Making Connections

t ncan.

BiG CONNEGTIONS. LITTLE CONNECTIONS.
POWERFUL GONNEGTIONS.
ONE-OF-A-KIND GONNEGTIONS.



Tin Can PR is an independent PR agency based in Cape Town with a strategic,
creative, original and connected approach.

We've been producing effective consumer and business campaigns for over
two decades.

We utilise a tailored approach to tackle small and sublimely simple to large
and ridiculously complex.

Advertising Is saying you're good. PR Is getting
someone else to say you're good.




We're an agency that thinks ditferently about the
way In which PR fits into the overall brand
relations mix in the age of public relationships.

Our team believes in integrated ideas, because the ideas business
is about seizing the audience’s imagination and making

connections.

We have a long history of working with some of the world’s
biggest brands and deliver world-class editorial and news content
while integrating all functions of PR.

We develop and execute integrated strategies across multiple
disciplines including: PR, creative strategy, content marketing,

influencer marketing, brand experiences and events.




CREATIVE STRATEGY &

IMAGINATION

WE HAVE AN ORIGINAL CONNEGTED APPROACH.

With strong strategic leadership we immerse ourselves in our

clients businesses.

We deliver world-class content, writing & thinking like WORLD-GLASS GONTENT &

INTEGRATED IDEAS

journalists.

Why? Because the ideas business is about seizing the audiences

imagination and making connections.



00D STORIES ENGAGE PEOPLE, GREAT STORIES HELP
PEOPLE THINK, FEEL AND ACT - YOUR STORY IS GENTRAL
T0 YOUR BUSINESS NOT JUST THE MARKETING
COMMUNIGATIONS MIX.

"If | was down to the last dollar of my marketing budget I'd spend it
on PR!" - Bill Gates




WE PLAY NICELY WITH OTHERS...

We have a collaborative approach when delivering any campaign.
Whether it's with clients, agencies, suppliers or the media.

We pride ourselves on this approach in order to amplify work and
outputs in the best and biggest way to deliver connection.

We look at our clients as partners, friends and mentors, many of
whom remain with us for no less than 3 years, with some for more
than 7 years.



We can strategically create and implement all PR outputs required

to make connections.

We utilise a tailored approach from small and sublimely simple to

large and ridiculously complex.

Everything from traditional PR, corporate communications, crisis
comms, content creation, influencer campaigns and consumer
experiences. Nothing is out of bounds and we’re unafraid to take

risks.




700 120 HALF A BILLION

Pieces of content published. Press releases written Total people reached. People reached monthly.
& distributed.
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AMY-RAE RISPEL

TANYA NEFDT

GEORGINA CROUTH
DAILY MAVERICK

PRIMEDIA

ENGA - FEEL SA

"When it comes to PR, Tin Can are a

delight to deal with. For many of us “Tin Can brings the gees! They're
working in the media, you want always willing to go the extra, “Always helpful, always available and always
someone who is quick to respond, even when it's not for their relevant, what a pleasure to work with Tin
helpful, intelligent and most importantly clients. Helpful, on the pulse and Can.”
creative and proactive with a brief. always available.”

You can trust Tin Can, their number is
the one to have saved on speed dial - |

highly recommend working with them.”



"Tin Can has been an integral partner, enabling
the organisation to achieve its communication
goals for many years. I've appreciated their
easygoing style, honest feedback and strategic
guidance. They punch far above their weight.”

"We have partnered with Tin Can who have lead
the execution for our PR requirements across
our client stable. The results have been
staggering, with KPI's far surpassing before the
end of the campaigns. They're a breeze to work
with, true team players! | would have no problem

recommending them.”

“I have not encountered a better team, not just
in the world of PR but in consumer

engagement.”



BABIES$JUS

WE'VE WORKED WITH JUST ABOUT EVERY INDUSTRY! FINANGIAL SERVIGES, HEALTH, TRAVEL, LIFESTYLE,
REGULATORY, GONSTRUGTION, LEGAL, FMCG, NGOS AND SOES. THESE ARE SOME OF OUR CURRENT GLIENTS...

OLIVER TYoys§jus




WORK WE ARE PROUD OF




ol

THE PROBLEM

The non-alcoholic spirits category is relatively new in SA. We needed to

launch Lyre’s a global non-alc spirits brand in SA without a big launch event
or big budget.

We were tasked with building the category while profiling Lyre’s as the
world’s most awarded non-alcoholic spirits brand.

We seeded content monthly to educate & grow the non-alcoholic category by
focusing on new & unique angles while leveraging tactical observances.



THE PROBLEM

We needed to position Toys R Us at the forefront of the barbie conversation in
South Africa as well as reach the kids and kidult market with the collectible Barbie

offering from Toys R Us.

We leveraged the sales figures of Barbie over opening weekend at Toys R Us to
place the brand amidst the conversation.

We leveraged the sales figures of Barbie over opening box office weekend at Toys
R Us to place the brand top of the conversation.




THE PROBLEM

Many South African’s were impacted by the economic fall-out caused by the
COVID-I9 pandemic. Ladles of Love had been providing meals to those in
need and donor fatigue was setting in.

We were tasked with coming up with a mass participation activation that
would see people being able to get involved in helping others from home.

We set out to break the world record for the most sandwiches made in one
hour.




THE PROBLEM

In a highly regulated environment we needed to improve existing knowledge

We needed to increase awareness & understanding of 1Q0S to ensure every

around the science & innovation of 1Q0S.

person leaving the event knew how 1Q0S changes everything.

We leveraged the global launch of 1Q0S 3 to amplify the the brand, benefits and
new product offering in SA with an event that changed everything.




THE PROBLEM

SA has one of the highest reported rates of tuberculosis in the world, but

We were tasked with developing a strong PR campaign alongside the
activations to encourage people to cough differently.

health authorities are aiming to reduce its transmission.

We decided to leverage TB Awareness month to profile the broader campaign.
We did this alongside a strong newsworthy angle.




Y "I THE PROBLEM

\B Doping is rife in sport in SA. With relatively low awareness in the public

conscience.

TO DOPING

We were tasked with coming up with a PR stunt that would create mass awareness
of the 'l play fair. say no to doping” message while getting sportspeople
to take the pledge.

We harnessed the participation of two formidable political opponents (Helen Zille
& Fikile Mbalula) to come together while leveraging the context of a larger ethical

message of ‘playing fair.’



THE PROBLEM

In a saturated market where craft gin was all the rage, we had to launch a

We were tasked with profiling the world’s first truffle-infused gin,
made in South Africa by KWV.

new SA gin to the local and global market.

Media were invited to experience the product at a launch event which
included a gallery exhibition with 4 artisans showcasing their search of the
the Kalahari N'abbas.




THE PROBLEM

In the highly regulated and saturated market of direct insurance we needed to
differentiate the product and drive talkability at launch. Notably, launching a

We were tasked with creating mass talkability while enabling the new brand to win

direct brand in a traditional broker space.

early brand recognition and attain its business and communication objectives with

a non-traditional approach.

Media were invited to witness the stunt activation, which took place at the CT
Station in view from the launch venue where a press event was held: a tight-rope
walker ‘slack-lining’ between two cranes. (If he died frank would pay).




THE PROBLEM

Hungry Lion was loosing market share to KFC. They had spent a fortune on an
ATL campaign (Lucky Bucket) but needed to get the brand profiled in the

NEws.

The brief was to create a mass participation event to generate maximum news

coverage for the brand while leveraging their through-the-line campaign.

We invited all of CT to join us on Heritage Day to break the Guinness World
Record for the largest serving of fried chicken.
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Have a message or question?
Contact our management team.

KISHA READER-BAIN
WAVEMAKER / STRATEGIST

E : kisha@tincan.co.za
P:+27-83-383-1440

N in

DEBBY LESLIE
CONVERSATIONALIST / GEO

E : debby@tincan.co.za
P.+27-83-377-6124

FOR MAKING A CONNEGTION.

WWW.TINGAN.CO.ZA

CaIll.



