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Opening statement 

 
In late 2013, the founders of Webfluential decided to launch the African Blogger Awards (ABA) 
to impartially measure and acknowledge the outstanding work of African bloggers and 
influencers in an industry they’re extremely passionate about. 
 
The ABA launch resulted in 520 credible African bloggers and influencers from 26 African 
countries entering the awards, far-exceeding the founders’ expectations and business 
objectives. 
 
“PR was undeniably the key driver in creating awareness of the African Blogger Awards, 
attracting credible entrants throughout Africa while simultaneously ensuring their registration 
on Webfluential. The PR campaign directly helped us over-achieve our business objectives. The 
first ABAs were a huge success,” Murray Legg, Co-founder, ABA. 
 
 
Opportunity statement 

 
The ABA team researched the rising popularity and rapidly growing reach of African bloggers 
and influencers, and knew the time was right to launch the ABAs. Webfluential would provide 
the perfect platform to implement and measure them. 
 
Awards raise profiles, provide external endorsement, motivate, attract new business and 
employees, boost internal morale, and create networking opportunities – the ABAs aimed to do 
this too.  
 
The role of public relations was clear: Create awareness of the ABA among African bloggers and 
influencers, encourage them to register with Webfluential, and enter the awards.  
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Research 

 
 
Competitor research

 
 No awards programmes existed in Africa that could credibly and impartially measure and 

award bloggers and influencers’ work.  

 No awards existed for influencers on Instagram, Twitter or YouTube in any African country. 

 South Africa, Kenya, Nigeria, Ghana and Tanzania had country-level blogger awards – but 
none measured entrants via credible, impartial metrics – only by peer/public votes or 
subjective judging. 

 
Social media research

 
 ‘Vox pop’ research with 80 bloggers and influencers in five countries sought opinions of an 

awards programme of this nature.  

 Feedback was unanimously positive as there was significant discontent with the credibility 
of existing vote-driven blogger awards.  

 The only concern raised was the complexity and time needed to enter as most bloggers and 
influencers have a ‘day job’ too. 
 

Industry research

 
 Social Media Week (Jan 2014) cited 205 million African internet users, with >79 million 

active on at least one social media network.  

 Africa’s bloggers and influencers were growing exponentially, so there was a captive market 
for the awards. 

 Africa has extreme language diversity, and we had to be mindful of this in our 
communication across Africa. 
 

 

 

 

 

 

 

 

 

 

Social media week’s Africa Digital Statistics 

 
 

http://www.google.co.za/imgres?imgurl=http://socialmediaweek.org/lagos/files/2014/02/Screen-Shot-2014-02-02-at-11.32.42.png&imgrefurl=http://socialmediaweek.org/lagos/2014/02/03/african-digital-statistics-2014/&h=652&w=915&tbnid=XCS4025d209Q5M:&zoom=1&docid=HDTGxaYwE9JuEM&ei=AkLPVNyVCozYaqLdgbAB&tbm=isch&ved=0CEAQMygXMBc
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Planning 

 
  
Objectives 

 
1. Entries: Attract and register >180 entrants across Twitter, Instagram, YouTube and blogs. 
2. Geographic reach: Attract entrants from >10 African countries. 
3. Key countries: Imperative to attract entrants from Kenya, Ghana, Nigeria and SA. 
4. Webfluential growth: Attract >180 new registrations on the Webfluential platform in three 

months. 
5. Profile awards, founders and winners: Secure >100 pieces on-message coverage across 

Africa worth R500,000.00 AVE. 
6. Post-award commercial opportunities for winners: Increase the commercial viability of 

independent blogging by raising winners’ profiles among the business and media 
communities, to make the awards aspirational and appealing for 2015 entrants. 

7. Success of 2014 awards must pave way for 2015 awards: Winner engagement to gather 
feedback to determine if they would re-enter in 2015. 
 

Publics 

 
 African bloggers and those influential on Instagram, Twitter, YouTube with over 1,000 

legitimate followers on their specific platform.  
 
Message formulation

Messaging workshop held to ensure ABA business objectives were accurately translated into 
communication messages: 
 

 The ABAs are the first impartial, objective awards for bloggers and influencers across Africa. 

 Bloggers, Instagrammers, Tweeters and YouTubers who are permanent residents of any 
African country are eligible to enter the ABA. 

 The ABAs are quick and simple to enter. 

 Winners will be determined by data analytics, not public/peer vote.  

 Overall winners in four categories: Best African Blogger, Best Instagrammer, Best Twitter 
handle, Best YouTuber and additional awards in 36 diverse categories  

 The ABA will give brands, the marketing industry, and media buyers across Africa an 
impartial measurement of the most relevant bloggers and influencers to include in their 
campaigns. 

 

Communication channels

 
 Social media: blogs, Twitter, Facebook, YouTube, Instagram.  

 Traditional media throughout Africa: Newspapers/Radio/TV/Online. 

 Direct communication: Peer-to-peer via social network conversations, meetings and direct 
selling. 

 
 
Message vehicles

 
 People: ABA and Webfluential employees who are all social influencers. 
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 Targeted content: Press releases, news briefs, infographics, @African_Blogger, DM 
Tweets, Facebook page updates. 

 Bloggers and Influencers: Peer-to-peer endorsements from those who have entered, 
encouraging their communities to enter. 
 

Management consultation 

 
 Planning workshops with ABA team commenced January 2014 to develop messaging and 

approve communications approach. 

 Founders were involved in all stages of campaign planning and implementation. 
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Execution 

 
 
1. Blogger and influencer identification 

 
 Developed a list >700 eligible bloggers and influencers throughout Africa through 

extensive research in >30 countries. 

 Over 50 popular bloggers each in Kenya, SA, Ghana, Tanzania and Nigeria were specifically 
identified and targeted. 

 
2. Pre-launch social media engagement 

 
 African bloggers and influencers targeted with invitations via geolocation and pre-launch 

teaser tweets, blog comments, Facebook messages, and YouTube comments. 

 Social media activity on ABA Twitter and Facebook page commenced a week prior to launch 
to create excitement and hype for the pending announcement. 

 
3. Launch Day 

 
 Our communications channels were carefully co-ordinated so that all communications was 

simultaneously distributed to media, bloggers and influencers throughout Africa. 

 The content was translated into French and Portuguese for pan-African distribution. 

 We sent the news to News wires, online newsrooms, traditional media channels, social 
media channels, bloggers, influencers, industry peers. 

 Each outlet was sent a customised version of the announcement including a news brief, an 
SEO-optimised release, a traditional press release, tweets, Facebook posts, and interview 
motivations. 
 

4. Post-launch Activity

 
 Post-launch media interviews secured for founders to discuss competition mechanics and 

encourage entries. 

 Regular ABA Facebook updates were posted and continuous Twitter engagement over 12 
weeks encouraged entries. 

 Bloggers and influencers were asked to encourage their personal networks to register. 

 Aware of bloggers’ and influencers’ hectic schedules, and to encourage last-minute entries, 
a three-week extension announcement was distributed. 
 

5. Winners’ announcement

 
 To create hype and anticipation, a winner was announced on Twitter every 20 minutes from 

9:00am. Once winners heard of their accolades, social media channels were abuzz. 

 A winner’s announcement release was simultaneously distributed across Africa. 

 Winners received an accolade banner for their platform and an ABA trophy. 
 

6. Post-winner-announcement activity 

 
 Interviews were secured with key media to profile founders and a selection of winners.  

 Winners ascribed their growth in followers and receiving new business opportunities 
directly to profiling achieved through the ABA.  
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Evaluation 

 
 

Objective  Result 

Attract and register 180 
entrants across Twitter, 
Instagram, YouTube and 
blogs with >1000 followers 
 
 

 26 – 28 February: 59 entrants 

 1-9 March: 127 entrants 

 10 – 31 March: 334 entrants 
 

 Total: 520 credible entrants with a combined follower-base: 
>20 million people 

 
Target exceeded: 189%  

Attract entrants from >10 
African countries 

 

 Bloggers and influencers from 26 African countries entered 
 

Target exceeded: 160% 

8. Ensure entrants from Kenya, 
Ghana, Nigeria, Tanzania and 
SA. 

SA received majority of entries followed by Nigeria, Kenya, 
Tanzania and Ghana 
 
Target achieved 

Secure >180 new 
registrations on Webfluential 
platform  

 418 new influencers registered on Webfluential during the 
ABA campaign period 
 

Target exceeded: 132%% 

Secure R500,000.00 AVE 
through profiling and 
coverage. 
(See examples in Appendix 
B) 

 21 interviews and 223 pieces of on-message coverage 
secured throughout Africa and internationally including 
Bloomberg, Reuters, Dow Jones 

 AVE: R1,797,208.00 
 

Coverage target exceeded: 123% 
AVE target exceeded: 259% 

Post-award commercial 
opportunities for winners 
(See Appendix A) 

 Winners said the awards directly boosted their 
blogger/influencer credibility. Just over 70% cited increased 
paid-for speaker opportunities, advertising and sponsorship 
deals as a result. 

 
Target achieved 

Success of 2014 awards must 
pave way for 2015 awards 

 95% of winners agreed they’d enter again in 2015 as the entry 
mechanism was simple, the judging process was fair, and for 
most the long-term benefits of winning are paying off. 
 

Target achieved 
 
Conclusion 

 
”The overwhelming success of the first African Blogger Awards can be directly attributed to the 
power of PR. The successful PR campaign that launched the ABA ensured the continent knew 
about the awards, and attracted credible entrants. We exceeded our business objectives, and we 
will definitely run the awards again in 2015,” Mike Sharman, co-founder, ABA. 
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Appendix A: Winner endorsements and what the awards did for them and their 
blogger/influencer platforms: 

 
 

1. South Africa: Overall Instagram winner Gareth Pon said the accolade really helped 
improve his already popular Instagram profile, as his local and international follower base 
increased significantly. Many interviews and commercial speaker opportunities were 
brought his way over the course of the year as a result. 
 

2. Nigeria: Best Education Blog winner – www.campusportalng.com:  "It felt great to win! 
We were delighted to hear that we came out tops in a category with over 40 contenders. 
The award has exposed our brand beyond Nigeria and across Africa, opening up more 
business opportunities for us. Above all, we see the award as a call for more action 
knowing that the little we have done so far gets big recognition.” 

 
3. South Africa: Best Arts and Culture blog, Uno de Waal, Between 10and5: "Winning the 

Arts & Culture award in the African Blogger Awards really helped cement our standing as 
the leading site in the arts and creative sector. It's excellent recognition that you're on the 
right track, and it helps build the credibility that you need when approaching partners and 
advertisers."  

 
4. Kenya: Best Niche Market blog - www.actors.co.ke: "The biggest impact would be that my 

blog is now more trusted and acknowledged by more people as a credible source of 
information on, in and around Kenya's acting industry. I received more followers and more 
readers which in itself is an achievement." 

 
5. South Africa: Best Parenting Blog winner, Tanya Kovarsky, www.rattleandmum.co.za:  

“The biggest benefit of winning the award was the ‘credibility’ it gave me personally as a 
blogger, and to bloggers as a whole. The ABA’s system acknowledged bloggers, and 
allowed them to be ‘audited’ credibly. It presented me as a reputable blogger which is 
valuable on its own. In an emerging monetised blogging industry in South Africa, I know 
that my award has secured the minds of current sponsors and advertisers, and will 
hopefully shift more in future.” 
  

http://www.garethpon.com/
http://www.campusportalng.com/
http://10and5.com/
http://www.actors.co.ke/
http://www.rattleandmum.co.za/
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Appendix B: Selection of coverage and Tweets to illustrate pan-African reach 

 
 

The Africa Report 

 
 
 
 
 
  



© Copyright 2015 Tribeca Public Relations (Pty) Ltd. All rights reserved. 
ALL INFORMATION AND FIGURES ARE STRICTLY CONFIDENTIAL FOR THE BENEFIT OF THE JUDGES ONLY 
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Appendix C: African Blogger Awards: Winner’s list 

 
 

 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
Three months post-launch
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