels
3.2 Appropriate communication channels
to raise awareness of and support for
the departmental/ provincial campaign
objectives effectively used

3.1 Departmental/provincial media
relations programme implemented

2.3 Reach and impact of campaigns
determined

1.1 Comprehensive Departmental/
Provincial Communication Strategy and
implementation plan developed and
approved
1.2 Effective involvement in the
development and implementation of the
cluster strategy demonstrated
1.3 All key milestones in the
Comprehensive Departmental/Provincial
Communication Strategy implemented
2.1 Comprehensive campaign plan for each
of the campaigns in the Departmental/
Provincial Communication Strategy
developed and approved
2.2 Campaign plan objectives and
milestones implemented and delivered

1. Government/
departmental
communication
planning, strategy
development and
implementation

2. Implementation
and management of
campaigns

KEY PERFORMANCE AREA

KEY RESULT
AREA

EVIDENCE

Implementation report showing
milestones implemented at due
date within budget
Campaign reach and impact
analysis report and results of
study undertaken
Quality and quantity of media
coverage and engagement

Samples of communication
collateral developed, produced
and distributed

All milestones as outlined
in the communication plan
achieved
Completed study that
outlines the reach and impact
of the campaign
100% implementation of
the departmental/provincial
media relations programme

Creative and cost-effective
deployment of a variety of
marketing channels

Departmental/Provincial
Communication Strategy and
implementation plan and budget
approved by DG
Effective participation in
Minutes of cluster meetings;
cluster programmes
brieﬁng notes and other
documents developed
All milestones as outlined
Implementation Report showing
in the communication
milestones implemented at due
implementation plan achieved date within budget
Completed campaign
Final campaign implementation
implementation plan
plan aligned to departmental
strategy

By end March

TARGET

Departmental head pre-approval
of media schedule; media feedback
to independent review agency;
independent review of quality of
media releases and responses
Approved by the relevant internal
client/s

Signed off by relevant
departmental client

Approved by the relevant client

Satisﬁes GCIS criteria

Approved by the relevant client

Approved by the GCIS Cluster
Supervisor

Draft strategy submitted to GCIS
for input and alignment. Approval
by departmental DG

MEANS OF
VERIFICATION

5. Effective
5.1 Crisis communication on behalf of the
management
department/ province effectively managed
of ”unplanned”
and urgent
communication
Approved by the GCIS

4.2 Internal communication programme
developed and implemented

All crisis communication
situations managed effectively
and in line with GCIS
guidelines

100% of the internal
communication plan
implemented

4.1 Development Communication Plan
xxx number of projects
to enhance development communication
successfully implemented
within the department/ province developed
and implemented

4. Building and
sustaining a positive
reputation of the
department/province

TARGET

KEY PERFORMANCE AREA

KEY RESULT
AREA

Comprehensive Crisis
Communications Report,
including implementation of
recommendations

Samples of communication
collateral developed and
distributed for the general public;
information provided on the
government website; reporting
on participation in the Imbizo
Week programme
Examples of the communication
collateral produced and
distributed.
Number of employee brieﬁngs
undertaken

EVIDENCE

Approved by client business units
within the department/ province;
internal communication audits
among staff

Approved by client business units
within the department/ province;
pre-approval of communication
strategy by GCIS; stakeholder
feedback

MEANS OF
VERIFICATION

1.2 Effective
involvement in the
development and
implementation of
the cluster strategy
demonstrated

KEY RESULT
AREA
KEY
PERFORMANCE
INDICATOR
1.1 Comprehensive
Departmental/
Provincial
Communication
Strategy and
implementation
plan developed and
approved
The strategy should cover, among other things:
• departmental (business) objectives
• cluster strategy requirements for the department
or province
• target audiences
• environmental scan
• communication objectives
• core messages per audience sub-set
• tactical implementation plan
• measurement and evaluation criteria per activity
• current and potential burning reputational issues
• departmental crisis management structures and
protocols
• a comprehensive budget
This KPI will measure how effectively the HoC has
participated in the communication cluster work.
They will be required to contribute in the following
ways:
• provide input into the development of a cluster
strategy

The Comprehensive Communication Strategy
must be aligned with the National Communication
Framework and the departmental strategy and
business plan.

QUALITY REQUIREMENTS

Effective
participation in
cluster programmes

Strategy and
implementation plan
approved by end
March

TARGET

Draft strategy to
ﬁrst be submitted to
GCIS for input and
alignment

MEANS OF
VERIFICATION

Minutes of cluster
meetings; brieﬁng
notes and other
documents
developed

Approved by the
GCIS Cluster
Supervisor

Implementation plan Approval by
and budget approved departmental DG
by DG
Strategy submitted
to the GCIS for
monitoring purposes

Departmental /
Provincial
Communication
Strategy

EVIDENCE

ENABLING
CONDITION/S

1. Government/departmental communication planning, strategy development and implementation

1.3 All key milestones
in the Comprehensive
Departmental/
Provincial
Communication
Strategy implemented

KEY RESULT
AREA
KEY
PERFORMANCE
INDICATOR

All milestones as
outlined in the
communication
implementation plan
achieved

• attend meetings of the cluster
• be actively involved in the work of the cluster,
undertaking all tasks assigned
• provide content for media brieﬁng notes
• be responsible for departmental lead campaigns
• participate in the implementation of the cluster’s
implementation plan for the year
• work with the GCIS on issues for current affairs
Measurement and evaluation criteria for this
would be the actual delivery of communication
interventions as measured against the milestones
in the approved Comprehensive Departmental/
Provincial Communication Strategy
It would include, for example:
• events
• media releases produced and distributed
• advertisements designed and placed
• frequency and geographic spread of izimbizo
• media interviews as per media schedule
All implemented as per the approved activity
schedule

TARGET

QUALITY REQUIREMENTS

Implementation
report showing
milestones
implemented at due
date within budget

EVIDENCE

Approved by the
relevant client

MEANS OF
VERIFICATION

ENABLING
CONDITION/S

1. Government/departmental communication planning, strategy development and implementation

KEY RESULT AREA

2.2 Campaign plan objectives
and milestones implemented
and delivered

KEY PERFORMANCE
INDICATOR
2.1 A comprehensive
campaign plan for each of
the campaigns as outlined
in the Comprehensive
Departmental/ Provincial
Communication Strategy,
developed and approved

All milestones as
outlined in the
communication
plan achieved

The campaign plan must address, among
other things:
• key audiences
• key messages
• communication objectives
• detailed implementation plan
• measurement and evaluation criteria
• budget
The broad objectives of a campaign are to
raise awareness, understanding, conviction
and behavioural support for departmental
initiatives among target audiences
Measurement and evaluation criteria for this
would be:
• actual delivery of communication
interventions/milestones as measured
against the approved campaign
implementation plan
• use of GCIS transversal contracts and
services
• use of platforms and products with
respect to appropriate target audiences
• Exit Report on campaign

Completed
campaign
implementation
plan

The comprehensive campaign plan must
identify the key issues that need to be
proactively addressed and it must be
approved by the GCIS prior to the launch

TARGET

MEANS OF
VERIFICATION
Satisﬁes the GCIS
criteria

Implementation report Approved by the
relevant client
showing milestones
implemented at due
date within budget

Final campaign
implementation
plan aligned to
departmental strategy

EVIDENCE

2. Implementation and management of campaigns
QUALITY REQUIREMENTS

ENABLING
CONDITION/S

KEY RESULT AREA

KEY PERFORMANCE
INDICATOR
2.3 Reach and impact of
campaigns determined
Campaign reach and
impact analysis report
and results of study
undertaken

Completed study
that outlines the
reach and impact
of the campaign

Measuring the reach and impact of
communication campaigns implemented is
a key determinant of the effectiveness of
communication

Measurement and evaluation criteria for this
could include:
• impact assessment of advertising
campaigns
• stakeholder feedback
• quantity and quality of media coverage
• target audience response to the campaign
e.g. increased registration, increased
participation, etc.
• intergovernmental relations – how well
was the campaign rolled out at the
provincial and local government levels
• website hits

A review of the communication efforts
within campaigns and proactive and reactive
communication in terms of reach and
impact will highlight the following:
• how well the campaign achieved the
communication strategy objectives
• how well it achieved against deadlines
and budgets
• what lessons were learnt and how these
could be applied for future campaigns

EVIDENCE

TARGET

2. Implementation and management of campaigns
QUALITY REQUIREMENTS

MEANS OF
VERIFICATION
Signed off by relevant
departmental client

ENABLING
CONDITION/S

3.2 Appropriate communication
channels to raise awareness
of and support for the
departmental/ provincial
campaign objectives effectively
utilised

KEY PERFORMANCE
INDICATOR
3.1 Departmental/ provincial
media relations programme
implemented

KEY RESULT AREA

100%
implementation
of the
departmental/
provincial
media relations
programme

Each department and province must develop a media
relations programme that is not speciﬁcally linked to
campaigns
The achievement of the media relations programme
would be measured against the following criteria:
• production of a proactive media schedule
• development of an educated circle of media
• volume and qualitative value of media releases
• level of face-to-face engagement
• production of supporting collateral e.g. fact sheets,
FAQs
• review of response times
• review of quality of media releases and responses
To also include daily media monitoring, analysis and rapid
response as required
There are a number of broad communication channels
and tools that could be used, for example:
• advertising
• merchandising
• events
• sponsorship
• public relations
• publications
• exhibitions
• website
• face to face
Not all channels need be used simultaneously.
Appropriate channels will be selected for each campaign
Each department/province will need to deploy a
communication mix aligned to their speciﬁc context
(mandate) and resourcing capacity
Selected tools must relate back to the tactical
implementation plan in the comprehensive strategy
Creative and
cost-effective
deployment
of a variety
of marketing
channels

TARGET

QUALITY REQUIREMENTS

Performance against
media schedule

Media feedback to
independent review
agency

MEANS OF
ENABLING
VERIFICATION CONDITION/S
Departmental head
pre-approval of
media schedule

Independent
review of quality of
media releases and
responses
Approved by the
Samples of
communication relevant internal
client/s
collateral
developed,
produced and
distributed

Quality and
quantity
of media
coverage and
engagement

EVIDENCE

3. Effective management and use of the appropriate communication channels

KEY RESULT
AREA
KEY
PERFORMANCE
INDICATOR
4.1 Development
Communication Plan
to enhance public
participation within
the department’s/
province’s core
functional areas

The plan should identify:
• priority projects
• target audiences
• target audience perceptions
• reputational legacy issues
• key messages per stakeholder set
• activity schedule, including comprehensive unmediated, direct faceto-face engagement
• follow-up and community feedback channels

The department or province should develop a communication plan
that reﬂects the development communication approach

Elements of development communication are:
• it is responsive
• it relies on feedback
• it must be creative and innovative
• it uses simple and relevant language
• it relies on the community/communities
• it promotes bringing people closer to the government

Development communication is a method of providing
communities with information in a manner that enables them to
use that information to improve their lives. It is meant to educate
communities and improve their quality of life by ensuring that they
are informed about and can access required services. It achieves this
by using communication methods that are accessible to the majority

QUALITY REQUIREMENTS

Samples of
communication
collateral
developed and
distributed for
the general
public

xxx number
of projects
successfully
implemented

Number of
face-to-face
engagements
with
stakeholders

Reporting on
participation in
the Imbizo week
programme

Information
provided on the
department’s/
province’s
services and
programmes on
the government
website

EVIDENCE

TARGET

Stakeholder
feedback

Pre-approval of
communication
strategy by the
GCIS

Approved by
client business
units within the
department/
province

MEANS OF
VERIFICATION

ENABLING
CONDITIONS

4. Build and sustain the positive reputation of the department through effective two-way communication

KEY RESULT
AREA
KEY
PERFORMANCE
INDICATOR
4.2 Internal
communication
programme
developed and
implemented
TARGET

100% of
the internal
communication
plan
implemented

QUALITY REQUIREMENTS

The department or province must develop an internal
communication plan that includes:
• targeted internal audiences
• key messages per targeted audience
• comprehensive activity schedule
• performance measurement criteria e.g. employee
communication audits
• budget
The delivery of communication content can take place via planned
channels e.g.
• regular engagement by senior management
• staff publications
• intranet
• employee brieﬁngs
• notice boards
• e-mail
• memos
• events

Approved by
client business
units within the
department/
province

MEANS OF
VERIFICATION

Number of
Internal
employee brieﬁngs communication
undertaken
audits among
staff to serve
as benchmarks
and evaluation
measures

Examples of the
communication
collateral
produced and
distributed

EVIDENCE

ENABLING
CONDITIONS

4. Build and sustain the positive reputation of the department through effective two-way communication

KEY RESULT
AREA
KEY
PERFORMANCE
INDICATOR
5.1 Crisis
communication
on behalf of the
department/
province effectively
managed
Comprehensive
Crisis
Communication
Report, including
implementation of
recommendations

All crisis
communication
situations
managed
effectively and
in line with
GCIS guidelines

The management of crisis communication within the department/
province must be conducted in alignment with the crisis and issue
management guidelines and policy of GCIS
It would comprise the following elements:
• established and rehearsed Crisis Management Team at
departmental level
• issue management spokesperson training for at least three
departmental frontline staff
• clear understanding of roles and responsibilities, including all
escalation requirements/possibilities
• stakeholder lists for crisis communication
• policy on response times and holding statements within ﬁrst
hour of crisis
• media logs and public enquiries
• call centres and websites
• approval processes for releases and other communication
material clearly articulated and streamlined
• post-crisis follow-up and analysis for learning and institutional
memory

EVIDENCE

TARGET

QUALITY REQUIREMENTS

Approved by the
GCIS

MEANS OF
VERIFICATION

5. Effective management of “unplanned” and urgent communication
ENABLING
CONDITIONS

16.3. Editorial Style Guide

    
    








!     "

     
  
  
    
 
    
  
  
  












#





$ % 
        !   !"    # !
     #
$  %    !
$  % !       

&





' (%   
 $  %  "
 & 
 $  
 '( )
 +  
 ')
 $  
* - (  
, ' 
 +  .  /
 $   
 '  "
 -  1      
 2"   "
 4"   % 
 4"   
 5 
 

)



*
*
,
,
,
,
,
0
0
0
3
3
3



  1 1  1 1 
  
&

  * 

)




+ 
  % 
6  
-   )  


#
)




, -$ - .- /  //$ 0 7 $   !  " %       % 
7 -" #  % 1 % 1  1   1 1    "  %  
7 8  ! "   %    9   :   )     !  
"  9 "   !    )    $      
7 ; )    "   )        !"   1   1 
"     ' %    %       "  1     
       "
7 %   1  1 )1  "   %%)      "
7 <     1  )    "   % 1 "  
 
7 9 "          "  )    
7 9  )  =    
    1     
7     : %  "    !"  # !  "    '!  # !  "
            %  
7 '    % %   1    "!1  !   # ! 
7 <    % ! 1     " %)     . 1 1  1  1  
 / '! " >    #    " ) ) )" 
7 4"       %     ?   "  3 ! 
7 9       !" %   %  # !   =   
        
7 ')    !  "    !"  "   !    % =     ! 
" #    
7 < %    %%   ! 1 !  !   %= 
  %  $ 
7 ')   ) !  9    %   1    %
    %   &   %  & 
7 5   )   " %     "1 !" " )     #@ 
)  " % 9    %  )   .  '(1 ('/1     !
 %    .   '  ) &  "  "  :    "  .  *1
*1 #  /
7 5   %    @  %  %  3 !        )
   = + +  ,-
7        !"  = "   "   ! "   
 ) "  %  "    2"  !   %  !  
    ""         
7 9   !"  .      (-  /1   "" !"   
( )  .   (-, /
7 &   !   A  A
7 9  1    1    "  = ./ ///

1

7   " #   ! # %         
7 9   >     # BC D  >  !" > 1     >     #
    > 
7 6   "  !  "   
7 ')      ( )  ) 4"       : 
( )     1   "   .     !/1 
   %%    "1  1  
7 ')    "   !   "  "*
" 
"  
         
7 '  .  #   (!  /   # !    
7     #     # %     "      "    % "
 4 #    (!   # %     " !    %%  " 
7   %      " "  5 " '%   %%         !    
7 9 "1   ' 1  .    *     *  *
 *
   
7 )    " ) ) 5    )   )1      
     . )/@      * "     . )/ 4  
) ) !"  
  
     '  01  #   .33/



1 20  - .-0$ -/  +-00 

 +   3
4" %  !  " %%   %   %  !
     =
7  #  
7 ( )
7 ) 
7    "  
7    "
7  1    " 1  % )
7 "       
7     
7    1       
9      <     "  221 !" %"    %  
>   1  "  22. '% " )1  1 "1   "  4"  ! %    % 
4"       %      )   %  " ;-<5 $ (  #

2

  + 
'  %    =
7          " "  ! " %)     . 1 1  1  1 
  / E  " 
7
"     )  %  
7 "   %    
7        
7  !%      " "   !  " "    
7      
7 %       
 # + %
'    !  ! %   %    "  %   6   % 
 "     # 
6 =
7 " )   %   
7        !   
7  ( )   %  1    
7     %   "  % 
7    =
 )    
 %    .1 1 /
  >    
(  
  
4"     %   %     %  !=
7   
7  % %  .%/
7   % "  
7   % 
7      "  #    " 
7   : % "  
7 % 
7   
7    
7  %    
7  

3

 ' + %%
'          1           )     "  
4" %   %         =
7   % "    ( )
7 "         
7  (  
4"     %   % %      " %  ! =
7   
7   % 
7   % "    
7  #    "   "
7         #
7  (   
7  " % ! # !"  %    
7 )    % "   % "  ( 
7  
 & + 
    ) 
 %   1  !   %     # 4"
  )       "  "%  
    "    
         "  " )       
 " =
7    .!"    %/
7 - )  "  (     
7  ( )  %   4" "              
7 
 1  "  "         
7          %     1      1 " 
       
7  !  "   
7 2 )  %      #   !" 1  !      1  "  % "

 ) + 4 %
     % "       " ) !"      '
!    )      -       1
    
  
7 9       "        "
7 <   % !    ;)  1  (     "      %  
  %

4

7 &)  (  1  "F  )  
7         " # ? !    "   "  "  " # %   
  
7           %     >  1  ) 

7 4" %  ! %: %  
7      !  %  1 !"  
 > 

  

  
7 ;)   (  
7 9 %  
7 - % !"   !"" " !    "  
7 $    "  " )          
7   " # %    ) "  

# $ 0  (0  $
# ,   3  "  "  3 !"
8        "  " " %      ) "     !"   ) 
 "    ( %   "1       "   8    !   )
"   "  > #          !"   ) 1       
"
#  +  3 %!
4"         "     1          "1       
                %   "     1  
! % "      #  "    <%    !  "    %%  %    
%       1   ! % " " %%   # " %  > 
# # ( 4 3 "
$  !"       ! %      4"      1 "      %% 
)   ! ! 
'# >  
 !    =
+   0 " 5
7 "    G H #  %    "  1 1     
7 "   "   # !G
7  <      "  " " ) !" " %   G
7  "   "  "   < G

5

7 "   "   "   G
7 2 ) < !  " > G
+ 3  0 "5
7 "   <  
") !"  ! G
7  <   
")   !" " %    < " )   <  
"   % 
  G
7 "     < !  %     !" " %"     G
7          !"  < !  !" " %"     G
+      % %5
7 "   "      " < !      # !G
7 ' <     "    %   G
7 ' <   )     % < ) "  "   %    "G
7 -  <     % " %   G
7 "   "  " < !      G
# ' (%  "  % 
7  %  ) "  
7 9   ! 
7 ')  (     "F
7     )   <%   !     )     1 ! 
" !   %   "      # % 1     
7 ;  %  ! 
7 9 " ) )  
7 9   )
7  "        "
' (-0

0(   0 1 -//-

' (  %
 & 
' !   %   


(   "   1  1    " = 1  1  *1  1

 $  
' !   # "   %      % 
    

6

   " !"  )

 = 

 '( )
' !     
! 

     = "     "* ' ( ) 

 +  
' !      
! 

 

   : =    &&  ! ' ) 

 

4"  %%  % )=
 &   )
  )  B   )C 4" )    " 
     4"      
: =  1 &1  1 1 * 1 1

7 <   )  
7 <     !
7 <      
7 < "   !" " !  # #  "  

  "   

 &    )
4" )  "             D  : 1 "
1
1 1   1
1 1 1 !1
 1 " *1
9     )  =
7 2   "  ! 
7 2  "  !  
7 2  " #  ! 
7 2 " #  !  
 : )
: )  ) "  " )   "     1 
    )      )
D  : =
!=
7 <    % "     .&    )/
3(3 (3 4 5  33# 0 #0
7 <   %  ! .&   )/
  363(3'5 78
 &=
7 4"  !  .&    )/
3 3( 33 (3#

7

   


&

 1

 !"" "   

7 D  I  !  "   .&   )/
3  900:5  3 '8(3  3( 343
=
7 <  " .&    )/
 33 3(  4 343
7 <    ! .&   )/
  5 0( '0895   943( ;90 83#  #3 # #0'0()
7 <   " .&   )/
   5  (390  3(
7 2   "  .&   )/
3 33 035 03( '0 33 70( 3693 50 8(  0 07 3
788(3 3'
 &=
7 2  ! "     .&    )/
3 '0#3( 3 3 0 <3 34
7 5"   !   " >  .&   )/
3  0#3(5 3 =830
 ')
' !              " )=     ! 



 $  
' !   %  " ! !"      " "    !"  "    " 1
  !" "         "=    
" !  "
* - (  
' !    (  !    =  1 " 1  1 1  
, ' 
9 " %        1   %  # !    9 " %
    % 
    =   !    1     9 " %   
%  ) !  =        7 '  
'  .4  67
5   (  " )    )1    (  " )   )=     & *1
     & * 2 !)1       "   D  1 "   
    %  !
./ 4!   (      %  !    )=          !
 !   " ) ) <%   !  !         !1  
"    1 !"   "      % 1 "  )

8

./ -  )   .       * /  #    ) % "  
   "  " %  !"  <   1 " !)1 !      ) '  
  !" " %   1   !""   !   "  "   " ) 
!"  #  " =       &   *  *        
 '  1 " !)1                  
   *1   "  % "    "  "  !   
./ 4!         (       %  !     )=    < 
*  * 
.)/ "          (     1 " )  #   %  "
  :  = 3    &   !    * .!     1   
  /@    >    "    ."          /
.)/ 3 !     "  !  *  "   !"     " 1
  "1  #    )= 3!  & !    *?  "   "  
.)/        @       =     
   ?
0      * &   *
.)/ $      !"     #    )= (2 ///   *   
.)/ &     1     = 
  *  * &  " 
.:/ ' )    1   &    %) )     %)= 
  &       &  
' # (
 D  
    %    )  = 95'1 9&
    %   %  = &6   
 '  "
'  " . /  %  '  " "     " %  ! ! =
7 4 " !    .  /=   $ &  " $ !? . /= "   $
 !  ?  ! $ 3'
7 4 " ! "   "   % =  $ .    % 
/1   .    %  /
7 4 " !   > =   $  !  $    "
" &J4      "=
7 < !  "      =   &*      "@ &   $ &*   
  "@?   *     A "
 $ *     A "
7 4 " ! "   %   ! =      >  "* ;  $)?  
      $    * .   $   $ $/
7 D   = 2BB/   2BB/$
7 $ =      $@      $@ 55   55 

9

 -  1      
9   .1/  =
7      
7    "  "  :  !"  ! % 
7 )   
9
  .=/      %     =       ! ! 
  C
D 
D  * 
D   
9           .*           * /1
     .@/        %  !" " ")     . 
0 A   &       !  (  !  ? 3*    
  
   , ?   5   1     
 /
 2"   "
9 "" ./ % =
7 ! = , ,"  , 
7     .!" !       ( /= ",    ,  !   ,
  
7   ( ) .!" !    ( )  ( / J&H8 !" "   
  %  ! =   ,  !  A .   A      !/1 &,"
    *,     
4" %  !  %!   =
7 ""    ( )= ,      , 
7 ""  %:     =  ,' 
7 !"     % ) 1  ""=  , 
7
, &
7  "" !" ! %  .   ,1 , /  ! %   "
  % .  +,2. /
7 ""    "   ,* 
7   "   !  =  <*   E   (2/ "
(2F " E 1 
5 B  % C %  !  "     "" 1   =
7  ) 
7     
7   
" &J4   ""=
7 "   ( )     %  "   " %  = , ,  " 
    " "   :  " " " "   %  :  *,       
 *  , ,     &   
7 '%  )  =       

10

 K   #
4"    %   > = B<    GC@C'  
2 # % < !   

 GC & >   # =

' '    
 4"   
-          %    
  ( @     : 
 .    /1    
  % "  ."/ 4"   (      
         "   1 J &J4  
-      " %  !
=
7 ' "   %  
7 '% >   #   :      #= 5  G    G
7 D  "   %  = 9  
7 D  "   %  =    :H, 
7 D  "   %   1      "   )=  7  &  (    ,
**?  <  <  
7 D  "   %     "1    %)   " "  =   5 
7  &$ #   $  
7 D  " %  %  1  #1 %% 1    =   ,5  #  
"      8  < *  # 
3  .   
 /
7 D      !" "  %   =  &  # : I  :   > 
. >          /
7 4 "        %   4 "  %  !       ") " 
  !     > " H ' >    * " .   1,
!           /
7 &  %       1   1     ( )      "
5      =    '   ' '        
7 "        ) %  "   %
=     
7 &  %     1    "   !  !"  
  = ("
   >  &    (" %#  ;" "       
  */
7 4"   %
 ( =     <        (  
     " %  ! =
7  1,1  , !"  !" =  &  "  1,   ,
 ,
7   %   . "1 "1 1!/
7    % "   . *     /
7
    =      
D      

11

7 9     %  !   %  =  "  L 1 '%  " 1 
1 -  6 
7          %     %   % !" " "   %  =
I 1 " 1 !1  
7          %    !"  !   %  =  %%1 #1  
7 "  "   % !       1   "      "  
% "   "        "  " =   < " <$
H"   &      & *     
 5 
5   "  # :&1  ( "*          % "  
!" " %      % "  1   7  :&   7 ! ( "*@  % " 
     "   %  1    !1 "  "    1   9
 # :&    
 
"   1 )   "  "  %  !         %  "
     )  "  %  ! "         -   " %
 %  "  %        1    "    !" %  
 =
     C
7  (',*        !   *  "        ! 
     * 1          !      
     
               "    
 ,  * !    !             "    
 
7  (',        '               "   
  
   
     !"     %  
      1    %    "  %  "   
    B C % "       4"     %    =
    C
D   *    
D  *,  !   &      "        
D    * *    *   !       
  1 1  1 1    
7 9 " %  ! )  =  +/ <'   J
>  .2
D  .J  .//K ;    .J .//K   .J   .//K)
7 <  1 )    ; ) (  ;() !  ;!) < ! ;<!)

12

( <(*  D 1    /3     !     
      !"    = /3 8   G,  !
&        #    "= 3CK0  -3CC0
   33D.G
   )      !" % = .G' 3/M &)    .'
 '+/ 9      / ,'+  3G KG
7         %= )/M     1        CC  
7     ! ! 1   M0   
7
7
7
7

&   * $0,

44   " %      " " M  1 !" " )     #
@ " %  " )    .:   "  / " )    %  
  1  " )    % " %   "    %=    
9      <9*    5 '  9       #       $  %
)    ! !"     "= 4( : 6= 61
   
4 9    %  2 1   +
 "   "   ) 1 " %   !   =    ! 
 "   %  " % 1 " '       %=  )!  :  
 /00, . .G /00,/1    +    .  "  % "    #/
 4"   1   ) 8        " 1     1     1    
8  !   =   '   ! !  )=   !  
 
 &  ! 
8     )     # %%   =   
      4    "  1  
"   "   "
   " 1 
)1     #  " " =     +     . /@  %% 
"   .)/
 .   /1 < 1   1  #  !" . !   /
 - .   /
 5"  !   )  %  2"   .0--     1     "" 
  .0  
0,  9 1   2<+
    9   1  !
   '!    + !  ! ! @   + 
8         =   # ' 4     = 

8      . ( )/     #  % " ! ! " 1  

13

    &  .) " !#/ ' )   B "C   !" " 
!  1       !  
8 4" 9  * %    "  !    "   "  %  !   
"  ')   * 
9 ')   1 :      
%8 :%      %           1  "   
<%   1  " 1        "  1  "  1  *  ! 
 .  ! /
%  . !   /
%% ."   % :/
%%:3 9 "  
 
      %  "=   "           
 3 9  1     
 . ( )   / 9  6%        %  ' 
8 8  8   . /   "  "  ! ! . % /
8    . # / "  ! #    8    .       /  "
  
   
/ 5  %       "1 "%     !   
8  <%      #  " 1    ! .  /   ! . /  
( )1   !    


4! .  ! /
438 38 3 ')  4"          
4 . /1 4 .)/ 
              
48 48 4 .  /
48 4 <       1   % 1   )  " "  <  
:  
48 4 <  %   "
 !     " %  < 
 
 ) !  
48 4 < %   %%1  "     "
  .   /
4 .  ! /
 .   /
4 .  ! /
4! %%  !  "
!  %" 67

14

 %    9 ,   I1       ;1     )     
  1  
 " '!  !   !  !"
     "   !     %  
    
 9     !" %  "        "   5 "
4 
43      ')  <  %    "           
!           

4 .   /
8 3 ' .  =  / : =        :
 = 4   !  * :  =  *  
8  ' ! . /   %  " ' ! .)/    )     #
%  " ) 
%  .  ! /
 .   /
3 9  !  = 2B   
3 4  )   
 % 9    %     
 % 6 7 &   
 %%8  . !   /
8  '    %  !1  #   )  
  1 !"       %   "      
% 8 % "  '  :  = '     
    * '     "     %%  ! " C '  
  ! 
%8 % 4           "    " =
7          '      1    
   " ) !  %  %
% 9  ;)          0    B/   
%8  '  *   !"  "   % " !"    
  *      "  )" "    
;8 4; '  %  "         %  " 
" %  " )   %  !  " 
 9
  1            
8  '     "  )  )
 '     
" 
  !"   
% .  ! 
 .  ! 

15

 .  ! /
<
3" .  ! /
 4 # "   '   "    8   " )     )   
; <   1   )
3 9    !" !      = #  (  3  &  
! )    " % = (F//
3 9       %           A    
        
,
! .  ! /
 4 # "       
  N 0*@ 003
3 .  ! /
,<,3
 6 "   *    *  *
  9     1    = (+// -F   (+//-F
 9 "    = 3O -  3O5
, -%4   .   ' * /
  #    " :     '
   "    
,%8 % " % 
 %       1  
# 
>    '      #!       " % 
      "  1   ! =  A       
"      
%8 % #  . /     !"    . ( )/   
 
< $ =     
4 $  !"  
8  #             
8        
"8 "= .  ! /
  9  *
 " =   !   "    

  8    4!    #   @   "  !  # 
  
 9    !" %   "1 "  @  !  !" %  "  =
 *   
8  3         %     3  % 
)
 )   )  !  

16

 &   "
     3*   %  " H  1 * 1    1@   %  " H   1
  B"  C
 9   %  

;38 ;3 3   %   !  %  #@     %   )   2 !)1
%   1  
      
 9 !" %   % 
 % 
3 38 33 3! . ( )/  
 )  1    % "  =
 ! !   ! 

 "!
 8   9   %  "               =
!        
"8  9  !"  %    = 7  2/ *     9
%  > = 9    *  !
 3
 "
8 8  J 
8  9      "   % 
 2"  %  =  , 
      *
3 7 *  *     ""   % " ,

& . ""/
> . ""/
 0  ; ) -     <%    5 4"   %%:  -   
 5 ' "  )    = 5 !  '     ;5')
5      
<  4"   "   ) "  "  
 8  1  
%8 % -   !" %  " 1   !  !"    ( )=
 *   *   5  ! * 
 9  !       :  !" %  %   
5 !  C       5 !   * !   A 
 .  ! /
  % 6,(7
<4!

17

1
 6 7 5  !   )  = *33 " 
        9    %      %         
   
 $   1 "       9  !    %  
  .2 /
 D    1  " !   "   ! 1 :   =    
     "   # 
    '      )    " 
 
  .  ! /
8       %      ) "  !     " =
           %    
 
10. . /
10.  0,  &   %#
 "   ,  $   
3   *1     *
< % 61-,7 &    @   !   
1-, 3
0

<% 
0 .   ( )/ 9 
  9    %   
    3 60 7 H !   
  3 607 H !   
    
 6 "   *   *

%
%

0 .   /
<
<
<8 <= 9 , %   !   !" ,I= *    * I
 5"        "  "   % !  '!   %   5 "
'%  !   " @  %   1      )@   !"  @  !
@ ! @  "   % "1   %     %
8 ?  $ 
   %  =  $ 
     )   %  =  *  
!   !   '        *   

18

@
@   :   6@ 7 4"  " %%    

A8 A  !$ A*   "   ?    $ A* 
   &
2
!!  5  )   (  && 1  %       "*    
! .#/ &  " '  &   5  ! " %   " &= + ///&
&)  &
!4!
!!<<%
!! . : /
2"*<  .!" ""/

" .  ! /
< ."" /
 4"   %%        5 " '% =
7 '%# 
7  "
7 &
7 P" 
7 L
7 5 "  H .5/
7 5 "
7 5! 
7 5! 
7 4")
7 P  
! ; "  $ = &* 
8 4" 8    "        !  " %    =    

 ?   "      @
1 " 9 %  > 1  %  = 7  2/ *    ?
9    *  !
 -   ) 
 . /1  .)/

<=
! ')           

19

%% &  9   ! 
%% -  9    0 * !
<%8  %     ,  ?       0
  9    "       " ) 9  "   
3 & "" !"  ( )    % ,C   !  ! 
 .  ! /
< 2"  !"      ( )1 "! !  ! ! =  *, 
 !  ?    *       "  
       &?      
/
4

= 

38    :  "     1 !" * :   
C   !   @  *  
 678  6%7
  - )  "       
/   (3   /  :% "! &
""  ,   * 
 67 6%    
/ 4"    # &  3('08(


 

/ -   !"   =    7    !        
   '   !  !" "    = "          ,
 
31 /3 -    !" !   %=     >    A 
       
3 $ =  
 
3
/% &   *  ! 


8  .  ! /
 <     =     

3 9   " %:) % 1    "&  &   J"!1     "&
 &

20

  .  /
 ,%  1  . !  /
<4
"
" ( %  ? ,% 6 %7
"
< 4" %: B C   "  )  % !  !" !" "    2" 1
 
, & 
  
<  6 7 H !   
  .! ! /
 + ."  ) / & "" &       ! 
  %  H !   
4 9 !  %    1   %  3 !       ) 
         "   %   D   1  "
 = (-   2"     !"  ( ) = (- F   (- F,
 !   9   %  "  = (2LK /F/
 6 "   

1  0    1   ) ')   # 
       &
 
  
  1    4!    #   @   "  !  # 
  

 .  ! /
1  5 ,
" . ""/
:% . ""/
(
% 9    " * " '<5   9     "    5 "
'% 
(1 %              " ,
 *
%!% . ""/
%  6%7 < :1               2 !)1    
     !"    1  )   :    %  !  %
%  .! ! /
%<4
( ,

21

 
.  /    . /
%< ' :         Q
%1 %  9   %        
%<% 
% . /1 % .)/          "" *
4"   .    !" %  "  / $  J%%  . 
 /
(1 %  > " H   
  
   
%%1 %% 9     %  %        
  %   "
%=" .  ! /
% . ""/
( .!" %  /
%8 %  *  4+    1    *
%4  9   % ! !
%4 4 %       = &$I I      4" &  
B
;3 33" )  &  ! ,  ,   
; ; =    )   )  % 1    ( )    # 
   =        
-&CC .  /
            @ "&         ! 
3 9   %     &   "   %   
 -    %    !"   %  " "     "  
 
- .!" %  / ')   % (! 

 %3 ! !     

  .)/1 < . /

 ' ! 
 <
  8  8   8  438   .  ! /
  %3
 5   %  '   #     
     3 6 7

22

<
< 9          1   ,      
   %  !" " ")    
 3  ) )   
<% ."" /
   <% 6 //7
         
  
  %  . !   /
%!% 9   %  &   &  
! 
  -   !" %              
  "  %  )=  " * " *
    "    !    ,
 
3 3               !   
 .  ! /
4
4%
4%
 
% &  

!  " .! ! /
:%3 .  ! /
 ! & ! ) %  "  
  "   9      %  =       >& "  9 
    > %  =      " " >&     '  
1 !" "       "  !  1       
       )   1    "           "
  ')      %   
  .! ! /
      . 
/  1! . /         
    . 
 /
 . /1    .)/
$
4 .& /1 4  .5 " /   " 
%
;

23

< ."" /

 9   %   
"3
=
% " .  "" /
$ . ( )/1 $  . /
.
3 ')  < "   
? 

)! #  % ! # "    " "   " 

+
"4
"4 .  ! / D  ! 1     :   
"<4
"  1 "   
&     ! !  ; )  ! ? 
     "   ')    
"  1     :   )     
 =         &
      
"  ')  "  %  
     1  R <   !"  
"  %%  !  
" ')  "  % 
""
"!
" 
"!
"!%
""
"
D
:% 4
D       )   %  -" 
D<3
E
34!
3<

24

3 D     # 1  330M3 "  ( ) 1 "" 
"    $     2/  
3""
33
3

=  2/,, 

*
=  2"   !"  ( ) @ I ,   * 
=!%
= 

25

) +-, 0 
) +  %

  
 ) 
 

 
   
>   
> 
>
)  . /1 ) .)/
%%  . # %%   /
 
   
  
 "   


   
 
% . % "M  
%
 "

  
"  
" %%
  
:
 
 .  
 . /
  
 )

 

)  /

 "    " /

26

 
  
  

 
 
 "
%
 
,
 )
%
%
  
) 
 " 
  
  
 %  
 
#
 . /     

  
%%  . "   "   "
 
 
  
 1  

:  
: 
: 

   " /


%
% 
% 

27

%  
% 
% 
% " 
%%
%

!
   
1
"  " 
"  
"
"   "
"   
"   
"  
" 
" 
0
 
 )
    
  

  
 
  


@
(  
( 
(  .   /

28

2
# "
# !  
# #
#! " # 

  . /
 .  /
  
% 
%I
  .     " )/
  .   "/
/
   
 " 
  

   
  
  
  
 
 " 
  
 

) 
 

 

   

29

(
  
$  
 
 
)  
 
 ! "
  
    
  
 
  
( 
   ."  %  " 1    /
  .   % )   " ) /
) 
 )
 %  
 % 
   .    /
    
 " 
 "  

B
> %
> 
> % 
>  
>  
>
  
  )
  
 
 )
  

30

 
%
   
 
  
"
""
  

 "  )
I
I
% 
  1    
""
 
 % 
 

#%
  
"
    .   ) /
   .!   /
 
  
 
  
  . /
  .     

 
 

/ $  =  


 %%
 ! #
"" 
 %

31

   I
   

 
$
  
 
 
.
)   
)  
) % 
)  
+
!    .  ! /
!
!"" 
! #%  
! # 
E
  #
 "%
)  -

  "
  
    %
 %
  !"  " 
   %  
       "  
%%  "  
 : 
  %

-  
 *
     
       !
   
2- "
     
*!      
" 
" "
  

32

  !""
 "    

  " % " %
   %
   
   :
   
 %  
   "
 "  )
   "!"
 
 ) 
"  
:  "  
%   
%  "   %
% #  "  : "  
% %
"M"    !" 

       
   
  
  % " %  " 
 " : %
 " ) " 
 " %  
  
  
%  
(  %  
 " % N
!  )  
  "  
   
    
  % %   
    

 
     

" *
"

 1 
   
  
  

  


 !
 
  


 & 1 *    1 *
*
  
 
 

  *   
  " 

   
   "*  *
 *
  %  " :
A "    
> 
 !  
 
&  
 
 
 

33

   < "#M %
  
 " 
II   
   !"
  
%  #
  
 



)  #
" M     "
 M    I
> M M      " 
  %
    
     
 
" %  " 
" % 

"       " 
     
 M"    

!     %

  &   
  *
 " * *
"
II *
 
"
 
" 

 
!
     *
  *
       *

  
  
* 

  
 "
*
 

 ! !

) #  44







4
 ,(
 (



%% )  
' "   '  
'   '   
'    % ') '  
'     -" 
'   % -   
'       4 
'%  -"     $ 
'% 1 -    $ %  
'    - 5 "
'  -   5 " '%

34


(
$
<
<

0,

/(

 +
 E

(
%
(-/

-
 
 ,

 
2.

$
=%

'%     - 
*  7 ,
' D % 9
   
   
'%  ; !"  J  ' 
>  %    
'    % H ! 5  % 5 " '%
'  $   5)
'%  &    -  
'&-    H 
'&- 8 " H 
 %% 
'   $
'I   $   H   '
'%  $ 6)!  " 
'    6  " -  
'  -     % 5 " '%
 )   
') 5   '" 
    
'    % 5 "  '  &  
'    5"  ; !" < ) %  5 " '%
'%#  4   E) 
' 4 %%  & )    5)  -  
'%  9 
'I   $   J   










0
"



 "  % '
" '! 
 '  -
  '  5
  ' 5 " '%
    #     !
 #  -  
"    -    
 #  < )
 -     '  # 9 
   -   -   % 5 " '%

35

 
 /




/



,(

%


-


/
.
,
,+
"

/



0
1
1/
0
0 

@
-


  -   %   ' 
 # -     )
 #     !
 #     ! -  
 < D   % 5 " '%
 !  1 H " 1 &   5! I 
 #    D 
     
 

-

") '%  '   )  $  
%   % '%  D  
 
  - 
     
-   6  4   '  
-   -  
-    - 
  %  
-   %  -    1     '  
    ) 
-   '" 
 )  ! #
.9 &  / - )   "    % ' D  %
    '   
-    D
-   %    
"% : ) %% 
"% %    %% 
-    ; > 
- ;   <   -    
-   % 2 "   
-  ! " 2  % 5   ; ) 
"% %    %% 
-  < % 5 " '%
- )   <    4      5 
  (  
-   H  6 " ' 
  

36





%
4



(
(
(0
(
($
-
(

0+

 
-  &! &! #
-  
-   % 4    H  % 5 " '%
"%   %% 
-   % " $ 
-   % 5 " '%   #
-   % 5 " '%  D   '   
-   % 5 " '%  5
-   % 5 " '%  4  9 
-    $ " ' 
    % 
   :
I    %% 
-" $    9
- )   " 6 " % " -"
-  6  -
-    " 6  % H  6 "
-    5)  '   .;-<5/
- %  5   $   
-" 5  ; 
-   %  5 %  <  6  "
-"     - ) 

,
,
, 
,
, 
, 
,,
,
,
,
,-

   '  
)   # % 5 " '%
  

 "% : ) %% 
  -    D 
   
    
  M   
  5  5 " '%
   6 % - 


(

 ,

  '   $  
   -  
  -""  ) 

37


"

0
0(
 0
 
(+(
 0
$
+

.9 &  /    1 5    -  -  
   -  %  '%  5 
   D 4  '   
)     
)       
   &    4 %% <%    5
  % &    :
:  $  # $  
    
   9 
   % 4





"
0

 
 0
,0
 

 "



F

0 
0
0
-$
 
 0


D0

D ""
D   '   J   
D   ' "  5 
D   '  # 9 
D    % <)  
% "     
D   -   '   
D  -"  % <
%     )
D  2   '    % 5 " '%
D   % 5 " '%  H   9 
D   % 5 " '%   
D   % 9  % 5 " '%
D"     4 
D"     4  -% 
D  D  $
D     D  -  
D    <   - ' 
!!          
%   )  
D 6   9
D    5)   
D   5)  <
%   
D   4 %  '%
D  % :  <

38


(

 
 0
 (

,(
,

(


0
G/
(
/
 (
HH
>

; ')
 $  
;  '   4 %%  4 
; ) -    D 
; ) -     <%    5
; ) -    $  
; ) -    5  
      
; !"  )  5
; )     5 "
; )   $  D
;      4 
; ) ;  
; ) <%    -
; )   H  
;  H  4 %  $ #
;! "   4
        
;  % **
;  %  "

1
1,0
1,(
10
10.
1
1,
1%
1( 
11-,
1-0
1-/
1 0
1 -

"    )   ) 
"    )    
2   < 4   
"   %   )
"  %   
"  %  
2 "  J" 5)  $  4  9  % 5 " '%
2 " $ %  -   % 5 " '%
"    
"    ) 
2 6   <%    5
"      
2  % 5   ; ) <   - 
2  5   6  " -  

0
0
0@

<    '    % '"  D  
< %  " ')   % N  

39

0
0 
0
0
0
0
0 ,
0 0 
0,
0,
0
0,
0,
0,(
0,
0,*
0
0(
0
0/
0/
0/0%
0
0
0-<0(
0 
0 
0 (
0 -,(
0
0
0$

<     : J   
<  I5 " '%
< -    '"  % 5 " '%
<    -"  % -  
<    - # -  
<    -  - 
< -      
<    -  % " 6 - 
%         "  
  
<   
< %      5 " '%
     
<  )  -    
<   )  $ 
< )  4
  )  I 
<     -  
<# " D  $ 
<    H   J   
<     # -  
<       D
< %    6  "
<    -  $   J   
<    J - 
< J
<  J   6 '    %  6    -   
   %%
<    5    # &
<    J    %  5    
< )  )
<   5   6  )  $  
<    5   5  &
%     "  
<    4    9 

@
@
@
@ (

N     -  
N  -   % -   
N 1 - $)   5  -

40

@%
@(
@(
@

N  < ) %  $  5# ' > 
N  $  -  
N  $  -   %  -   
N   5)  -  

2
2
2 (
!+
2*

E  '  4 
E  &    $ #
E !  " 
E! L&  


,

11+(

0/
(
-
-,
 /

H     ) 
H  -  - 
H ! %  2  6 "
H " 2 "    $ ( 
H   <%    '    % 5 " '%
H  H    <%      
>   
H   6   ' 
H  6  %  '    ) 
H  6   -
H) 5    

/
/
/
/,
/,
/,,
/,
/G
/
/
//
//1 0
/0,(
//
/

  %  '  
  -   -  
        
     
 )   ) '  
 ) 

    )   
 % " : ) -  
5 " '  -    #
   D      ' 
  D   6    -  
 2 "  5 % <   
   < )  $  
   % " : ) -  
 < % 5 " '%

41

/0
/2
/
/
/$
/(
/(
/(
/(-,
//-/
/ 
/


 




/
%
%"




0

(
(
-

,



 "

 <%    5  5  
9#"  !5I!
       
     %% 
   %  
 % $  
  $  
   $   - 
   $  6   )  ' 
  6  " -  
   6     )
  % 5  
 4 : D ! #

&
&
&
&
&
&
&
&
&
&
&
&
&
&
&
&
&
&
&
&
&

&
&
&

   '
   '-   D 
   -   % 4  9 
   '%  D  -"  % -    <
   '%  D  9 
'   )
   '     # -  
    I $   J   
   '    % $  H) !" 2<+M'<5
   5 #) '    % 5 " '%
   5 1 6     :"  -
" '  4  J   
     %  D"     4 
       <
   - )   ' -   - 
   - -   5  
   -   % $ ) 
   - $)  5  
   -  6  D 
       % $ $   
   )  '  
   : ) 
      )   H   -  
    ! D
  1   1 2 "  '  # 9 

42


%

.

11
1
1
0


0(0
 
/


(
(
(0
(
(
($
B
-


(
-0
$
$/

 
E,
*

$

&        < % 5 " '%
&! $ " %  '%  ) 
&      6    % 5 " '%
&    D  + D   
  )     
&    2  6    -  
&    2  -  
&    2  D   
&    2  D   -    
&    <   '  
&    <   -   - 
&    < %  - $)   6    % J%%
&    < %  $ < H !  6  "
&    H    5) 
&    H  % 5 " '%
      
&    J -  % 5 " '%
&    J     5 % '   
&    $  '" 
&    $   '" 
&    $  ) <
  %    
&    $   5) 
&!  $ 9 
&    K %   D ! #
&    6  " D   
&    6  5 % -  
&    5# '" 
&    5 D    ' 5 "
&    5 "  &  $  
&    5 6  <
&    9  % D ! #
&    9  % ! #
&    9  %  ! # % 5 " '%
&    9  6     2  '  
&    8 " 8 " )  '  
&    L    ; 

J    % '%  9

43

,
1
%
(
 ,
 

)  )    
J     2 "  5 %
J    % $  :  - 
J%%  % " $ 5)  -  
J    5 %   
J%%  %  5     J%% 

(
(
(
( 
((
(E
(
(
( 
(,0
(
(/
(
(,(
(,
(/
(1
(1(
( ,
(
(
(/
(/ 
(%
("
("
((
(((
(
(
( 
( 
(

$  '%  -  
$ '   H "     ' 
$  5 " '%  H     
$ '%  $  
$  ' 8    .   :/
$ (  -   
$  -   -  
$ )   -    D 
)   )   ) 
$ )   : ) - 
$ D      ' 
$    ;  '   
$ )   ; !"  )  $ 
$ )   ; !"  )  5  
     
  " " 
$   2  $ 
   % $"  "
$    <   H )  <" " 6
$ )    H  H  
$%       5
$)  "4 -" 4  
$    $  -) 6 " 9 
$   4     # '   
$  J     '
$  $ - 
 )   "
$ 6   < % 5 " '%
$ %  .  %  /
$ 5)  '   
 )    
$   5  -   .'9/

44

(
(

$ 5)  -  
  "    

-
-
-,
-,(
--$
-/

6  '  D
      

       
6     )  $  
6  6  9
6  4 %%    -    



$


 

 
4
 (
"

,





1



 
%



5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5
5

" '%  '! 
" '%  '    J)  
" '%  '    9 
" '%     -    
" '%    % 5  
" '%  -) ')   '" 
" '%  -   % -" "
" '%  -   %    
" '%  -"  % 
" '%  -  $ 
" '%  - "  4:  # 9 
" '%  -  9 
" '%  )  - 
" '%     4 " 9 
" '%  D   '   
" '%  D  -   H
" '%  ;   )  '   
" '%  ;  "  &  -  
" '%  2  6 " -  
" '%  H  ; ) '   
" '%  H ! 6%  -  
" '%  H   4 
" '%    '   
" '%    5 % '" 
" '%  &    '<5 -  
" '%  &    '   $  
" '%  & -  
" '%  &    -) J   

45

 ,

 (!



%
% 
%%
(
%
;
-

-( 




%



"
+
,0




10
0((


0$
//

 
( 

5 " '%  &    %  D  
5 " '%  &      D 
5 " '%  &    $ #
5 " '%  &    6  '   H
5 " '%  &    6    -  
5 " '%  &    4 : -  
5 " '%  $ '   
5 " '%  $  J    %  2  6 "
5 " '%  $ ! $ 
5 " '%  $   5) 
5 " '%  $   9 
5 " '%  K %   '" 
5 " '%  6)  #
5 " '%  6  -  -    
5 " '%  6  D   9 
5 " '%  6    $   -"% -    J   
5 " '%  6) 5) 
5 " '%  5"
5 " '%  5  "  6  J   
5 " '%  5 -  
5 " '%  5 $ 9 
5 " '%  5  5) 
5 " '%  5   5  '  
5 " '%  4    <
5 " '%      &! #
5 " '%   " 5) 
   )   )
5   )  '  
  1     "  
5       4  '" 
5   D D
5   2 " <  
         ( 
5  <%    4 "   '  
5   <  4 :   
5   <)   9
 1     
  ! 
5  % " &   '
5  %  " $)  % -  ' 

46

- 
G
0

5   6    5 " '%
     "  
:    %  



, 

 
 %


2
-(
"4

  
4 1 )   -    ' 
4     D % 5 " '%
 %  )   
4 "    2  6   %  < $  
4 # <    - %   '%  ) 
4   <) 5 " '%
4 E  "  -  
4"  6     -  
4 : 6     $  
4 "   %     

$
$ 
$ ,(
$,/
$0
$2
$
$
$
$ ,(
$%
$
$ (
$
$ 1 $
$
$
$
$
$ 
$-
$-(
$ 
$ 0,

9 - #  
9 -"     $ 
9     )
9  <   D
9 E   .  1  1 5    & " < /
;   D"     4  K  '   -  
9 &  
9 &   - %   4   ) 
9 &   )  $  
9 &   )  $  
9 &      1 5 %  -  J   
9 &   $    D
9 &   ;  '
9 &   2 " -   %  6% 
9 &   -"  D
9 &   <  )  J   
9 &   )  D %   
9) % 5 " '%
9 &   5  -  
9 &   5  ; 
9%  6   H  
9  6!  $  
9 5  % '
9 5  '   %  <    ) 

47

.
.
. 
.(
.0(

)    :
)     
+   ! $  
)     

+
+
+
+1
+1(
+0,
+
++
++

!  ! #
     D 
  2 " J   
   2 " $ ( 
   ) 
  <%       5
  6  " -  
  4  J   
   D %  & 

% 43 +  (4  8 !!!"!#$ ""    ,I
 ,%8    0 3
' # ! =
$  H    -    .$/ H
5 " '%  -   J:%     1 331 J:%  9) $

48

The Government Communicators’ Handbook is published by Government Communications (GCIS).

HOW TO CONTACT US:
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Pretoria
0001
Cnr Prinsloo and Vermeulen streets
Midtown Building
Pretoria
Tel: 012 314 2911
Fax: 012 325 3831
Website: www.gcis.gov.za
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