
THE FRIDAY STREET CLUB 
V&A WATERFRONT: 100 BEAUTIFUL THINGS 

Travel and tourism: For the successful use of public relations in the transport, travel, hotel or tourism industries. 



OPENING STATEMENT  

When South Africa went into the first COVID-19 lockdown in March 
2020, it had an immediate and devastating impact on millions of 
businesses.  

The V&A Waterfront – Africa’s most visited tourist destination -  wanted 
to find a way to not only support the small businesses within its 
ecosystem, but also bring people together, build morale and build 
brand engagement – even whilst we were all stuck within the confines 
of our own homes. 

100 Beautiful Things was born - an initiative that celebrated the 
creativity, resilience and ingenuity of the makers behind some of South 
Africa’s most inspiring projects, products, ideas and experiences.  



STATEMENT OF OPPORTUNITY  

The V&A Waterfront is one of South Africa’s most iconic 
destinations and home to hundreds of local businesses. 

Following the outbreak of COVID-19 and the subsequent 
local and global lockdowns, there was a devastating impact 
on local businesses, especially in tourism, creative arts and 
hospitality. Apart from essential services and shops, the V&A 
Waterfront and the many small businesses based there, 
stood empty.  

We were tasked with implementing a campaign to support 
the small businesses in its ecosystem, build moral and ensure 
that people continued to engage with the V&A brand, even if 
they could not visit.  



RESEARCH CONDUCTED  

Quantitative research conducted amongst small businesses within the V&A Waterfront and our own ecosystems showed they were all looking for the 
same information: 
• What can I do now to get my business through the immediate crisis? 
• How can I prepare for when things go back to normal? 
• What happens if they don’t? 
• How can I pivot my business or change the way I operate? 
• How can I learn or be inspired by other successful businesses? 

Insight #1: As small businesses we were all in this together. We didn’t know what to do or what would happen. And we were all open to receiving any 
help we could get. 

Further research showed the pandemic kickstarted a surge in learning and sharing information through online platforms: 
• 75% of CEOs predict video conferencing will replace regular conference calls (SkillScooter) 
• Zoom had over 300 million meeting participants per day in 2020 (Business of Apps) 
• Number of paid webinars grew by 547% (Click Meeting) 
• New digital habits formed as consumers turn to online platforms to learn new skills and gain information, e.g. online classes (Think with Google). 

Insight #2: Webinars would reach a wider number of people than before and could position the V&A Waterfront as a thought leader that played a 
valuable role in society. 

Further research showed people were responding to positive campaigns and movements which celebrated supporting local and hope for the future.  

Insight #3: People needed a “good news” story now more than ever. 



PLANNING 

Campaign objectives: 
• Support small businesses through storytelling and 

showcasing innovation; 
• Build morale by sharing good news and inspiring content; 
• Brand engagement though ensuring that V&A Waterfront 

customers and tenants were kept at the heart of everything 
they did. 

PR objectives: 
• AMPLIFICATION - reach 1 million + people through 

traditional media coverage.  
• ENDORSEMENT - engage with 10 + thought leaders in the 

creative community. 
• Drive ENGAGEMENT where target audiences get added 

value and useful information. 
• DEMONSTRATE the V&A Waterfront’s commitment to 

supporting small businesses. 



Target audiences and communications channels: 

1. Industry opinion leaders: 
Trailblazers, thought leaders and enthusiasts within the design and 
creative industries.  
Goal: raise awareness through their endorsement of the campaign, via 
one-on-one engagement. 

2. Local communities and V&A customer segments: 
Local communities predominantly in Cape Town who are customers of 
the V&A Waterfront, as well as lovers of creativity and design nationally 
who would support small local businesses.  
Goal: secure support for local small businesses, via traditional media 
channels (print, online /social, broadcast) 

3. B2B audiences: 
Small business owners from around the country who were impacted by 
the pandemic – they did not have to part of the V&A Waterfront’s 
ecosystem and could be based anywhere in the country.   
Goal: provide support and information to guide small businesses through 
a devastating economic time, via V&A owned webinar series.  

Key messages 

1.The V&A Waterfront supports local small businesses 
2.The hashtags #100BeautifulThings and #SupportLocal 



Tactics: 

• 100 Beautiful Things: 100 creative small businesses, creatives 
and makers featured over 100 days on the V&A Waterfront’s 
social and digital platforms. 

• 100 Beautiful Things webinar series: Six webinars, based 
around the campaign themes (Designing with Compassion, 
Sustainable Design, Future-thinking, South African Essence, 
Simply Beautiful and 16 Voices) featuring industry professionals 
and small businesses. These shared advice and learnings for 
businesses on how to navigate the pandemic with creativity, 
compassion, ingenuity and resilience. 

• Influencer engagement: Personalised gift boxes sent to 
influential industry leaders. 

• Media relations campaign: Campaign press releases, thought 
leader pieces and interviews placed with lifestyle, new, design 
and tech media. 

• Exhibition: A physical exhibition showing the 100 Beautiful 
Things installed in the V&A Waterfront to welcome customers 
back into the space after the hard lock down lifted. 



Our role and budgets: 

We developed the communications 
strategy, created awareness through 
media relations, encouraged support 
amongst industry leaders, and managed 
the webinar series.  

Platform Creative Agency developed the 
initial concept and campaign creative 
and sourced and liaised with the makers.   

Our fee was part of an overall annual 
project fee with the V&A Waterfront of 
R200 000. 



EXECUTION 

The campaign launched on 20 April 2020, during the nationwide hard 
lockdown. We launched on a Monday in order to maximise media 
coverage and allow for a full week of pitching and follow-up time.  

We first issued the campaign announcement press release, which was 
distributed to media nationally, including a call to action for the public to 
nominate their favourite Beautiful Thing. 

We then delivered personalised gift boxes to influential industry leaders 
within the creative community. Each box was filled with some of the 
beautiful things which were created by local small businesses. A 
handwritten note encouraged them to share the campaign on their own 
platforms to drive awareness.   

Planning was done in advance of each webinar episode, which included 
securing a moderator and speakers and developing an outline for the 
session. The moderator of each episode was an individual from the V&A 
Waterfront’s internal team who had a vested interest in the particular 
topic. The speakers were a combination of entrepreneurs whose work 
featured in the campaign and industry leaders who were knowledgeable 
on the topic of the episode.  

The episodes were boosted though the V&A Waterfront’s social media 
platforms, a newsletter was sent out to their database before each event, 
and we listed it on event sites weekly to encourage people to sign up in 
advance. 



One challenge that we faced earlier on was that the campaign lasted for 
100 days – a long time. We needed to find a way to maintain momentum 
and continued interest within the media.  

As new Beautiful Things were announced daily, our strategy shifted to 
focus on these profiles as individual stories, not only to create new angles 
and drive coverage, but also to give the featured businesses support and 
encouragement. This new approach opened the media landscape up to 
endless opportunities resulting in an impressive amount of coverage 
throughout the duration of the campaign. We continued to pitch new 
stories, with entrepreneurs daily.  

We drafted and placed thought leader pieces after each webinar, 
including information shared within these sessions, which opened up more 
opportunities with new media sections.  

Lastly, we did a final push when the exhibition was installed, encouraging 
people to come back (safely!) to the V&A. 



• AMPLIFICATION: 17 759 524 people reached 
with 55 pieces media coverage 

• ENDORSEMENT: 26 industry thought leaders 
personally engaged via a gift box, resulting in 
them sharing content on their own channels. 

• ENGAGEMENT: six-part webinar series, viewed 
by 93 092 people. 

• DEMONSTRATION of V&A Waterfront’s 
commitment to support small businesses: eye-
catching exhibition installed at the V&A 
Waterfront, for three months, with an estimated 
audience of 3. million. 

(1 200 words)



SUPPORTING  
DOCUMENTS



Collaborating with Friday Street Club on various V&A Waterfront campaigns, projects and 
brand initiatives has been a pleasure. The team is consistently professional and 
personable yet nimble and agile. They bring an insights-based approach to their work 
which, when overlaid with their aptitude for creative problem solving has amplified our 
ability to reach our valued customer base in a compelling, relevant and meaningful way. 
Tinyiko Mageza, Executive Manager Marketing, The V&A Waterfront  

The Friday Street Club conceptualised and implemented a creative way of getting 
traction and engagement around what was, an unusual concept. One that was needed in 
the times that we saw – especially from an SME perspective. The multifaceted approach 
included a series of webinars which gave a unique thought leadership lens to the project, 
gift boxes to key influencers using products from small businesses that were featured as 
well press releases and content that shared the 100 Beautiful Things initiative.  
Nisha Maharaj, Senior Marketing Manager, The V&A Waterfront 

The agency worked on a five-month campaign titled 100 Beautiful Things, that 
celebrated the creativity and ingenuity of the makers behind some of South Africa’s most 
inspiring project, products, ideas and experiences. I found Emma, Paula and their team 
easy to work with, warm and professional. They supported us with a great depth and 
breadth of understanding of the South African media landscape, including garnering 
great exposure online and in social media, thought leader webinars, blog posts and even 
a wrap up video. I was impressed by their agility and willingness to help as our campaign 
evolved and our needs morphed. I can highly recommend their services and commend 
their conscientiousness and thorough approach to our PR requirements and we look 
forward to more campaigns with the team in the future. 
Megan Hollis, Digital Marketing Manager, The V&A Waterfront.  









STAY IN TOUCH 
email:   emma@thefridaystreetclub.co.za 
call:    072 010 7704 
like:     thefridaystreetclub 
tweet:   thefridaystclub 
visit:     thefridaystreetclub.co.za 
‘gram:   thefridaystreetclub 


