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This report presents the findings from the PRCA Africa Member Agency Internship Programme
Survey, which gathered insights from member agencies on the structure, challenges, and
benefits of their internship programmes. The data reveals that 95.45% of agencies offer
internships, with most focusing on public relations as the core area of experience. Internship
durations vary, with 70% of programmes lasting one year, and 95% of internships being
full-time commitments.

A strong majority of agencies (72%) provide structured training programmes, including
mentorship, workshops, and project assignments, ensuring interns receive comprehensive
professional development. Performance is typically assessed through quarterly check-ins
and KPI evaluations, with 82% of agencies offering opportunities for interns to transition into
permanent roles.

Key challenges identified include intern retention, the time investment required for training,
and ensuring that interns align with the agency’s culture. However, agencies also highlighted
the significant benefits of running internship programmes, including talent acquisition, the
infusion of fresh ideas, and the development of future PR professionals.

It’s important to note that PRCA Africa strongly advocates for agencies to pay their interns.

The association is firmly against the practice of labelling interns as volunteers to sidestep this
responsibility. While unpaid internships may seem like a short-term financial gain for agencies,
they devalue the PR industry’s expertise and reputation in the long run. It is unjust to expect
young professionals to work for free, and agencies should be prepared to compensate
interns fairly for their contributions.

These concerns are echoed in the South African context, where many survey respondents
were based. Interns are typically sourced from the Public Relations & Communications
_ department within the Informatics and Design Faculty, where students pursue a three-year
National Diploma. Second-year students are required to complete a three-month unpaid
in-service placement, while third-year students aim for a 12-month internship in an agency,
working Monday to Thursday, with lectures on Fridays. Recruitment for these internships

begins in October or November, with placements starting in January.
I X I U I I V I For example, in 2023 at Cape Peninsula University of Technology (CPUT) in Cape Town, only
20 out of 80 PR students secured placements in agencies, leaving 60 to complete research

projects due to the lack of available internships. This competitive landscape underlines the
importance of accessible, structured internship programmes that offer fair compensation and
professional growth opportunities.

Overall, the report demonstrates that internships are a vital component of talent development
in the PR industry. With a continued focus on mentorship, structured training, fair pay, and
retention strategies, agencies can ensure that their internship programmes remain beneficial
to both interns and the industry at large.
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One of the key questions asked in the PRCA Africa Member
Agency Internship Programme Survey was whether agencies
currently offer an internship programme. The results show that a
substantial majority of the agencies (95%) have an active internship
programme in place, while a very small percentage (5%) do not
offer such a programme. This overwhelmingly positive response
highlights the importance placed on internships within PRCA
Africa member agencies. Internships are evidently viewed as a
valuable mechanism for talent acquisition and development, with
most agencies recognising their role in nurturing future PR
professionals.

The high percentage of agencies offering internships suggests
a stfrong commitment to fostering new talent and providing
real-world industry experience. It also reflects an industry culture
that values professional training and development as part of the
overall strategy for growth.
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Agencies that stated they offer infernships were asked to specify
the types of internships available. The results reveal that 100% of
agencies offering internships provide opportunities specifically
within the field of public relations (PR). No agencies reported
offering internships in other areas such as social media,
government relations or content development.

The exclusive focus on PR internships indicates that agencies
see PR as the core discipline in which inferns can gain the most
valuable experience. This finding is not surprising, given that PR
remains the central function of most member agencies. However,
it does raise questions about the lack of diversity in internship
offerings, particularly in other emerging and complementary
areas like social media management and content development,
which are becoming increasingly integral to the broader
communications industry.
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Data shows that most agencies (70%) offer internship programmes
that last for a year. This is followed by shorter durations, with 15%
of agencies offering internships lasting 3 months and another

15% offering 6-month internships. The prevalence of year-long
infernships suggests a preference for more extended, immersive
programmes that allow interns fo gain deeper industry insights
and build more substantial skills. Agencies might feel that longer
internships provide more value, both for the intern and for the
agency, by enabling inferns fo conftribute meaningfully fo projects
over an extended period.

While longer internships are beneficial in terms of thorough
training and professional development, shorter internships (3 to
6 months) may appeal to students or recent graduates who are
looking for a quicker entry point info the industry. The presence
of both longer and shorter programmes highlights a flexible
approach, allowing agencies to cater to different intern profiles
and objectives.
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The vast majority of agencies (95%) offer full-time internships, with
only a small fraction (5%) providing part-time opportunities. This
suggests that most agencies expect interns to commit fully fo
their role, viewing internships as an immersive experience requiring
significant time and focus. The preference for full-time internships
aligns with the earlier finding that many agencies offer year-long
programmes. Full-time positions are likely designed to ensure that
inferns gain in-depth exposure to agency operations, client work,
and the fast-paced nature of the PR industry.

While full-time internships provide a more robust experience,
part-time opportunities could appeal to individuals with other
commitments, such as students or those pursuing multiple career
pathways. Agencies offering part-time roles may benefit from
accessing a wider pool of talent, though the low percentage
suggests this is not a common practice in the industry at present.
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The overwhelming majority of agencies (95%) typically take on
between 1and 10 interns per intake period, with only a small
percentage (5%) accommodating a larger group of 11-15 interns.
This suggests that most agencies favour smaller cohorts, likely
to ensure that interns receive more personalised aftention and
guidance from their supervisors.

The data indicates a preference for smaller intern groups, allowing
agencies to maintain a manageable intern-to-supervisor ratio.

This approach supports more hands-on learning, ensuring that
each intern can be fully integrated into the agency’s workflow. The
small percentage of agencies that take on 11-15 interns may reflect
larger or more resource-rich organisations that are capable of
managing bigger groups without compromising on the quality of
the internship experience.
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The internship application process varies across PRCA Africa
member agencies, showcasing a range of approaches to
identifying and selecting falent. While some agencies adopt
more formalised methods, others infegrate partnerships with
educational institfutions and innovative assessments info their
recruitment strategies. Key insights from the responses include:

Online Form Submission: A significant number of agencies ufilise
online application forms, either through their website or social
media channels. This is a standard method that allows agencies to
reach a broader audience. Some agencies noted that they receive
hundreds of applications this way, demonstrating the high level of
inferest in their infernship programmes.

Portfolio Submissions: Several agencies require candidates
to submit portfolios as part of the application process. This is
particularly relevant in fields like PR and communications, where
demonstrating past work can be an essential factor in candidate
selection. Some agencies also ask candidates fo present their
portfolios during the recruitment process, allowing for more
inferactive and skill-based evaluations.

Partner Universities: A number of agencies have established
relationships with universities or tertiary education institutions,
where they source interns through specific partnership
programmes. These agencies offen attend career fairs, give falks,
and liaise with faculty to attract suitable candidates. University
partnerships seem to provide a more structured intake process,
ensuring that candidates are pre-screened and aligned with
industry requirements.

Interviews and Workshops: For many agencies, the application
process includes interviews, either online or in-person, as a way
o further assess suitability. Some agencies go beyond fraditional
inferviews, organising full-day workshops to evaluate candidates’
skills, team fit, and overall readiness for the internship.
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Agencies were asked whether they have specific eligibility
requirements for internship applicants, and the responses provide
insight into the qualifications and skills that agencies prioritise
when selecting interns. Here are the key findings:

Relevant Academic Qualifications: Many agencies require
applicants to hold a degree or diploma in a relevant field, such
as PR, communications, or marketing. Some agencies are
particularly selective, preferring graduates from recognised
institutions or those who have achieved strong academic
performance. For instance, one agency specifies that candidates
must be top students with references from educational staff,
indicating a rigorous selection process.

Graduate or Final-Year Students: Several agencies prefer
candidates who have either completed their tertiary education or
are in their final year of study. This approach ensures that interns
are equipped with foundational knowledge and are close to
fransitioning into the professional world.

Relevant Experience: Although not universally required, some
agencies appreciate previous experience in the industry or a
related field. Portfolios, reels, and reports of work done are also
highly valued, offering a concrete demonstration of the applicant’s
capabilities and achievements.
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Agencies employ a variety of methods fo screen and select
candidates for their internship programmes. Below are the main
approaches observed:

Basic Interview Process: Some agencies implement a
straightforward interview process, where candidates are evaluated
based on their responses during an initial interview. This is a
standard method fo assess candidates’ basic communication
skills, motivation, and fit for the role.

Multi-Step Screening: A few agencies adopt a more layered
approach, with initial CV screenings followed by virtual or
in-person inferviews. One agency, for example, conducts
virtual screenings of the top 10 candidates, narrowing the field to
5 for in-person inferviews. Another agency uses a criteria sheet fo
screen CVs, passing the top candidates to senior management for
final selection.

Skill-Based Tests: Several agencies incorporate practical fests
fo assess candidates’ writing abilities or other job-related skills.
These tests are often combined with portfolio sulbbmissions and
task-based questions, giving agencies a clear view of the
candidate’s capability and potential. For example, one agency
asks candidates to complete a writing fest and respond fo
specific PR-related task questions as part of the selection
process.

Focus on Attitude: Interestingly, one agency emphasised
“attitude” as a key factor in selecting interns, highlighting the
importance of a candidate’s mindset and approach in addition to
their skills or qualifications. This suggests that agencies value
personal qualities like motivation, enthusiasm, and cultural fit
alongside technical abilifies.
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Agencies were asked whether they provide a structured training
programme for interns as part of their internship offering. The data
reveals that the majority of agencies (72%) offer a structured
fraining programme for their interns. This suggests that most
agencies recognise the importance of providing a formalised
learning path to help interns develop the skills needed for the PR
industry.

A structured programme is likely to include a combination of
hands-on work, mentorship, and possibly formal sessions aimed
at enhancing industry-specific skills such as writing, client
management, and media relations. The 28% of agencies that

do not provide structured tfraining may rely on a more ad-hoc
approach, allowing interns to learn on the job without a
predefined curriculum. While this can also be effective in
fast-paced environments, it might limit the overall learning
experience and consistency of training across different interns.
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For agencies that provide a structured fraining programme,
various elements have been incorporated to ensure that interns
receive comprehensive professional development. The core
components reported by agencies include:

Mentorship and Buddy Systems: a common feature across
many agencies is the provision of mentforship. Inferns are typical-
ly assigned a senior team member, such as a manager, Account
Manager (AM), or Account Director (AD), who acts as their mentor
throughout the programme. In addition, some agencies assign
interns a “buddy,” a peer who serves as a point of contact for
both work-related and non-work-related queries. This dual
support system ensures that inferns receive both formal guidance
and peer-to-peer support during their internship.

Workshops and Formal Training: several agencies offer
structured workshops and training programmes as part of their
internship. These workshops may focus on key industry skills such
as media relations, client management, or digital marketing. For
instance, one agency infegrates a year-long course with Red
& Yellow info its programme, supplemented by formal and
informal fraining opportunities. Regular check-ins and
performance assessments ensure that inferns are progressing
and adapting to the role.

On-the-Job Training and Project Assignments: inferns are
often involved in project assignments that provide hands-on
experience. This allows inferns to apply theoretical knowledge to
real-world scenarios. Some agencies expect interns to engage
with clients and take on responsibilities similar to those of a junior
team member, such as an Account Executive (AE). One agency, for
example, fransitions interns info client-facing roles once they
have demonstrated confidence and interest, offering them the
opportunity fo confribute to significant tasks beyond routine
administrative dufies.

' Performance Management and Check-ins: performance
management plays a key role in the fraining process, with
agencies conducting regular check-ins and quarterly KPI
assessments. These sessions help interns frack their progress
and receive feedback from their line managers. The performance
reviews ensure that inferns are developing the necessary skills to
meet professional standards and complete tasks such as
compiling portfolios or delivering client work.

Customised Learning Initiatives: a few agencies provide unique,
in-house learning initiatives like the Starting Blocks programme,
which consists of modules and tasks that interns must complete to
“graduate” from the initiative. This offers a more formal educational
structure within the agency, helping inferns develop a broad skill
set that goes beyond day-to-day fasks.
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Agencies were asked to identify the primary learning objectives
for their interns. The responses reveal that the focus is largely on
providing hands-on experience and industry-specific
knowledge.

The majority of agencies (82%) prioritise gaining practical
experience as the main learning objective for interns. This aligns
with the industry’s hands-on nature, where practical exposure to
real-world PR fasks—such as media relations, client management,
and content creation—is critical for skill development. Interns

are expected fo immerse themselves in day-to-day activities,
allowing them to apply theoretical knowledge from their studies to
professional scenarios. A smaller but notable percentage (12%) of
agencies focus on developing communication skills.

This suggests that while technical PR tasks are important,
agencies also recognise the need for inferns to refine their

verbal and written communication, which are essential for success
in client-facing and media relations roles. Finally, acquiring
knowledge of the PR industry within the African context was
mentioned by 6% of agencies. This demonstrates that some
agencies aim to contextualise the interns’ experience, helping
them understand the nuances and challenges specific to working
in PR within the African market.
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Agencies were asked how they assess the performance of their
inferns throughout the internship programme. Responses indicate
a range of methods that combine formal evaluation processes
with ongoing feedback and mentorship. Key approaches include:

Quarterly Reviews and Check-ins: Many agencies conduct
quarterly performance reviews, mirroring the processes used for
full-time employees. These reviews involve setting Key Perfor-
mance Indicators (KPIs) at the beginning of the internship, against
which interns are measured throughout their tenure. Feedback
is provided by HR professionals, managers, and mentors during
these reviews, ensuring that interns are aware of their progress and
areas for improvement.

Mentorship and Project-Based Evaluation: Some agencies
emphasise mentorship and the completion of project assignments
as a key component of intern performance assessment. Interns are
assessed on their ability fo deliver on assigned tasks and com-
plete projects, with their proactivity and willingness fo learn being
crucial factors in the evaluation. Mentors play an active role in
providing regular guidance and assessing interns’ work.

Daily and On-the-Job Feedback: Several agencies conduct
daily check-ins and provide on-the-job feedback to ensure
interns remain on frack with their tasks. This approach fosters an
ongoing dialogue between inferns and supervisors, creating a dy-
namic environment where performance is constantly reviewed and
adjusted. This method helps inferns stay engaged and motivated
throughout the programme.

University and Graduation Requirements: In cases where interns
are still students, their performance is also measured against their
university requirements. Some agencies have internal graduation
requirements or final assessments, such as working on a client
project directly with senior management. This ensures that interns
meet both academic and professional standards before complet-
ing the infernship.
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Agencies were asked if they offer interns the opportunity to
fransition into permanent positions upon completion of the
internship programme. A large majority of agencies (82%) offer
inferns the chance to move into permanent roles after successfully
completing their internship.

This indicates that internships are seen not only as a learning
experience but also as a recruitment pipeline for agencies. By
providing permanent opportunities, agencies can retain top talent
that has already been trained in their processes and culture,
reducing the need for further onboarding and training. The 18%

of agencies that do not offer permanent positions may have
different reasons for this, such as limited capacity or a preference
for keeping internships as femporary learning experiences without
committing to long-term employment. These agencies might also
be focusing on providing interns with a broader industry exposure,
enabling them to explore opportunities beyond the agency.

The high percentage of agencies offering permanent roles
highlights the value of internships as a career-launching
opportunity within the PR and communications industry. Interns
who excel during their placements can secure a full-time position,
making internships a critical step in professional development.
Agencies benefit from this arrangement by securing pre-trained
talent, leading to a more seamless transition into permanent roles.
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For agencies that offer interns the opportunity fo fransition into
permanent roles, various mechanisms are in place to facilitate this
process. The responses indicate that performance, role availability,
and organisational fit are key factors in determining whether an
intern is offered a full-time position. Here are the primary
approaches:

Performance and KPlIs: the most common mechanism across
agencies is performance-based. Interns are assessed based on
their ability to meet or exceed Key Performance Indicators (KPIs)
and Objectives and Key Results (OKRs) during their internship. If
inferns have demonstrated strong performance and have
successfully fulfilled their responsibilities, they are typically offered
a full-fime role. Some agencies also conduct quarterly reviews
and performance evaluations fo frack infern progress, which plays
a major role in deciding whether fo extend a permanent offer.

Re-Interviews and Skills Demonstration: some agencies require
inferns to undergo a re-interview process before being offered a
permanent position. During these interviews, inferns are expected
fo provide evidence of their growth, including demonstrating
the skills they have honed throughout the internship and their
contributions to the team. This process ensures that only the most
capable and well-prepared interns fransition into full-time roles,
and also accounts for whether there are open positions at the
fime.

Availability of Positions: a number of agencies mentioned
that hiring inferns info full-time positions is contingent upon the
availability of roles within the organisation. If a suitable position,
such as an Account Executive or Account Coordinator, becomes
available and the intern has demonstrated their fit with the feam
and clients, they are often hired. In some cases, agencies evaluate
whether there are client vacancies that can accommodate the
infern within the existing service tfeams.

Structured Transition Process: some agencies have a structured
process for fransitioning interns, which includes drafting a new
contract and offering benefits such as bonuses and expanded
responsibilities. For example, inferns who perform well during a
12-month infernship may be given a permanent contract, undergo
quarterly performance reviews, and receive expanded roles within
the agency. In other cases, the fransition is outlined from the start
of the internship, ensuring interns understand that full-time
employment is an achievable outcome upon successful
completion.
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Agencies shared the most significant challenges they face when
running internship programmes, shedding light on common
difficulties that can impact the effectiveness of these initiatives.
Key challenges include:

Retention and Commitment: one of the primary challenges is
infern retention. Agencies reported that inferns may drop out of
the programme before completion, leading to disruptions in the
recruitment, onboarding, and training process. Additionally, interns
sometimes pursue other opportunities or realise that their career
aspirations lie outside the department they are working in,
resulting in early exits. Some agencies also highlighted a
disconnect between interns’ expectations and the reality of the
programme. Interns may perceive themselves as too junior to fully
engage with the programme’s objectives, which can result in a
lack of proactivity and commitment.

Economic Pressures and Absorption: a significant challenge for
some agencies is the ability to absorb interns info full-time roles.
In the current economic climate, businesses face pressure due
fo slow growth, making it difficult to offer permanent positions
to all interns, even those who perform well. This creates tension
between providing internships for learning and maintaining the
resources needed for long-term employment.

Recruitment and Cultural Fit: The recruitment process itself
is another area of difficulty. Agencies receive hundreds of
applications, and vetting candidates to find the right talent takes
considerable time and effort. Moreover, selecting interns who fit
with the company’s culture and ethics can be challenging, as it
requires a balance between technical ability and personal
alignment with the agency’s values.

Time and Resource Investment: many agencies reported that
one of the most significant challenges is the time investment
required to mentor and train interns. Given that academia and
the PR industry can be misaligned in terms of practical skills, a
considerable amount of time is spent teaching interns how the
industry operates. This can place a burden on existing staff,
who must dedicate time to fraining, mentoring, and providing
continuous feedback, which detracts from their own workload.

Intern Expectations: some agencies noted that inferns often
come into the programme with unrealistic expectations about
the work environment or the level of responsibility they will be
given. Managing these expectations and ensuring that interns
understand the demands of the industry is a common challenge.
Additionally, skills such as time management, attention to detail,
and teamwork are areas where interns may struggle, requiring
further development and support from the agency.
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Agencies shared the most notable benefits they have gained

from running internship programmes. The responses indicate that
infernships provide substantial value o agencies beyond just
femporary assistance, helping to build a dynamic and future-ready
workforce. Key benefits include:

' Talent Acquisition and Retention: one of the most frequently
mentioned benefits is the ability to retain top talent. Internships
serve as a natfural pipeline for recruiting junior staff. Interns who
fransition into full-fime roles are often more committed o the
agency, having already been trained and acclimated fo the
company culture. Many agencies report that interns who become
permanent staff tend fo stay longer than external hires, providing
the agency with a stable and loyal workforce.

Fresh Ideas and Perspectives: another notable benefit is the
influx of new talent and fresh thinking that inferns bring. Interns, of-
fen from Generation Z, infroduce young, energetic, and innovative
ideas that can challenge the status quo and bring fresh perspec-
fives to ongoing projects. This input helps agencies stay relevant
and adapt to changing frends, parficularly in digital and social
media spaces, where younger generations often have deeper
insights.

» Workforce Growth and Succession Planning: infernship pro-
grammes help agencies maintain a steady supply of prepped and
frained staff at the junior level. This not only smooths the transition
from intern to full-time employee but also supports workforce
growth. Some agencies have reported that former interns have
risen through the ranks, becoming senior team members over the
years, showcasing the value of nurturing falent from within.

Mentorship and Positive Impact: for many agencies, internships
are an opportunity to provide a positive impact on the industry
and mentor young people. Agencies take pride in knowing that
they are helping fo develop the next generation of PR profes-
sionals and assisting young people in entering the job market.
This creates a sense of social responsibility and contributes to the
agency’s ‘BBBEE’ (Broad-Based Black Economic Empowerment)
verification processes, where relevant.

Organisational Culture and Development: running infernship
programmes has become embedded in the DNA of many agen-
cies, serving as a natural and confinuous way fo bring in dynamic,
enthusiastic, and talented individuals. Internships also offer extra
hands on projects, helping fo ease workloads and infroduce new
perspectives and challenging questions that foster growth and
creativity within teams.
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Agencies were invited to share any additional information or

insights regarding their infernship programmes. The responses
highlight areas for improvement and considerations that could
enhance the value of internships for both interns and agencies.

» Support for Mentors and Leadership Involvement: one agency
noted the need for more support for mentors, who play a crucial
role in guiding interns throughout their programme. Mentors would
benefit from additional resources or recognition, given their
responsibility in shaping the intern’s experience. Additionally, it
was suggested that leadership should be more involved in
onboarding interns, taking them through the agency’s culture,
ways of working, and practical aspects such as business hours
and expectations. This could help interns better understand the
agency environment and align more quickly.

Assessing Intern Capabilities Before Joining: one suggestion
was to infroduce pre-joining assessments for interns, such as
skills tests, to evaluate their capabilities before they begin the
programme. This would help agencies ensure that incoming
inferns are adequately prepared and have the basic skills
necessary to succeed in their roles.

Paid Internships and Job Shadowing: several agencies
emphasised the importance of paying inferns, highlighting that
they provide valuable services to the agency, its clients, and the
broader industry. Offering remuneration not only recognises the
contributions interns make but also helps fo aftract fop talent.
Some agencies offer job shadowing programmes instead of
full-time infernships, and these positions are also remunerated,
further illustrating the value of paid opportunities.

* Aligning Academia and Industry: a recurring theme was the
need for better communication and alignment between academia
and the PR industry. Agencies feel that universities should focus
more on preparing students for the realities of the workplace, with
an emphasis on skills such as CV writing, interview techniques,
and professional efiquette. Additionally, there is a call for
standardisation of PR course content and terminology fo ensure
that students entfer the workforce with a consistent and relevant
knowledge base.

Support for Mentors &
Leadership Involvement

2L
=

Paid Internships
& Job Shadowing

Assessing Intern
Capabilities Before
Joining

-
&

Aligning Academia
& Industry

18

PRCA Africa Infernships Report

CONCLUSION

The findings from the PRCA Africa Member Agency Internship Programme Survey highlight
the pivotal role that internships play in shaping the future of the PR and communications
industry. Most agencies offer well-structured, hands-on internships that provide not only
valuable experience for interns but also a crucial talent pipeline for agencies. With a focus on
practical skills, mentorship, and opportunities to transition into permanent roles, internships
remain a vital element in talent development across PRCA Africa’s member agencies.

While agencies face challenges such as intern retention, the time investment required for
training, and bridging the gap between academic preparation and industry needs, there is a
growing recognition that fair compensation is key to enhancing the intern experience. Paying
interns, rather than relying on unpaid placements, is crucial for creating a more inclusive and
equitable entry point into the profession. Fair pay ensures that interns are valued for their
contributions, while also fostering a more professional and committed workforce.

By continuing to refine these programmes—ensuring a focus on leadership involvement,
mentorship, and proper remuneration—agencies can cultivate a more effective and sustainable
approach to building the next generation of PR professionals. Strengthening collaboration
between academic institutions and the industry will also help align internship opportunities
with the evolving demands of the field.

Overall, the survey confirms that internships provide substantial benefits for both interns and
agencies. By addressing key areas for improvement, including fair pay for interns, these
programmes can continue to be an essential part of the professional development journey
within the PR industry.
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