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PRISA PRISM AWARDS 
 ENTRY SUMMARY 

 
CATEGORY:  SPORTS MARKETING   
CONSULTANCY:  ATMOSPHERE COMMUNICATIONS 
CLIENT:  CLIPPER ROUND THE WORLD YACHT RACE 
PROJECT:  SA LEG OF CLIPPER ROUND THE WORLD YACHT 

RACE 
CONTACT:  CISCA BADENHORST  
  CISCA@ATMOSPHERE.CO.ZA  

OVERVIEW  

“Your team wasn’t phased by the scale and urgency of the challenge, got off 
to a sprinting start, and most importantly, delivered cut-through, highly 
targeted publicity which was vital in securing ongoing sponsorship with the 
leading harbour port in Africa, that of the V&A Waterfront. Well done team!” - 
Julia Fry, Head of Global Communications, Clipper Round the World Yacht 
Race 

The Clipper Race is one of the biggest yacht challenges in the world. Table 
Bay is a key stopover destination for the round-the-world race. The 
relationship with the V&A Waterfront is a crucial component of the Clipper 
business model, which is dependent on financial support from tourism-driven 
harbours around the world. Our brief was to garner maximal support for the 
race from South Africans - in just 48 hours - in order to secure sponsorship. 

We identified almost daily media opportunities to succinctly communicate 
targeted messages to both the general public and businesses. This resulted in 
a key business outcome: the V&A Waterfront cementing its relationship with 
the Clipper Round The World Yacht Race, by signing the sponsorship 
agreement for the following year.  
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CHALLENGES AND OPPORTUNITIES  

We had under a week to get this project off-the-ground – 12 super racing 
yachts were 6-days away from Cape Town’s harbour and UK-based publicity 
efforts to highlight the impending arrival were not getting traction in either local 
or national media outlets. 

The sustainability of Clipper’s visits to Cape Town relied on the general 
public’s support for the event, with high footfall critical to securing the V&A 
Waterfront’s ongoing sponsorship. The relationship between the Clipper team 
and the V&A Waterfront management team was tenuous and our client 
started investigating alternative harbours for the 2019/2020 races as the 
V&A’s continued financial commitment was uncertain. 

The Clipper Race has a key differentiator: apart from the skippers, the rest of 
the crew are novices. This provided us with incredible human interest stories. 
In addition, we were fortunate that a few South Africans participated, including 
a high profile skipper from Cape Town. 

RESEARCH AND KEY INSIGHTS  

 We researched the media pool to understand their interest, 
international content angles and prospective reputational issues that 
could impact on the Clipper brand (i.e. lost lives due to novice crews, 
yachts that run aground in adverse weather conditions, etc.) We 
assessed the different crews, their backgrounds and media 
preparedness to ensure a quick turnaround time  
 

 We researched key messages targeted at other ports so as to adapt 
these for the local market 
 

 Additional content angles were derived from a competitor analysis we 
conducted on the Volvo Ocean Race, which also relies on Cape Town 
as a key port  
 

 We investigated relevant human interest stories – like a previously 
disadvantaged SA crew member who had never seen the sea before 
the race – to use in support of our campaign message: anyone can 
participate in this race of a lifetime 

The research led to a targeted campaign with 2-pronged approach: 1) 
encourage locals to visit the V&A during the Clipper race stopover; 2) highlight 
the monetary value which events such as these bring to cities all over the 
world. 
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PLANNING OF STRATEGY 

Communication Objectives  

 Encourage locals to meet the novice crew members during their V&A 
layover between 25-29 October 2017  

 Highlight the economic impact of the Clipper race to the Waterfront and 
Cape Town as well as other SA port cities like Durban and PE  

 Spread awareness of the race’s potentially life-changing impact and the 
fact that novices can compete  

Target audiences  

 Residents of the three port cities of SA – to be reached through 1) 
dailies, broadcast outlets with a news and/ or sports focus in Cape 
Town, Port Elizabeth and Durban and 2) yachting publications, 
lifestyle influencers, social media (Instagram, Facebook, Twitter) 

 Key decision makers and management at our port cities – to be 
reached through business publications and broadcast outlets  

EXECUTION OF THE STRATEGY  

Our aim was to create as many publicity opportunities as possible. These 
were:  

 

 Greet-the-fleet: media and high-reach influencers were invited to the 
arrival at the Waterfront. Media packs were distributed and exclusive 
interviews secured to create awareness  

 A press conference following the first 3 yachts’ arrival in Cape Town 

 Step on-Board: media, influencers and the public were invited to view 
the Clippers to garner excitement and spread key messages 

 Media Sail Day: Media and influencers attended a media sail day with 
Dale Smyth, Capetonian and skipper of the Dare To Lead yacht  

 Race Departure: media and influencers (with a lifestyle focus) attended 
the official send-off and joined the Clipper Communications team on a 
support boat in the harbour  

 Business and lifestyle tailored angles: exclusive media and influencer 
opportunities to tell the stories of the race and its participants to 
encourage investment and participation  

 Photo and video material of the arrival, departure and other highlights 
were seeded with media and influencers throughout the 10-day 
campaign period    

Tactical messaging: We approached independent commentators to speak 
about the positive economic impact of the event on competing harbour cities 
such as PE and Durban in our media releases to create a sense of urgency & 
competition among the Waterfront team (the Clipper team would only dock at 
one South African port). 
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    Greet-the-fleet                   Step on-board  

 

 

Media sail day with Dale Smyth 
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EVALUATION  

 

Campaign objectives Delivered by Atmosphere 

 

Communications:  

 20 pieces of positive media 
coverage over the two-week period 

 

 

 74 pieces of top-tier publicity 
were secured across broadcast, 
radio, print, online and social 
media in just 2-weeks, with a 
100% positive message hit rate 

 Editorial reach of 27-million 
people  

 

 

 Minimum of 15 top media to attend 
the various CT Clipper events and 
report positively on it  

 

 27 top publications and 
broadcast outlets including key 
titles like the Sunday Times and 
SABC News – with a 100% 
reportage rate –attended our 
Clipper events   

 

 Minimum of 5 target publicity in 
business media with at least three 
key messages focusing on the 
economic benefits to the city and its 
port  

  9 pieces of on-target publicity in 
key titles such as The Money 
Show with Bruce Whitfield on 
702/Cape Talk,Heraldlive.co.za 
and CNN Africa with all our three 
key messages incorporated 

 

Business 

 V&A Waterfront management 
commits to continue its 
sponsorship of Clipper for the 
2020 yacht race 

 

 

 The V&A Waterfront confirmed 
its continued sponsorship of the 
race’s Cape layover  
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Coverage Highlights include: 

 
PUBLICATION/CHANNEL REACH AVE 

ENCA 62 934 R 120 500 
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PUBLICATION/CHANNEL REACH AVE 

Expresso  215 577 R 62 000 

 
 

 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
 

 
  
PUBLICATION/CHANNEL REACH AVE 

SABC News 1 288 991 R 314 666.67 
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PUBLICATION/CHANNEL REACH AVE 

567 Cape Talk: The Money 
Show  

540 000 R  111 670.9 
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PUBLICATION/CHANNEL REACH AVE 

Cape Argus 237 000 R 34 565.68 
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PUBLICATION/CHANNEL REACH AVE 

Saturday Weekend Argus 143 000 R 64 994.51 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PUBLICATION/CHANNEL REACH AVE 

Weekend Post 157 000 R 7 166.47 
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PUBLICATION/CHANNEL REACH AVE 

East Coast Radio online  392 837 R 24 224.02 
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PUBLICATION/CHANNEL REACH AVE 

The Herald Live 1 856 937 R 24 247.3 
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PUBLICATION/CHANNEL REACH AVE 

Cape Talk: 567: Twitter 195 000 R 10 000 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PUBLICATION/CHANNEL REACH AVE 

Expresso: Facebook  394 720 R 10 000 
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CONCLUSION  

We met client’s business goal to secure continued sponsorship from the V&A 
and exceeded our campaign objectives, reaching 27 million people in 2 
weeks. 
 


