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EXECUTIVE SUMMARY 
This strategy seeks to provide a clear focus and leadership in CETA’s 
Communications and Stakeholder Liaison and Management. The document sets out 
a strategic approach to Communications and Stakeholder Liaison and is 
accompanied by an Action Plan detailing proposed actions that will help to achieve 
CETA’s strategic objectives.   

COMMUNICATION AND STAKEHOLDER LIAISON VISION FOR CETA 
 
To ensure a positive internal and external image about CETA whilst timeously 
providing relevant information and drawing stakeholders support into the CETA’s 
programmes. 
 

OBJECTIVES  
 
The following overarching objectives have been identified to guide Communications 
and Stakeholder Liaison activities within CETA.  
 
3.1 Build and maintain confidence between CETA and its stakeholders  in 
the Constructions Sector  

This means a comprehensive and strategic approach to stakeholder communications 
and reputation management. 

There will be a proactive approach to understand stakeholder’s needs, create 
awareness and clarify CETA’s mandate, communicate CETA challenges and 
positives, and market CETA’s services. 

3.2 Promote and foster support for CETA’s mandate and strategic vision 

This recognizes that effective, planned communication and stakeholder liaison and 
management are vital in delivering key objectives and that this should be reflected in 
project planning throughout CETA.  3.4 Improve and facilitate sound 
communications to internal and external stakeholders through effective and 
co-ordinated communication. 

Facilitate two-way communications between the Council, executive committee, 
senior management and staff. 

Ensure key messages are developed and communicated adequately and timeously 
to all internal and external stakeholders. 
Establish a feedback and needs analysis system to ensure effective two-way 
communication, monitoring and evaluation of communication strategies.  

3.5 Endorse communications as a priority for CETA 

Initiate different communications tools to improve two-way communications. 

Provide communication support to all regional offices and head office business units. 

3.6 Market CETA brand to all its stakeholders. 
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Promote the visibility of the Authority in all CETA’s events to encourage stakeholder 
rapport and networking. 

 

THE ROLE OF COMMUNICATIONS AND STAKEHOLDER LIAISON WITHIN 
CETA  

 
Successful communication is central to managing stakeholder relationships both 
internally, with staff and externally with its key stakeholders. The process of liaising 
and managing stakeholders is fundamentally a proactive communication strategy; it 
consciously seeks to pay special attention to the key stakeholder of the organisation. 
The key successful indicators of stakeholder management are the sustainable 
relationships, trust between the organisation and its stakeholders, and support from 
stakeholders.    

Good stakeholder management achieved through effective communication can be a 
decisive factor in CETA’s ability to deliver its strategic vision, including the 
development and implementation of new ways of working.   
 
This mind-set will be demonstrated by their interaction with CETA staff, internal and 
external stakeholders.  All CETA staff will be encouraged to adopt a similar approach 
to communication.  It will be the role of the CETA communications and stakeholder 
liaison unit, working closely with the Chief Executive Officer and senior managers, to 
lead the implementation of this strategy.  These actions will ensure a structured 
approach to formal planned and unplanned communications, leading or contributing 
to building and strengthening our relationships with stakeholders.  
 

 PRINCIPLES OF COMMUNICATION WITHIN CETA 
 

·  Honest and open communications 
·  lead and/or facilitate most formal aspects of internal and external 

communications work within CETA; 
·  Advise and support CETA staff involved in project planning and other 

activities that require communications expertise. 
 

SUMMARY OF COMMUNICATION ACTIONS 
 
Internal stakeholder communications 

The communication unit will aim to make the intranet and thisweek@CETA as the 
main communication channels for internal communications to support 
communication flow between Head and Regional Offices. 

EXTERNAL STAKEHOLDER COMMUNICATIONS 

Media Relations 
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Stakeholder Relations 
 
It proposed that CETA adopts a structured approach to communicating with various 
stakeholders, by creating communication platforms via provincial and national 
stakeholder forums and by fostering communication partnerships with the various 
sub-sector bodies to communicate to their membership.  
 

·  CETA Sub-committee engagements  

·  Provincial stakeholder forums 

·  National stakeholder forum  

·  Targeted communication to the three sub-sectors’ members 

·  Public sector clients’ strategic forums  

·  Stakeholder engagement, feedback and needs analysis 

·  Develop messages for stakeholder awareness and identify ways of 
communicating these messages. 

·  Review, revise or develop presentations outlining CETA’s mandate, functions 
and strategic programmes. 

·  Set-up meetings with relevant stakeholder representatives to promote CETA 
services, to build partnerships and to inform stakeholders on challenges 
and/or positive issues when necessary. 

·  Propose  SMME development initiatives through these structures ( access to 
learnership and support from CETA) 

MARKETING DRIVE 
 
Our biggest challenge is to manage perception, misunderstanding of CETA’s 
mandate by the public as well as lack of visibility of CETA’s services to its 
stakeholders. Good paraphernalia’s that carry CETA strategic services 
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1 INTRODUCTION 
 
This strategy seeks to provide a clear focus and leadership in CETA’s 
Communications and Stakeholder Liaison and Management. As such, it aims to 
contribute significantly to the delivery of the overall NSDS Indicators as well as SLA 
Targets.  
 
The document sets out a strategic approach to Communications and Stakeholder 
Liaison and is accompanied by an Action Plan detailing proposed actions that will 
help to achieve CETA’s strategic objectives.  The strategy addresses both internal 
and external communication, looking at various approaches, tools of 
communications and roles and responsibilities that need to be assumed by various 
parties within the organisation to contribute and implement the strategy.  
 
The responsibility for delivering the majority of the work outlined in the Action Plan 
lies with the Communications and Stakeholder Liaison unit, supported by the 
Chairperson, Chief Executive Officer, Council, Senior Managers, Regional Managers 
and other staff where appropriate.   
 
While advanced planning is essential to delivering a clear and effective approach to 
communications, the nature of stakeholder management, including working with the 
media, means that a significant amount of unplanned communications activity will 
inevitably also arise.  The communications service must therefore be dynamic and 
responsive, ensuring that its approach to managing these issues is closely aligned to 
the aims and spirit of this strategy.  
 
The NSDS objectives and indicators are extracted and summarised as follows: 
 

Objective NSDS indicator STRATEGIC ACTION 
1. prioritising and 
communicating critical 
skills for sustainable 
growth, development 
and equity 

1.2 Information on 
critical skills is widely 
available to learners. 
Impact of the information 
researched and 
dissemination 
researched, measured 
and communicated in 
terms of rising entry, 
completion and 
placement of learners. 

Develop communication material 
targeted  

2. promoting and 
accelerating quality 
training for all in the 
workplace 

5.1 Seta institute of 
Sectoral or Occupational 
centre of excellence 
grant. 

Promote CCEOs 

5. improving the quality 
and relevance of 
provision 

1.1,2.8,4.1a,4.2 Identify and promote scarce and 
critical skills in the sector 

 3.2,4.3,5.1 Promotion of co-operatives, CCOE’s 
and New Venture creation initiatives 

 5.3,5.2 Promotion of quality delivery in the 
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sector 
 5.4,2.4 Capacity building of governance and 

constituent members 
 
 
 

2 COMMUNICATION AND STAKEHOLDER LIAISON VISION FOR CETA 
 
 
Where do we want to be amongst other SETA’s? What relationship does CETA want 
to cultivate with its internal and external stakeholders and what image to we want to 
portray to the public at large?  
 
 
To understand CETA’s stakeholders’ needs and expectations in order to provide 
service excellence, build partnerships to facilitate and lead integrated skills and 
training development efforts. To ensure a positive internal and external image about 
CETA whilst timeously providing relevant information and drawing stakeholders 
support into the CETA’s programmes. 
 
 

3 OBJECTIVES  
 
The following overarching objectives have been identified to guide Communications 
and Stakeholder Liaison activities within CETA.  
 

3.1 Build and maintain confidence between CETA and its  
3.2 stakeholders in the Constructions Sector  

·  This means a comprehensive and strategic approach to stakeholder 
communications and reputation management. 

·  There will be a proactive approach to understand stakeholder’s needs, 
create awareness and clarify CETA’s mandate, communicate CETA 
challenges and positives, and market CETA’s services. 

·  CETA will be clear and constructive in the way it accounts for its 
actions and responds to requests for information, for example in its 
relationships with the media and its stakeholders.  

·  Increase public understanding, awareness, involvement and 
satisfaction with the services provided by CETA 

3.2 Promote and foster support for CETA’s mandate and strategic vision 

·  Market and brand CETA to all its stakeholders and the public at large 
through promoting strategic direction of the Authority and its stated key 
results areas. 

·  CETA, will identify opportunities and initiatives to communicate its 
mandate, vision and objectives to obtain buy-in and support required 
from internal and external stakeholders to achieve that vision.  
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3.3 Contribute to the delivery of key NSDS Indicators and SLA Targets 

·  This recognizes that effective, planned communication and stakeholder 
liaison and management are vital in delivering key objectives and that 
this should be reflected in project planning throughout CETA.  The 
communications team will act as the central point of advice and 
support. 

3.4 Improve and facilitate sound communications to internal and external 
stakeholders through effective and co-ordinated communication. 

·  Facilitate two-way communications between the Council, executive 
committee, senior management and staff. 

·  Ensure key messages are developed and communicated adequately 
and timeously to all internal and external stakeholders. 

·  To ensure consistent messaging to our major stakeholders and the 
public in a way which promotes and protects CETA’s reputation, 

·  Establish a feedback and needs analysis system to ensure effective 
two-way communication, monitoring and evaluation of communication 
strategies.  

3.5 Endorse communications as a priority for CETA 

o Initiate different communications tools to improve two-way 
communications. 

o Provide communication support to all regional offices and head 
office business units. 

3.6 Market CETA brand to all its stakeholders. 

·  Participate in events that may market CETA and its services such 
Conferences and Career Exhibitions and Expo’s.  

·  Establish a clear identity for CETA and how it wishes to position itself in 
all communication activities. 

·  Promote the visibility of the Authority in all CETA’s events to encourage 
stakeholder rapport and networking. 

 

4 THE ROLE OF COMMUNICATIONS AND STAKEHOLDER LIAISON 
WITHIN CETA  

 
CETA’s ability to communicate is strongly related to how effectively it functions 
overall.  Successful communication is central to managing stakeholder relationships 
both internally, with staff and externally with its key stakeholders. The role of CETA 
in the sector makes these relationships more important than ever and we must 
nurture them, ensuring suitable investment in terms of time and resources. The 
process of liaising and managing stakeholders is fundamentally a proactive 
communication strategy; it consciously seeks to pay special attention to the key 
stakeholder of the organisation. It is not generic but targeted with a specific objective 
of getting all stakeholders energy focused on the strategic goals of the organisation. 
The key successful indicators of stakeholder management are the sustainable 
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relationships, trust between the organisation and its stakeholders, and support from 
stakeholders.   
  

Good stakeholder management achieved through effective communication can be a 
decisive factor in CETA’s ability to deliver its strategic vision, including the 
development and implementation of new ways of working.   
 
To reflect this, the Chief Executive Officer, the Authority and Senior Management 
Team, will take a lead in being proactive, open and inquisitive in the way they 
communicate.  This mind-set will be demonstrated by their interaction with CETA 
staff, internal and external stakeholders.  In turn, our stakeholders will be 
encouraged to engage in discussion and debate, and know where to turn to if they 
have a question or concern.  
 
All CETA staff will be encouraged to adopt a similar approach to communication.  
They can play a valuable role in achieving this strategy’s objectives through the way 
they interact with the public, partner organisations and associations and others within 
CETA.  In recognition of this, a summary version of this strategy will be distributed 
and publicised to executive and senior management.  
 
It will be the role of the CETA communications and stakeholder liaison unit, working 
closely with the Chief Executive Officer and senior managers, to lead the 
implementation of this strategy.  These actions will ensure a structured approach to 
formal planned and unplanned communications, leading or contributing to building 
and strengthening our relationships with stakeholders.  
 

5  PRINCIPLES OF COMMUNICATION WITHIN CETA 
 

·  There will be consistent themes, messages, tones and style that ensure a 
corporate look and feel to all communications from Executive Committee to all 
our stakeholders. 

·  Staff should be told about the Authority’s initiatives first or simultaneously with 
the external stakeholders. They should not be surprised of what they hear 
about CETA from other sources e.g. the media 

·  Honest and open communications 
·  All materials used for communicating internally and externally must reflect the 

corporate style and brand identity and be instantly recognizable as being from 
CETA 

 

6 INSTITUTIONAL ARRANGEMENTS 
 
A communications team comprising of the COO, COMMS, SLM, Skills development 
Manager and Quality assurance Manager, supported by all regional managers will 
be established at head office to: 
·  support the Authority and Senior Management Team in defining and leading the 

implementation of an agreed approach to corporate communications; 
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·  lead and/or facilitate most formal aspects of internal and external 
communications work within CETA; 

·  Advise and support CETA staff involved in project planning and other activities 
that require communications expertise. 

 
 

7 ROLES AND RESPONSIBILITIES OF HEAD AND REGIONAL OFFICES  
 
CETA’s Regional Offices have an important role to play in ensuring that this strategy 
is a success. As we recognise that the constructions sector is growing at a rapid rate 
where most of the capital projects emanate from the provinces, it is vital through the 
support of Head Office that Regional Offices should reflect CETA’s unique 
contribution in the consciousness of the public. All policy, strategy and 
implementation plans will be developed and driven form the Head Office with input 
and participation of the regional managers.  As such, perceptions of how well the 
CETA is performing and proposals for improvement on CETA services should be 
driven from the regions through advocacy and developmental communications, and 
other stakeholder liaison initiatives.  

8 CETA INTERNAL AND EXTERNAL STAKEHOLDERS 
 
The CETA constitution only lists those stakeholders that belong to the representative 
bodies as listed in annexure A.  However, there are a lot more stakeholders that 
have not been engaged with. Table B, outlines both internal and external 
stakeholders.  
 

INTERNAL STAKEHOLDERS EXTERNAL STAKEHOLDERS 
Head Office business units Organised employer bodies 
regional offices Construction materials manufacturers 
Council, All built Environment Professionals 
Executive committee organised labour 
sub sector committees unrepresented construction contractors 
regional committees clients (private and public sector)  

involved in contractor development 
programmes, training and learnership 

Department of Labor CETA WSP agents and employer SDF’s. 
 learners 
 levy payers 
 training providers and their assessors 
 Specialist contractor bodies 
 General Public 
 Table B: internal and external stakeholders 
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9 STAKEHOLDER SPECIFIC COMMUNICATIONS OBJECTIVES  
 

To deliver the overarching objectives of the strategy, we need to be clear about what we are trying to achieve with our 
stakeholder, i.e., our specific communication objectives. This will help us to choose the right messages and the right 
communication approaches for use with each audience at each point in time. 
 
The following table gives the key overarching communications objectives connected with each audience. 
Audience Communications objectives why we need to communicate with this audience 
CETA employed staff at 
both Head and regional 
offices. 

·  To develop staff awareness, understanding, engagement in and ultimately ownership of, the 
organisation aims and direction. 

·  To ensure awareness amongst staff of the key information they need to do their jobs 
effectively. 

·  To fulfil our role as a model employer that involves staff in our approach to communication, 
responds to their suggestions and answers their queries. 

·  To promote the benefits of working for CETA and to recognise staff successes. 
·  To support service improvement and modernisation by creating channels for staff to identify 

and act on changes that need to be made. 
·  To support organisational change so that staff is fully aware of developments and how they 

are affected, with opportunities to ask questions and find out more information if they wish to. 
·  To support and encourage the behaviours, culture and performance we are aiming for across 

CETA. 
·  To ensure that staff are able to share and discuss their views with senior management 

through a number of channels. 
Council, executive 
committee, sub 
committees, regional 
committees 

·  To ensure that these constituencies receive relevant information or news timeously and are 
kept in the loop on the activities of CETA. 

All external stakeholder  ·  to create awareness on the mandate, objectives and vision of ceta  
·  proactively communicate and lobby support on strategic programmes of CETA 
·  create a strategic internal and external communication link   
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Audience Communications objectives why we need to communicate with this audience 
·  To deliver consistent, co-ordinated messages whenever relevant 
·  Capacitate and empower stakeholders with information. 
·  To increase awareness and understanding amongst the wider construction sector of the role, 

functions, strategic direction and strengths of CETA. 
·  To establish an ongoing dialogue with key stakeholders that supports training and skills 

development in the construction sector. 
·  To get feedback from stakeholders about changes and improvements we need to make 

Local media 
National media 

·  To protect and enhance the reputation of CETA  
·  To increase the media©s awareness and understanding of the role, functions, strategic 

direction and strengths of CETA 
·  To maintain and further develop an ongoing relationship with key individuals in key local 

papers, radio and TV so that they are receptive to our good news releases and enabled to 
give balanced coverage of negative stories 

·  To ensure a regular stream of positive, balanced, representative coverage across the range 
of CETA’s activities and responsibilities 

Training 
Providers,Assessors and 
Learners  

·  To ensure Training Providers, Assessors and learners know how, when and where to 
contact the most appropriate service to meet their needs. 

 
General public  ·  To ensure target groups in the general public know how, when and where to contact the 

most appropriate service to meet their needs. 
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10 SUMMARY OF COMMUNICATION ACTIONS 
 
The objectives of this Strategy are encompassed in the Action Plan, which 
sets out a number of specific tasks to enable effective communication and 
stakeholder management for the period 2008-2010.  This gives focus to the 
Strategy and demonstrates how the aims outlined in this document will be 
achieved. See table  
 
Internal stakeholder communications 

Through these actions, it is envisaged there will be the implementation of 
effective and integrated internal communications programme that supports 
organizational change. 

The approach that will be taken will focus on establishing and delivering 
organizational change communications which is meaningful and engages with 
all staff; Establish an effective internal communications medium and making a 
smarter use of all communication channels. 

Measures 

·  Use feedback mechanisms to establish benchmarks for improvement 
and set targets for the future. 

·   Two communication channels which are e-based will be launched 
between 2007 and 2008. The communication unit will aim to make the 
intranet and thisweek@CETA as the main communication channels for 
internal communications to support communication flow between Head 
and Regional Offices. 

·  One Authority - we will establish a programme of ‘softer’ activity that 
helps develop the culture and behaviour that helps the CETA to embed 
itself. A key part of this will be the work to embed new values into the 
authority. Another key element of this will be to work with colleagues in 
HR to develop communication and engagement activities to value and 
reward staff. 

·   Leadership and empowering managers - we will provide managers 
with the support and advice they need to help them communicate more 
effectively. To support this, we will provide training and advice on 
communications for managers. 

·   Electronic Newsletter- This will be directed at members of staff at 
Head and Regional Offices. It will be issued Monthly supported by the 
weekly CEO electronic newsletter to external stakeholders. 

·  Staff Forums /Council Feedback sessions- This will provide a two-
way communications between Management and Staff. 

·  Video Conference/Video Streaming- This will be a cost effective 
mechanism that will be used by management to communicate with staff 
at the Regional Offices 
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11 EXTERNAL STAKEHOLDER COMMUNICATIONS 

 Media Relations 

To build its reputation under the public arena, CETA would need to positively 
raise its profile through pro-active media relation at both local and national 
level  

The approach that will be taken will be, to increase pro-active media relations 
activities whereby the national media are targeted.  

Measures  

·  Annual media survey enable us to set benchmarks for improvement 
and set firm targets for the future  

·  Monitoring and recording the quantity and quality of media coverage 
·  providing weekly press cuttings  
·  scheduling of press stories to ensure key messages are given space to 

be  covered  
·  moving away from the reliance on written press release information 

towards more briefings and interactive media placement  

Stakeholder Relations 
 
It proposed that CETA adopts a structured approach to communicating with 
various stakeholders, by creating communication platforms via provincial and 
national stakeholder forums and by fostering communication partnerships with 
the various sub-sector bodies to communicate to their membership. In 
addition, establish an appropriately managed feedback platform, needs 
analysis system for all stakeholders, and identify existing strategic forums 
within which CETA can present to get political and leadership buy-in. 
 
The implementation strategy will also focus on communicating to those 
stakeholders who do not necessarily belong to any sub-sector body via roads 
shows and various media outreach.  
 
CETA Sub-committee  engagements  

 
Currently, various skills development committees are engaged by CETA for 
various initiatives, these are the National skills development committee, the 
special committees and the regional committees. It is proposed that these 
committees be kept in the loop on all activities and initiatives happening within 
CETA, to keep them up to date. The committees need to be informed of their 
respective roles and CETA’s expectations. A consolidated database of all 
committee members needs to be maintained to ensure distribution to all. 
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Provincial stakeholder forums 

The purpose of the regional/ provincial platforms will be to strengthen the 
regional committees and to ensure that provincial specific challenges and 
needs are captured and fed into the organisation. These forums will comprise 
of stakeholders as follows: 
 

a) 3 subsectors - contractors (civil, building, electrical, mechanical, etc), 
BEP and material manufacturers and suppliers. 

b) public and private sector clients involved in contractor development 
programmes,  

c) Academic institution from the built environment professional faculties 

d) CETA Training providers, assessors,  

e) Levy payer representatives, WSP agents and SDF’s 

f) Learners 

g) SMME contractors not belonging to any representative bodies 

h) Organised labor  

It is proposed that there be two forums per province, one for levy payers/ 
employers and their agents, and Public sector client and the second be for 
training providers, assessors and their learners. 
 
It is proposed that these forums be established via annual invitations to 
interested parties. These forums will need to be managed, by developing a 
database of the members, developing terms of reference for participation, 
distributing communication to the members of the forum and holding bi-
monthly or quarterly meetings with CETA via the regional offices.  
 

National stakeholder forum 

The national structure will serve as a platform for discussing strategic direction 
of CETA. This could be an annual stakeholders conference, where all industry 
stakeholder representatives are briefed about the annual achievements and 
highlighting some key strategic challenges emanating from the provincial 
stakeholders forums and elsewhere and to outline the strategic objectives for 
that year. In this conference, the findings of research and other relevant skills 
and training initiatives can be tabled and discussed.  
 
The overall intention is to enable stakeholders to meet and have a common 
understating on where and what CETA is doing. The purpose is not to seek 
approval (this is done elsewhere) but to seek support and to inform 
stakeholders. The annual conference will need to be timed in consideration 
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with the key milestone activities of the organisation and other construction 
industry events. 
 
Targeted communication to the three sub-sectors’ members 

Part of the intention of engaging the various committees were to encourage 
the representatives to provide communication to their membership, however 
CETA is convinced that this expectation is not fulfilled.  It is therefore 
proposed that CETA adopts a proactive approach to engaging the 
membership of all three sub-sector bodies.  
 
This can be done through entering into a partnership with the various bodies 
to post publication to their newsletters, to advertise road shows and other 
stakeholder engagements and events through the bodies’ communication 
platforms. In addition, CETA can be proactive and identify events at which 
presentations can be made. The intention is to reach all the members within 
these bodies, to ensure that the communication to all stakeholders is 
consistent, and to ensure that feedback on any decisions taken between the 
representative bodies and CETA is provided to the members.  
 
CETA and the various bodies will need to agree on the various approaches 
that can be taken. This will necessitate an engagement process with the 
various representatives to sell the plan to them. These will be all the bodies 
outlined in Annexure A of the SLM strategy document. 
 

Public sector clients’ strategic forums  

There are various forums within which CETA makes presentations to provide 
information on CETA’s mandate and  to get buy-in at a leadership and political 
level on some of the initiatives and to build partnerships.  For example within 
the client departments, there is a public works H.O.D forum, the MINMEC, the 
CFO’s forums, EPWP committees, contractor development departments, etc. 
Other forums will need to be identified to serve this purpose.  
 

Stakeholder engagement, feedback and needs analysis 

It is proposed that the following actions be taken to ensure that CETA 
engages its stakeholders and understand who they are and what their needs 
are: 

a) Develop messages for stakeholder awareness and identify ways of 
communicating these messages. 

o Embark on road shows, consultation meetings,  
o develop informative and relevant communiqué  and distribute 

during engagements 
o Review, revise or develop presentations outlining CETA’s 

mandate, functions and strategic programmes. 
o Feature articles in representative bodies’ publications 
o Set-up meetings with relevant stakeholder representatives to 

promote CETA services, to build partnerships and to inform 
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stakeholders on challenges and/or positive issues when 
necessary. 

b) Establish a feedback and needs analysis system  
o Develop internet needs surveys and or posting of questions and 

queries to a dedicated email address and 
o Develop survey form to be distributed at engagements 
o Device a management system for capturing the needs, 

analysing them and translating these into actions and 
responses. 

o Ensuring that issues are channelled to the relevant business 
units. 

o Develop a needs analysis report, etc. 
c) Target Client Departments running contractor development 

programmes. 
o Propose a communication drive on creating awareness to all 

contractors registered in the various programmes 
o Propose  SMME development initiatives through these 

structures ( access to learnership and support from CETA) 
o Strengthen and foster partnerships with clients willing to 

contribute meaningfully towards skills development. 
 

12 MARKETING DRIVE 
 
Our biggest challenge is to manage perception, misunderstanding of CETA’s 
mandate by the public as well as  lack of visibility of CETA’s services to its 
stakeholders. In order to address these challenges, marketing interventions 
will have to be developed and instituted such as: 
·  Customising our website as a marketing tool to become user friendly to our 

target  market 
·  Introducing blog email 
·  Good paraphernalia’s that carry CETA strategic services 
·  Effective advertising drive through print adverts and promo’s on radio 

stations etc. 

13  PRIORITISING OUR EFFORTS 
 
With such a wide variety of audiences and objectives, we clearly need to 
prioritise the use of our resources.  We will prioritise our communications and 
stakeholder liaison activities on the basis of: 
 
·  Whether it is essential or optional 
·  The likely costs/risks of not communicating and engaging stakeholders 

and   
·  Cost benefit and likely effectiveness 
 
Therefore the actions set out in the attached detailed Action Plan have been 
prioritised on this basis into three categories: 
 
A ©must do© - i.e., important to delivering this strategy 
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B ©should do© - i.e., significant risk associated with not carrying out; and 
C ©could do© - i.e., would be of benefit but not a requirement  

The Action Plan sets out specific actions, timescales and responsibilities 
together with costings and resource requirements where relevant and/or 
possible. 
 

14  MONITORING AND EVALUATION 
 
The delivery of the Communications and Stakeholder Liaison Strategy and 
Action Plan will be led by the communications team, which will be responsible 
for routinely monitoring its success and highlighting, through Chief Operations 
officer any risks that may affect its implementation.  It will be reviewed and 
updated in 2011 with a revised Strategy and Action Plan being presented to 
Council for approval. 
 
New systems will be put in place to monitor and evaluate media coverage of 
the CETA.  The information collated will be used to inform the revised strategy 
and action plan, where appropriate, prompt appropriate action by the 
communications team in the interim.  This includes monitoring the media on a 
daily basis to ensure the communications team and senior staff are well 
informed and able to adapt and respond to coverage where required. 
 
All formal communications with staff and stakeholders will encourage 
feedback, which will be used to inform the development of communications 
activity where applicable.  The communications team will identify and utilise 
any further cost-effective means of evaluation whenever appropriate. 
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KEY ACTION OUTCOME ACTIVITIES OBJECTIVE TARGET DATE BUDGET RESPONSIBILITY PRIORITY 

COMMUNICATIONS 
AND 
STAKEHOLDER 
RELATIONS 
STRATEGY (CSRS) 

Final Approval of 
CSRS by the 
Authority 

Submit CSRS to 
the Authority for 
approval 

To have an aligned 
communications and 
stakeholder relations 
strategy for CETA 

February 2008  COMMS/SLM A 

ESTABLISHMENT 
OF THE 
COMMUNICATIONS 
TEAM 

Getting it right  
slogan 

Propose and 
sought approval 
from the 
Authority to 
establish a 
communications 
team. 

To have a strategic 
communications team that 
will drive the strategy and 
its objectives.  
 
Support the Authority and 
Senior Management Team 
in defining and leading the 
implementation of an 
agreed communications 
and stakeholder relation. 

February 2008  COMMS/SLM  

6 Breakfast 
Meetings at Head 
Office and 
Regional Office 

CEO and COO 
breakfast 
meetings 
targeted at HQ 
and Regional 
Offices staff  

On-going R 50.000.00 COM A 

4 feedback 
session will 
conducted 

Feedback 
Sessions after 
council 
meetings  

To promote an effective and 
integrated internal 
communications  that 
supports organizational 
change 

On-going  COMMS A 

INITIATE 
INTERNAL 
COMMUNICATIONS 
INTERVENTIONS  

MARKETING 
COMMUNICATIONS 

Weekly  issuing 
of thisweek@ceta 

Introduce 
thisweek@ceta-
an email service 
that serves as 
an internal 
newswire 
directed at staff. 

 On-going  COMMS A 

COMMUNICATIONS AND STAKEHOLDER RELATIONS ACTION PLAN 
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It will cover both 
notices, 
circulars and 
other internal 
information  

4 video streaming 
per year will be 
conducted 

Introduce video 
streaming 
service where 
the CEO/COO 
can 
communicate 
urgent matters 
with staff. 

 On-going  COMMS B 

A fully fleshed 
resource centre 
is operational 

Establish a 
resource centre  

 May 2008  COMMS A 

1x teambuilding 
exercise for all 
staff 

Promote team 
building 
exercise 
amongst staff 
 

 March 2008  COMMS B 

Publish all 
relevant 
marketing 
materials 

·  Review  of  
all 
Marketing 
Paraphernal
ia’s 

·  Brochures 
·  Corporate 

Profile   
·  Exhibition 

materials 
·  Posters 

To market and profile 
CETA’s services to the 
general stakeholders 

On-going R500.000.00 COMMS A 

 4 x Adverts per 
year 

 

·  Advertising- 
Radio & 
Print (rand-

To market and profile 
CETA’s services to the 
general stakeholders 

On-going   A 
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4 x promos per 
year 

value,freque
ncy and 
reach 

·   
  Table a report to 

management 
·  Research 

and client 
service 

·  Perception 
audit 

 April 2008    

 
Launch the new 
website  

·  Re-
designing 
the CETA’s 
Website 

Engage the 
consultant on the 
architecture of  the 
website 

January 2008   A 

Organisational 
communication 
(image, service, sub-
sector liaison, 
publicity=the authority 
behind the product) 

A well co-
ordinated 
Communications 
and Stakeholder 
relations 
programme. 

CETA Sub-Sectors 
Liaison 

Provide 
Communicat
ion Support 
for CETA’s 
Liaison 
programme 
with various 
sub-sectors 

On-going R300.000.00 COMMS/SLM A 

  ·  Provide 
Communicat
ion Support 
for CETA’s 
Corporate 
and 
Government
  sector 

Communication behind the 
brand 
 

On-going   A 
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liaison 
·   

  Publicity 
a) Possible 

news 
coverage  of 
CETA’s 
projects 
launches or 
project 
initiatives  

b) Initiate 
Radio and 
TV 
interview/tal
k shows  

c) Continued 
advertorials 
and articles 
on ETQA; 
Skills 
Developmen
t & 
Learnership
s, Research 
and Projects 
etc. 

·   

 
On-going 

  A 

  
6 x editions of 
Columns 
 
 
 
4 x projects 

Publications 
o Columns-* 

revise the 
name to link 
with CETA 
as a brand 
and direct 

  
On-going 
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publications 
 
6 x placements of 
articles  

target 
reader 

o Quarterly 
Community  
projects 
Publication  

·  In-house Media 
publications 

  
Printing of 
2006/07 annual 
report 

o Co-
ordinate/Edit 
inputs for 
the Annual 
Report and 
other 
reports. 

 

 June 2008    

Stakeholder database 
and profile 

Stakeholder 
database 
development and 
profile map 

d) Identify 
suitable 
stakeholder 
database 
system. 

e) Gather 
information 
from all 
relevant 
parties. 

f) Identify and 
categorise 
stakeholder
s 

g) Circulate list 
and obtain 
approval. 

Profile and prioritise 
stakeholders. 

·  Stakeholder 
database to have 
updated and 
relevant information 
on all our 
stakeholders 
(database system) 

Profile map to understand 
our key stakeholders 

October 2007 – 
continuous 
 
 
 
 
 

 

 SLM /COMMS A 
 
 
 
 
 
 
 
 
 

      A 
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Stakeholder needs 
analysis and 
expectations  

Understanding 
CETA’s 
Stakeholder 
needs and 
expectations. 

a) Meet with 
relevant 
stakeholder
s  

b) Develop a 
needs 
analysis 
questionnair
e 

c) Post 
questionnair
e on web, 
distribute at 
engagement
s, 

d) Review FAQ 
section,  

e) Introduce a 
complaints 
section. 

f) Develop 
quarterly /bi-
monthly 
needs 
analysis 
report. 

·  Engage various 
associations 
and committees 
on their needs 
and 
expectations. 

To understand the 
stakeholders expectations  

January – February 
2008 - ongoing 
 
 
 
 
 
 
 
 
 
 
 
 
 

Budget to be 
confirmed 

SLM B/C 
 
 

        A 

Stakeholder Outreach 
drive 

a) Provincial 
road 
shows  

e) Develop 
project 
proposals. 

Create awareness about 
CETA and its services and 
to build partnerships. 

Road shows 
February 2008 – 
May 2008 

 SLM A 
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b) Meetings 
with 
bodies 
members 

c) Present 
at 
different  
forums 

d) Engage 
departme
nts 
involved 
in 
contracto
r 
develop
ment. 

 

f) Develop 
implementat
ion plans.  

g) Develop 
communicati
on 
materials.  

h) Approach 
associations 
to develop 
communicati
on 
proposals 
for their 
members. 

Identify other 
communication 
initiatives within the 
sub-sector (BEP). 

 
CETA’s mandate & services 

·  Legislative 
framework 

·  Learnerships 
·  Skills development 

programmes 
·  CCOEs 
·  New Joint venture 

creations 
·  Training 

accreditation 
·  Unit Standards 

development 
·  Tools and systems 

(WSP,ATR)  
Target audience: 

1. Construction 
contractors (levy 
payers,  

2. Learners  
3. training providers 
4. Public Sector 

Clients (Provincial 
departments, 
municipalities) 

5. Parastatal clients  
6. ( Coega, Transnet, 

Eskom, SASOL, 
ACSA, NCDP, 
CIDB, CBE, etc.) 

BEP’s 

Limpopo – March 
2008 
Mpumalanga – 
March 2008 
Free State – March 
2008 
NC- April 2008 
KZN – April 2008 
EC – April 2008 
WC- May 2008 
GP – May 2008 
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    Meetings with 

various bodies’ 
representatives 
 
February 2008 - 
ONGOING 

 SLM  

NATIONAL 
STAKEHOLDERS 
CONFERENCE 

National 
stakeholders 
conference 

a) Identify 
invitees 

b) Appoint 
service 
provider 
(Events 
coordination) 

c) Package 
report and 
communicati
ons material. 

d) Send 
information 
pack 

·  Identify 
speakers 

·  Feedback, 
strategy 
review and 
engagement 
of national 
stakeholders 
at a national 
level. 

 March 2008 
(planning)  – 
July 2008 
(implement) 

 COMMS/ SLM  
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PROVINCIAL 
STAKEHOLDER 
ENGAGEMENTS 

Establish CETA 
provincial 
forums 

a) Develop 
project 
proposal 

b) Develop 
T.O.R 

c) Develop 
criteria for 
participation 

d) Approach 
associations 
to nominate 
members 

·  Open 
invitation 

·  Establishment 
of provincial 
CETA forums 
to build-up 
and feed into 
the national 
stakeholders’ 
conference 
and to 
communicate 
broadly to all 
stakeholders. 

March 2008 
(planning)  -April 
2008 
 

ongoing 

 Regional 
managers/SLM 

B 

SKILLS DATA SET 
RESEARCH 
COMMUNICATION 

Skills data set 
research 
engagements 

a) Packaging 
report 

b) Distribute 
report 

c) Workshop of 
report to 
various 
stakeholders
. 

d) Stakeholder 
engagement
s (improved) 

7. Identify 
platforms of 
communicati
ng results. 

To provide feedback on the 
research project and to obtain 
buy-in and input from 
stakeholders on scarce and 
critical skills 

May 2008 – June 
2008 (planning) 
 

 (IMPLEMENTATION 
TBC) 

 Regional 
managers/ SLM 

A/B 
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KEY ACTION 
OUTCOME ACTIVITIES OBJECTIVE 

TARGET DATE 
BUDGET RESPONSIBILITY PRIORITY 

Communications and 
Stakeholder Relations 
Strategy (CSRS) 

Final Approval 
of CSRS by the 
Authority 

Submit CSRS to 
the Authority 
for approval 

To have an aligned 
communications and 
stakeholder relations 
strategy for CETA 

February 2008  COMMS/SLM A 

ESTABLISHMENT 
OF THE 
COMMUNICATIONS 
TEAM 

Getting it right  
slogan 

·  Propose and 
sought 
approval 
from the 
Authority to 
establish a 
communicati
ons team. 

To have a strategic 
communications team that 
will drive the strategy and its 
objectives.  
 
Support the Authority and 
Senior Management Team 
in defining and leading the 
implementation of an 
agreed communications and 
stakeholder relation. 

February 2008  COMMS/SLM  
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INITIATE 
INTERNAL 
COMMUNICATIONS 
INTERVENTIONS  

6 Breakfast 
Meetings at 
Head Office and 
Regional Office 

·  CEO and 
COO 
breakfast 
meetings 
targeted at 
HQ and 
Regional 
Offices staff  

To promote an effective and 
integrated internal 
communications  that 
supports organizational 
change 

On-going R 
50.000.00 

COM A 

 PRIORITISING OUR EFFORTS 
 
A ©must do© - i.e., important to delivering this strategy 
B ©should do© - i.e., significant risk associated with not carrying out; and 
C ©could do© - i.e., would be of benefit but not a requirement  



 31 

 

15 EXTERNAL COMMUNICATION PLAN 2008 -2009 
 
TARGET AUDIENCES   MESSAGE  MEDIUM/TOOLS   FREQUENCY  ACTION PLAN  RESPONSIBILITY  

NATIONAL  STAKEHOLDERS 

All government departments, public entities, 
private sector employer bodies. portfolio 
committee. 

CETA’s mandate 

Strategic review 

Progress review 

Strategic way-forward 

Annual stakeholder input 

stakeholder conference 

CETA PUBLICATIONS 

PRINT MEDIA 

Annual Conference proposal 

Theme for the conference 

Built-up communication to conference 

Logistics 

report 

CMMS, SLM,  

PROVINCIAL STAKEHOLDERS –  

Training provider, assessors, SDF, WSP agents 
forum 

 

Public and Private sector clients 

 

Mandate of CETA 

CETA strategic objectives 2007-
2008 

CETA challenges 

CETA positives (all unit operations 
and achievements) 

CETA initiatives (CCOE) 

Stakeholder Forum Establishment 

Areas of synergy 

Training compliance 

Provincial Stakeholder forums 

 

CETA PUBLICATIONS 

CETA BROCHURES 

PRINT MEDIA 

quarterly Develop a proposal for establishing 
these forums 

Develop and Circulate  TOR 

Obtain approval 

 Send out invitations 

Manage the process of creating 
database 

Engage stakeholders 

Capture feedback 

Develop reports for circulation to 
stakeholders at national level 

SLM 

Consultative meetings 

CETA PUBLICATIONS 

CETA BROCHURES 

PRINT MEDIA 

Bi-monthly or 
when necessary 

 

 

Set-up meetings to agree on 
engagements 

Identify activities to be covered 

Involvement of CEO, COO 
and chairperson 

CONTRACTING CONSTRUCTION FIRMS 

BUILT ENVIRONMENT PROFESSIONALS 

TRADE AND LABOR UNIONS 

MATERIALS MANUFACTURERS AND 
SUPPLIERS 

 

Mandate of CETA 

CETA strategic objectives 2007-
2008 

CETA challenges 

CETA positives (all unit operations 
and achievements) CETA Publications  Aligned to 

comms. 
Provide a distribution list of the 
stakeholders 

COMMS 
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 strategy 

 

Posting on stakeholder 
internets 

 

As agreed and 
aligned to all 
other 
communications 

Identify organisations to approach 

set-up meetings to present proposal 

prepare information to post on internets 

liaise with the various communications 
reps in the organisations 

COMMS 

Through member 
Communication channels – 
their newsletters 

 

Based on their 
timing 

Identify organisations to approach 

set-up meetings to present proposal 

Prepare information to contribute in the 
newsletters. 

liaise with the various communications 
reps in the organisations 

COMMS / SLM 

CETA initiatives (CCOE) 

Feedback on committee 
engagements 

Outreach programmes  Planned over 2 
months per 
year, or as 
agreed by 
representative 
bodies. 

Develop an action plan 

Identify stakeholders to be invited 

Develop presentation 

Identify venues  

Send out invitations and notifications via 
the representative bodies. 

COMMS, SLM, CEO, COO, 
chairperson 

  Participate in conferences, 
workshops and other related 
exhibitions 

As planned by 
stakeholders 

Identify organisations to participate  

Write proposals to organisations  

Develop and make available 
communication material to participate at 
these events. 

Provide feedback internally 

Comms, SLM, CEO, COO 

ACADEMIA Areas of possible research and 
participation in CETA’s SSP 
development 

MEETINGS  

CETA PUBLICATION 

As planned Identify institutions to engage 

Write proposals to institutions  
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Promotion of CI 

Identifying training and skills 
development initiatives and 
synergies 

RESEARCH AGENDA 
PROPOSALS 

Develop and make available 
communication material to institutions 

Provide feedback internally 

STRATEGIC AND RELEVANT FORUMS  

 

Mandate of CETA 

CETA strategic objectives 2007-
2008 

CETA challenges 

CETA positives (all unit operations 
and achievements) 

CETA initiatives (CCOE) 

Areas of synergy and partnership 

Presentations at the meetings 
and distribution of relevant 
material 

 

As planned by 
responsible 
stakeholders 

Identify forums to participate at 

Write proposals to organisations  

Request to attend meetings and to do 
presentations 

Provide feedback internally 

 

SLM, CEO, COO, 
chairperson 

 
 


